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GLOSSARY

IJC — Independent Journalism Center (IJC)
IT — interviewee (in-depth interview participant)

Target group in sociology refers to a certain category of people or communities that researchers or social
interventions address with a view to conducting a study. This group is chosen on the basis of specific
characteristics or problems that are relevant to the objectives of the research or intervention. The target
group of this study is vulnerable or marginalized groups (women from rural/urban areas, young people from
rural/urban areas, people with disabilities, the elderly, the Roma, refugees).

Vulnerable or marginalized groups are groups of people who, due to some factors, are in situations of social,
economic or informational disadvantage and who do not benefit from the same opportunities as other
groups in society.

The media refers to communication tools and channels that allow the transmission of information to a wide
audience. They include television, radio, newspapers, magazines, the Internet and other digital platforms,
with the role of informing, educating, influencing public opinion.

Media literacy is the ability to critically, efficiently and responsibly access, use, understand and engage media
of all types.

Human rights are the set of fundamental rights and essential freedoms that are guaranteed to every person,
regardless of nationality, ethnicity, gender, religion or other characteristics. They are considered uni-
versal (apply everywhere) and egalitarian (the same for all).

CSO — civil society organization

PA — Public Association

NGO — non-governmental organization



EXECUTIVE SUMMARY

This study investigates in depth the access of social-
ly vulnerable groups from Moldova to information,
how they interact with various media sources and
their level of media literacy. The analysis starts from
the key question: Do these categories of population
have the necessary tools — linguistic, technological,
cognitive and cultural — to access, understand and
critically evaluate information in the public space or,
on the contrary, they risk being excluded, marginal-
ized or discriminated against in this process that is
essential for democratic participation?

The study examines the extent to which language
barriers, disabilities or digital limitations affect the
ability of these people to inform themselves. For
example, the Roma and Ukrainian refugees may
have difficulty finding relevant information in their
native language or accessing content that reflects
their own social and cultural reality. The research
also assesses how these groups actively interact
with information — whether they are able to un-
derstand messages, critically evaluate them, apply
them in everyday life and express themselves in the
public space through the media.

The results highlight significant differences be-
tween socially vulnerable groups in terms of ac-
cess, use and perception of the media and public
information.

Preferred sources of information and the
ones perceived as accessible

Social networks are the main source of informa-
tion for most groups, with high levels of use among
young people (over 84%) and refugees (83.3%).
Television is preferred by the elderly (73.3%), while
urban women especially opt for news websites
(40.2%). Messaging platforms (Viber, Telegram,
WhatsApp) are essential for refugees, but are to a
lesser extent used by other groups.

Perceived accessibility varies significantly: social
networks are considered accessible by young peo-
ple, women and refugees, while television remains
accessible especially for the elderly. The Roma and
people with disabilities have difficulty accessing
news websites.
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Level of trust in the media and alternative
sources

Trust in the media is moderate, with significant
variations between groups. The elderly show the
highest level of distrust, while urban youth have the
most trust. Interpersonal sources (family, friends)
are considered the most reliable, especially by ru-
ral women and young people. Social networks are
perceived as relatively reliable sources, especially
among young people and refugees.

Types of information sought

Information about domestic events and social re-
alities is most in demand, especially by the elder-
ly, women and people with disabilities. Refugees
frequently seek information about neighboring
countries and global contexts. Practical informa-
tion (weather, transportation, employment) is a
priority for women and refugees, reflecting their
immediate needs.

Media and digital literacy

The study reveals an uneven level of media literacy.
Refugees and young people demonstrate a superior
ability to filter information, while older women,
the Roma and people with disabilities lack essential
digital skills. Disinformation is a common prob-
lem, and most respondents do not know effective
methods of verifying information. Media education
is considered essential to counter disinformation,
but it remains underdeveloped among vulnerable
groups. There is an increased interest in educa-
tional and short video content, especially among
young people.

Interaction with NGOs and the media

Only a small proportion of respondents know of
organizations that defend their interests, except
for refugees, who show an increased level of aware-
ness and participation. Most find out about NGOs
through social networks or their immediate circle.
Direct involvement in civic activities and the media
is generally low, but refugees and young people in
urban areas show a higher level of participation.



Traditional media consumption

The televisions Moldova 1, Pro TV, Jurnal TV and TV8
are the most watched, especially by the elderly and
people with disabilities. Among radios, Radio Noroc
and HIT FM are popular, and in the online environ-
ment, Stiri.md, Protv.md and Point.md are the most
accessed by urban women and rural youth. Facebook
is the dominant social network, followed by TikTok
and Telegram, depending on the target group.

Language and information access

Most respondents say they can access information
in their native language without difficulty, except for
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some members of the Roma community and refugees.
Access to local information is generalized, but some
groups show dependence on informal networks and
unofficial sources.

The relationship of civil society
organizations with the media in the last 3
years

Civil society organizations are aware of the impor-
tance of their relationship with the media and use
digital channels in particular to promote their ac-
tivities. Although collaboration with the media has
evolved positively in the last three years, progress
is more visible at the national level.



STUDY METHODOLOGY

The study pursues several objectives, including:

e Assessing of the level of trust of vulnerable and/
or marginalized groups in the media;

e Analyzing these groups’ access to information
provided through various media channels;

e Understanding these groups’ perception of how
the media approach topics related to inclusion
and their specific needs;

e Identifying media literacy needs;

e Assessing the role and impact of the media in
supporting the rights of vulnerable and/or mar-
ginalized groups;

e Investigating the level of cooperation between
the media and civil society organizations repre-
senting these groups;

e Analyzing the degree of participation of vulnera-
ble and/or marginalized groups as a result of ex-
posure to information content online, especially
on social networks.

At the same time, the research aimed to identify me-
dia literacy needs, perception of disinformation and
fake news, as well as the platforms that these groups
consider relevant for obtaining accurate information.
The data were collected using two distinct methods:

e (Quantitative method — survey;

e (Qualitative method — in-depth interviews.

The first quantitative study was conducted on a rep-
resentative sample of population groups with a total
number of 860 respondents who belonged to the fol-
lowing categories:

e Rural women aged 30-59 (118 questionnaires);

e Urbanwomen aged 30-59 (101 questionnaires);

e Rural youth aged 18-29 (102 questionnaires);
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e Urban youth aged 18-29 (106 questionnaires);
e Persons with disabilities (100 questionnaires);

e The elderly over the age of 60 (113
questionnaires);

e The Roma (112 questionnaires);
e Refugees from Ukraine (108 questionnaires).

The questionnaire is nationally representative for each
of the categories analyzed, as the sample was con-
structed separately for each target group. Data collec-
tion was carried out using the CAPI method (face-to-
face interviews with the use of a tablet for questions
and answers), in the period between 4 March and 1 April
2025. The data collection process took place simulta-
neously in all districts of the Republic of Moldova, with
the involvement of 33 on-site operators.

Table 1. Sample structure

Category of respondent Number

Rural women (aged 30-59) N8
Urban women (aged 30-59) 101
Rural youth (aged 18-29) 102
Urban youth (aged 18-29) 106
People with disabilities 100
The elderly (aged 60+) 13
The Roma 12
Refugees from Ukraine 108
Total 860

The second quantitative study focused on the rela-
tionship of civil society organizations with the me-
dia in the last 3 years. It was conducted on a sample
of 33 organizations from different fields of activi-
ty, using the CATI (Computer-Assisted Telephone
Interviewing) and CAWI (Computer-Assisted Web
Interviewing) methods. The proportion of respond-
ents surveyed by each method was 45.5% for CATI
and 54.5% for CAWI. Data were collected in the period
from 20 to 25 March 2025.



The main objective of the research was to identify
organizations that managed to improve their rela-
tionship with the media during the mentioned period
and to understand how the representatives of those
organizations perceived the impact of collaboration
with the media in the process of promoting their pro-
jects and initiatives.

Difficulties encountered

The data collection process in the second quantitative
study was marked by the following difficulties:

e The limited availability and busy schedule of or-

ganizations caused delays in data collection and
required frequent rescheduling of interviews.

Table 2. List and features of in-depth interviews

ST U DY Vulnerable and Marginalized Groups in Relation to the Media: Access, Consumption and Media Literacy

e The low level of interest shown by some or-
ganizations towards the topic of the study.

e Some organizations hesitated to participate
because of a lack of trust or fears related to
confidentiality.

Within the qualitative study, 12 in-depth inter-
views were conducted with representatives of each
category that constitutes a target group. The in-
depth interviews were conducted online, between
28 February and 7 March 2025, being audio re-
corded in the interviewee’s native language and
transcribed in Romanian as appropriate. The qual-
itative report contains the main observations and
quotes.

u Field of activity Target group

A.O. Prietena Mea // [My Friend PA]
2 119 A.O. Reteaua Femeilor pentru Democratie (WDN
Moldova) // [Women's Democracy Network Moldoval] Representative of persons
) L | with disabilities
A.O. Alianta Organizatiilor pentru Persoane cu Dizabilitdti
3 nm din R. Moldova (AOPD) // [Alliance of Organizations for
Persons with Disabilities of Moldova]
4 18 A.O. Bastina // [Homeland PA] Elderly person
A.O. Codlitia Vocea Romilor (CVR) / Asociatia Nationald
5 1o a Mediatorilor Comunitari (ANMC) // [The Voice of the Representative of the Roma
Roma Codlition / The National Association of Community | ethnicity
Mediators]
6 13 TV C8useni Studio-L
Media representative
7 2 Ziarul de Gardd
8 14 Ocnita District Youth Center Urban youth
9 n Librarian Urban woman
10 112 Banking specialist Rural youth
n 16 Kindergarten director Rural woman
12 7 - Refugee from Ukraine




Chapter 1.
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ACCESS TO INFORMATION AND LEVEL OF TRUST

IN SOURCES

This chapter is dedicated to the analysis of the rela-
tionship between the media and socially vulnerable
groups, with an emphasis on access to information
and level of trust in media sources. It examines the
influences exerted by social, economic and techno-
logical conditions on the ability of these groups to
access relevant information and to perceive the media
as credible.

The challenges related to media literacy and the im-
pact of obtaining accurate information on social in-
tegration are also addressed. The role of civil society
organizations in supporting vulnerable groups, as well
as the importance of transparency of media outlets
and increasing technological accessibility are also
analyzed here.

1.1. Sources of information

Moldovan citizens use a wide range of information
sources, from traditional ones — television and radio — to
digital ones, such as social networks, news websites and
messaging applications. Information also frequently cir-
culates through interpersonal networks, such as family,
neighbors or colleagues. As Internet access expands, on-
line sources are gaining more and more ground, includ-
ing among vulnerable groups. Social networks and tele-
vision continue to dominate media consumption, being
followed by news websites. At the same time, platforms
such as Telegram, Viber and WhatsApp are increasingly
being used by young people and refugees. The elderly,
on the other hand, prefer to inform themselves mainly
through radio and print media.

Table 3. Q_1. What sources do you use to obtain information about current events and topics

that interest you, as well as useful information?

aged 30-59)

Rural women
(aged 30-59)
Urban women
(

T
(7]
()]
O

~—

£

=3
3
o
>
[}
b
3

-3

Urban youth (aged
Elderly (aged 60+)

People with
disabilities

Social networks 79.5 79.4 84.3 78.3 557 50.9 616 83.3
v 50.8 46.4 36.3 226 557 73.3 43.8 17.6
Colleagues, relatives, neighbors 28.7 36.1 255 40.6 258 328 40.2 57.4
News websites 39.3 40.2 35.3 33.0 30.9 28.4 19.6 50.9
Family members 35.2 34.0 343 36.8 27.8 267 37.5 iviwh
Groups on Telegram 16.4 21.6 33.3 40.6 1.3 121 14.3 58.3
Groups on Viber 18.9 25.8 19.6 7.9 17.5 15.5 14.3 63.0
Radio 18.9 20.6 7.8 10.4 22.7 25.0 125 1.1
Local public authorities 26.2 4.4 127 85 4.4 14.7 14.3 213
Groups on WhatsApp 16.4 13.4 15.7 9.4 6.2 12.9 125 29.6
Podcasts 4.8 16.5 17.6 20.8 7.2 n.2 3.6 10.2
Street advertising 12.3 13.4 6.9 16.0 7.2 4.3 13.4 15.7
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Newspapers | 16.4 |
Civil society organizations (NGOs) | 5.7 |
| Magazines | 15.6 |

82 |
41 |
41 |

29 | 00| 24| @8 | 89| 56
29 | 57| s2| w7 | 7| 26
20 | 28| 93| 69| 36| 10 |

Social networks are the most frequently used source
of information for all categories of respondents, espe-
cially for rural women and youth (79.5% and 84.3%,
respectively), as well as for the Roma (61.6%) and
refugees (83.3%). These platforms are used both for
accessing various types of information and for in-
teracting with other users, being a fast and accessi-
ble source that offers content tailored to individual
interests.

Television remains an important source of infor-
mation, being especially preferred by the elderly
(73.3%), people with disabilities (55.7%) and rural
women (50.8%). This traditional medium continues
to be perceived as a reliable source, especially among
those who do not have constant access to the Internet
or who prefer classical means of information.

Interpersonal networks — colleagues, relatives and
neighbors — are relevant sources of information, es-
pecially for refugees (57.4%), the Roma (40.2%), as
well as for urban women and youth (36.1% and 40.6%,
respectively). These informal channels of communi-
cation are valuable by allowing direct exchanges of
views and discussions, being of particular importance
in isolated communities, where access to other sourc-
es may be limited.

News websites are used mainly by urban women
(40.2%) and refugees (50.9%), providing quick ac-
cess to up-to-date information. However, they are
less accessed in rural areas or by people with limited
Internet access.

Family members are mentioned as a significant
source of information by refugees (44.4%), the
Roma (37.5%), rural women (35.2%) and urban
youth (36.8%). They are perceived as reliable sourc-
es, providing both useful information and emotional
support.

Groups in messaging applications (Telegram, Viber,
WhatsApp) are important channels of alternative in-
formation, being used mainly by refugees (63% on
Viber and 58.3% on Telegram). Urban youth also use
Telegram significantly (40.6%). WhatsApp is less
popular among the analyzed groups. The use of these
applications depends on the personal contact net-
works and the digital skills of the users.

Radio is accessed to a lesser extent compared to oth-
er sources of information, being used mainly by the

elderly (25%) and people with disabilities (22.7%).
It is perceived as an accessible and familiar channel,
especially in the absence of other media or in areas
with little connectivity.

Other less frequently mentioned sources of informa-
tion include local public authorities, podcasts, street
advertising, newspapers, magazines and civil society
organizations. They are accessed occasionally, de-
pending on the specifics of each community. However,
there is a higher proportion of refugees (29.6%) who
obtain information through NGOs, which indicates a
relevant potential for collaboration with these organ-
izations in the process of providing information and
support to vulnerable groups.

In 2025, social networks continue to be the main so-
urce of information for most groups of respondents,
especially young people. Television, although still
relevant to certain segments, is suffering a pronoun-
ced decline. For urban youth, television consumption
fell from 32% in 2022 to 22.6% in 2025. On the other
hand, among the elderly, it remains an important in-
formation channel, although there has also been a
decrease in consumption, from 93.6% in 2022 to 73.3%
in 2025.

News websites are seeing a slight downward trend.
For example, the share of rural women who use them
as their primary source of information fell from 45.2%
in 2022 to 39.3% in 2025.

Radio is the source that has seen the sharpest de-
cline, especially among young people. Only 7.8% of
rural youth still use radio as a source of information in
2025, compared to 13.2% in 2022, indicating a con-
stant erosion of interest in this channel of information
among younger generations.

In the qualitative study, representatives of public as-
sociations working in the field of support for people
with disabilities mentioned that the sources of infor-
mation available for this vulnerable category were still
limited, leading to a low level of information. There
are groups on social networks that are mostly ac-
cessed by parents of children with disabilities, but the
information distributed in these communities is often
subjective and does not fully cover their specific needs.

... Groups for parents, such as “Superheroes”, the group for
women ... those are anonymous posts, most often the per-
sonal opinion of people who write comments, which is not



psychologically healthy or correct. [115]

The level of information may be very limited, because very
many sources are not fully accessible to them, to their needs.
(1191

The representative of the Alliance of Organizations
for Persons with Disabilities of Moldova mentioned
that people now access information most often on
their mobile phones, therefore social networks and
news portals are the predominant sources of infor-
mation. He noted that almost every TV station also
has a YouTube channel, where the desired program
can be easily found.

And, as far as I’ve seen, every television has a YouTube
channel, short videos. It is a source, too. So, social networks
are also a source, and we can’t deny television ... [1111]

Generalizing, most respondents mentioned the fol-
lowing sources of information as the most popular:
television, social networks (Facebook, Telegram,
YouTube, TikTok), radio and news websites.

Representatives of the media, whose work involves
constant monitoring of the dynamics of their own
results, noted in this context that preferences in the
ways of obtaining information vary significantly de-
pending on the age category. For example, in the case
of the Facebook page of TV Causeni Studio-L sta-
tion, the majority of subscribers are between 34 and
45 years old, with a higher representation of wom-
en, while on YouTube the audience is generally older
— between 56 and 60 years old, and on TikTok the
audience is significantly younger. As for television
broadcasting, the latest measurements indicated a
number of about 150,000 viewers, mainly in prime
time, predominantly from rural areas.

Other older people, those who do not use the Internet, are at
the mercy of television, and then it depends on how they find
information there. [I112]

This idea is also supported by a representative of the
Roma, who said that youth mostly obtain information
from social networks. He also underlined the impor-
tance of media literacy, noting that it tends to decline
with age.

Middle age and old age — the more we advance,
the higher the degree of non-literacy or the less
access to media sources. [1110]

The fact that the choice of the source of information
is influenced by age is also confirmed by people from
urban areas and youth from rural areas, who also con-
firm that the younger generation primarily turns to
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the Internet for information.

The Internet, social networks, Facebook and now, late-
ly, Telegram, many groups, for example, opportunities.
Different news portals have their pages on Telegram, this is
what I’'ve seen most often. [112]

No one [of the young people] looks at newspapers or mag-
azines, nor do they ever take information from television or
radio, only from the Internet. [I14]

An important source of information for the Roma
community is the community leader, whose authority
is not disputed. This phenomenon reflects the com-
munity nature of the Roma culture and the specific-
ity of social interactions within the group, while also
influencing the way information is disseminated. A
representative of the Roma community pointed out
that, due to the high rate of illiteracy, people have
difficulties in accessing information directly, which
causes an increased dependence on informal lead-
ers, whose opinions and statements become the main
source of guidance and validation.

The level of access is lower for several reasons: First, the
Roma community is a closed community, where the leader
has authority, respectively, the leader is an opinion-maker
in their midst. ’'m talking about a local leader,  mean some
kind of baron. [1110]

A representative of the weekly Ziarul de Garda drew
attention to an increasingly common problem among
young people related to the difficulty of identifying
media sources. They say that at present, most users
get information predominantly through social net-
works and mobile applications. Thus, essential de-
tails such as the source of the news, the author of the
article, the outlet that broadcast it or the channel that
produced the report are unknown.

... When they open the apps, which is the primary source you
use, as a rule, a problem arises — they can’t name a source, a
media source, they don’t know any journalist, or website, or
news portal, they don’t know any name of any outlet... This
is extremely complicated especially with the younger gen-
eration: they will follow some friends, but if a friend writes
nothing, then they’ll turn to influencers. [I112]

When discussing information sources, media rep-
resentatives highlighted certain vulnerable groups
— such as refugees, women fighting for their rights
and the Roma communities — who obtain informa-
tion mainly through NGOs. In this context, it becomes
essential that NGOs also rely on credible and verified
sources. Refugees, for example, pointed out that they
initially obtained information through interpersonal



networks, from one another, and later this informal
pattern of transmitting information evolved into
groups on Viber, where information was obtained
according to a similar principle.

The good thing is that many of the refugees are
somehow connected to some NGOs that help ref-
ugees, and it is very important that these centers
be NGOs, to provide them with data about the
sources of information. And some centers even
follow us and refer to us refugees who have differ-
ent problems, which we describe. Then they are
solved. [1112]

1.2 Access to sources and level of trust

The accessibility of information sources differs sig-
nificantly from one socially vulnerable group to an-
other, being influenced by factors such as age, envi-
ronment, digital skills, as well as socio-economic or
cultural barriers. Data suggest that not all sources of
information are perceived as accessible, even if used
frequently.

Social networks are perceived as the most accessible
sources of information for all categories, in propor-
tions of over 75% among women (both rural and ur-
ban), young people, but also refugees. These platforms
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are considered relatively accessible by people with
disabilities (52.6%) and the Roma (54.5%), and to a
lesser extent accessible by the elderly (46.6%), which
reflects challenges related to limited digital skills.

Television is perceived as accessible especially by the
elderly (65.5%), people with disabilities (45.4%) and
rural women (45.1%). In contrast, only 17% of urban
youth see it as an easily accessible source — a trend
that highlights the younger generation’s distancing
from traditional media.

News websites are considered relatively accessi-
ble by refugees (45.4%) and urban women (39.2%).
However, the degree of accessibility decreases con-
siderably among the Roma (15.2%) and the elderly
(26.7%), indicating possible technological or educa-
tional barriers. Although perceived as more credible
sources compared to social networks, news websites
do not reach the same level of accessibility for all vul -
nerable categories.

Messaging groups (Telegram, Viber, WhatsApp) show
an unequal degree of accessibility between categories.
Refugees report the highest levels: Telegram — 54.6%,
Viber — 62%, WhatsApp — 26.9%. These data suggest
a solid integration of this group into informal and

Table 4. Q_2. How easy or difficult is it for you to obtain information from the sources
mentioned? (% of Very easy and Easy answers of respondents who said they were informed from

that source))
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Rural women
(aged 30-59)

Rural youth
(aged 18-29)
Urban youth
(aged 18-29)
People with
disabilities
Elderly (aged

Social networks 73.8 77.3 77.5 75.5 526 46.6 54.5 75.0
Television 451 39.2 32.4 17.0 45.4 65.5 33.0 14.8
News websites 36.9 39.2 33.3 311 289 26.7 15.2 45.4
Colleagues, relatives, neighbors 25.4 30.9 23.5 32.1 20.6 27.6 31.3 50.0
Family members 30.3 30.9 30.4 30.2 23.7 233 28.6 417
Groups on Telegram 15.6 20.6 29.4 34.9 8.2 121 9.8 54.6
Groups on Viber 14.8 24.7 16.7 16.0 3.4 138 125 62.0
Radio 15.6 4.4 6.9 7.5 20.6 22.4 6.3 83
Local public authorities 22.1 12.4 10.8 6.6 9.3 8.6 9.8 16.7
Groups on WhatsApp 12.3 10.3 14.7 75 52 95 8.9 26.9
Podcasts ns 155 16.7 16.0 6.2 10.3 2.7 83
Street advertising 8.2 10.3 69 13.2 52 34 4.5 1.1
Civil society organizations (NGOs) 4.1 4.1 29 3.8 4.1 1.7 54 259
Newspapers 13.1 41 1.0 0.0 10.3 1.2 54 5.6
Magazines 10.7 1.0 1.0 19 6.2 52 0.0 7.4




support-focused digital networks. In contrast, these
channels are poorly accessible to other groups, espe-
cially the elderly and the Roma communities, where
usage levels fall below 15%.

Radio, despite being a traditional channel, records low
levels of accessibility for all categories. It is perceived
as accessible especially by the elderly (22.4%) and
people with disabilities (20.6%). However, its popu-
larity decreases significantly compared to new digi-
tal media, which may reflect both changes in media
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consumption behavior and increasing competition
from online platforms.

Other sources of information, such as local pub-
lic authorities, podcasts, street advertising, NGOs,
newspapers and magazines, are generally less ac-
cessible. A notable exception is NGOs, which reach a
relatively high level of accessibility among refugees
(25.9%). This highlights the essential role these or-
ganizations play in facilitating access to information
for this community.

Table 5. Q_3. How much do you trust the following sources? (% of Very much and Somewhat)
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Family members 59.8 59.8 66.7 689 66.0 55.2 74.]1 731
Colleagues, relatives, neighbors 434 412 431 50.9 443 388 491 66.7
Social networks 443 433 55.9 52.8 38.1 22.4 357 50.9
News websites 459 39.2 451 481 38.1 241 28.6 50.9
Local public authorities 443 28.9 431 349 34.0 26.7 411 481
Civil society organizations (NGOs) 34.4 268 3.4 283 17.5 18.1 35.7 66.7
Television 36.9 25.8 35.3 30.2 34.0 33.6 29.5 241
Groups on Telegram 23.0 26.8 3.4 44.3 20.6 129 29.5 55.6
Groups on Viber 279 25.8 275 23.6 24.7 17.2 29.5 611
Groups on WhatsApp 26.2 24.7 255 255 44 16.4 25.0 BB
Podcasts 27.0 24.7 33.3 34.9 16.5 7.8 14.3 24.1
Radio 27.0 16.5 26.5 24.5 27.8 18.1 7.9 14.8
Street advertising 18.0 216 18.6 19.8 22.7 7.2 22.3 20.4
Newspapers 22.1 15.5 20.6 20.8 21.6 14.7 12.5 13.0
Magazines 18.0 2.4 19.6 18.9 18.6 8.6 12.5 13.0

In the case of rural women (aged 30-59), trust is pri-
marily oriented towards family members (59.8%),
followed by news websites (45.9%), local public
authorities (44.3%) and social networks (44.3%).
Television (36.9%) and NGOs (34.4%) enjoy a mod-
erate level of trust, while the other sources remain
below these thresholds.

Urban women (aged 30-59) also trust family mem-
bers the most (59.8%), who are followed by social
networks (43.3%) and their immediate circle — col-
leagues, relatives and neighbors (41.2%). Overall trust
in media sources is lower than in rural areas, with
NGOs (26.8%) and television (25.8%) being evaluated

modestly. Online groups (Telegram, Viber, WhatsApp)
stand out by a low level of trust.

Rural youth (aged 18-29) expressed the highest
trust in the family (66.7%), social networks (55.9%),
news websites (45.1%) and local authorities (43.1%).
Traditional sources — radio, newspapers, television
— are less valued. Emerging sources like podcasts
(33.3%) and groups on Telegram (31.4%) are above
the overall average in this category.

Urban youth (aged 18-29) show the highest level
of trust in family (68.9%), colleagues and relatives
(50.9%) and social networks (52.8%). They stand out



by being open to alternative channels such as groups
on Telegram (44.3%) and podcasts (34.9%). Television
(30.2%) and NGOs (28.3%) are perceived as less credible.

For people with disabilities, trust is focused on fami-
ly (66%), colleagues and relatives (44.3%), social net-
works and news websites (38.1%), as well as local au-
thorities (34%). The lowest levels of trust are attributed to
NGOs (17.5%) and traditional media (radio, newspapers,
magazines).

The elderly (aged 60+) trust mainly the family (55.2%)
and the network of close people (colleagues/relatives
— 38.8%). Otherwise, trust levels are modest: social
networks (22.4%), news websites (24.1%), television
(33.6%) and local authorities (26.7%). Podcasts and print
media are perceived as sources with very little credibility.

The Roma show a high level of trust in the family (74.1%)
and in colleagues and relatives (49.1%). Also, NGOs
(35.7%) and local public authorities (41.1%) are perceived
relatively favorably. In contrast, other sources of infor-
mation, including digital and traditional ones, record low
levels of trust, which highlights a clear preference for
interpersonal networks.

Refugees show a high degree of trust in a variety of
sources: family (73.1%), colleagues/relatives (66.7%),
NGOs (66.7%), groups on Viber (61.1%) and Telegram
(55.6%). Notably, refugees are receptive to alternative
sources and have a higher degree of trust than other
categories in social networks (50.9%) and news web-
sites (50.9%).

Compared to the results of 2022, current data reflect
a significant development in trust in media sources.

People with disabilities: Trust in social networks has
increased considerably, from 21.4% in 2022 to 38.1% in
2025, indicating a greater closeness to digital media
and a possible adaptation of content to the needs
of this group.

Refugees: Trust in NGOs has increased substanti-
ally, from 42.7% to 66.7%, suggesting an increasingly
active role of these organizations in supporting and
informing refugees. Groups on Viber have also beco-
me a significantly more frequently used and trusted
source (growth from 35.5% to 61.1%), which points to
the importance of familiar and accessible commu-
nication channels.

Urban youth (aged 18-29): There is an increase in
trust in classical sources of information: radio (from
1.4% in 2022 to 24.5% in 2025), newspapers (from
10.3% to 20.8%), magazines (from 7.3% to 189%).
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In the qualitative study, a representative of people
with disabilities, the founder of the My Friend organ-
ization and mother of a child with Down syndrome,
said that in the past, information about this diagnosis
used to be presented in the media negatively, empha-
sizing mortality. This approach led her to abandon
local sources and turn to international sources, es-
pecially from the US and Europe, which she considers
more accurate. However, difficulties with translation
and interpretation remain a challenge. According to
her, most people search for information on Google or
in Facebook groups.

In 2015, I found that children with Down syndrome die at
the age of 9, and then I refused to look any further. I person-
ally, as a parent, subscribed to international associations in
America and Europe. I was looking for truthful information
only there, but I had to translate it, be careful how I inter-
preted it. Most of the time, people only use what they find on
Google and in Facebook groups. [1I5]

The representative of WDN Moldova, active in the field
of women’s rights, pointed out that the level of trust
in sources varies depending on the area of residence:
in urban areas, trust in social networks and news web-
sites prevails, while in rural areas, television contin-
ues to be the main source of information.

I think on the online level — Instagram, social networks,
websites, news agencies — trust is high in the cities and
among women. In rural areas, local and national TV sta-
tions are important; trust in television sources is higher
there. [119]

A media representative noted that fewer and fewer
people watch television, in favor of digital platforms.
However, trust in media outlets that are also active
online remains.

In recent years, television has been declining as a percentage
of follow-up. However, trust in licensed media sources — TV,
newspapers, radio — is the highest if people also follow them
on Facebook or TikTok, such as TV8 or Jurnal TV. [1I3]

Representatives of urban women and rural youth
pointed out the need to verify information, given the
diversity of perspectives presented.

I, for example, read the news and try to analyze, to see who
brought the news, whether he is a reputable journalist. I look
on other channels to see where the information came from,
whether it is official or just for visibility. [111]

Many sources tell from hearsay... There are a lot of rumors,
and that’s why you need to read more sources to form your
own opinion. (I12]



For the Roma community, the baron is the main
source of information, as a traditional leader and cen-
tral authority.

His opinion or his word regarding the mobilization of the
Roma — he has authority. When they meet, he is at the head
of the table, and whatever he says is considered the truth.
[1110]

The representative of refugees from Ukraine high-
lighted the importance of groups on Viber as sources
of information and community support. They have
evolved from simple communication channels to
trusted networks with thousands of members.

In these three years, we have known each other through
these situations and groups. We help each other: some give
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information about education, how to enroll the child in
school or kindergarten; others about medical issues, what
to do if someone gets sick. Exchange takes place between
mothers with children. [117]

1.3. Experience of publicizing aspects of
community life

Most respondents had no direct experience of inter-
acting with media outlets to publicize their personal
or community issues. In the few cases where such
initiatives took place, they were sporadic and usually
happened through personal contacts with journalists
or through letters or electronic messages, especially
from older people.

Table 6. Q_4. Have you ever turned to the media to publicize an issue of your own or of the
community you belong to?

5% | €% | .5 | =& 3
gD EW | Sq 56N | €3 o
g | 8 | 32 | Q& | 35 | & s
3 [ 2] M ST A= o= > @
— T €T —_ O c o =3 = o
O 0 g o O @ g o 235 e 3
59| 29 50| 20 0.2 ) k]
xS =) x5S =) oo w o (-3
Yes, | turned to a journalist/reporter 3.3 4] 29 1.9 2.1 6.9 3.6 4.6
Yes, | sent a letter/e-mail to a media 16 31 20 19 31 0.9 0.0 09
outlet
Yes, | called a media source 0.8 41 29 6.6 5.2 0.9 2.7 1.9
Yes, | personally went to an editorial 25 31 10 0.9 21 0.9 27 0.9
office
No 90.2 84.5 912 84.9 83.5 89.7 88.4 89.8
Don't know 1.6 0.0 0.0 1.9 41 0.9 27 0.9
Won't answer 0.0 1.0 0.0 1.9 0.0 0.0 0.0 0.9

Most of the respondents had no direct experience of
contacting the media to publicize personal or com-
munity issues, the proportions being considerably
high in all categories analyzed: from 83.5% among
people with disabilities to over 90% for young people
and women from rural areas.

These figures suggest a low level of civic initiative in
relation to the media or, alternatively, may reflect
persistent obstacles related to accessibility, lack of

trust or the generalized perception of the inefficiency
of the media as a tool of social intervention.

Situations in which respondents actually turned to
media outlets — either by direct contact with a jour-
nalist or by sending a letter, e-mail, making a phone
call or visiting the editorial office — are rare and do not
exceed 7% in any category. The only notable exception
is among the elderly, where 6.9% said they had con-
tacted a journalist or reporter directly.
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Table 7. Q_5. Do you consider yourself better informed due to civil society initiatives and media

sources?

Urban women
(aged 30-59)
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Rural youth
(aged 18-29)
Urban youth
(aged 18-29)
People with
disabilities
Elderly (aged
Refugees

Zﬁéo“s‘“;"‘zr‘c°h°'t‘::;:°ﬂgr'£"::;")’es 15 52 8 | 104 | 124 95 161 93
Yes, thanks to the media 33.6 474 40.2 528 50.5 56.0 375 21.3
\::dlt:‘:":'t‘lﬁ‘l’v::‘h civil society and 402 | 309 | 34 | 189 26 | 164 | 16 | 593
No 9.0 72 e | 12 | 103 2 | 170 65
Don't know 49 7.2 49 3.8 52 69 9.8 28
Won't answer 08 21 0.0 09 0.0 00 00 09

The participants’ answers reveal significant differ-
ences in the perception of the role of the media and
civil society in facilitating access to information,
varying according to the specifics of each vulnerable

group.

Most respondents said they felt better informed due to
the media, this answer being predominant among the
elderly (56.0%), people with disabilities (50.5%) and
urban youth (52.8%). These data suggest a relatively
high degree of trust and a constant dependence on
traditional and digital sources of information within
these groups.

Refugees stand out by a significant percentage
(59.3%) of those who attribute better information to
both the media and civil society initiatives, which is
indicative of efficient information coverage and coor-
dinated support. A similar perception was expressed
by rural women (40.2%), which highlights the rele-
vance of information sources adapted to the needs of
the local community.

The exclusive contribution of civil society was men-
tioned less frequently, but remained significant for
the Roma communities (16.1%) and people with disa-
bilities (12.4%), highlighting the complementary role
of NGOs in reducing information gaps.

TRENDS

Compared to 2022, the 2025 data reflect a signi-
ficant improvement in respondents’ perception of
their level of information as a result of the combined
contribution of the media and civil society initiatives.

In particular, 12.4% of people with disabilities and
16.1% of the Roma said they were better informed
thanks to the efforts of civil society — significantly
higher percentages compared to those reported
in 2022, indicating an increase in the active role of
NGOs in reducing information inequalities.

The media continue to play an essential role, regis-
tering a constant level of trust: 56% of the elderly and
52.8% of urban youth said they considered themsel-
ves better informed due to the media, values similar
to those in 2022. This stability suggests a sustained
fidelity to traditional and digital information chan-
nels.

The most significant development is olbserved
among refugees: in 2025, 59.3% of them pointed to
both the media and civil society initiatives as the
main source of information, compared to only 28.2%
in 2022. This increase indicates a more efficient in-
tegration of the two types of actors in the delivery
of relevant, accessible and adapted content, as well
as a diversification of information channels and a
better awareness of the resources available.



1.4. Access to media sources and level of
trust

Social networks are the main source of daily informa-
tion for all categories analyzed, being used mainly by
young people and refugees. Entertainment and news
websites come second, being preferred especially in

ST U DY Vulnerable and Marginalized Groups in Relation to the Media: Access, Consumption and Media Literacy

urban areas. Television and radio remain relevant for
the elderly and people with disabilities, while print
media is rarely accessed, especially by young people,
the Roma and refugees. These variations highlight
clear preferences based on age, residence area and
social status, suggesting a significant fragmentation
of the information landscape.

Table 8. Q_6. How often do you watch/listen to/read/access the following sources of
information? (% of Daily)
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Radio 180 13 137 104 | 360 | 284 10.7 56
Newspapers 3.3 21 0.0 4.7 52 52 1.8 1.9
Magazines 25 1.0 2.0 1.9 41 43 3.6 3.7

Social networks are the source of information ac-
cessed most often, especially by rural youth (90.2%)
and urban

youth (86.8%), rural women (82.8%) and refugees
(79.6%). Even among the elderly, 50.0% use them
daily, which indicates an extensive penetration of
these platforms in all groups researched.

Entertainment websites (films and other recreational
content) are especially popular among young people
(50.0% in rural areas and 45.3% in urban areas), as
well as refugees (57.4%). In contrast, these websites
are less accessed by the elderly (33.6%) and people
with disabilities (38.1%).

News websites are accessed daily by a significant per-
centage of refugees (61.1%), followed by urban women
(42.3%) and rural women (39.3%). Conversely, these
sources are used less frequently by the Roma (24.1%)
and young people (under 37%).

Television remains the main source of information for
the elderly (66.4%), people with disabilities (55.7%)
and the Roma (42.9%). In contrast, daily television
consumption is very low among rural youth (21.6%)
and urban youth (14.2%), as well as refugees (12.0%),
suggesting a marked decline of this means of infor-
mation among younger generations.

The radio is listened to daily mainly by people with
disabilities (34.0%) and the elderly (28.4%) and
very little by refugees (5.6%), the Roma (10.7%)
and young people (under 14%), which confirms a
downward trend in the popularity of this means of
communication.

Newspapers and magazines are accessed daily by an
extremely small percentage of people from all catego-
ries analyzed. The highest values are found among the
elderly (5.2% for newspapers, 4.3% for magazines),
while among young people and the Roma these sourc-
es are almost absent (less than 2%).



STUDY

Current data show a significant increase in the
frequency of accessing multiple sources daily.

Social networks have seen spectacular growth, be-
coming a dominant channel even for traditionally less
digitized categories. For people with disabilities, the
frequency of daily use increased from 26.8% in 2022
to 621% in 2025 — a development of more than 40
percentage points, reflecting an accelerated adap-
tation to the online environment. Equally remarkable
is the transformation observed among the elderly
(aged 60+), where the percentage increased from
0% to 50%, suggesting a late but intense digitizati-
on. Among refugees, the daily use of social networks
increased from 69.4% to 79.6%, indicating an ever dee-
per integration into the digital information circuit.

Table 9. Q_7. How accessible do you find the following media sources? (% of Easily accessible)
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Entertainment websites (films, recreational con-
tent, etc.) have experienced a generalized increase
in all eight analyzed groups, with growth of more
than 20 percentage points in the frequency of daily
access. This trend highlights a clear reorientation
towards informal and recreational content. Rele-
vant examples include rural women, where the per-
centage increased from 15.7% to 41.0%; urban youth
— from 17.5% to 45.3%; and among refugees — from
11.3% to 57.4%.

News websites have also seen notable growth.
For people with disabilities, daily access increased
from 20.5% to 37.1%, and for the elderly, from 13.6%
to 38.8%. Among refugees growth was the largest,
from 39.5% to 61.1%, suggesting an increased invol-
vement in the consumption of relevant journalistic
information.
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Radio 32.8 443 333 34.0 515 405 15.2 10.2
Newspapers 279 21.6 16.7 7.9 24.7 259 13.4 12.0
Magazines 23.0 21.6 18.6 14.2 20.6 20.7 125 93

The data show significant differences between groups
in their perception of the accessibility of media
sources.

Social networks are perceived as the most accessible
sources for all categories, with very high percentages
among young people (90.2% rural, 97.2% urban) and
refugees (91.7%). People with disabilities (71.1%) and
the elderly (55.2%) consider them less accessible, al-
though they remain in the top preferences.

Entertainment and news websites are well accessed
in urban areas, especially by young people and refu-
gees (over 70%). In contrast, people with disabilities
and the Roma find these sources significantly harder
to access.

Television is perceived as easily accessible especial-
ly by the elderly (75.0%) and people with disabili-
ties (74.2%), but is less accessible for young people,

especially those from urban areas (57.5%), and very
little for refugees (17.6%).

Radio, newspapers and magazines are considered
more difficult to access by almost all categories, es-
pecially the Roma and refugees, where the level of
accessibility is below 20% in most cases.

Results indicate a significant increase in the percep-
tion of social networks accessibility among people
with disabilities (from 43.8% in 2022 to 71.1% in 2025),
the elderly (from 40.0% to 55.2%) and refugees (from
78.2% to 91.7%). Also, for the elderly, there has been a
noticeable improvement in the accessibility of news
welbsites, with an increase from 33.7% to 49.1%.

According to the data obtained in the qualitative
study, the majority of representatives of vulnerable



groups believe that access to the media and infor-
mation is widespread today, especially via telepho-
nes and the Internet.

I think that more than 90% have the possibility to connect
to the Internet and from there they can reach all media
sources; even television is on the Internet. [114]

However, a representative of an organization for
people with disabilities pointed out that there are
cases when devices or access to the Internet are
missing. Information often circulates through so-
cial networks, but also through informal channels,
which can lead to distortions. For this reason, the
need has been noted to ensure universal access to
technology and to have information presented in
a clear and accessible format, including through
adapted training.

We often promote what happens, and it is transmitted
from person to person. But sometimes the information
gets distorted. [1111]

Easy-to-understand formats are needed, not just for peo-
ple with disabilities, especially when it comes to areas
with specific terminology. [II11]

A journalist from Ziarul de Garda pointed out that
the problem is not the lack of access, but the huge
amount of information and the difficulty in distin-
guishing between credible and manipulative con-
tent. The algorithms of social platforms contribute
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to the propagation of disinformation, suggesting
content similar to the one already consumed.

Truthful sources are very accessible, but the problem is infor-
mation chaos... if you’ve listened to disinformation, the algo-
rithm will deliver more and more similar content to you. [I112]

Another interviewee from civil society, involved in sup-
porting children with Down syndrome, grouped parents
into three categories: those who actively seek informa-
tion; those who have access but only use entertainment
platforms; and those who neither have access nor feel
the need for information.

About 20% are looking for resources themselves... 30% have
resources but are not aware of them, and 50% need neither
resources nor awareness. [115]

Important progress is perceived in the relationship
with the media, especially by people with disabilities.
Journalists are described as being more open and re-
sponsive to the needs of vulnerable groups.

I, as a representative in various groups, see the desire of the
media to be open and productive. [119]

A concrete example is provided by TV Causeni Studio-L,
where people can contact the editorial office directly or
even come personally to report their problem.

We have a simple system: people call us, the number is dis-
played on Facebook. Some know the number of the reporter
or come to the office. [113]

Table 10. Q_8. In general, how much do you trust the media sources from Moldova?
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Among rural women (aged 30-59), a reserved atti-
tude towards the media prevails: 44.3% said they have
neither much nor little trust, 27.9% have little trust
and 11.5% have no trust at all. The proportion of high
levels of trust is low, with only 10.7% answering “A
lot” and 0.8% answering “Very much”. Urban wom-
en (aged 30-59) show slightly higher levels of trust:
51.5% have a moderate attitude, and 8.2% report a lot
of trust. However, 22.7% express little trust and 11.3%
not at all.

Rural youth (aged 18-29) show a balanced attitude:
52.0% have moderate trust, 25.5% express little trust,
and 6.9% have no trust at all. The percentage of those
who have high levels of trust is 10.8%, indicating a
relatively greater openness to the media.

In the case of urban youth (aged 18-29), the propor-
tion of moderate levels of trust is the highest among
all categories — 57.5%. Low levels of trust are ex-
pressed by 22.6%, and the highest by 8.5%. Only 6.6%
say they have no trust in the media at all.

People with disabilities show a more heterogeneous
distribution: 33.0% have moderate trust, 27.8% have
little trust, and 14.4% have no trust at all. However,
10.3% declare a lot of trust and 8.2% — very much
trust, which indicates a polarization of perceptions.

The elderly (aged 60+) show the highest levels of dis-
trust: 24.1% have no trust at all and 27.6% have little
trust. Moderate trust is mentioned by 33.6%, while
only 10.3% declare a lot of trust and 1.7% very much
trust.

Among the Roma, the attitude towards the media
is relatively balanced: 36.6% have moderate trust,
25.9% express little trust and 16.1% have no trust at
all. Alot of trust is seen in 10.7% of respondents, and
very much trust in 1.8%.

Refugees seem to show the highest levels of gener-
al trust in Moldovan media: 56.5% report moderate
trust, 13.9% — a lot of trust, and only 4.6% have no
trust at all, which represents the lowest level of dis-
trust among all categories analyzed.

Between 2022 and 2025, perceptions of the media
among vulnerable groups underwent significant
changes. For the elderly, total distrust nearly dou-
bled, rising from 11.8% to 24.1%. At the same time, the-
re has been an increase in neutral attitudes towards
the media, especially among rural youth (from 37.7%
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to 52%) and refugees (from 45.2% to 56.5%). On the
other hand, people with disabilities show a positive
trend: high levels of trust in the media increased from
5.4% 10 10.3%.

1.5. Types of information accessed in media
sources

The information preferences of the respondents high-
light a major interest in current local news (from
Moldova), especially among the elderly (77.6%), rural
women (73.8%) and people with disabilities (71.1%).

Practical information, such as weather, traffic or job
offers, is frequently accessed by refugees (75.0%),
urban women (64.9%) and rural youth (60.8%), sug-
gesting a pragmatic orientation towards content ap-
plicable in everyday life.

International news is particularly popular among
refugees (75.9%) and less popular among the Roma
(47.3%), while useful advice, such as health, family
or lifestyle, is especially appreciated by rural women
(68.0%) and refugees (69.4%).

Interest in social topics is notable among refugees
(71.3%), as well as is interest in human rights (58.3%)
and economic issues (48.1%). Legislative themes also
attract a considerable proportion of refugees (52.8%),
indicating an increased need for guidance in the reg-
ulations of the host country.

The elderly show a specific interest in political topics
(48.3%), while sport is the most popular among urban
youth (42.5%).

Compared to 2022, in 2025 there has been a sig-
nificant increase in refugees’ interest in most types
of information accessed through the media. Young
people in rural areas show an increased interest in
practical information, with an increase from 44.2% in
2022 to 60.8% in 2025. Among the Roma population,
interest in useful advice related to health, housekee-
ping or lifestyle increased from 259% in 2022 to 52.7%
in 2025.

According to discussions in the qualitative study, rep-
resentatives of public organizations consider that the
media should more actively approach the topics rele-
vant to people with disabilities, especially those con-
cerning their rights. Information considered useful
includes access to adapted educational institutions,
employment opportunities and affordable medical
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Table 11. Q_9. What kind of information do you usually look for in media sources?

£ | §® = | s 3
gw | EW | £ [ 3 £2 | ®
Category 69 2o 3 @ o 2 2 S 3
=M M = = = > o
- O (= o} -_ O c S o = o
2o 25 25 8 o9 = 2
238 58 g8 5 &5 I &
Current news and events from Moldova 73.8 70.1 60.8 56.6 711 77.6 53.6 69.4
Useful information (such as weather, 64.8 649 60.8 59.4 557 603 455 75.0

traffic, jobs, exchange rate, etc.)

Current news and events fromaround | 20 | (6 | 50 | 575 | 557 | 603 | 473 | 759

the world

Useful tips (such as health, decor, etc.) 68.0 649 52.9 519 495 56.0 527 69.4
Current news and events in your locality 56.6 58.8 49.0 50.0 485 56.0 429 69.4
Current news and events from

neighboring countries (Ukraine, 418 48.5 36.3 36.8 54.6 63.8 473 96.3
Romania)

Social topics (e.g. migration, family,

health, mental health, education, etc.) 541 44.3 457 43.4 433 48.3 429 3
Information on culture 451 41.2 36.3 34.0 36.1 39.7 30.4 50.0
Information on human rights and %9 | 402 | 304 | 330 | 92 | 397 | 33 | 583
freedoms

Politics and governance (including
elections, political parties, public
policies, international relations, public
administration)

Information on economy and finance 24.6 36.1 255 36.8 351 32.8 18.8 481
Legislation 25.4 299 225 27.4 299 328 24,1 52.8

311 32.0 18.6 24.5 36.1 483 277 435

Science and technology (e.g. ecology,
physics, psychology, etc.)

Information on sports 18.9 216 39.2 425 35.1 259 7.9 35.2

311 35.1 314 349 25.8 30.2 14.3 417

services. It is also necessary to directly consult people  whole society, which is why the media should promote
with disabilities and involve specialists to guarantee  educational topics relevant to all citizens, especially in
the accuracy and applicability of information. the financial, political, cultural and legal fields.

Ensuring inclusion and human rights in all areas. [I111] Another important aspect is the positive representa-
tion of people with disabilities. Representatives of civil
More clarity on disability directions, which would involve  society argue that their success stories should be vis-

specialists. [1I5] ible, helping to fight stereotypes and motivate other
people.
There are some rights and opportunities... which already
work. These people should simply request them. [119] They are better encouraged by the good stories that are pro-
moted. Too often pieces on disability are written from the
To show the situation, but also to ask the person with disa- perspective of sympathy, pity, pain... but we have a lot of
bilities what solutions they see for it. [I111] parents, children who have somehow managed to come to

terms with the situation. [II5]
At the same time, it is pointed out that the needs of
people with disabilities are common to those of the Journalists note that all categories of vulnerable
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groups show an increased interest in social problems, e Young people are interested in educational op-
such as insufficient pensions and salaries, limited ac- portunities, mobility (studies, work, migration,
cess to medical and educational services, difficulties return), but also in IT projects or civic initiatives;
in interacting with the authorities or their refusal to
respond to requests. e People with disabilities prefer inspiring stories
about people from the same category, who man-
At the same time, a representative of the weekly Ziarul aged to become independent, start businesses,
de Garda, based on the outlet’s experience, identified engage or create handmade products;
several thematic directions of major interest for vul-
nerable groups among the readers of the publication: e The Roma, especially those abroad, are sensi-
tive to topics related to social benefits, access
e Women are more receptive to topics related to to health services and education. Many are
violence; surprised to find out that they have the right
to emergency medical care or that education is
e The elderly follow with priority news about guaranteed for their children, regardless of so-
pensions, allowances and social payments; cial or ethnic status;

Table 12. Q_10. In your opinion, how easy is it to find the following types of information in the
Moldovan media? (% of Very easy and Easy)

Category

§%
£
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;N
- T
B%
)

Urban women
(aged 30-59)
Rural youth
(aged 18-29)
Urban youth
(aged 18-29)
People with
disabilities
Elderly (aged
Refugees

Useful information (such as weather,
traffic, jobs, exchange rate, etc.)

Current news and events from Moldova 84.4 79.4 775 84.0 73.2 77.6 598 778

o)
o
[e3)

82.8 87.6 80.4 81.1 732 75.0 67.0

Useful advice (such as health, decor,

84.4 76.3 80.4 77.4 68.0 71.6 61.6 84.3
etc.)

Current news and events from around

73.0 81.4 725 75.5 691 72.4 58.9 80.6
the world

Social topics (e.g. migration, family,

health, mental health, education, etc.) 76.2 72.2 68.6 67.0 68.0 66.4 57.1 81.5

Information on human rights and

P 721 711 72.5 70.8 577 62.9 545 84.3
reedoms

Current news and events from
neighboring countries (Ukraine, 67.2 69.1 65.7 70.8 66.0 67.2 527 86.1
Romania)

Politics and governance (including
elections, political parties, public
policies, international relations, public
administration)

721 71 60.8 7.7 70.1 67.2 52.7 78.7

Information on culture 721 66.0 68.6 76.4 66.0 621 527 76.9

Current news and events in your locality | 68.0 73.2 64.7 79.2 63.9 55.2 50.0 72.2

Information on sports 59.0 68.0 71.6 76.4 63.9 54.3 491 69.4

Information on economy and finance 62.3 60.8 647 65.1 62.9 60.3 41 7.3

Science and technology (e.g. ecology,

R 60.7 691 598 679 515 53.4 482 77.8
physics, psychology, etc.)

Legislation 60.7 58.8 647 62.3 56.7 57.8 39.3 713

22



e People from the Transnistrian region are look-
ing for alternative sources of information that
offer different perspectives, especially about
the Europeanization process and the options
that citizens have in the context of European
integration.

The majority of respondents consider it quite easy or
very easy to find information on a variety of topics in
the Moldovan media. For example, useful informa-
tion, such as weather, traffic or jobs, is accessible to
82.8% of rural women and 87.6% of urban women.
Similarly, current news and events in Moldova are
easy to find for 84.4% of rural women and 79.4% of
urban women.

Regarding international events, 73.0% of rural wom-
en and 81.4% of urban women say they can access this
information easily. Access to information on human
rights, politics and governance is also considered sat-
isfactory, with values ranging between 70% and 84%
among most groups analyzed.

However, there are important differences between the
categories of respondents. Thus, the Roma and refu-
gees find it easier to access information about events
in neighboring countries and social topics, while the
elderly find it more difficult to find information relat-
ed to health and education.

Conclusions

This chapter provided a broad perspective on how
different socially vulnerable groups in Moldova ac-
cess and perceive information sources in general and
media sources in particular, highlighting both com-
mon trends and marked discrepancies determined
by factors such as age, socio-economic status, living
environment and digital inclusion level.

The diversity of information sources is a defin-
ing element of the contemporary media landscape.
Although television and social networks remain the
main channels of information, each target group has
its own media practices and preferences. Young people
and refugees frequently use digital platforms such
as Telegram, WhatsApp and other social networks,
while the elderly and people with disabilities con-
tinue to rely predominantly on traditional sources
such as television and radio. Interpersonal networks
— colleagues, relatives, neighbors — complete this
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information ecosystem, playing a particularly impor-
tant role in rural communities and among groups with
limited technological access.

The accessibility of these sources differs significantly
between the analyzed categories. For some respond-
ents, social networks and messaging platforms are
intuitive and easy to use. For others — especially the
elderly, the Roma or people with disabilities — tech-
nological barriers greatly reduce access to informa-
tion. This discrepancy contributes to shaping an in-
formation polarization, which can accentuate already
existing social inequalities.

The level of trust in the media is moderate and var-
ies by group. Although there is no radical rejection
of the media, the proportion of those who say they
have high trust in it is relatively low, and the level of
distrust is noticeable. This context reflects a fragile
relationship between the media and marginalized
audiences, in which transparency, lack of bias and
relevance of content become essential factors for
rebuilding trust.

Regarding the perceived impact of the media and
civil society initiatives, the majority of respondents
appreciate their contribution to better information.
Refugees, in particular, value the combination of the
media and the work of non-governmental organi-
zations, which highlights their essential role in fa-
cilitating access to information among marginalized
groups. However, the individual impact of civil society
is less recognized, suggesting a need for greater visi-
bility and more efficient public communication.

The direct involvement of vulnerable groups in the
process of publicizing their own difficulties and
needs remains low. This reality underlines the im-
portance of media education and of support provided
by relevant actors to encourage civic participation and
expression of collective needs.

In conclusion, access to information and the level of
trust in the media are deeply influenced by the so-
cial, cultural and technological conditions specific
to each group. Fair provision of information, to vul-
nerable groups among others, requires an integrated
approach that facilitates access to technology, pro-
motes media literacy, supports media transparency
and fosters the active involvement of organizations
representing and supporting these communities.
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THE ROLE OF THE MEDIA IN PROMOTING THE
RIGHTS AND FREEDOMS OF VULNERABLE GROUPS

2.1. Interest and access to information on the
rights and freedoms of vulnerable groups

The results of the study indicate a considerable in-
terest not only in their own rights and freedoms, but
also in those of other vulnerable groups, reflecting a
high level of solidarity and social awareness. Women
and young people, both in rural and urban areas, show
significant concern for the situation of other disad-
vantaged groups, suggesting a commitment to pro-
moting equality and supporting marginalized groups.
People with disabilities and the elderly, despite facing
specific challenges, also show an increased interest
in the rights of other vulnerable groups. This attitude

reflects a sense of belonging to a wider community
and a willingness to support the fundamental claims
of others. In the case of the Roma group, there is a
strong concern for the rights of their own communi-
ty, but also for those of young people and the elderly,
which indicates a vision of solidarity towards other
groups in situations of vulnerability. Refugees are also
deeply interested in having their rights respected, but
they are also expanding their attention to the rights of
other categories, especially the young and the elderly.
Overall, these findings highlight a growing concern
for groups at risk of marginalization or social exclu-
sion. This trend suggests the importance of strength-
ening social solidarity and human rights education
among the population.

Table 13. Q_T1. To what extent are you interested in information about the rights and freedoms
of the following groups? (% of Very much and A lot)
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Young people 82.0 78.4 74.5 78.3 515 526 | 67.0 68.5
Elderly 697 639 549 585 608 759 | 661 667
Women 828 722 578 717 474 509 | 554 648
eeredle i el 492 505 48.0 48] 763 48 | 661 63.0
disabilities
People with intellectual 484 454 461 491 68.0 440 | 607 463
disabilities
Refugees 270 268 176 34,9 2.7 207 | 500 889
Roma 180 206 216 236 227 81 | 821 204

Rural and urban women (82.8% and 72.2%), as well
as young people from the same areas (74.5% and
78.3%) show a constant interest not only in their own
rights, but also in those of other vulnerable groups.
For example, 82.0% of rural women are interested
in youth rights, while 71.7% of urban youth are con-
cerned about women’s rights. This mutual interest
reflects an increased awareness of the need for inter-
group support and promotion of equality.
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People with disabilities show a high interest in their
own rights (68.0%—76.3%), but also for the rights
of other vulnerable groups. Of these, 51.5% are con-
cerned about the rights of young people and 60.8%
about the rights of the elderly, suggesting empathy for
the common difficulties in terms of accessibility and
social integration. There is also interest in the rights
of refugees and the Roma, groups that share similar
experiences of exclusion.



The elderly (aged 60+) show a high level of concern
for their own rights (75.9%) and for the rights of other
groups: 52.6% are interested in the rights of young
people, and 50.9% in those of women. This concern
can be explained by their own experiences of vulner-
ability, often associated with social isolation and lim-
ited access to services.

The Roma are very concerned about the rights of their
own community (82.1%), but also for those of young
people (67.0%), the elderly and people with physical
disabilities (66.1%). Interest in the rights of refugees
is lower (50.0%), which may suggest a predominantly
internal orientation, focused on their own integration
issues.

Refugees show significant concern for their own
rights (88.9%), reflecting the need for legal and so-
cial protection in a new environment. Also, 68.5% are
interested in the rights of young people and 66.7% in
those of the elderly, indicating a high level of inter-
group solidarity in the context of forced migration.

The representatives of vulnerable categories inter-
viewed in the qualitative study pointed out that at
present, the topic of human rights protection is ac-
tively promoted by the media, but there still are some
shortcomings that need improvement.

There are more; we just know these projects, even the ones
that include vulnerable groups, yes. Various projects present
the stories of people with disabilities and they try to mobilize
the authorities to solve the cases. [1111]

Older people, with life experience and so on, they know their
rights. [118]

A representative of people with disabilities men-
tioned the lack of effective collaboration between
NGOs defending the rights of children with Down
syndrome and the media, mainly caused by the lack
of visibility and the differences between the com-
munication channels used by each. Thus, although
civil society organizations carry out projects aimed
at supporting people with disabilities, the messages
transmitted by the media often fail to reach the tar-
get audience.

To me, the biggest problem is that there is no close collabo-
ration between all actors. NGOs have direct access to the par-
ents of children with disabilities. They have a database, they
have parents, they know each other on a first-name basis.
Which means, however, as it usually happens, the media
take projects and carry them out on their channels, where
there are no parents of children with disabilities, even if the
message is directed towards them. [II5]
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NGOs work on their behalf, so what is generally lacking in
all structures, and we also see this between ministries, that
there is no competition between them. [II5]

Another representative of civil society highlighted the
need to shift the focus from presenting cases based on
pity to an approach focused on rights, solutions and
success stories. The representative of an organization
that defends the rights of people with special needs
pointed out the importance of institutional collab-
oration in order to implement concrete policies and
measures.

This is where civil society should be more united and have
some coordinated strategies and more messages addressing
rights, roles that give value, based on solutions, rather than
a pity-based approach. [I111]

A representative of rural youth noted that the me-
dia frequently cover topics related to violence against
women and children, but pointed out that it is essen-
tial that the disseminated information should have
a protective character and strengthen the feeling of
support for vulnerable groups. In contrast, he men-
tioned the negative influence of some content crea-
tors on social networks, such as TikTok, who promote
sexist views.

An urban young man drew attention to the need for
the topic of human rights protection to be presented
in away that is attractive and relevant for young peo-
ple, not just informative.

I think of more effort to make it more interesting, more cur-
rent for young people, to be something new, not simply to
inform, when someone reads and is shown a few pictures
and that’s it. It must be something interesting, competitive.
[114]

Referring to human rights in the ethnic context, a
representative of the Roma community noted the per-
sistence of a negative image in the media, which rarely
present the traditions and rights of the Roma, focus-
ing rather on stories that discriminate and perpetuate
stereotypes.

A representative of Ukrainian refugees said he was
satisfied with the current level of rights protection,
noting their participation in discussion groups where
they are informed about their rights and obligations,
as well as relevant legislative changes.

We are regularly invited to focus groups organized by repre-
sentatives of the ministry, where they provide us with infor-
mation, communicate changes and indicate what we should
pay attention to, including possible directions for the future,



for example, what options are available for children [II7].

Media representatives underlined the mission of the
media to address topics related to violence against
women and children, abuse of persons with disa-
bilities and other social issues. They insisted on the
involvement of experts who could communicate
in a language that is accessible and relevant for all
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audiences.

The aim of our editorial office was to keep track of human
rights and human rights abuses. [1112]

We make three weekly talk shows with experts, some on
set, others in online format. We address all sorts of topics,
including those related to gender equality, femicide ... [1I3]

Table 14. Q_12. How often do you find information about the rights and freedoms of the
following demographic groups? (% of Very often and Often)
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Young people 615 526 508 585 474 33.6 482 481
Women 65.6 Léb 480 47.2 423 310 438 50.0
Elderly 516 392 402 ALS 474 397 4911 556
RO Ay el 434 309 422 36.8 536 319 455 528
disabilities
People with intellectual 402 209 431 396 526 284 455 435
disabilities
Refugees 32.0 30.9 265 34.0 32.0 21.6 438 78.7
Roma 172 155 176 208 216 86 473 167

Refugees (78.7%) and rural women (65.6%) are more
frequently exposed to information about their rights,
and this trend is equally noticeable among young
people — 59.8% and 58.5%. These groups quite fre-
quently access information that targets them, which
suggests a certain degree of visibility in the media or
in other information channels.

People with disabilities, whether physical (53.6%)
or intellectual (52.6%), find information about their
rights more frequently than other vulnerable groups,
indicating a relatively higher availability of informa-
tion resources in this area.

On the other hand, the Roma (47.3%) and the elderly
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(39.7%) are less exposed to information about their
rights. In the case of the Roma, the frequency of ac-
cessing this information is slightly higher, which
may indicate a moderate concern for their rights.
The elderly, on the other hand, appear to have sig-
nificantly less access to relevant information on their
rights.

Overall, it has been found that access to information is
not uniformly distributed among groups. Some cate-
gories, such as the Roma and the elderly, experience
less exposure to information about their rights, which
may suggest low visibility in the media or an urgent
need to improve the accessibility of this information
for these groups.
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2.2. Experiences of covering community life in the media

Table 15. Q_13. How often do you find information about...? (% of Very often and Often)

Category

Rural women
(aged 30-59)

c
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(aged 30-59)

Rural youth
(aged 18-29)
Urban youth
(aged 18-29)
People with
disabilities
Elderly (aged
Refugees

Opportunities of spending Ieisure_time with 426 261 520 443 381 259 491 65.7
people from your group/community.

Employment opportunities 53.3 392 578 613 28.9 21.6 39.3 463
Information on government services for ng | 361 | 92 | 387 | 402 | 250 | 4ss | 94
people in your group/community

O PR oL el S L ceE ] w6 | 381 | 33| 37 | 454 | 30 | 438 | 565
assistance

Success stories of people in your group/ 508 | 464 | 392 | 425 381 | 250 | 420 | 481
community

Information about the activities of NGOs

that support people in your group/ 344 299 36.3 33.0 34.0 19.0 L6.4 65.7
community

Informcrti_on about the culture and traditions 238 227 137 245 237 107 357 722
of Ukrainians

M CL L I ©7 | s ne | 208 | 155 69 | 616 | 167
traditions

Data on the frequency with which different vulner-
able groups access types of information relevant to
their own community show some significant trends
in their informational inclusion and visibility in the
public space.

Refugees stand out as the best informed group, re-
cording high percentages in all categories analyzed.
They frequently report access to information about
government services (69.4%), NGO activities (65.7%),
socialization opportunities (65.7%) and social ben-
efits (56.5%). They are also the most exposed to
content related to Ukrainian culture and traditions
(72.2%), which may indicate the existence of sus-
tained integration and information efforts, probably
coordinated through governmental and international
initiatives.

Young people, especially those from urban areas,
enjoy relatively high access to information on em-
ployment opportunities (61.3%) and leisure activities
(44.3%), but are less exposed to information about
NGO activities (33%) and the culture of other com-
munities. Young people from rural areas show the
highest frequency of access to employment opportu-
nities (57.8%) and leisure activities (52.0%), reflect-
ing a strong concern for socio-economic integration.
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However, the level of information on government ser-
vices (39.2%) and social benefits (37.3%) remains low.

The Roma is an ambivalent case. Although they are
well represented in terms of access to information
about their own culture (61.6%) and NGO activities
(46.4%), the level of information on employment
(39.3%), social benefits (43.8%) and government
services (44.6%) is moderate. In addition, access to
information on Ukrainian culture is very low (16.7%).
This focus on their own community may reflect both
internal efforts to promote identity and a certain iso-
lation from other forms of informational inclusion.

The elderly and people with disabilities appear to be
the least informed in general. The elderly have low
access to information about NGO activities (19%),
employment opportunities (21.6%) and government
services (25%), which signals an increased risk of in-
formational exclusion. For people with disabilities,
access to information on social benefits (45.4%) and
government services (40.2%) is higher than for other
vulnerable groups, but remains below the levels reg-
istered by refugees or young people, which may indi-
cate a limited availability of communication channels
adapted specifically to their needs.



STUDY

Data from 2025 indicate a noticeable improvement
in access to information relevant to certain vulne-
rable groups. The frequency with which the Roma
find information about the activities of civil socie-
ty organizations supporting their community has
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increased significantly (from 36.4% in 2022 to 46.4%
in 2025), which is also relevant for information about
their own culture and traditions — a notable increase
from 36.4% to 61.6%. Rural youth also report a con-
siderable improvement in access to information on
social aid opportunities (from 26.4% in 2022 to 52%
in 2025).

Table 16. Q_14. To what extent are you interested in information about...?

(% of Very much and A lot)

Category

Rural women
(aged 30-59)

Urban women
(aged 30-59)

Rural youth
(aged 18-29)
Urban youth
(aged 18-29)
People with
disabilities
Elderly (aged
Refugees

Opportunities for obtaining social 500 | 546 | 422 | 377 | 536 | 448 | 661 | 787
assistance

Opportunities of spending Ieisure.time with 541 495 510 472 423 353 527 694
people from your group/community

Success stories of people in your group/ 574 | 526 | 490 | 387 | 454 | 379 | 554 | 574
community

Ll e 2 Ol o O SO 525 | 423 42 | 358 412 | 362 | 44 | 704
people in your group/community

Employment opportunities 574 50.5 61.8 58.5 289 12.1 47.3 472
Information about the activities of NGOs

that support people in your group/ 475 36.1 36.3 34.0 381 27.6 571 741
community

Informt:!t|9n about the culture and traditions 189 206 108 27 227 198 293 833
of Ukrainians

Information about Roma culture and 8O | 165 | 108 | w8 | w5 | m2| 670 | 167
traditions

Regarding interest in certain types of information
concerning their own community, data suggest that
it is influenced by the social positioning of the group
and its specific needs in relation to resources, services
and identity recognition.

The highest interest in the listed topics has been con-
stantly found among refugees, who show an increased
concern especially for information about social aid
(78.7%), NGO activities (74.1%), government services
(70.4%) and leisure opportunities (69.4%). Data in-
dicate a strong concern for integration, support and
social inclusion, characteristic of a population in the
process of adaptation in a new socio-cultural context.

The Roma, as a traditional minority group, also show
an increased interest in information about social aid
(66.1%), success stories (55.4%) and NGO activities
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(57.1%). At the same time, the Roma are the only
group with a significant interest (67.0%) in infor-
mation about their own culture and traditions. On the
other hand, interest in information related to em-
ployment is the most noticeable among rural youth
(61.8%) and urban youth (58.5%), which indicates
a clear concern for professional integration and so-
cio-economic mobility. In contrast, the elderly and
people with disabilities express little interest in this
topic (12.1% and 28.9%, respectively), but are more
attracted to topics related to social assistance and
government services, which have a direct relevance
in their life context.

Women — both rural and urban — show a steady and
balanced interest in almost all categories of informa-
tion, with values ranging from 36% to 59%.



In the qualitative study, participants from vulnerable
groups pointed out that information on human rights
is perceived as necessary, regardless of the source, but
its accessibility and clarity are essential. Messages
should be adapted to the target audience, using simple
and friendly language.

Any channel is useful for information to reach people. [1111]

If it is given in an accessible and interactive language, and
also interesting, and in the language in which the parent
understands. Otherwise, it is distributed for nothing, it is not
understood. [115]

Social networks have frequently been mentioned as
the main information channel for groups active online
(young people, parents, people with disabilities), due
to their accessible format and algorithmic customi-
zation. As for the elderly, television and face-to-face
communication remain the most effective sources

ST U DY Vulnerable and Marginalized Groups in Relation to the Media: Access, Consumption and Media Literacy

of information. The importance of the visual format
(clips, animations, graphics) and interactive sessions
(seminars, trainings) to increase the level of under-
standing and involvement was also noted.

A major obstacle remains the language barrier, espe-
cially for the Roma and refugees, which suggests the
need for translation and adaptation of materials.

We have the Roma who speak only Russian ... If you bring the
message in Romanian, you should know that you cover only
half of Moldova. [1110]

In the case of Ukrainian refugees, social networks (e.g.
Viber) are an essential source of punctual information,
adapted to practical needs.

We are usually sent links to legal advice services... and then
each person... accesses and uses them. [118]

Table 17. Q_15. How easy is it for you to find useful information in your native language?

- E Bl 53| 3

Category 2 o5 2 T | 2% 3

£cd : 33| 8§35 | 2%

X om ) R Qo )
Not at all 0.8 0.0 0.0 0.9 0.0 09 214 09
Difficult 6.6 6.2 29 4.7 41 5.2 32.1 5.6
Easy 66.4 53.6 61.8 59.4 619 69.0 37.5 75.0
Very easy 24.6 351 33.3 34.9 237 20.7 3.6 18.5
Not searching 1.6 52 20 0.0 9.3 34 S4 0.0
Won't answer 0.0 0.0 0.0 0.0 1.0 0.9 0.0 0.0

Most target groups said that they easily find useful
information in their native language. However, the
Roma and, to a lesser extent, people with disabilities
face significant difficulties finding it.

Rural women (66.4% Easy, 24.6% Very easy), the el-
derly (69% Easy) and rural and urban youth (over
59% Easy and 33% Very easy) said that they did rela-
tively well in accessing information. People with dis-
abilities are close to the general average (62% Easy,
23.7% Very easy), but there are also the 9.3% who
said they did not search such information — a possible
signal of access barriers or lack of interest.

Refugees reported a good level of access: 75% said
they found information easily, although only 18.5%
accessed it very easily. Only 0.9% said they did not
find it at all, a situation that can be explained by the
existence of dedicated sources, such as Telegram
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or Dopomoga.gov.md, in Ukrainian and Russian
languages.

The most vulnerable category is the Roma: only 3.6%
said they found information very easily and 37.5%
easily, while 32.1% encountered difficulties and 21.4%
did not find it at all — a sign of deep inequalities in
information access and inclusion.

Compared to 2022, the majority of respondents re-
ported that they found useful information in their
native language more easily. There has been a sig-
nificant increase in those who opted for the “Easy”
option, especially the elderly (69% in 2025 compa-
red to 44.5% in 2022), the Roma (37.5% compared to
14.6%), urban youth (61.8% compared to 47.2%) and
rural women (66.4% compared to 52.2%).
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Table 18. Q_16. How easy is it for you to find useful information from the region where you live?

(= 1 I~ Fi~N O
o o
g g €4 | 39 | £3 &
o =7 ) o o= <
Category 3 c o5 >3 o o= >
T g Oin T o S o a3 T
S £es | 59 | 8% | $2 | 28
x Som xS 58 oo i o
Not at all 0.8 0.0 1.0 0.0 1.0 3.4 8.0 0.9
Difficult 9.8 10.3 29 5.7 10.3 95 28.6 93
Easy 69.7 56.7 725 57.5 58.8 621 50.0 72.2
Very easy 14.8 278 20.6 36.8 19.6 16.4 4.5 15.7
Not searching 49 52 29 0.0 10.3 6.0 8.9 0.0
Won't answer 0.0 0.0 0.0 0.0 0.0 26 0.0 19

Most respondents said it was easy or very easy to find
local information, especially rural youth (93.1% cu-
mulatively answered Easy and Very easy), refugees
(87.9%) and urban women (84.5%).

In contrast, vulnerable groups — the Roma and people
with disabilities — face more difficulties. 36.6% of the
Roma said it was difficult to find local information or
they could not do it at all, and 11.3% of people with
disabilities indicated the same problem. The percent-
age of those who did not search for information is
higher among people with disabilities (10.3%) and the
elderly (6.0%), possibly a sign of lack of motivation or
digital skills.

The least difficulties have been reported by urban
youth, who gave no answers in the categories “Not at
all” or “Not searching”.

Trends compared to 2022

Compared to 2022, there is a clear improvement in
access to local information in 2025. The highest in-
creases are recorded among rural youth (from 48.1%
to 72.5%), rural women (from 53% to 69.7%) and the
elderly (from 45.4% to 62.1%). Urban youth also report
an increase (from 42.3% to 57.5%).

Table 19. Q_17. How easy is it for you to find useful information that you can understand without
difficulty?

26 | & £® | €% | sg g

) So 3 ) ¥ S

Category M o __ ES ol 0= >

— T c Do — T €O - .0 =

T O g O T O 0 o g— o o

592 £cd 59 £ R k<)

B = xl = oo o
Not at all 3.3 0.0 0.0 0.0 1.0 17 2.7 0.0
Difficult 10.7 4. 49 19 41 8.6 25.0 8.3
Easy 68.0 63.9 63.7 67.0 619 68.1 616 7.3
Very easy 131 289 26.5 311 216 13.8 45 18.5
Not searching 4. 3.1 3.9 0.0 9.3 6.0 4.5 0.9
Won't answer 0.8 0.0 1.0 0.0 21 1.7 1.8 0.9
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A significant percentage of respondents, regardless
of age or area of residence, consider that finding use-
ful and understandable information is relatively easy
(over 60% in most categories), which indicates a good
overall access to information sources.
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However, the Roma (25%) and the elderly (8.6%) re-
ported notable difficulties in accessing and under-
standing information, which indicates large dispari-
ties caused by educational and language barriers.

Table 20. Q_18. How easy is it for you to find useful information about the community you are a

part of?

: N — — v

gin £ T £3 $n S

69 -] 3 o s2 <)
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Category 23 c O >3 €D 23 z

5 o g S in T 0 g0 235 ]

59 £co 52 292 0.2 o

&S Som &8 58 oo m
Not at all 25 0.0 0.0 0.0 3.1 3.4 6.3 0.0
Difficult 98 4] 8.8 4.7 93 121 259 3.7
Easy 721 61.9 59.8 63.2 58.8 647 53.6 759
Very easy 98 268 26.5 30.2 16.5 9.5 S4 17.6
Not searching 57 7.2 49 1.9 10.3 69 89 0.9
Won't answer 0.0 0.0 0.0 0.0 2.1 34 0.0 1.9

Most respondents perceive access to useful infor-
mation about their community as easy or very easy.
Urban youth (30.2%) and urban women (26.8%)
said they found information very easily, while rural
women (72.1%) and rural youth (59.8%) said they
found it easily in a higher proportion compared to
other categories.

However, a large number of people experienced dif-
ficulties. The elderly (12.1%) and the Roma (25.9%)
said they found it difficult to access such data, and
6.3% of the Roma considered this access impossible.

Access to community-related information improved
for several groups in 2025. The percentage of those
who reported finding this information easily or very
easily increased among the elderly (64.7% compa-
red to 45.5% in 2022), the Roma (53.6% compared to
38.4%) and rural women (72.1% compared to 57.4%).
Also, more people with disabilities said they found
information very easily (16.5% in 2025 versus 71% in
2022), reflecting an increase in accessibility.

Conclusions

This chapter highlighted the perception of the pop-
ularity of information about the rights and freedoms
of socially vulnerable groups, as well as the interest in
such topics, but also the degree of interest in certain

31

types of general information and information specific
to various marginalized groups. In addition, it point-
ed out the difficulties and easiness in finding useful
information in the respondents’ native language,
according to area of residence, in an understandable
form and related to the community they are part of.
The results indicate both positive aspects and major
challenges for certain groups of respondents, and the
quantitative research allowed to outline clear trends
in informational behaviors and perceptions related to
inclusion and access.

Access to information and media preferences differ
significantly depending on the social group and its
specific vulnerabilities. News from Moldova is most
frequently sought, especially by the elderly (77.6%),
rural women (73.8%) and people with disabilities
(71.1%). Refugees show a marked interest in useful
information (75%), international news (75.9%) and
human rights (58.3%). Urban youth prefer content
related to sports (42.5%) and technology (34.9%), and
the elderly are more interested in domestic politics
(48.3%).

Most respondents said it was easy or very easy to find
general information in their native language, includ-
ing rural women (91%) and refugees (75%). However,
the Roma face major difficulties in this regard — only
37.5% found information easily, and 21.4% could not
find it at all. Similar problems were encountered in
accessing local and community-related informa-
tion, especially in the case of the Roma (up to 36.6%



reported difficulties) and people with disabilities
(10.3% did not search information at all). Educational
and language barriers also affect the understanding of
information, especially for the Roma (25%) and the
elderly (8.6%).

Interest in the rights and freedoms of other vulner-
able groups is widespread. Rural (82.8%) and urban
(72.2%) women, young people (over 74%) and peo-
ple with disabilities (up to 76.3%) showed deep con-
cern not only for their own rights, but also for those
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of others. The same trend is visible among refugees
and the Roma, suggesting an openness to solidarity
and an increased awareness of exclusion.

Overall, the data show that accessibility, interest
in different types of content and perceptions of the
media are shaped by each group’s social positioning
and experiences of marginalization. Thus, the need
is emerging for more inclusive media policies that
address these differentiated needs and support social
cohesion.
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Chapter 3.

MEDIA AUDIENCES PER CATEGORIES OF TARGET
GROUPS

use of this type of media source. At the same time, of
3.1. Television those who watch television, over a third (36.2%) do

so daily, demonstrating that television continues to
Of the total respondents to the survey, 71.6% said they  be an important means of information, especially for
watch television, which indicates a relatively frequent  certain categories of the population.

Table 21. Q_19. Name the TV stations you watched the most over the past 30 days.
(% of respondents watching TV)

E’ % £ £ Q £% £ T

Category g § z E,a gg 2‘3 ; £ _>.§

T 0 g B T O g0 a8 o0

28 | 558 | 28 | 38 | &4 | S8
Moldova 1 36.1 32.0 225 18.9 4.2 38.8 241 5.6
Pro TV 221 20.6 19.6 18.9 268 30.2 9.8 3.7
Jurnal TV 4.8 16.5 17.6 10.4 22.7 233 9.8 1.9
TV8 9.0 4.4 9.8 47 4.4 19.8 89 1.9
Prime 5.7 31 5.9 3.8 7.2 7.8 7.1 1.9
ONE TV 5.7 3.1 49 3.8 7.2 6.9 S4 0.9
Cinema 1 4.1 21 20 1.9 52 43 3.6 09
NTV (HTB) 3.3 21 2.0 1.9 4.1 4.3 27 0.9
Kanal D 3.3 21 2.0 0.9 3.1 3.4 27 0.9
TV1000 25 21 2.0 0.9 3.1 3.4 27 0.9
Russia-1(Poccus-1) 16 0.0 10 0.0 31 17 0.0 0.0
N4 - National 4 0.8 1.0 1.0 0.9 1.0 1.7 0.9 0.0
TV?7 1.6 1.0 0.0 0.0 1.0 2.6 0.9 0.0
Canal 3 1.6 1.0 1.0 0.9 21 0.0 0.0 0.0
TVR MOLDOVA 1.6 1.0 0.0 0.9 21 0.0 0.9 0.0
TNT (THT) 1.6 0.0 1.0 0.0 0.0 26 0.9 0.0
Kino TV (Kuno TB) 0.0 0.0 0.0 0.0 21 26 0.9 0.0
1+1 0.0 0.0 1.0 0.9 0.0 0.9 2.7 0.0
Exclusiv TV 0.0 A 0.0 0.9 0.0 0.9 0.9 0.0
Canal 5 0.8 21 0.0 0.9 0.0 0.0 0.0 0.0
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The public station Moldova 1 remains the most
watched TV station among most of the analyzed
groups. It is followed mainly by people with disa-
bilities (41.2%) and the elderly (38.8%), but also by
rural women (36.1%). These data suggest a strong
preference for this channel among older audiences
and those living in rural areas. On the other hand,
Moldova 1 is little watched by refugees (5.6%) and
urban youth (18.9%), signaling a limited audience
among young people and people with a greater inter-
national exposure.

Pro TV has a steady and relatively balanced audience,
being watched by 22.1% of rural women, 20.6% of
urban women and about 19-20% of young people
from both areas of residence. This station is especial -
ly appreciated by the elderly (30.2%) and people with
disabilities (26.8%), which shows a diversified audi-
ence base. In contrast, the Roma (9.8%) and refugees
(3.7%) rarely watch this station.

Jurnal TV is watched to a moderate extent by most
groups, with the highest percentages among peo-
ple with disabilities (22.7%) and the elderly (23.3%),
followed by rural youth (17.6%). There is less interest
among urban youth (10.4%) and refugees (1.9%).

TV8 is watched more frequently by urban women
(14.4%), people with disabilities (14.4%) and the el-
derly (19.8%), but it has a low audience among young
people, especially from urban areas (4.7%), and ref-
ugees (1.9%). This station seems to attract more adult
audiences concerned with civic and political themes.

The stations Prime, ONE TV, Cinema 1 and NTV (HTB)
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have low but relatively stable audiences in some cate-
gories. For example, 7-8% of people with disabilities
and the elderly watch Prime and ONE TV, and about
5% watch Cinema 1. These stations, however, are al-
most absent from the preferences of young people and
refugees, which shows a clear segmentation of media
consumption.

Stations such as Kanal D, TV1000, Russia-1and TNT
are almost non-existent in the top favorites, with per-
centages below 3-4% in all categories. However, there
is a slight preference for Russia-1among people with
disabilities (3.1%) and the elderly (1.7%).

Stations with very low audience, such as N4, TV7,
Canal 3, TVR Moldova, Kino TV, 1+1 or Canal 5, are
mentioned by maximum 1-2% of respondents, with-
out a clearly defined target audience.

Moldova 1 still dominates the preferences of vulner-
able groups and the elderly, while Pro TV and Jurnal
TV have a more balanced audience among active and
educated groups. Young people, especially those from
urban areas, seem to be moving away from classic
television, and refugees have extremely low media
consumption from local channels.

3.2. Radio

Data show that radio has a relatively limited audience
among the interviewees: only 39.3% of respondents
said they listened to radio, and of these, only 16.5%
did it daily. These figures highlight a low and rather
occasional consumption of this media compared to
television or online media.

Table 22. Q_20. Please think about the radio stations you've been listening to recently. Name
a maximum of 5 stations that you listened to most often in the last 30 days. (% of respondents
listening to the radio)

[ = '& 1 — — i)
EY | § £ | EQ | £o0 | &
sQ | 2 3 0 z 2 3 H
Category =P T ok 0= > o
— T c =T €T S 0 = (o2}
R g o T 0 g @ 235 ] 2
59 | €8¢ 59 240 R ] ©
(K] S50 (K] =) oo w (-2
Radio Noroc 12.3 93 59 94 18.6 121 54 1.9
HIT FM 1.4 1.3 8.8 13.2 10.3 52 2.7 2.8
Radio Plai 98 93 6.9 2.8 4.4 12.1 2.7 0.0
Radio Moldova 8.2 41 49 38 1.3 10.3 3.6 1.9
Kiss FM 3.3 31 7.8 3.8 2.1 0.9 0.9 0.0
Retro FM 0.8 6.2 1.0 1.9 3.1 3.4 0.0 0.9
Jurnal FM 25 41 20 0.9 1.0 0.9 0.9 0.0
Radio Relax 0.0 2.1 0.0 28 2.1 3.4 0.0 0.0
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Vocea Basarabiei 1.6 2.1 1.0 0.0 1.0 1.7 1.8 0.0
Radio Chisinau 0.0 1.0 1.0 0.0 31 09 1.8 0.9
Radio Micul Samaritean 25 0.0 29 0.0 1.0 0.0 0.9 0.0
Russkoye Radio (Pycckoe Paguo) 25 0.0 1.0 0.0 2.1 0.0 0.0 0.0
Radio Studentus 0.0 0.0 1.0 19 1.0 0.0 0.0 09
Radio Free Europe 0.0 1.0 20 0.0 1.0 0.0 0.0 0.0
MUZ FM 0.8 1.0 1.0 0.0 1.0 0.0 0.0 0.0
Radio Record 0.0 1.0 1.0 09 0.0 0.0 0.0 0.0
Ucrania FM 0.0 0.0 0.0 0.0 0.0 17 0.0 0.9
Radio Dar 1.6 0.0 0.0 0.0 0.0 0.0 0.0 0.9
Radio Moldova Tineret 0.0 0.0 2.0 0.0 0.0 0.0 0.0 0.0
GRT-FM 0.0 0.0 0.0 0.0 0.0 1.7 0.0 0.0

Preferences for radio stations show a much more
dispersed audience compared to television, with low
percentages overall, but also with notable differences
between groups. It should be noted that these per-
centages refer only to respondents who said they lis-
tened to the radio.

Radio Noroc is the most listened to station among
several categories, with an important presence
among people with disabilities (18.6%), rural women
(12.3%) and the elderly (12.1%). HIT FM manages to
attract mainly urban youth (13.2%) and urban women
(11.3%). Radio Plai has a higher audience among peo-
ple with disabilities (14.4%) and women from both ar-
eas of residence (over 9%), but is non-existent among
refugees.

The public station Radio Moldova was mentioned
more frequently by people with disabilities (11.3%)
and the elderly (10.3%), but had a lower audience
among young people (4-5%) and refugees (2%).
Other stations, such as Kiss FM, Retro FM or Jurnal
FM, were listened to occasionally, especially by young
people or women from urban areas, but did not stand
out for a significant audience.

Overall, there has been a low presence of radio sta-
tions among refugees, with no stations reaching 3%,
and in the case of the Roma, only Radio Noroc (5.4%)
was mentioned more frequently. These results in-
dicate a weaker connection of these two vulnerable
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groups to the traditional radio environment, com-
pared to other categories.

3.3. News websites

73.9% of respondents accessed news websites, while
26.1% said they did not use this means of information.
Of those who accessed them, only 39.3% did so daily,
indicating that for most users the consumption of
news online is not yet part of a constant daily habit.

The most frequently accessed portals are Stiri.md
(with a maximum of 15.5% among urban women
and 14.8% in rural areas), protv.md (13.1% among
women and 10.8% among rural youth) and Point.md
(12.4% urban women and 11.3% urban youth). These
data indicate a more pronounced preference for news
websites among adult women and young people in
rural areas, while the elderly (where the maximum
values are 5.2% for Point.md and 5.2% for zdg.md),
the Roma (with values below 3% in almost all sources)
and refugees (where only Point.md reaches 6.5%)
accessed these platforms to a smaller extent.

3.4. Social networks

Facebook is the most used network for all tar-
get groups. Still, young people, especially those
in cities, spend more and more time on TikTok,
Instagram and Telegram. Refugees use Telegram
in particular, but are also active on other networks,
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Table 23. Q_21. Name the news portals/websites you read most often in the last 30 days. (% of
respondents accessing news portals/websites)

5% | &% | <5 | £3 3

g9 g0 €N 56 o 2
Category =™ ER ) ol > o= = g
= §3 =T £ 580 £ o
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Stiri.md 14.8 15.5 1.8 123 6.2 34 7.1 0.0
Point.md 9.0 124 8.8 1.3 93 52 1.8 6.5
Protv.md 131 72 10.8 47 21 26 0.0 0.0
Zdg.md 7.4 93 49 75 21 52 09 09
Noi.md 2.5 6.2 29 28 31 34 0.0 0.0
JurnalTV.md 8.2 31 2.0 47 0.0 09 0.0 0.0
Tv8.md 49 4] 39 47 0.0 0.0 0.0 0.0
Agora.md 25 31 39 19 0.0 09 0.0 0.0
Unimedia.info 25 52 2.0 0.9 1.0 0.0 0.0 0.0
Newsmaker.md 0.8 41 0.0 0.0 0.0 1.7 0.0 1.9
Gov.md 0.0 1.0 0.0 09 0.0 0.0 0.0 37
Komsomolskaya Pravda (Kp.ru) 0.8 0.0 1.0 0.0 1.0 1.7 0.0 09
Moldovalibera.md 0.0 0.0 0.0 09 2.1 1.7 0.0 0.0
Euronews.com 0.0 1.0 0.0 0.0 1.0 0.0 0.9 0.9
Dopomoga.gov.md 0.0 0.0 0.0 0.0 0.0 0.0 0.0 28

Table 24. Q_22. On which of the following social networks do you spend at least 30 minutes
weekly?

cs | &% T | % ?
g9 £ sq 5q £3 o
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Facebook 86.1 86.6 84.3 56.6 711 54.3 50.9 7.3
TikTok 60.7 53.6 72.5 78.3 39.2 44.0 50.9 58.3
Instagram 467 536 69.6 83.0 40.2 241 464 481
Telegram 279 37. 559 74.5 237 19.0 277 80.6
Odnoklassniki 15.6 17.5 14.7 9.4 28.9 19.8 20.5 4.6
Vkontakte 6.6 6.2 17.6 18.9 15.5 13.8 8.9 10.2
Snapchat 41 6.2 17.6 26.4 4.1 09 4.5 4.6
X (Twitter) 0.8 3.1 69 10.4 6.2 43 4.5 6.5
LinkedIn 25 0.0 29 38 1.0 1.7 1.8 1.9
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to a moderate extent. Networks like Odnoklassniki,
Vkontakte and Snapchat are less popular and used
only by certain groups. X (formerly Twitter) and
LinkedIn are hardly used in all categories at all.

Facebook is the most used social network among
most of the groups analyzed. The percentages are
very high among women (rural — 86.1%, urban
— 86.6%) and rural youth (84.3%). Usage is sig-
nificantly lower among urban youth (56.6%) and
the Roma (50.9%), but still is over half. Refugees
(71.3%) and people with disabilities (71.1%) also
access this platform in a considerable proportion.

TikTok is very popular among young people, in
urban (78.3%) and rural (72.5%) areas. Women
(60.7% rural and 53.6% urban) also use it to a high
extent. Refugees (58.3%) and the Roma (50.9%)
have a similar presence. However, usage is lower
among people with disabilities (39.2%) and the el-
derly (44%).

Instagram is used mainly by urban youth (83.0%)
and rural youth (69.6%), but also by urban women
(53.6%). The elderly (24.1%) and the Roma (46.4%)
use it less, while refugees (48.1%) are above the
overall average.

Telegram has an exceptional spread among ref-
ugees (80.6%) and is very popular among urban
youth (74.5%) and rural youth (55.9%). In the rest
of the groups, use decreases significantly: women
(27.9% rural and 37.1% urban), people with disa-
bilities (23.7%) and the elderly (19%).

Odnoklassniki has a clearly more traditional profile
and is used more frequently by people with disa-
bilities (28.9%), the elderly (19.8%) and the Roma
(20.5%). Young people and refugees rarely use it
(9.4% urban youth and only 4.6% refugees).

Vkontakte is marginal in most groups, but has some
popularity among young people from both areas of
residence (18.9% urban and 17.6% rural). Usage in
the other categories is low, 6-15%.

Snapchat is only relevant among young people
(26.4% urban and 17.6% rural). The other categories
have very low percentages, below 6%.

X is little used in all categories, with values be-
low 10%. The highest rate is among urban youth
(10.4%), followed by people with disabilities (6.2%)
and refugees (6.5%).

LinkedIn is rarely used, with values between 0%
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and 3.8%, which indicates a limited relevance of the
platform among the general population.

Compared to 2022, data on the use of social networ-
ks reveal a significant dynamic in the digital behavi-
or of different socially vulnerable groups. There is a
general trend of diversification of the platforms used
and an increase in digital access for categories that
previously were less active online.

Facebook remains the main platform used by most
groups, but there is a sharp decline among urban
youth (from 93.4% to 56.6%), which suggests a reori-
entation of them towards more dynamic and visual
platforms. In contrast, Facebook use has increased
considerably among people with disabilities (from
429% to 71.1%) and the elderly (from 409% to 54.3%),
possibly reflecting an increase in digital literacy and
the need for social connection in these categories.

TikTok saw significant increases in almost all groups
analyzed, especially among women, people with di-
sabilities, the elderly and refugees. This confirms its
status as an accessible platform, based on visual
content and rapid consumption, including for users
who were previously less present online.

Instagram continues to gain popularity, especially
among people with disabilities (from 14.3% to 40.2%)
and the elderly (from 7.3% to 24.1%), but also among
urban women. This trend suggests an expansion of
the demographic profile of users, the platform being
no longer exclusively associated with young people.

Telegram has seen a significant increase in usage,
especially among refugees (from 62.9% to 80.6%), but
also among rural youth, people with disabilities and
the elderly. These data indicate that the platform
has strengthened its role as a channel for safe infor-
mation and communication, relevant in vulnerable
or isolated contexts.

In contrast, platforms such as Odnoklassniki, Vkon-
takte, Snapchat and X (formerly Twitter) experience
either minor variations or decreases in most cate-
gories, suggesting a gradual decline in their popu-
larity or a stagnation in the absence of adaptation
to new user requirements. LinkedIn remains a margi-
nal platform with very low percentages, confirming
its irrelevance among the socially vulnerable groups
analyzed.

Conclusions

This chapter analyzed the media consumption be-
havior among the different target groups, highlight-
ing preferences and the degree of access to four main
sources of information: television, radio, news web-
sites and social networks.

Television continues to be an essential source of



information, especially for the elderly, people with
disabilities and rural women. The public broadcaster
Moldova 1 records the highest audience rates among
these categories. In contrast, young people — espe-
cially those from urban areas — and refugees relate to
television consumption much less.

Radio is accessed less frequently and generally oc-
casionally, being listened to by less than half of the
respondents. Stations such as Radio Noroc and Radio
Moldova enjoy popularity especially among the el-
derly and people with disabilities. In contrast, young
people and refugees are significantly less connected to
this traditional channel of communication.

News websites are accessed by about three-quarters
of respondents, but only an insignificant portion of
them consult them daily. The most popular platforms
are Stiri.md, Protv.md and Point.md, with an in-
creased level of use among women and young people.
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Vulnerable groups such as the elderly, the Roma and
refugees access these sources significantly less.

Social networks are an increasingly important source
of information, especially for young people and cer-
tain vulnerable groups. Facebook remains dominant
in most categories, but young people are increasingly
turning to platforms such as TikTok, Instagram and
Telegram. Telegram is heavily used by refugees, while
other networks, such as Odnoklassniki, Snapchat,
X (formerly Twitter) and LinkedIn, have a marginal
presence in respondents’ consumer behavior.

Overall, audience analysis highlights profound chang-
es in the ways people access information. While tele-
vision and radio remain relevant among the elderly
and vulnerable groups, young people, especially those
in urban areas, are increasingly turning to digital me-
dia, preferring news websites and social networks as
their main sources of information.



Chapter 4.

MEDIA LITERACY

This chapter analyzes the level of media literacy
among the socially vulnerable groups of Moldova, fo-
cusing on the differences between different categories
of the population. It examines the socio-economic,
educational and cultural factors that influence ac-
cess to information and the ability of these groups to
navigate a complex media landscape. It also presents
recent initiatives aimed at improving media skills,
including educational programs, interventions of
non-governmental organizations and efforts of public
authorities. The chapter also addresses the main chal-
lenges faced by these groups, such as limited access to
technology, poor digital skills or lack of relevant me-
dia content adapted to their needs. At the same time,
possible solutions will be explored to develop critical
thinking, increase information resilience and protect
vulnerable people from disinformation and other risks
associated with the digital environment.

4.1. General aspects of media literacy of
target groups

In addressing media literacy among vulnerable groups
— the target public of the research — respondents were
unanimous in emphasizing the importance of com-
bating disinformation. It involves improving the abil -
ity to search and verify information, as well as iden-
tify reliable sources. In a context oversaturated with
information, people no longer distinguish between
fake and truthful news. Also, there are people who do
not consider this topic relevant or worthy of interest.

Some of the needs that are felt on the market in Moldova
in general, not just in the regions, are related to the fight
against disinformation, propaganda and fake news, espe-
cially for those who spend time on TikTok. We know that a
lot of people in Moldova are sitting around on TikTok. [I13]

First, critical thinking, identifying fakes, examining media
sources, their credibility — some literacy for trust in sources.
[119]

For people with limited access to information due to
lack of digital skills, such as members of the Roma
community or urban women, respondents pointed
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out the need for basic digital skills courses. Among
the Roma, the low level of formal education requires
starting media education with basic elements. For this
community, choosing information is not a priority, as
many people have not yet reached this level. A Roma
representative offered the personal example of a com-
munity mediator who did not know how to open a
document or access his own e-mail.

Yes, believe me, I have never seen a friend who is Roma and
follows a digital media platform. I have not, honestly. [I110]

Not having these digital skills, they cannot verify whether the
information is true or fake. [1110]

Arepresentative of urban women, close to the elderly,
mentioned the need for access to digital devices, but
also to online platforms that provide verified infor-
mation in an accessible format.

First of all, let’s also talk about digital devices — maybe we
should have access to a computer, to the Internet, to have
where to get the information. I think we need platforms
where media literacy themes would be well structured, with
videos and case studies, something visual, not only narrated,
but also with video image, that’s what I mean. [1I1]

In terms of age, a media representative pointed out
that young people generally have better information
filtering capabilities, while audiences aged over 56 are
more vulnerable to disinformation.

The category more sensitive to media education is 56+, be-
cause young people, it seems to me, know how to filter. [113]

A representative of people with disabilities brought
up an essential dimension of media literacy: a clear
understanding of the role of the media, in order to
avoid unrealistic expectations.

I think it is necessary, through literacy, to know the duties,
the role and possibilities of the media [119]

We probably often understand too little the role of the media,
and we should not exaggerate this role or have exaggerated



expectations — for example, that the journalist must nec-
essarily react to my problem, make 10 materials or give an
answer, and vice versa, that I don’t address them because the
media have no power or credibility. [119]

Arepresentative of urban youth confirmed that in or-
der to attract them, the information must be present-
ed briefly, clearly and in digital format.

If something is printed on paper, it’s not interesting for
young people. It has to be an interesting and short video
or training, not 3-4 hours. Such things are OK, and young
people come, watch, are active at sessions like this. [114]

The media representative proposed a typology of peo-
ple from vulnerable groups who participated in the
protests generated by political propaganda. Following
discussions with these participants, several types of
reasoning were identified.

One category is made up of the elderly, who, despite
not believing in the false narratives that support
the protests, participate for the money they receive.
Slogans such as Say Europe is dangerous, will turn us
gay and close churches generate cognitive dissonance
among those who have relatives or direct experience
in Europe.

We had interviews with older people from the protests, who
said they had been to the Netherlands — very nice, in France
— excellent, in Romania — super-mega. [1112]

Another category is made up of Russian-speaking
older people, who fear a possible rapprochement be-
tween Moldova and Romania. After the suspension
of Russian TV channels, they expressed fears about:

e Loss of jobs;
e Limited access to medical services;

e Elimination of their native language from public
space.

They are sensitive to the scare story that Romanians will
come and harm them, because they don’t speak Romanian
well. [1112]

They need to be informed about reliable sources in Russian,
so they stop watching only Shor’s channels. [1112]

A third profile includes lonely older people, who find
a sense of belonging and validation in participation in
protests. They like that they are guided, that they are
given attention and that they are valued for involve-
ment, which alleviates the feeling of isolation.
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Many said that there they felt like a team ... not just for the
500 lei, but also because they had someone to communicate
with. [1112]

To prevent these situations, the interviewee rec-
ommends involving these people in local initiatives
where they can feel useful.

Discussing vulnerable groups exposed to disinforma-
tion, the representative of the weekly Ziarul de Gardd
mentioned other categories as well: people with disa-
bilities (especially those with visual, hearing or mobil -
ity impairments), young people and young mothers.

Regarding media literacy, the representative of
Ukrainian refugees pointed out the difficulties faced
by refugee women, whose lives have been deeply af-
fected. Many families have been torn apart, and the
responsibility to find a job, integrate children into the
education system and access public services lies en-
tirely with women. In this context, significant gaps in
access to essential information are evident, resulting
in an increased need for support and clarification.

You are vulnerable on all sides, you have no one to leave
children with, you have problems with work, diplomas are
not recognized, and while you are trying to tear down the
wall, you are looking for solutions, and questions arise as
you try to solve them — it all differs from person to person.
(117]

4.2. Means of building media literacy among
target groups

The representative of rural youth noted that broad ac-
cess to information is a valuable resource for society.
She pointed out the essential role of media outlets in
delivering current information, highlighting the ease
with which the public can access informative content.

Yes, if it were not for the media, it would be much harder,
because now, one click away, you can learn about a univer-
sity you want to apply to, you can see what is happening in
Japan while being in Moldova. At least the media jump into
our eyes — on the Internet, in the feed, on television. [I12]

Regarding the concrete role of the media in media
education, respondents pointed out the priority of
combating disinformation. The interviewed repre-
sentatives of vulnerable groups indicated the follow-
ing measures that the media can take in this regard:

1. Educational videos to help people:

e Increase the level of trust in the information
provided by the media;



e Learn to verify the authenticity of facts;

e Understand the role of the media as a source of
information.
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The representative of parents of children with Down
syndrome pointed out that the media must work with
NGOs that aim to develop literacy and empower par-
ents, ensuring close collaboration for the delivery of
information. Media cooperation with civil society or-

2. More social advertising on the Internet, aimedat ~ ganizations to promote the interests of vulnerable
drawing attention to equality among all socially ~ groups is also important.
vulnerable groups;
I have worked with several media sources and noticed that
3. Explaining the differences between a truth and a in order to promote interests and streamline the process, it is
fake news story and combating falsehoods; necessary values to be promoted by the media, for example,
in the case of women... [II5]
4. Increasing the level of trust in the media;

5. Increasing media accessibility for young people.

The representative of urban youth noted that young
people spend most of their time on social networks
like TikTok, and in order to reach them, the media
must be present on this platform or at least promote
their content through advertisements on TikTok.

Young people have 5 minutes, they enter TikTok, not
YouTube or Facebook. On TikTok there are 20-second videos
with information or funny clips. I think the media really need
to promote themselves to reach young people. [114]

4.3. Habits of consuming information from
the media

Regarding media consumption habits, the majority of
respondents prefer to inform themselves from mul-
tiple sources, with a greater diversity among young
people and women in urban areas. Trust in the media
depends on the confirmation of information through
verification in several official sources. There is a high
awareness of the identification of manipulative news,
but access to media education varies considerably be-
tween groups, being particularly reduced among the
elderly and people from rural areas.

Table 25. Q_23. From how many sources do you usually inform yourself about a topic or event?
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One source 15.6 1.3 8.8 9.4 258 20.7 19.6 6.5
Two sources 27.0 289 275 36.8 35.1 353 27.7 10.2
Three sources 238 20.6 294 20.8 4.4 16.4 27.7 29.6
More than three sources 32.0 37.1 3.4 32.1 20.6 23.3 18.8 52.8
Won't answer 1.6 2.1 29 0.9 4. 43 6.3 0.9

People from different target groups show a clear ten-
dency to inform themselves from multiple sources,
but with significant variations between categories.
Most respondents choose to inform themselves from
a combination of sources, which suggests an active
and diversified approach to accessing information.

e Rural women (aged 30-59): Almost 32% of ru-
ral women choose to consult more than three
sources to inform themselves, which demon-
strates a high tendency to check information in
multiple sources in order to have a more com-
plete picture of the topic.
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Urban women (aged 30-59 ): Also, 37.1%
of urban women inform themselves from
more than three sources, having a similar
tendency to diversify information sources.

Rural youth (aged 18-29): 31.4% of

young people from rural areas choose to
consult more than three sources to inform
themselves, which indicates interest

in diversifying sources of information,
even if the percentage is somewhat lower
compared to women from the same area of
residence.



STUDY

Urban youth (aged 18-29): They are the ones
who show the greatest diversification of sourc-
es, with 36.8% choosing to inform themselves
from at least two sources, and 32.1% choosing
to consult more than 3 sources.

People with disabilities: 35.1% of respondents
in this category choose to inform themselves
from at least two sources, while only 20% of
them rely on more than three sources to inform
themselves.

The elderly (aged 60+): Similar to people with
disabilities, the elderly mostly resort to two
sources (35.3%), while only 23.3% of them
choose to consult more than 3 sources.

The Roma: Almost 28% of the Roma inform
themselves from two sources, and also the
same percentage choose to consult three
sources to obtain information. This suggests
that the Roma tend to use a moderate number

Vulnerable and Marginalized Groups in Relation to the Media: Access, Consumption and Media Literacy

without going beyond a large number of media
channels.

e Refugees: Almost 53% of refugees inform them-

selves from more than three sources, indicating
an increased interest in obtaining a clear and
diversified picture of events, given their current
situation.

Compared to 2022, data from 2025 show a diversi-
fication of information sources among some vulne-
rable groups. Rural youth increasingly inform them-
selves from three sources, their proportion having
risen significantly from 17% to 31.4%. At the same time,
urban youth prefer to consult two sources, registe-
ring an increase from 19.6% in 2022 to 36.8% in 2025.
The elderly are also using two sources of informati-
on more often (increase from 209% to 35.3%). Among
the Roma, interest in information from three sources
almost tripled, increasing from 10.4% to 27.7%, and
among refugees there has been a substantial incre-

ase in those using more than three sources — from

of sources, opting for a balanced approach that
36.2% in 2022 to 52.8% in 2025.

allows them to gain a varied perspective, but

Table 26. Q_24. In which of the following situations can you trust the information disseminated
by the media?

Category

Rural women
(aged 30-59)
(aged 18-29)
Elderly (aged
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)

Urban wom-
en (aged
30-59)
Urban youth
People with
disabilities
Refugees

The same information is repeated inother | /oo | 415 | 455 | 504 | 351 | 466 | 286 | 648
sources of information

Reference is made to at least 2 different 475 433 431 453 423 431 357 63.9
sources

It refers to a direct source (ex. interview, 402 LWl 04 50.0 361 3790 357 657
statement, documents, etc.)

The news refers to official sources 32.0 42 373 453 454 36.2 339 639
The same information is confirmed by

people you know personally (friends, 410 39.2 33.3 472 32.0 379 37.5 58.3
relatives, colleagues, etc.)

Information comes from a media source 40 | 392 | 34 | 358 | 330 | 388 | 286 | 593
that you follow frequently/regularly

Presents different points of view 287 37.1 30.4 387 28.9 35.3 31.3 56.5

Information comes from a media source
from which people around me are informed

Other situation 0.0 1.0 0.0 0.0 2.1 2.6 0.0 0.0
Won't answer 49 7.2 6.9 2.8 n.3 95 15.2 3.7

24.6 30.9 24.5 23.6 278 19.8 18.8 42.6

least two different sources (47.5%). Also, direct sources,
such as interviews and documents (40.2%), are consid-
ered reliable, as well as official sources (32.0%).

Rural women trust information disseminated by the
media when the same information is repeated in dif-
ferent sources (47.5%) and when reference is made to at
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Urban women rely heavily on the fact that infor-
mation refers to a direct source (47.4%) and to at
least two different sources (43.3%). Another rele-
vant source is information that is repeated in other
sources (41.2%).

Rural youth emphasize information that is repeated in
several sources (42.2%) and that refers to at least two
sources (43.1%). Also, 37.3% of rural youth consider
official sources as credible.

Urban youth are much more inclined to trust infor-
mation that comes from multiple sources. 59.4% of
them consider information correct when it is repeated
in various sources, 50% of young people trust direct
sources, and 47.2% consider it reliable when con-
firmed by familiar people.

People with disabilities rely on the fact that the news
is confirmed in several sources. 35.1% of them trust
information that is repeated in other sources, and
35.3% consider direct sources to be relevant. Official
sources also have a significant impact: 45.4% of them
consider them credible.

The elderly tend to trust information when it comes
from official sources (45.4%), when it is confirmed by
at least two different sources (43.1%) or when infor-
mation is repeated in multiple sources (46.6%).

The Roma trust information especially when it comes
from direct (35.7%) or official (33.9%) sources.
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Confirmation by familiar persons (37.5%) and pres-
entation of different points of view (31.3%) also influ-
ence the degree of trust.

Refugees demonstrate a high level of attention in as-
sessing information, being the group most likely to
verify content in multiple sources. More than 60%
say they trust information only when it is confirmed
in other sources, comes from direct statements, is
supported by official sources or is delivered by people
they trust. This behavior indicates a cautious attitude
and an increased need for confirmation.

Compared to 2022, the proportion of refugees who
say they trust information when it is repeated in mul-
tiple sources has increased significantly — from 25.1%
to 64.8%. Also, trust in information confirmed by clo-
se people increased from 379% to 58.3%, and trust in
news stories that present direct sources (interviews,
statements, documents) increased spectacularly
from 29.8% to 65.7%.

Significant increases are also noted in other situati-
ons, such as when references are made to at least
two sources (from 27.4% to 639%) or when different
points of view are presented (from 21% to 56.5%).

These data indicate an overall increase in media li-
teracy among refugees and in their capacity to cri-
tically assess content. In addition, increased trust
in multiple and verifiable sources suggests broader
and more conscious exposure to quality media.

Table 27. Q_25. To what extent do you consider the media and social networks to be sources of

disinformation?
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To a very large extent 9.0 4.4 9.8 18.9 18.6 19.0 14.3 6.5
To a large extent 38.5 299 29.4 28.3 39.2 35.3 39.3 35.2
To a small extent 35.2 412 431 453 30.9 30.2 27.7 viwn
Not at all 6.6 7.2 49 2.8 3.1 6.9 8.0 3.7
Don't know 9.8 62 n.8 3.8 82 8.6 9.8 10.2
Won't answer 0.8 1.0 1.0 0.9 0.0 0.0 0.9 0.0

The analysis of results reveals a widespread perception
that the media and social networks can be sources of
disinformation, especially among rural people, young
people and people with disabilities. Regarding the

accessibility of various types of media content, most
study participants find it easy or very easy to identify
useful information, especially in areas such as weather
forecast, traffic conditions, current domestic affairs
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and practical recommendations. At the same time,
there are significant differences between groups: cer-
tain categories, such as the Roma and refugees, in-
dicate easier access to information on international
events and social topics.

Data on perception of the media and social networks
as sources of disinformation highlight a diversity of
opinions among the targeted groups. The propor-
tion of those who think these channels disinform to
a very large extent ranges from 6.5% among refugees
to 19.0% among the elderly. Combined with the To a
large extent answers, the level of negative perception
increases significantly, reaching 57.8% among people
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with disabilities and 54.3% among the Roma, indicat-
ing a high degree of distrust.

On the other hand, about a third of respondents be-
lieve that the media disinform to a small extent, with
the highest percentages recorded among urban youth
(45.3%) and urban women (41.2%). Answers that sug-
gest a complete absence of disinformation are few.

This distribution of opinions highlights different lev-
els of trust and skepticism towards sources of infor-
mation, indicating the need to strengthen the credi-
bility of the media and develop the public’s skills of
identifying correct information.

Table 28. Q_26. To what extent do you agree or disagree with the following statement: "It is
important for the inhabitants of the country to be able to distinguish news that is intended to

manipulate or disinform citizens"?

Category

Rural women
(aged 30-59)
Urban wom-
en (aged
30-59)
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Urban youth
(aged 18-29)
People with
disabilities
Elderly (aged

Totally agree 68.0 67.0 70.6 70.8 55.7 68.1 64.3 759
Rather agree 18.0 21.6 13.7 18.9 216 12.1 15.2 15.7
Don't have an opinion 74 52 127 57 4.4 43 N6 4.6
Rather disagree 0.8 1.0 1.0 0.9 21 6.9 54 1.9
Totally disagree 25 41 1.0 3.8 52 43 0.9 1.9
Won't answer 3.3 1.0 1.0 0.0 1.0 4.3 2.7 0.0

The answers provided by all categories of respond-
ents indicate a high level of awareness about the
importance of identifying manipulative news. In all
eight groups analyzed, the percentage of those who
totally agree with this statement ranges between
55.7% and 75.9%, which shows a strongly favorable
overall trend.

If we add the Rather agree answers, the cumulative
level of agreement exceeds 80% in most groups,
even reaching almost 91.6% among urban youth
and 91.6% among refugees — the highest level of
agreement recorded.

The lowest values of total agreement are record-
ed among people with disabilities (55.7%) and the
Roma (64.3%), but even in these cases, the positive
perception is the majority.

The percentage of those who do not have an opin-
ion remains relatively low, but slightly higher

among people with disabilities (14.4%) and rural
youth (12.7%). Only a very small percentage of all
respondents say they disagree with the statement,
which shows that the idea of being able to recognize
information manipulation is generally accepted and
appreciated by all social categories.

The results show that the level of familiarity with
these terms varies considerably between groups,
but is generally quite low. The most informed cat-
egories are young people from urban areas, where
almost a quarter (23.6%) say they are very familiar,
and another 33% are quite familiar. A similar situa-
tion is observed among young people in rural areas,
where 22.5% know the concept well and 31.4% say
they understand it roughly.

In contrast, the level of familiarity is much low-
er among the elderly, the Roma and refugees. For
example, only 10.3% of the elderly and 8% of the
Roma consider themselves very familiar with media
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Table 29. Q_27. How familiar are you with the concept of media education or media literacy?
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its importance well
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and roughly understand what it means
A little familiar — | have heard the
term, but | don't know exactly what it 32.0 34.0 225 255 299 319 34.8 481
implies
Not at all familiar =1 have never heard | 5, 165 216 51 | 320 | 405 357 93
of this concept
Won't answer 25 31 2.0 2.8 4] 3.4 8.0 0.9
Won't answer 33 1.0 1.0 0.0 1.0 43 27 0.0

education, while over 30% of them say they have
never heard of this concept. In the case of refugees,
although only 6.5% are very familiar, almost 35.2%
are quite familiar, suggesting a recently increased
interest or exposure, possibly in the current context
of migration and adaptation.

Urban women seem to do better than rural women
in terms of knowledge of the concept (12.4% and
15.6% of Very familiar), but urban women have a
higher share of Quite familiar (34% versus 21.3%).

At the same time, an important part of the respond-
ents in all groups said that they had heard of the

concept, but don’t know exactly what it implies,
which reflects a significant potential for informa-
tion and training interventions in this field.

Data show that most respondents believe they can
identify manipulation or disinformation in the me-
dia with some degree of ease, but confidence in their
own ability to analyze varies significantly between
groups.

Urban and rural youth show the highest level of
confidence: almost 3 out of 4 young people said that
it is very easy or easy to recognize manipulation
(73.6% urban and 72.5% rural). Of all, young people

Table 30. Q_28. Could you distinguish when the media (TV, print media, radio, news websites,
etc.) want to manipulate or change the opinion of citizens, e.g. disseminate fake news,
propaganda, disinformation, etc.?
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Very easy 10.7 16.5 235 23.6 16.5 7.2 7. 13.9
Easy 39.3 52.6 49.0 50.9 50.5 44.0 411 39.8
Difficult 30.3 19.6 18.6 20.8 237 276 36.6 324
Very difficult 1.4 52 49 0.9 62 7.8 9.8 9.3
Don't know 10.7 52 3.9 28 31 3.4 4.5 4.6
Won't answer 1.6 1.0 0.0 0.9 0.0 0.0 0.9 0.0
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from rural areas have the highest percentage of
Very easy answers (23.5%).

Urban women come next in terms of confidence,
with 69.1% finding it very easy or easy to do,
compared to 50% for rural women. The latter
also have a higher proportion of those who find
it difficult (30.3%).

People with disabilities and the elderly seem to
have moderate confidence: about half (50.5%) of
people with disabilities said they can distinguish
this easily, and 16.5% very easily. Among the el-
derly, 44% said they find it easy, but nearly 28%
said they find it difficult.

The Roma and refugees seem to be the most re-
served. Only 7.1% of the Roma said they can dis-
tinguish very easily, and 36.6% said they find it
difficult — the highest percentage for this option.
In the case of refugees, 13.9% said they find it
very easy, 39.8% easy, but over 40% admitted
difficulties or hesitation (difficult — 32.4%, very
difficult — 9.3%, don’t know — 4.6%).

TRENDS

Compared to 2022, data from 2025 indicate an overall
improvement in the perception of the ability to identify
media content that manipulates or disinforms, espe-
cially among vulnerable or previously more reluctant
groups.

Rural youth saw a significant increase in confidence in
their own ability to detect media manipulation — the
proportion of those who said they find it easy to do so
rose from 29.2% in 2022 to 49% in 2025. It is a clear sign
of better media literacy and greater critical exposure to
informative content.

Urban women also reported a positive development:
from 38.8% to 52.6% in the Easy category, which sugges-
ts an increase in vigilance and capacity for critical eva-
luation of information in the media.

The Roma reported an improvement of almost 10 per-
centage points, from 31.3% in 2022 to 41.1% in 2025 in the
Easy category, while the percentage of refugees who
find it very easy to identify media manipulation dou-
bled, from 6.5% to 13.9%.

Even if these increases are not uniform across all ca-
tegories, they nevertheless indicate a positive trend in
the self-assessment of media skills, especially among
young people, women and socially vulnerable groups.

Table 31. Q_29. In your opinion, how easy or difficult is it for the population of Moldova to
differentiate fake news from true (veridical) news?
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Very easy 6.6 7.2 59 85 8.2 52 7.1 0.9
Easy 14.8 17.5 18.6 20.8 17.5 17.2 295 25.0
Difficult 475 526 529 491 48.5 56.9 40.2 39.8
Very difficult 18.9 18.6 1.8 19.8 16.5 121 134 1.1
Don't know 12.3 41 10.8 1.9 8.2 8.6 9.8 21.3
Won't answer 0.0 0.0 0.0 0.0 1.0 0.0 0.0 1.9

Alarge part of the respondents consider that the pop-  a small percentage, 6-8%, believe it is easy (especially
ulation of Moldova has significant difficulties in dif- young people from urban and rural areas). Also, about
ferentiating fake news from true news. About 48%  12% of respondents do not know or do not answer,
of rural women and 53% of urban women said it is  indicating an uncertainty or lack of confidence in the
difficult or very difficult to make this distinction. Only  correct assessment of the news.
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Table 32. Q_30. In your opinion, is the news from Moldova influenced by politics or not?
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Very much 27.9 50.5 39.2 453 381 379 268 13.9
A lot 41.0 35.1 37.3 321 32.0 379 27.7 37.0
Little 16.4 1.3 14.7 15.1 16.5 155 277 23.1
Not at all 3.3 1.0 20 2.8 6.2 17 2.7 3.7
Don't know 98 2.1 59 3.8 7.2 6.0 14.3 22.2
Won't answer 1.6 0.0 1.0 0.9 0.0 0.9 0.9 0.0

According to the results, the majority of respondents
believe that the news in Moldova is influenced by pol-
itics. Alarge part of the participants believe that this is
happening to a significant extent, with a higher per-
centage among urban women (50.5%) and rural youth
(39.2%). Also, about 40% of respondents agree that
news is influenced by politics a lot, while a significant

percentage, between 16% and 27%, believe that there
is very much political influence on the media.

In contrast, a minority of respondents believe that
news is little influenced by politics (between 11% and
27%) or not at all (between 1% and 6%).

Table 33. Q_31. In your opinion, how accessible are the media education initiatives implemented
by civil society organizations (NGOs) to you or the representatives of your group?
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Very accessible 5.7 52 49 7.5 52 6.0 4.5 6.5
Accessible 30.3 381 451 39.6 268 18.1 375 472
Difficult to access 7.4 6.2 8.8 12.3 52 95 98 4.6
L';';Z:’sﬁ;hti'?n:“t Ui C R e %8 134 98 47 93 121 45 93
Li“",:: t know about such initia- 361 361 265 330 464 44,0 286 241
Don't know 49 1.0 49 19 6.2 10.3 15.2 56
Won't answer 0.8 0.0 0.0 0.9 1.0 0.0 0.0 28

Media education initiatives of civil society organi-
zations are perceived as not very accessible by the
majority of respondents. A significant percentage of
people said they did not know of these initiatives, es-
pecially among people with disabilities and the el-
derly, where 4.46% and 44%, respectively, did not
know of such programs. However, a considerable per-
centage of respondents find the initiatives accessible,
especially rural youth (45.1%), urban youth (39.6%)
and urban women (37.5%).
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On the other hand, some of the respondents, especial-
ly from rural areas and the elderly, find these initia-
tives difficult to access, and a small proportion, about
9%, perceive them as difficult to access, even if they
have heard of them. This indicates a significant dif-
ference in the perception of the accessibility of these
initiatives between various social groups and geo-
graphical areas. Especially in rural areas and among
vulnerable groups, a large proportion of respondents
do not benefit from media education.



STUDY

In 2025, media education initiatives seem to have
become more visible and accessible to a signifi-
cant part of socially vulnerable groups. Compared
to 2022, more respondents said these activities were
accessible or very accessible, especially among ru-
ral youth, urban women, the Roma and refugees.
For example, the percentage of young people in ru-
ral areas who found these initiatives accessible has
increased significantly, from 32% to over 45%, and
among refugees, perceived accessibility has incre-
ased from 29% to 47%.

At the same time, the number of those who said they
did not know of such initiatives has noticeably de-
creased, especially among the Roma and refugees,
which suggests better promotion and delivery of in-
formation compared to previous years.

However, nearly half of people with disabilities and
the elderly said they had not heard of such initiati-
ves, and a significant part of respondents in these
groups either did not know how to appreciate their
accessibility or did not find them truly accessible.
These findings suggest that while progress is visible,
there is still a need for more targeted interventions
adapted to the specificities of each group.

4.4, Assessment of changes in media literacy
and level of information over the last two
years

Speaking about changes in the level of information
and media literacy of vulnerable and marginalized
groups, representatives of people with disabilities said
they did everything possible to make the informa-
tion-related interaction and provision of their target
groups with general information accessible and of
high quality. The representative of the AOPD organi-
zation mentioned that they actively collaborated with
the media to organize training sessions on the correct
way of reporting about people with disabilities.

They organized all kinds of activities, events to encourage
the media. There have been many initiatives, projects to
encourage the media to present these topics. [I111]

We have a very accessible communication, which is of inter-
est to parents. [II5]

A representative of urban women noted significant
progress in the field of media literacy. She said that
as part of her work, she organized the Internet Day
event for children aged 14-16 and noticed that they
were much better informed and more competent in
media education than they had been a few years ago.
According to her, this positive development is due to
the introduction of media education classes in schools.
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I’ve noticed an increase, and the kids are a lot more informed
than they used to be maybe seven or six years ago. [II1]

A representative of rural youth, speaking about pos-
itive changes in the field of information, mentioned
an increase in the number of projects implemented
at the State University of Moldova with the support
of the European Union. The interviewee also noted
the launch of projects at the Youth Center in Ialoveni,
which contributes to the active involvement of young
people, children and students. Referring to the young
people she represents, she believes that they have
wider access to quality information, which makes
them better informed, more courageous and aware
of their rights.

The generation that comes next have more information and
more access to quality information than we do. And the way
they were educated, they are a little bit more courageous,
they support all rights; they forget about responsibilities, but
that is another issue. [I12]

Somehow, young people are far more literate now. [112]

Returning to the topic of media literacy, a represent-
ative of urban youth noted that the level of informa-
tion had remained relatively constant in recent years.
However, the amount of false information signifi-
cantly increased, leading to a decrease in trust in in-
formation sources. The interviewee attributes much
of the disinformation to the context between Russia
and Ukraine.

I noticed that fakes began to multiply from all sides; for ex-
ample, there are politicians who want to be in the sight of
both young and old people at the expense of this serious
situation in Ukraine. [114]

From the perspective of refugees, a representative of
this vulnerable category mentioned that initially ac-
cess to information was difficult and confusing, and
finding relevant information used to be a challenge.
The interviewee pointed out that even representa-
tives of local authorities had difficulties in provid-
ing clear and consistent information, which required
further clarification and explanation. This situation
persisted until the emergence of groups on social
networks, where information began to be structured
more clearly, giving refugees the opportunity to seek
support from the most experienced members of the
community.

I can’t even tell you, because at first, when we came to the
mayor’s office, they used to say that they did not know where
to send us, they were not informed. [II7]



The Roma and the elderly noted that a higher level of
media literacy was seen among young people, but for
the elderly this knowledge was still more difficult to
assimilate. As a result, the level of literacy and infor-
mation among them made no significant progress.
Interviewees pointed out the importance of working
with this category of people, in order to provide them
with support navigating in the information flow.

In this context, the representative of the elderly drew
attention to the need to focus on current issues, such
as rising prices, compensation for utility services and
conditions of the state of emergency — issues that
generated concern among seniors.

On the other hand, the representative of the Roma
ethnic group pointed out that the organizations in
which he worked had held informative events for
the Roma community. They focused on educating
the Roma to identify reliable sources of informa-
tion, developing critical thinking and combating
disinformation.

Young people are on better terms with digital platforms, as I
told you, and can very easily inform themselves. [1110]

At meetings with colleagues, with relatives, with a com-
munity, when we meet, we talk about such things, that you
shouldn’t believe all you see, you shouldn’t panic. [I18]

The representative of urban women also spoke of the
fact that the elderly are more vulnerable in the face of
disinformation. The interviewee gave a concrete ex-
ample, telling how an intelligent and educated woman
became the victim of a telephone scam and disclosed
her bank details.

A woman just gave her bank details, and they took all the
money off her account. A smart woman, with higher edu-
cation, fell prey. [II1]

These categories are a little more vulnerable than young
people are now. [I11]

Speaking about other groups that may be vulnerable
in terms of media literacy and disinformation, the
interviewee from an urban area pointed out that, in
reality, any person can end up in an unpleasant situ-
ation. The person’s level of media literacy and infor-
mation depend largely on his or her own involvement,
cognitive capabilities and desire to learn and develop
continuously.

Here, I am convinced that it depends on the person, be-
cause you seem to inform everyone, but in the end you don’t
know who has critical thinking... In my opinion, everyone, all
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categories, starting with children and ending with adults,
and socially vulnerable people, too, are all exposed to dan-
ger. [111]

The media representative also identified other cate-
gories that may be more vulnerable, such as people
who speak Russian, young people and people with a
low level of education. Reflecting on the fact that a
low level of education has roots in the school system,
the interviewee believes that intervention should start
there. However, the subject currently taught — media
literacy — is considered insufficient. It is also neces-
sary to work with teachers, since it has been noted that
teachers, too, through social networks, can spread
disinformation, which should not happen, given that
they are opinion leaders and influence the students’
thinking. Referring to the spread of disinformation,
the interviewee mentioned that this phenomenon
was also observed among doctors, who, during the
pandemic, contributed to the dissemination of false
information.

People who have no education, have not learned much at
school for various reasons. [1112]

How can you work at the hospital and still distribute fakes?
[m112]

Wherever work is done with people, all public services must
necessarily take disinformation classes. [1112]

4.5. Visions of the future of media literacy

Discussing the views, wishes and plans related to me-
dia literacy, representatives of civil society associa-
tions that defend the rights of people from various
vulnerable groups pointed out that in order to im-
prove the level of media literacy, increase the degree
of information and combat disinformation among
the general population and people with disabilities,
it is necessary to involve specialists experienced in
this field.

I believe that here we would need the support of people
who have been doing this for many years, and we as NGO
must understand how to do this correctly and with impact.
(115]

We would like to have within the organization, within the
categories, within the women who participate in social and
economic life, people who are better at dealing with fake
news and all kinds of disinformation. [119]

We are going to get involved to the maximum, will have
initiative groups. We have knowledge, we have experienced
people, we have people eager to get involved. [I18]



All representatives of vulnerable and marginalized
groups agreed that the most important aspect is in-
formation and education work. They also pointed
out the importance of making sure that every per-
son has access to truthful information and of devel-
oping the ability to distinguish between truth and
disinformation.

This is why we need to work so that every person gets
truthful information and has the ability to understand
whether it is truthful or to neglect it, to ignore it, if it is
not. [1111]

The representative of WDN Moldova underlined the
need for active collaboration with the media in order
to address issues related to the rights of women, in-
cluding women with disabilities.

On the other hand, the representative of the Alliance
of Organizations for Persons with Disabilities of
Moldova confirmed the alliance’s commitment to
support the active participation of persons with dis-
abilities in the decision-making process aimed di-
rectly at them:

e Employment;
® Access to educational services;
e Their involvement in advocacy actions.

We want more women involved and women who have
rights, including women from vulnerable groups, who re-
alize their rights more effectively, and we are willing to work
with the media in this regard in order to promote more spe-
cifically women’s participation. [119]

Providing information and using the media as an instrument
of influence. [1111]

In his turn, the representative of the Voice of the Roma
Coalition mentioned that, for the next year, the or-
ganization aimed to pay more attention to increasing
the level of media education among the Roma, espe-
cially the elderly, considered more vulnerable due to
illiteracy and lack of digital skills. Planned projects
include trips to the territory and meetings with com-
munity leaders, local public authorities and media
experts. The purpose of these initiatives is to explain
to the Roma how to distinguish truth from disinfor-
mation, how to protect themselves from negative me-
dia influences and, at the same time, contribute to the
development of a healthy civic consciousness.

So, we need to be in step with digital development and not
only. [1110]

ST U DY Vulnerable and Marginalized Groups in Relation to the Media: Access, Consumption and Media Literacy

The main target group of TV Causeni Studio-L for the
near future is youth, especially young people over or
under 18 who are not employed, do not study and do
not receive family support. The representative of this
media source pointed out that the editorial office aims
to bring to attention the stories of these young people
and analyze the problems they face.

Regarding people with disabilities, the represen-
tative of TV Causeni Studio-L mentioned that the
editorial staff was investigating the situation in
Causeni district schools in order to assess their ac-
cessibility and determine how many children us-
ing wheelchairs managed to be integrated into the
educational system in recent years. This analysis
will give a clear picture of the degree of isolation of
such children or, conversely, their integration into
education.

The topic of media literacy remains one of the most
important for TV Causeni Studio-L, too, because the
outlet is a member of the STOP FAKE platform and
reacts operatively to fake news in the public space,
exposing them in order to prevent disinformation.

Hardly a month goes by without discussions about people
with special needs or people with disabilities. [113]

Speaking about the future plans of Ziarul de Garda,
the media representative underlined the impor-
tance of expanding the audience, especially among
Russian speakers from the north of the country,
Gagauzia and Transnistria — regions considered by
the interviewee more vulnerable to disinformation.
To achieve this goal, one of the first steps proposed
is to launch an appeal to the current readers of the
publication to offer subscriptions to relatives from
Transnistria. The outlet also aims to become more
active on TikTok, given that the audience in the tar-
geted regions is already present and involved on this
platform.

But we need to get out of our comfort zone, reach out to
Russian speakers, who still don’t know us and think we’re
bad, try to communicate and show them what we are
doing, so that they could decide. [1112]

The representative of urban youth suggested organ-
izing summer schools, team-building activities and
online sessions on the topics of media and disinfor-
mation. The representative of urban women pointed
out the interest in understanding the journalistic
process: verifying information, writing articles and
ethics of objective presentation.

Women from rural areas emphasized the lack of



access to information and expressed the need for
additional sources of media literacy.

I think we should have more information. [116]

Conclusions

Chapter 4 provided a comprehensive analysis of the
level of media literacy among socially vulnerable
groups, exploring both current challenges and pos-
itive developments in recent years. Based on inter-
views, quantitative data and the opinions of the actors
involved, the following key conclusions can be drawn:

Media literacy is unevenly distributed and deeply
influenced by social factors.

The level of media literacy varies significantly be-
tween groups. Young people, especially those in urban
areas, are making notable progress in the critical use
of information and in identifying credible sources.
In contrast, the elderly, the Roma, rural women and
people with disabilities experience major difficulties
in accessing and understanding media content, re-
flecting wider inequalities in education, technology
and support services.

Disinformation is perceived as a real threat, but
responsiveness is limited.

Both respondents and civil society organizations see
disinformation as one of the biggest challenges today.
However, responsiveness differs: young people devel-
op information-checking reflexes, while the elderly
and people with little access to technology remain
vulnerable to false narratives. Social networks, espe-
cially TikTok, amplify these risks by the speed with
which information is disseminated and by the lack of
clear filtering mechanisms.

Access to technology remains a structural barrier.

The lack of digital devices and Internet connection,
especially among older women and people with low
income, limits access to media education. This barrier
is both technological and social, implying little con-
fidence in one’s own ability to use new technologies.
Media literacy should include initiatives that reduce
digital exclusion and increase digital autonomy for
beneficiaries.

Media education cannot be standardized - tailored
interventions are needed.

Each vulnerable group has distinct needs and requires
differentiated approaches. For example:
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e Young people need tools to help them filter the
large amount of information.

e People with disabilities need accessible materials
and personalized support for the development of
critical thinking.

e Young mothers are more influenced by the per-
sonal experiences of other mothers than by jour-
nalistic sources.

e Refugees from Ukraine face multiple traumas
and the need for integration, and media literacy
must be integrated into wider social services.

Positive changes are visible, but progress is uneven.

Compared to 2022, data from 2025 show a signif-
icant increase in the diversification of information
sources, especially among refugees and young people,
who have wider and more varied access to traditional
and digital media platforms. This expansion of access
leads to a stronger foundation for the level of trust in
information: a growing number of respondents say
they are applying news validation practices by con-
sulting multiple and official sources, which is an im-
portant progress in media literacy. However, progress
is not evenly distributed across all social groups. The
Roma, the elderly and part of rural women remain in
vulnerable situations, characterized by limited access
to technology, educational resources and information
support.

The media is perceived ambivalently: potential part-
ner, but also source of distrust.

Respondents appreciate the potential role of the me-
dia in promoting human rights and combating disin-
formation, but also point to a lack of representation
and relevance of journalistic content to their realities.
The media must become more inclusive and connect-
ed to the needs of vulnerable communities in order to
become a source of genuine trust.

Media education must become a collective and in-
tegrated effort.

To have areal impact, media literacy must not only be
the responsibility of the school or NGOs, but a con-
certed effort involving:

e The state, through public policies and adapted
national programs;

e Media, through educational content and fair
representation;



e NGOs, through training activities and rap-
prochement with vulnerable groups;

e Local communities, which can create spaces for
informal learning and mutual support.

Social participation and civic engagement can reduce
vulnerability to manipulation.

A promising direction is to support social in-
volvement, especially in the case of the elderly.
Participation in community groups or civic activities
provides not only information, but also meaning and
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belonging — essential factors for resilience in the face
of manipulation.

Trust is the foundation of sustainable media literacy.

Respondents are asking not only for accurate infor-
mation, but also for tools to assess their credibility.
Trust in the media is closely linked to the individu-
al’s ability to understand how the media work, what
their limits are and how they can be used responsibly.
Media literacy must thus encourage not just the con-
sumption of information, but also a critical, active and
conscious relationship with the media.



Chapter 5.
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THE ROLE OF CIVIL SOCIETY ORGANIZATIONS
IN INFORMING AND INVOLVING PEOPLE FROM

TARGET GROUPS

This chapter analyzes the role of civil society organ-
izations and the media in informing, supporting and
integrating vulnerable groups. It examines interac-
tions between these two types of entities, their impact
on the access of vulnerable population to information
and the ways in which they can contribute to improv-
ing media literacy, human rights and social inclusion.
It explores how CSOs influence the perceptions and
behaviors of vulnerable groups, as well as how the
media can support these organizations in reaching
their target audience. It also examines the challenges
faced by organizations in promoting their activities,
particularly in more isolated regions or among groups
with limited access to technology and information.

5.1. The role of civil society organizations
and the media in informing the population

The role of CSOs in the process of informing people
with disabilities is very important. Representatives
of this category mentioned that civil societies are un-
doubtedly a reliable source of information and that
they, in turn, feel that their rights are protected and
that they can get help. In this regard, they mentioned
the existence of more specialized CSOs, focused on a
particular deficiency, which one can turn to for help
and specific information.

People in these categories feel that their interests are some-
how being promoted by these organizations. [I19]

When we talk about NGOs, initiatives or projects that pro-
mote a certain topic, obviously this is a trustworthy source of
information for parents, and certainly there are NGOs that
address different disabilities... The best part is that when
NGOs are empowered, NGOs receive resources, and [ mean
not only financial resources, but also empowerment through
content, so a parent can become the strong point. Truthful
information I only find there. Talking about Down syn-
drome, I turn to My Friend organization, and talking about
autism, I turn to SOS Autism, but I don’t know how that is
regulated and how that is kept under control. [1I5]

The representative of the AOPD organization believes
that there is a direct dependence between civil soci-
ety associations and the level of trust of vulnerable
groups, but only in cases where people with disabili-
ties are beneficiaries of the organization and have re-
ceived help from it. This opinion is also confirmed by
the fact that people’s trust is justified only by results,
as explained above.

If people with disabilities are constituents, beneficiaries of
an organization, yes, they trust it and turn to it, and use
the information that is provided by the NGO they work
with. [119]

The representative of the Roma ethnic group men-
tioned that the rights and needs of the Roma are cur-
rently very well represented by civil society organi-
zations; their activity is visible and heard in society,
and this trend is increasing. Not only the rights of the
Roma community as a whole are protected, but espe-
cially the rights of the women, the elderly, the youth
of this ethnic group. The nominated organizations are
Tdrnd Rom and Roma.

The NGO sector of the Roma has been particularly active
lately, there being many palpable results, not only state-
ments; respectively, they trust more and more, respectively,
they unite more and more in so-called unions, yes, in coa-
litions, unions, platforms, where the Roma understand that
the role of civil society to promote the Roma rights strength-
ens around them more and more... The Roma NGO dedicated
to women’s rights, then to the rights or promotion of the in-
terests of community mediators, then to young Roma, called
Tdrnd Rom, then to the elderly — they are all vulnerable
segments or groups, and the Roma, or the Roma civil society,
have outlined their activity vector in this segment. [I110]

Speaking about how visible the activity of civil so-
cieties is in interaction with vulnerable groups, the
representative of the weekly Ziarul de Garda con-
firmed that CSOs actively participate in informing
the Roma.



If we refer to very vulnerable groups such as the Roma, then
civil society is very helpful in telling them what a source of
information is. We have seen civil society initiatives that help
the Roma understand how information institutions work in
the state. [1112]

Arelevant aspect in protecting women’s rights is the
support provided in cases of violence, where collab-
oration between the media and civil society organ-
izations has an essential role. Journalistic materials
documenting such cases help raise public aware-
ness and support investigative efforts. A concrete
example was mentioned: civil society organizations
intervened after the media reported on the murder
of a pregnant girl, helping to bring the case to public
attention and mobilize women emotionally affected
by this type of violence to stand in solidarity against
these acts.

As women, we have noticed in feminist groups or in the
ones that support victims of abuse, that there is frequent
discussion about media products that have contributed to
the investigation of cases of violence or abuse. They [the
women] are mobilizing around these materials, and we
saw this clearly after we published some stories, such as
the case of Ana-Maria, who had been murdered. Young
women from these groups joined together in a protest
and shared the link to the material among themselves
through the networks of civil society organizations. This
is how the story and the media source became known.
Civil society plays a key role, especially one focused on
specific causes — for the Roma, abused women, abused
children, etc. [1112]

However, it is important to note that the represent-
atives of the elderly and the media from Causeni,
Stefan-Voda and Anenii Noi regions pointed out that
CSOs are insufficient in the regions of the country,
and CSOs whose activities are visible to the public are
few, while the existing ones are too little promoted
and known. It was noted that there are few projects
dedicated to the elderly.

Very few projects for older people, and if they exist, the con-
dition of major contribution to civil society is put forward,
which they have no possibility to make and cannot imple-
ment. [118]

We in the region have very few NGOs that are constantly in
contact with the public or in contact with the people, that
is, at the level of Causeni and Stefan-Voda, we can say that
there are no more than about ten non-governmental or-
ganizations working in different fields, which are active, and
when they do their activities, they become visible. Otherwise,
there may be others, but then they are more passive and do
not really display what they do. [1I3]
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Representatives of vulnerable groups from urban ar-
eas underlined the importance of the work of civil
society organizations, but they also noted the poor
involvement of the population. The representative
of urban women observed, from her own experience,
how few people are willing to participate in NGO initi-
atives. The rural representative, however, mentioned
collaborations with organizations such as People in
Need and Ziarul de Garda, pointing out that, although
initially reluctant, participants in events were satisfied
and appreciated their usefulness.

Ican’t say that it is so, I think they are informed from there,
too, but still, young people think that they know everything.
They do not even want to look for more credible informa-
tion somewhere else, that is, they believe that they know
everything about fakes. [114]

Honestly, not so rosy as it seems, you have to convince people
to come, because they never have time. When they do come,
they leave goggle-eyed and open-mouthed, meaning they
did not think that something like this is possible... [II1]

The representative of rural youth said that the young
people who have a direct connection with the work of
civil society associations or those with a higher level of
education and interest are more likely to be informed
through them.

There are people, about 10-15%, who are part of NGOs, they
know what civic.md is, they know such platforms where
you can read, research, see, but these are the people who
are involved in active social life starting from school, there-
fore, they understand. The youth who are studious and want
something more. However, studious youth have grown in
numbers lately, their share has increased, I would say 70
percent. [112]

The representative of the vulnerable group of refu-
gees from Ukraine spoke about the fact that refugees
contact civil society organizations in matters related
to the employment of refugees, drawing attention to
problems in this field, as many specialists have diffi-
culty finding a job in Moldova.

Girls who, for example, are teachers or nurses, started find-
ing jobs in medical institutions... while there are a lot of
specialists with diplomas who fail to become accomplished
here. [117]

Speaking about how much trust the parents of chil-
dren with disabilities have in civil society organiza-
tions, representatives of this vulnerable group not-
ed that they show caution due to the existence of a
stereotype in society, according to which the money
intended for the implementation of projects is not



always used properly and that, in fact, many CSOs
only create the appearance of activity, without provid-
ing real help. The entire society’s trust in civil society
organizations also depends to a large extent on the
role they play in the development of society. There are
cases that discredit CSOs and damage their reputation.

I am sure that parents in general are very skeptical of NGOs,
because there is already a stereotype of money laundering,
and at the same time I can’t contradict this opinion, there are
NGOs that do things only for the sake of appearances, being
less involved but influential. [II5]

Here, the defamation of the role of civil society in the devel-
opment of society played a great role and, you know, there
were some... that negatively influenced the image of civil
society organizations, which basically are partners of the
authorities in the development of a democratic, inclusive and
all-transparent society. [119]

In this context, respondents pointed out the im-
portance of information portals run by civil society
organizations, where their work, but especially the
results obtained, can be presented in a transparent
manner. In this way, the vulnerable groups’ trust
would increase, as they would be able to clearly see
how much money and for what purpose was allocated
for the needs of people with disabilities.

The opinion was also shared that there is a direct cor-
relation between the trust of vulnerable groups in civil
society organizations and the help they received from
these organizations. In both cases, importance lies in
the clear presentation of the results of the work done
by civil society organizations.

Obviously, they get information from websites, and in this
regard the information portals that were originally created
to meet the respective needs of women and so on are very
important. These portals are not enough, but they are very
important, because they really build trust that the organiza-
tion promotes my interest, or my rights, and I know this from
their activity. I see what projects they are doing, I see who the
beneficiaries are, I see what the results are, I see how people
change, how people’s lives change and so on. [119]

An explanation would be that there are many [organiza-
tions] they don’t know, that is, they have no way to inform
themselves from these NGOs. [116]

You know, there is not so much trust as there is the desire of
young people to participate. Some simply do not care, and
they do not get actively involved. [112]

The same idea is reflected in the answers of the media
representatives, who believe that the projects of civil

ST U DY Vulnerable and Marginalized Groups in Relation to the Media: Access, Consumption and Media Literacy

society organizations do not receive sufficient visibil -
ity and, because of this, few know about them or they
simply do not exist in certain localities. In this con-
text, it has been pointed out that the greater spread
of CSOs in rural areas would create more visibility and
increase public trust in civil society.

They simply don’t know them, because many non-gov-
ernmental organizations have no visibility to their projects.
Either they don’t show up on TV to talk about their projects,
or they don’t have at least a Facebook page and updated
content about the activities they do, so people simply don’t
know them. [113]

It would be crucial to have small civil society organizations in
all localities, because when people trust a local organization,
where they feel represented, they will trust whatever the
local organization recommends, that is, broader initiatives,
either national or international. People often trust their local
source. [1112]

A representative of the vulnerable group of the el-
derly expressed the opinion that projects aimed at
this category of people are insufficient, but they are
very necessary, because the elderly need socialization
and attention, and it would be beneficial to involve
youth that are not indifferent to the problems of the
community.

If only there were projects implemented by NGOs in lo-
calities, but I am thinking right now of social projects in
the region, and here, I don’t know any for the elderly. I
am telling you, if NGOs don’t have their own contribution,
they can’t apply to projects. If only there were NGOs and
these young people were mobilized in activities. I mean,
this is a generation who know that they can participate as
volunteers, without putting the condition of “what I will
earn from this”... For older people, communication is very
important. [118]

A representative of the Roma ethnic group considers
that the level of trust in civil society organizations
dealing with the protection of the Roma rights is very
high. Their work is known both locally and interna-
tionally, and representatives of these organizations
frequently collaborate in projects with other civil so-
ciety organizations dealing with the problems of vul-
nerable groups.

They are vocal, first of all, they are visible. They are known
to donors and local and central authorities, respectively,
and at international level, too. Why? Because they annually
participate in the so-called ... They are authors, I mean, in
several CSOs there are authors for the alternative country
report on non-discrimination, on human rights, on inclusion
and much more. [1110]



5.2. Sources of information for vulnerable
groups about the work of representative
organizations

In the context of research, participants whose activ-
ities are related to vulnerable groups pointed out the
importance of maintaining a constant link between
the associations they represent and the target audi-
ences. In most cases, social networks were identified
as the main source of information about the specific

group:

e My Friend Public Association [A.O. Prietena Mea]
— Facebook page, group on Viber

e Women’s Democracy Network Moldova
(WDN Moldova) [A.O. Reteaua Femeilor pen-
tru Democratie] — page on social networks,
newsletter

e Alliance of Organizations for Persons with
Disabilities [A.O. Alianta Organizatiilor pentru
Persoane cu Dizabilitati din R. Moldova (AOPD)]
— Facebook page, website

e The Voice of the Roma Coalition / National
Association of Community Mediators [A.O.
Coalitia Vocea Romilor (CVR) / Asociatia
Nationala a Mediatorilor Comunitari (ANMC)]
— community leaders, community mediators,
social networks, from each other

e TV Causeni Studio-L — Facebook page, direct
access to the outlet

e Ziarul de Garda newspaper — direct access to the
outlet, from each other

@ Ocnita District Youth Center — Facebook and
Instagram pages

e Organizations focused on the needs of refugees
— directly from specialists in the field of interest

We have a closed group on Facebook. Likewise, we have
a database where we can send messages to parents and a
channel on Viber. [I15]

People often come to us daily. We ask them: Why did you de-
cide to come to Ziarul de Gardd? And they say: My neighbor

or sister or cousin told me, because she is subscribed. [I115]

Facebook, Instagram, and we want to start on TikTok soon,
too. [114]

Representatives of vulnerable categories, which are
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the target group of the research, proposed measures
to improve the promotion of civil society associations
dedicated to supporting vulnerable and marginalized
groups:

1. Organization of various days dedicated to raising
awareness globally. In this context, volunteering
activities can also be organized in order to attract
the attention of people sensitive to the problems
specific to each category.

2. Improving the quality of information provided
by media sources, for example, by involving spe-
cialists to verify materials or experts to expand
their informativeness

3. Collaboration with other civil society associa-
tions, local authorities, the Ministry of Social
Protection and family doctors

4. Collaboration with the media to promote the
rights of people with disabilities and change
their attitude towards the media

5. Creating and promoting activities for the elderly

In this regard, the representative of the vulnerable
group of the elderly pointed out that the elderly keep
much knowledge and crafts that have been lost now.
In this context, a good idea would be to organize
events where they could share their valuable experi-
ence. For example:

e Atintergenerational exchange events,
e By organizing workshops,
e Rural tourism.

Through the media, some shows, columns, to show exam-
ples specifically for older people, their experience, their good
practices, their craftsmanship, their involvement in crafting
and transmitting good manners, master-classes with older
people. [1I8]

Dialogue, yes, intergenerational dialogue, that would be it,
because there are some crafts that are really getting lost in
localities, and then the promotion of these good practices
would be very good, very. I don’t know, maybe rural tourism
should include groups of older people, where there are things
to see. [118]

6. Support for civil society associations both from
the state and from donors and strategic foreign
partners of Moldova



7. Promotion through larger civil associations and
reputable NGOs dealing with human rights and
the rights of people with special needs

8. More active promotion of the work of civil socie-
ty associations through TikTok

9. Regular information meetings for the population

One campaign does not make sense, because people will
not clearly understand the purpose of the first informa-
tion campaign. I think that it would be enough to involve
10 campaigns, but it is important that they be carried out
constantly, every Tuesday, at the same time, over the course
of amonth. [111]

10.Information leaflets and announcements

Regarding the monitoring of vulnerable groups’ ac-
cess to media sources, the representatives who are
part of the target group of the research mentioned
that such actions are not carried out.

There was no in-depth study that would have a good report,
specifically on the Roma ethnicity. [1110]

I haven’t seen any monitoring of whether young people have
access or not. [112]

We in organizations directly did not do any study on, for
example, access to the media and communication with the
media. [119]
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In this context, attention is drawn to the fact that
there should be no major problems with access to
information sources nowadays, since every person
now has a telephone with Internet access. Even in
exceptional cases, the urban youth representative
mentioned that you can always go to the library or to
the youth center, where computers are available for
common use.

I'want to answer this question accurately. So, everybody has
gadgets, yes, I mean telephone, everybody sits with their
noses in the telephone, and everybody documents or informs
themselves on social networks, that’s it. [1110]

And even when one has no laptop or computer at home, they
have a telephone, and if one has no telephone, they have the
possibility to go to the Youth Center, or to the library, from
8 a.m. to 5 p.m., yes, even at the Youth Center it is possible
to use desk computers with Internet access until 8 in the
evening. [114]

5.3. Knowledge about specialized CSOs and
interaction experiences

The majority of respondents in all categories analyzed
do not know any association or organization that rep-
resents their interests and rights, with the exception
of refugees, of whom 77% said they know such an
organization. The other groups recorded much low-
er levels of knowledge, between 19% and 33%, the
lowest percentages being recorded among the elderly
(19%) and people with disabilities (21.6%).

Table 34. Q_32. Do you know of any association/organization that represents the interests and
rights of people in your group?
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TRENDS

In 2025, the degree of knowledge about the existen-
ce of associations or organizations representing the
interests and rights of people from different socially
vulnerable groups increased significantly compared
t0 2022. The most notable increases are seen among
refugees, where the percentage of those who say
they know such organizations climbed from 42.8% in
2022 to 769% in 2025, most likely reflecting the sus-
tained efforts of NGOs and international institutions
in support of this group.

Important increases are also noted among young
people from rural areas, where the share of those
who know such organizations increased from 15.1%
to 33.3%, as well as in the case of women from urban

areas, where the percentage increased from 18.9%
to 309%. A similar trend is also registered among
the Roma, where knowledge about the organizati-
ons representing their rights has doubled, increasing
from 15.6% to 32.1% in just three years.

These developments reflect an improvement in visi-
bility and perhaps even efficiency of communication
by civil society organizations, especially in commu-
nities where previously the level of information was
low.

However, for people with disabilities and the elderly,
the changes are modest — only a few percent more
than in 2022, — and the majority of respondents in
these two categories continue to declare that they
do not know of any organization that defends their
interests.

Table 35. Q_33. How did you find out about these associations/NGOs that represent the
interests and rights of people in your group? (% of respondents who know an association/

organization)
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Social networks 19.7 17.5 18.6 217 82 95 9.8 481
From colleagues, relatives, friends 13.1 12.4 10.8 1.3 82 6.9 17.9 29.6
From acquaintances 9.8 8.2 98 10.4 7.2 4.3 10.7 27.8
From CSOs representatives 9.8 8.2 39 19 41 2.6 8.0 39.8
From representatives of public 9.0 62 18 38 72 34 | me | 23
authorities
Online news websites 6.6 10.3 8.8 9.4 41 3.4 54 241
Telegram/Viber/WhatsApp 66 93 39 9.4 31 34 | 18 | 324
information channels
AEMCRICCINENTEE ER 57 62 78 28 2] 34 | 89 | us8
educational or cultural institution
TV 9.0 52 7.8 47 72 4.3 45 56
From advertising 4.1 21 5.9 1.9 4.1 0.9 1.8 4.6
Radio 25 3.1 59 1.9 21 0.9 0.0 0.0
Newspapers 25 2.1 1.0 1.9 21 0.9 0.0 1.9
Magazines 0.0 2.1 2.0 0.9 1.0 17 1.8 0.9
Internet 0.0 1.0 0.0 0.0 0.0 0.0 0.0 0.9
Won't answer 0.8 0.0 0.0 0.0 0.0 0.9 0.0 0.0

Respondents who know an organization that rep-
resents their interests mentioned most frequently
that they had found out about it through social net-
works, especially in the case of refugees (48.1%), ur-
ban youth (21.7%) and rural women (19.7%). Also, an
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important proportion pointed to the personal circle
— colleagues, relatives, friends or acquaintances — as
the main source of information, especially the Roma
(28.6%) and refugees (57.4% cumulatively for the
two options).



STUDY

Another relevant channel is represented by direct
contacts with CSOs representatives, especially vis-
ible in the case of refugees (39.8%). In general, ref-
ugees stand out by informing themselves much
more actively and through more diverse channels,
accessing messaging platforms such as Telegram,
Viber or WhatsApp (32.4%), news websites (24.1%),
public authorities (21.3%) and educational or cultural
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institutions (14.8%).

Instead, the other categories of respondents turn to
institutional sources or traditional media (TV, radio,
newspapers) to a smaller extent, which suggests ei-
ther a limited accessibility or a low relevance of these
channels for the transmission of information about
CSOs.

Table 36. Q_34. How frequently do you learn from media sources about the work of these CSOs?

2% 6 | % | 5% | €5 | &
o9 | 23 3 0 35 )
Category z M o T —r 0= >
0 0 oo O O (< 3] 25 e
592 (8¢ 52 £o o2 S o
&8 | S0 &l 53 oD i o
Once in a year or less often 41 3.1 20 4.7 4.1 4.3 5.4 1.9
2-3 times a year 6.6 6.2 1.8 3.8 21 4.3 7.1 93
4-6 times a year 3.3 1.0 1.0 47 1.0 17 2.7 6.5
Monthly 123 13.4 9.8 6.6 82 34 4.5 25.0
Several times a month or more often 49 31 59 75 31 3.4 54 28.7
Don't participate 0.8 41 29 2.8 3.1 0.9 45 37
Don't know 0.0 0.0 0.0 0.0 0.0 0.9 27 1.9

Even among people who know at least one organi-
zation representing the interests of their group, the
frequency of being informed about the work of these
CSOs from the media remains relatively low. Refugees
are a notable exception: more than half of them said
they find out about CSOs activity monthly (25%) or
even several times a month or more often (28.7%).

In the case of the other groups, information is ob-
tained much more rarely. For example, only between

Compared to 2022, a slight increase in the visibility of
CSOs among several social categories is observed.

Refugees continue to be the best informed of all
groups, with a significant proportion — 28.7% — saying
they find out about the work of CSOs several times
a month or more often, up from 21% in 2022. Also, the
share of those who mentioned that they receive in-
formation monthly has increased (from 11.3% to 25%),
which reflects an effective communication of NGOs
towards this group.

In the case of rural youth, the visibility of CSOs in the
media has increased: 11.8% said they find out about
them 2-3 times a year, compared to only 19% in 2022,
and 59% said they are informed several times a month
or more often (compared to 3.8% previously).

Urban women have seen a clear improvement in

3% and 13% of respondents mentioned a monthly
frequency, and values for more frequent exposure
(several times a month or more often) are modest,
falling below 10% in most categories. At the same
time, a comparable (or even higher) proportion de-
clared that they hear about these organizations only
2-3 times a year or less often. This situation points
out a clear need to improve the visibility of CSOs in the
media for most vulnerable groups.

access to information about the work of CSOs — in
2025, 13.4% said they are informed monthly, compared
to only 2.1% in 2022, and the percentage of those who
are informed frequently (several times a month or more
often) has remained constant.

In contrast, the elderly and people with disabilities
continue to be among the least informed — most of
them said they find out about CSOs' activities rarely
or not at all, with few significant changes from 2022.
This indicates that the media, but also CSOs, are still
failing to reach these two vulnerable social categories
effectively.

Overall, data suggest a gradual improvement in the
frequency with which some social groups find out
about CSOs' activities, especially refugees, urban wo-
men and rural youth, but challenges remain in com-
municating effectively with more isolated or margina-
lized segments.
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Table 37. Q_35. How often do you find out about the work of these CSOs from social networks?
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Once in a year or less often 33 1.0 29 3.8 21 26 27 0.9
2-3 times a year 25 6.2 7.8 57 52 34 4.5 5.6
4-6 times a year 49 4.1 29 0.9 0.0 0.0 3.6 4.6
Monthly 12.3 1.3 9.8 57 72 52 6.3 33.3
Several times a month or more often 6.6 4.1 8.8 10.4 31 52 54 28.7
Don't participate 25 4. 0.0 2.8 41 1.7 8.9 28
Don't know 0.0 0.0 1.0 0.0 0.0 0.9 0.9 0.9
Won't answer 0.0 0.0 0.0 0.9 0.0 0.0 0.0 0.0

Social networks are an important source of infor-
mation about the work of civil society organizations,
especially for refugees and young people. Nearly two-
thirds of refugees said they find out about CSOs’ ac-
tivities monthly (33.3%) or several times a month or
more often (28.7%). Among urban youth, these pro-
portions are also relatively high, amounting to 16.1%.

For the other groups, the frequency of obtaining
information through social networks is noticeably

lower. Only between 11% and 19% of respondents in
the categories of women, people with disabilities, the
elderly and the Roma mentioned a monthly or more
frequent exposure to such information. At the same
time, there are groups in which some respondents
said they do not follow social media content related to
CSOs at all, such as the Roma (8.9%) or urban women
(4.1%). These differences suggest that social networks
do not yet have effective and fair coverage among all
groups.

Table 38. Q_36. How much are you interested in the content shared by specialized NGOs
(content targeting only your group) on social networks?
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Very much 1.6 2.1 39 3.8 4.1 34 3.6 7.4
Alot 10.7 10.3 10.8 57 4.1 8.6 98 269
Average 13.9 2.4 15.7 17.0 10.3 43 17.0 34.3
Little 41 2.1 2.0 19 1.0 0.9 1.8 4.6
Not at all 08 4. 0.0 1.9 1.0 17 0.0 1.9
Won't answer 0.8 0.0 1.0 0.0 1.0 0.0 0.0 1.9

Interest in NGO content on social networks varies sig-
nificantly between groups. Refugees are interested the
most, with 34.3% having an average interest, 26.9%
being interested a lot and 7.4% being interested very
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much. Women, young people and the Roma show
moderate interest, and people with disabilities have
minimal interest.
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Table 39. Q_37. To what extent is the content shared by specialized NGOs on social networks
helpful/useful to you?
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Little 33 0.0 20 1.9 2.1 09 09 3.7
Not at all 25 2.1 20 09 1.0 09 09 28
Won't answer 0.8 0.0 1.0 0.0 1.0 0.0 0.9 1.9

Regarding the content shared by specialized NGOs
on social networks, refugees are the ones who ben-
efit from it the most, 31.5% finding it helpful a lot
and 5.6% — very much. Otherwise, women, young
people and the Roma show moderate interest, while
people with disabilities and the elderly show minimal
interest.

A significant percentage of respondents find the in-
formation and activities distributed by NGOs on social
networks useful or very useful, especially among ref-
ugees (31.5% find this content useful a lot, compared
t0 2022 — 13.7%) and urban youth (17.9% find it use-
ful to an average extent, compared to 2022 — 7.2%),
which indicates an increase in interest in the content
distributed by NGOs compared to 2022.

Table 40. Q_38. How often do you participate in activities organized by these CSOs?
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Once in a year or less often 9.0 6.2 69 38 52 4.3 S4 2.8
2-3 times a year 6.6 21 69 57 52 2.6 27 10.2
4-6 times a year 1.6 21 0.0 1.9 1.0 0.9 27 11
Monthly 0.0 3.1 2.0 1.9 1.0 2.6 45 222
Several times a month or more often 0.8 21 1.0 4.7 3.1 0.0 1.8 14.8
Don't participate 13.9 15.5 16.7 12.3 6.2 8.4 14.3 14.8
Don't know 0.0 0.0 0.0 0.0 0.0 0.0 0.9 0.9

Personal participation in activities organized by
CSOs is generally low among most groups, with
many people not participating or participating
only occasionally. However, refugees are more fre-
quently involved, with 22.2% of them participating

monthly, and 14.8% several times a month or more
often, while 10.2% participate 2-3 times a year.
Rural women and youth show more moderate in-
volvement, while other groups participate in a
smaller percentage.
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Table 41. Q_39. How do you assess the way in which representatives of civil society
organizations communicate with the media?
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Very efficient 25 0.0 29 1.9 2.1 1.7 0.0 4.6
Efficient 16.4 19.6 20.6 14.2 6.2 8.6 1.6 463
Difficult 57 41 29 1.3 6.2 4.3 6.3 1.1
Very difficult 0.0 2.1 2.0 0.9 0.0 0.0 1.8 1.9
Can't say 7.4 52 4.9 1.9 6.2 4.3 125 120
Won't answer 0.0 0.0 0.0 0.0 1.0 0.0 0.0 09

The way representatives of civil society organizations  difficult, especially urban youth (11.3%) and the Roma
communicate with the media is perceived differently  (6.3%). There is also a significant percentage of peo-
by each group. Most respondents find this communi- ple who cannot rate or do not want to comment on
cation efficient, with 46.3% of refugees appreciating this topic, especially the Roma (12.5%) and refugees
it this way, followed by 19.6% of urban women and  (12.0%).

20.6% of rural youth. However, some find this process

Table 42. Q_40. In what types of activities organized by these CSOs do you personally
participate?
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5o °sd | B4 3s | £ S
Category =™ E M S = = o= >
TS| 8% | EL | 8% | B8 | 3z
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Courses and trainings 8.2 8.2 59 75 41 26 8.9 43.5
General events 57 10.3 59 57 41 4.3 8.9 39.8
Seminars and round tables 9.8 52 9.8 6.6 41 52 8.9 222
Volunteering 7.4 72 9.8 13.2 4. 52 4.5 16.7
Donations 57 3.1 4.9 6.6 2.1 26 4.5 7.4
Signing public petitions 0.8 4.1 2.0 3.8 52 0.9 0.9 28
Flashmobs or other public events 1.6 3.1 29 4.7 1.0 1.7 0.0 4.6
Don't participate 0.8 1.0 1.0 0.0 0.0 0.0 0.0 0.9
Other 0.0 0.0 1.0 1.9 0.0 0.9 0.0 0.0
Don't know 6.6 31 49 0.9 52 17 9.8 6.5
Won't answer 0.8 6.2 3.9 2.8 1.0 52 1.8 6.5

Participation in activities organized by CSOs var- and trainings. Rural and urban women, along with

ies depending on the type of activity and the group rural youth, have a similar percentage of participa-

analyzed. tion, of about 8%, while people with disabilities have
a lower participation (4.1%).

Courses and trainings: Refugees are the most active

in this category, with 43.5% participating in courses  General events: Refugees continue to have significant
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involvement, with 39.8% of them participating in or-
ganized events. Urban women are also quite involved
in this activity (10.3%), while rural and urban youth
show less interest.

Seminars and round tables: Participation is more bal-
anced between groups, with 9.8% interest among ru-
ral women and rural youth. Refugees are a little more
involved in this activity (22.2%).

Volunteering: Urban youth are the most active in this
category (13.2%), followed by rural women (7.4%) and
refugees (16.7%). People with disabilities and urban
women are less involved in volunteering activities.

Donations: Donations are a moderately appreciated
activity, with an interest of 6.6% for urban youth and
7.4% for refugees. Other groups, such as rural women

ST U DY Vulnerable and Marginalized Groups in Relation to the Media: Access, Consumption and Media Literacy

and people with disabilities, participate to a lesser
extent.

Signing public petitions: It is an activity in which peo-
ple with disabilities show a fairly high interest (5.2%),
and young people from urban and rural areas have a
moderate involvement (2-3%).

Flashmobs and public events: Refugees and urban
youth are more involved in these activities (4.6%
and 4.7%, respectively), while other groups are less
involved.

Overall, participation in CSO activities is quite di-
verse, with greater interest among refugees and urban
youth, especially for activities such as courses, events
and volunteering. Most other groups show moderate
or low participation.

Table 43. Q_41. To what extent does the information obtained from media sources lead you to
participate in the activities of CSOs representing your social group?
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Not at all 6.6 4.1 6.9 2.8 31 6.0 125 7.4
To a small extent 1.6 21 2.0 3.8 0.0 0.9 0.9 2.8
To an equal extent 9.8 4.4 8.8 12.3 8.2 26 10.7 278
To a large extent 57 6.2 7.8 6.6 3.1 52 1.8 213
To a very large extent 7.4 4.1 6.9 4.7 7.2 26 6.3 13.0
Won't answer 0.8 0.0 1.0 0.0 0.0 1.7 0.0 4.6

Refugees are the most influenced by information from
the media, with 21.3% saying they are determined to
participate to a large extent and 13% — to a very large
extent. Also, 12.3% of urban youth said they are deter-
mined to an equal extent and 6.6% — to a large extent.

Rural women and the elderly are less influenced by
the media, with 6.6% of rural women and 6% of the
elderly saying that information leads them to partic-
ipate only to a small extent or not at all.

On the other hand, the Roma (10.7%) and people with
disabilities (8.2%) report a moderate influence, say-
ing that information from the media determines their
participation to an equal extent.

Overall, people from more vulnerable groups, such as
refugees and urban youth, are more likely to partic-
ipate in CSOs’ activities based on information from
the media, compared to less involved groups, such as
rural women and the elderly.
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Table 44. Q_42. In your opinion, what is the contribution of media sources to promoting the
rights of vulnerable or marginalized groups?
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5% | 8% | Z% | 8% | 53| %
28| 58 | 28 | 583 | &3 | @
Promote social projects 43.4 433 441 50.0 35.1 32.8 268 537
Organize the collection of financial aid | 44.3 423 412 453 33.0 38.8 250 472
Contribute to the protection of rights 369 37.1 35.3 453 26.8 27.6 23.2 583
Reflect real problems 311 37.1 40.2 425 36.1 23.3 259 46.3
Provide moral support / solidarity 36.1 33.0 37.3 415 19.6 30.2 223 58.3
Provide information to vulnerable 20 | 361 | 34| 37| 268 | 284 | W9 | 565
groups that they help
No contribution 123 1.3 7.8 N3 216 20.7 241 2.8
Don't know 13.9 3.4 8.8 8.5 17.5 19.0 223 7.4
Won't answer 1.6 1.0 20 1.9 0.0 34 27 0.0

Rural women (aged 30-59): 43.4% believe that the
media promote social projects, and 44.3% believe
that they organize the collection of financial aid.
Also, 36.9% believe that the media contribute to
protecting the rights of vulnerable groups. However,
12.3% believe that the media have no significant
contribution.

Urban women (aged 30-59): 43.3% of them believe
that the media promote social projects, and 42.3%
agree that they help collect financial aid. 37.1% be-
lieve that the media protect the rights of vulnerable
groups and reflect their real problems.

Rural youth (aged 18-29): 44.1% of rural youth ap-
preciate that the media promote social projects, and
41.2% consider that they help collect financial aid.
Also, 35.3% of young people believe that the media
protect the rights of vulnerable groups and 40.2%
say that they reflect the real problems faced by these
groups.

Urban youth (aged 18-29): 50% of urban youth be-
lieve that the media promote social projects, and
45.3% say they help collect financial aid. Another
45.3% believe the media protect the rights of vul-
nerable groups and 42.5% say they reflect their real
problems. Also, 41.5% believe that the media pro-
vide moral support and solidarity.

People with disabilities: 35.1% believe that the me-
dia promote social projects, and 33% believe that
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they help collect financial aid. 26.8% believe that
the media protect the rights of vulnerable groups
and 36.1% believe that they reflect their real prob-
lems. However, 21.6% say the media have no signif-
icant contribution.

The elderly (aged 60+): 32.8% of older people be-
lieve that the media promote social projects and
38.8% believe that they help collect financial aid.
27.6% of them believe that the media protect the
rights of vulnerable groups and 23.3% say that
they reflect their real problems. However, 20.7%
believe that the media have no contribution in
this regard.

The Roma: 26.8% of the Roma believe that the me-
dia promote social projects, and 25% believe that
they help collect financial aid. 23.2% say that the
media protect the rights of vulnerable groups and
25.9% believe that they reflect their real problems.
24.1% are of the opinion that the media have no
significant contribution.

Refugees: It is refugees who believe that the media
have the greatest contribution to promoting the
rights of vulnerable groups. 53.7% believe that the
media promote social projects, and 47.2% believe
that they help collect financial aid. 58.3% say that
the media protect the rights of vulnerable groups,
and 46.3% believe that they reflect their real prob-
lems. Also, 58.3% of refugees say the media provide
moral support and solidarity.



STUDY

Among refugees, the perception of the media’s con-
tribution to promoting the rights of vulnerable groups
improved considerably between 2022 and 2025. All
aspects measured in the survey show significant in-
creases. For example, the percentage of those who
believe that the media contribute to the protection
of rights increased from 26.6% to 58.3%, and those
who believe that they provide moral support/soli-
darity doubled, from 30.6% to 58.3%. There were also
large increases in other contributions: provide useful
information (from 25% to 56.5%), organize the collec-
tion of financial aid (from 30.6% to 472%), promote
social projects (from 28.2% to 53.7%) and reflect reall
problems (from 34.7% to 46.3%).

In addition to refugees, who registered the most sig-
nificant increases in all categories analyzed, there
have also been some improvements in the percep-
tions of other vulnerable groups, although they are
more moderate.
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For example, among urban women, there has been a
substantial increase in the perception of the media’'s
contribution to protecting rights (from 26.3% to 37.1%), to
providing useful information (from 23.2% to 36.1%), as well
as to promoting social projects (from 24.3% to 43.3%).
These increases suggest an overall improvement in trust
in the media in this segment.

Urban youth also show a more favorable perception,
especially regarding the role of the media in promoting
social projects (from 38.1% to 50%) and reflecting real
problems (from 35.1% to 42.5%).

In the case of the Roma, although absolute values re-
main relatively low compared to other groups, an incre-
ase is still observed in some dimensions. For example,
the perception that the media organize the collection
of financial aid increased from 13.5% to 25%, and promo-
tion of social projects from 17.8% to 26.8%.

Overall, data suggest an increasingly positive percepti-
on of the media’s contribution to supporting vulnerable
groups.

Table 45. Q_43. If you were a media representative, what information would you deliver to your

audience first?
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Rural women
(aged 30-59)
(aged 30-59)
Rural youth
(aged 18-29)
Urban youth
(aged 18-29)
People with
disabili-ties
Elderly (aged

Information on health, mental health 50.0 55.7 431 425 54.6 56.0 527 56.5
Information on social issues 50.0 474 52.0 491 474 60.3 44.6 50.9
Educational content 48.4 443 471 47.2 19.6 293 223 481
Information on culture 43.4 39.2 36.3 321 258 37.1 29.5 241
Information on the economy 279 27.8 314 32.1 21.6 38.8 17.0 28.7
Information on success stories 33.6 247 30.4 22.6 15.5 30.2 19.6 17.6
Information on sports 20.5 24.7 35.3 33.0 22.7 2.4 10.7 19.4
Entertainment content 238 247 26.5 292 13.4 19.8 10.7 18.5
Information on politics 18.9 16.5 17.6 26.4 18.6 31.9 15.2 20.4
Other type of information 0.0 0.0 1.0 0.0 1.0 1.7 0.0 0.0
Don't know 25 7.2 39 38 31 6.0 12.5 3.7
Won't answer 0.8 0.0 1.0 0.9 21 26 0.0 0.9

Information on health and mental health was consid- Information on social issues is also perceived as es-

ered the most important by the majority of respond-
ents. For example, 59.0% of rural women and 55.7%
of urban women would deliver such information, fol-
lowed by 54.6% of people with disabilities and 56.0%
of the elderly. This points out the general concern for
health among the population, with a particular focus
on mental health issues.

sential, with 50.0% of rural women and 47.4% of ur-
ban women stating that it should be a priority. Also,
60.3% of the elderly find information on social issues
important to deliver. This suggests a constant aware-
ness and concern for the social and economic condi-
tions of vulnerable groups.
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Regarding educational information, it was appreciated
by 48.4% of rural women and 44.3% of urban women,
while 48.1% of refugees consider it essential. Young
people in general have a significant interest in educa-
tion, and this is also reflected in their preferences for
types of information.

Information on culture and sports was less appreci-
ated, although there is greater interest among young
people. 35.3% of rural youth and 33.0% of urban youth
would deliver information on sports, and 43.4% of
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rural women and 39.2% of urban women would opt for
information on culture. These topics, however, are less
prioritized by the elderly or people with disabilities.

In contrast, information on economy and politics
was less appreciated. Only 27.9% of rural women and
27.8% of urban women would deliver information on
economy. Likewise, 16.5% of urban women and 18.9%
of rural women would opt for political information,
suggesting less interest in these topics among many
social groups.

Table 46. Q_44. In your opinion, how well are the problems of the following categories of people
reflected in the media of Moldova? (% of Very well and Well)
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Young people 541 50.5 56.9 462 454 37.1 482 46.3
Women 541 47.4 46.1 43.4 42.3 37.9 411 491
Refugees 42.6 454 3.4 50.9 32.0 37.9 455 65.7
Elderly 40.2 34.0 33.3 311 36.1 31.0 473 55.6
People with physical disabilities 36.9 29.9 314 34.0 39.2 29.3 44.6 54.6
People with intellectual disabilities 30.3 30.9 39.2 30.2 381 25.9 375 39.8
Roma 123 4.4 15.7 18.9 1.3 10.3 429 28.7

The problems of young people are generally perceived
as being well reflected in the media of Moldova. To
the greatest extent, this is the opinion of rural youth
(56.9%), followed by rural women (54.1%) and urban
women (50.5%). These data indicate a relatively good
media coverage of topics related to young people, per-
ceived so especially by those who have a direct con-
nection to this category. Conversely, lower levels of
appreciation are seen among the elderly (37.1%) and
people with disabilities (45.4%), which could suggest
distancing from content aimed at young people or a
more critical perception of their media coverage.

Regarding the reflection of women’s issues, it is per-
ceived as relatively good, with variations between
groups. The highest scores have been given by ru-
ral women (54.1%) and refugees (49.1%), which may
reflect identification or solidarity with this topic.
More reserved perceptions appear among the elderly
(37.9%) and people with disabilities (42.3%), who
seem to feel that women’s issues are not fully ad-
dressed in the media.

Refugees are perceived as being adequately reflected
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in the media, especially by themselves (65.7%), which
indicates a clear visibility of their own category. Also,
urban youth (50.9%) and urban women (45.4%) have
given high scores, perhaps due to access to more di-
verse or international sources of information. On the
other hand, young people from rural areas (31.4%)
and people with disabilities (32.0%) consider that
refugees are not sufficiently reflected, which points
to significant differences between groups in terms of
perception on the visibility of this category.

The problems of the elderly are perceived as poorly re-
flected in general. Exceptions are refugees (55.6%) and
the Roma (47.3%), who have given the highest scores.
Paradoxically, the elderly themselves have given one
of the lowest scores (31.0%), signaling dissatisfaction
with the way they are presented in the media. Urban
youth (31.1%) share a similar perception, possibly due
to low interest in topics related to the elderly.

People with physical disabilities are perceived as rea-
sonably reflected in the media by refugees (54.6%)
and the Roma (44.6%). People with disabilities them-
selves have given a moderate score (39.2%), which



suggests a partially positive perception, but far from
perfect. Urban women (29.9%) and the elderly (29.3%)
have rated coverage of these problems the worst.

In the case of people with intellectual disabilities, data
show poor representation in the media. Rural youth
(39.2%) and refugees (39.8%) have given the highest
scores, but they are still modest. People with disabili-
ties have given a moderate assessment (38.1%), while
the elderly (25.9%) and rural women (30.3%) have
rated the reflection of these problems most negatively.

The most poorly reflected category is that of the
Roma. Only the Roma themselves perceive a more
significant representation (42.9%), probably in con-
nection with occasional appearances in the media,
even if in controversial contexts. All other groups have
given very low scores: the elderly (10.3%), people with
disabilities (11.3%) and rural women (12.3%) clearly
expressed the perception of social invisibility of this
category in the media space.

Based on the data obtained, a generalized increa-
se in the positive perception of media coverage of
problems of several social categories is observed,
especially among vulnerable groups:

Young people: The positive perception of their me-
dia coverage has increased significantly among ru-
ral youth (from 35.8% in 2022 to 569% in 2025) and
people with disabilities (from 25% to 45.4%).

Women: There have been improvements in percepti-
ons in almost all categories, for example, rural youth
(from 339% to 46.1%), the Roma (from 26.1% to 41.1%)
and refugees (from 259% to 49.1%).

The elderly: According to the respondents surveyed,
this group has had a better appreciation in the me-
dia, especially in the perception of the Roma (47.3%
in 2025 compared to 16.7% in 2022) and refugees
(from 23.3% to 55.6%).

People with physical disabilities: The reflection of
their problems is perceived to be better in all cate-
gories — increases of over 10% among rural youth, ur-
ban women, people with disabilities, the Roma and
refugees.

People with intellectual disabilities: There has also
been notable progress — for example, perception
among rural youth increased from 197% to 39.2%,
and increase among the Roma and refugees is more
than 25%.

The Roma: The image of the Roma in the media re-
mains weak in most groups, but has improved no-
ticeably among refugees (from 1.6% to 28.7%), the
Roma (from 94% to 429%) and rural youth (from 7.5%
t0 15.7%).
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5.4. Collaboration between the media and
CSOs to improve literacy

Collaboration between civil society organizations
and the media is considered necessary and valua-
ble. Both sides must be actively involved to create
quality content and correctly reflect the problems
of people with disabilities. The representative of
parents of children with Down syndrome noted that,
in his experience, relations between the media and
NGOs are often formalized and devoid of real col-
laboration: We are currently having discussions about
some partnerships, but usually it is limited to this: you
pay for the article, and you get your article. [II5]

The representative of WDN Moldova appreciat-
ed the willingness of journalists to work honestly
with organizations to promote social causes and
increase visibility. She said relations had improved
over the past decade and are continuing on a posi-
tive trajectory.

The representative of the elderly from the Bastina organi-
zation pointed out the positive impact of media attention.
He gave examples of collaboration with Rocks of the Prut
and NordNews, where the elderly had been interviewed:
Last year, I went to some interviews to Rocks of the Prut:
so much beauty, they opened festive rooms and were very
receptive, glad that they were given attention... [118]

The representative of the Alliance of Organizations
for Persons with Disabilities said that the organiza-
tion usually initiated collaboration with the media
and appealed to the Broadcasting Council for the
free dissemination of social advertising. However,
there are financial difficulties in the publication of
social content, and social advertising is restricted
in terms of duration and broadcast time: Both from
civil society and other larger media imports, we should
make some communication strategies in order to dis-
seminate as much information as possible ... [I111]

The representative of the Roma community noted that in
the north and south of the country collaboration between
the media and NGOs is weaker than in Chisinau and in the
center of the country. In the absence of local media, the
Roma organizations turn to journalists from the capital
city: Thanks to the National Association of Community
Mediators and the associative sector, we brought journal-
ists from Chisinau, who made us video spots and a report
on how community mediators work in the north, in the
south... [1110]

He noted the importance of promoting the Roma
success stories through the media in order to
fight discrimination and build a positive public



image. The media must be responsive, keep an eye on
everything or communicate with the associative sector
and have partnerships in both good directions... [I110]

From the perspective of the media, cooperation with
NGOs is active and mutual. The representatives of
TV Causeni Studio-L and of My Friend organization
support the need for mutual openness: We have a
very nice collaboration, yes, there should be openness
from both sides. [113]

At Ziarul de Gardd, collaboration is structured on
areas such as the rights of the elderly (Safe Age),
child protection and the rights of refugees. The me-
dia receive cases directly from citizens and rely on
NGOs for documentation: That is, on the one hand
we already have the trust of citizens ... and on the other
hand, we are in a good relationship with NGOs... [1112]

However, there are differences in perception: While
the representative of the Roma considers that there
is a lack of collaboration between the media and
NGOs in the regions, the journalist from Ziarul de
Gardd considers that the associative sector is actu-
ally missing: We often go to a community, and luckily
there are still libraries and we can organize a meeting
at the library... [1112]

She mentioned the popularity of the newspaper
among young people, while the representative
of urban youth noted the lack of a local newspa-
per for young people, due to limited resources:
Unfortunately, we used to have a local media outlet ...
but due to insufficient resources ... they left our district...
[114] The newspaper was apparently made by young
people, but not for young people... [114]

The representative of urban women underlined
the need for information in regions farther from
Chisinau, such as Cricova, where the lack of NGOs
affects the level of information: I mean, I would like
our people in Cricova to be more informed. [I11]

The representative of rural women noted the lack of
involvement on the part of women, who remain in
the household sphere: Women are more housewives
in rural areas. [112]

The representative of Ukrainian refugees said there
are activists involved in ensuring access to truth-
ful information. Refugees turn to each other when
they fail to find answers in official sources: Our girls,
who are representatives of this group, strive always
and everywhere to openly address the issue of access
to broader and more reliable information about our
situation... [117]
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Conclusions

This chapter highlighted the importance of col-
laboration between civil society organizations and
the media in promoting the rights and informing
vulnerable groups. This cooperation ensures not
only fair and accessible information, but also the
building of a relationship of trust between CSOs and
the target audience, facilitating the integration of
these groups into society. At the same time, efficient
collaboration between the two sides is essential to
improving media literacy, a crucial step to increas-
ing the ability of vulnerable groups to navigate the
information landscape.

Civil society organizations have a vital role in pro-
moting the rights of vulnerable groups. They are
recognized for their central involvement in raising
public awareness of the issues these groups face
and protecting their rights. CSOs are perceived as
reliable sources, and their work significantly in-
fluences various subgroups, such as women, young
people and the elderly. However, they face major
challenges, such as lack of visibility in rural regions,
insufficient projects dedicated to specific categories
(e.g. the elderly) and limited resources to promote
activities.

The main source of information for vulnerable
groups is the digital environment, where social net-
works play a key role in the dissemination of infor-
mation. While most organizations use these plat-
forms to reach their target audiences, direct access
to information through community leaders and in-
stitutions remains an important channel, especially
in remote areas. However, significant gaps remain
in the actual monitoring of vulnerable groups’ ac-
cess to information, and some of them continue to
be isolated in terms of information. This fact high-
lights the need for more specific promotion strate-
gies to ensure fair access to essential information.

Knowledge about CSOs varies considerably between
vulnerable groups, affecting the efficiency of in-
formation and mobilization activities. In gener-
al, refugees and young people in urban areas are
best informed about CSOs and their activities, while
the elderly and people with disabilities show little
knowledge. This discrepancy underlines the need
for tailored interventions that provide additional
support to these groups to be able to access relevant
information and actively participate in organiza-
tions’ initiatives.

Collaboration between CSOs and the media is es-
sential for promoting relevant, educational and



inclusive content. Although in recent years this col-
laboration has seen improvements, there are obvi-
ous regional differences in the efficiency of interac-
tions. In urban areas and in Chisinau, CSOs benefit
from more frequent and efficient collaboration with
the media, while the northern and southern regions
face difficulties. Furthermore, CSOs face financial
problems that limit their ability to promote impor-
tant messages through the media and gain the nec-
essary visibility among vulnerable groups.

In conclusion, collaboration between CSOs and the
media needs to be strengthened through structured
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partnerships, joint communication strategies and
access to resources in order to maximize the im-
pact of initiatives. It is essential that both sides
share their goals and work together for common
success.

Thus, in order to improve media literacy and in-
crease awareness and participation among vulner-
able groups, it is necessary to implement continuous
initiatives and campaigns that support their inte-
gration into social and political life, ensuring their
access to the information that is necessary to make
informed decisions.



Chapter 6.

ST U DY Vulnerable and Marginalized Groups in Relation to the Media: Access, Consumption and Media Literacy

EVALUATION OF THE RELATIONSHIP BETWEEN
CIVIL SOCIETY ORGANIZATIONS AND THE MEDIA

OVER THE LAST 3 YEARS

This chapter presents the results of the study dedi-
cated to the analysis of the relationship between civil
society organizations of Moldova and the media in the
last three years. The research provides an overview of
how CSOs communicated with the media, the chan-
nels used, the objectives pursued and the impact of
media coverage on their visibility, activity and public
image.

The study aimed to evaluate the development of this
relationship over time, to identify organizations that
have strengthened their presence in the media space
and to capture the perceptions of civil society actors
on the role of the media in promoting their initiatives.
Also, the preferences of CSOs regarding the types of
media interactions, the effects of media coverage on
reputation and popularity, as well as suggestions for

Figure 1. Main field of activity, N=33, %

Community development
Social field
Democracy and human rights

Health

Economic development
Education

Environmental protection

W

Development of Roma art

more efficient collaboration in the future were ana-
lyzed. The research also highlights the challenges
faced by CSOs in dealing with the media, along with
the opportunities offered by strategic communication,
adapted to the current media context.

6.1. Analysis of the relationship between civil
society organizations and the media

This study involved organizations active in various
fields, and the data collected provide a detailed picture
of their relationship with the media over the last three
years. The research highlighted key issues such as
preferred media channels, objectives pursued through
interaction with the media, the impact of media visi-
bility on the work of organizations and how this rela-
tionship developed over time.

27,3
24,2

18,2

Of the 33 organizations participating in the study, 27.3% work in the field of community development, 24.2%
in the social field, 18.2% in democracy and human rights and 9.1% in health. 6.1% of respondents work in fields
such as education, environmental protection and economic development, and 3% are involved in promoting

Roma art.
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Figure 2. Area of activity, N=33, %

H National
H Local
District/municipal

® Regional

The majority of participating organizations (42.4%) work at the national level, 27.3% at the local level, and
15.2% focus on the district/municipal and regional level.

Figure 3. In your opinion, how important is the relationship with the media for the success and
functioning of an organization like yours? N=33, %

Very important 78,8

Somewhat important

21,2

Results show that 78.8% of organizations consider the relationship with the media to be very important for their
success and functioning, while 21.2% consider it somewhat important. These data suggest a strong awareness
of the essential role that the media play in promoting and supporting the activities of organizations.

Figure 4. What are the main media channels your organization interacts with most often?
N=33, %

Social networks

93,9

Television 51,5

Online publications 36,4

Print media (newspapers, magazines) 33,3

News agencies 24,2

Radio

Blogs

| B

In terms of media channels, most organizations (93.9%) most frequently interact with social networks, fol-
lowed by television (51.5%) and online publications (36.4%). Blogs are the least used, being mentioned by only
6.1% of organizations. These results highlight a clear preference for online and digital channels, especially social
networks, valued for accessibility and the ability to quickly reach a broad audience.
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Figure 5. For what purposes does your organization interact with the media? N=33, %

To promote activities/projects

87,9

To inform about news and events in their field of activity 69,7

To disseminate information

60,6

To build public image

51,5

To influence public opinion

30,3

To manage crises 18,2

According to the results, participating organizations interact with the media mainly to promote their own
activities and projects (87.9%), to inform the public about news and events in their field of activity (69.7%)
and to disseminate information (60.6%). Also, 51.5% aim to build a positive public image. In contrast, crisis
management (18.2%) and influencing public opinion (30.3%) are less common objectives, indicating a low
priority given to these types of communication.

Figure 6. What types of interactions has your organization had with the media over the last 3
years? N=33, %

Giving interviews to journalists

66,7

Participation in TV or radio shows

Publishing information of public interest 57,6

Issuing press releases 36,4

Holding press conferences

Collaboration with Ziarul de Garda - 6,1

Training for journalists and other media representatives . 3

Over the last three years, the most common forms of interaction between organizations and the media were
giving interviews to journalists (66.7%), participating in TV or radio shows (60.6%) and publishing information
of public interest (57.6%). At the same time, 36.4% of organizations issued press releases and 24.2% held press
conferences. Other mentioned forms of collaboration include partnerships with Ziarul de Garda newspaper
(6.1%) and providing training for journalists (3%). These data highlight a preference for direct and visible
interactions with the media, such as interviews and appearances on shows.

Figure 7. What effects has media coverage had on your organization? N=33, %

Improved reputation

66,7

Attraction of customers/partners 455

Increased popularity

42,4

Informing the public about the activities carried out - 6.1
and the field of activity ’

Increasing public awareness of social issues . 3
Negative impact on image . 3

Don't know benefits . 3
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According to organizations, the most common effects of media coverage were improved reputation (66.7%),
attraction of customers or partners (45.5%) and increased popularity (42.4%). A smaller number of respondents
mentioned the contribution of media coverage to informing the public about their activities and field of activ-
ities (6.1%) and to increasing awareness of social issues (3%). At the same time, 3% of organizations reported
anegative impact on their image, and another 3% did not identify clear benefits. Overall, the effects of media
presence were generally positive, even though not all appearances translated into concrete results.

Figure 8. Compared to 3 years ago, could you say that your organization's relationship with the
media rather...? N=33, %

Totally improved - 121
Remained the same _ 24,2
| E

Somewhat worsened

Totally worsened l 3

Compared to three years ago, organizations’ relationship with the media has generally evolved in a positive
direction. The majority of respondents (57.6%) believe that it has improved somewhat, and 12.1% said that the
change was clear and favorable. On the other hand, 24.2% noted no significant changes, and a small percentage
(6%) noted a less favorable development. Results indicated a predominantly positive trend, even if for some
organizations relationship with the media remained stable or slightly deteriorated.

Table 47. Compared to 3 years ago, could you say that your organization's relationship with the
media rather...? N=33, %

Area of q Somewhat Remained the Somewhat Totally
" Totally im-proved | .
activity improved same worsened wors-ened
0.0 n1 0.0

Local 22.2 66.7

National 429 71 500 00 00
District/muni- 200 00 80.0 00 00
cipal

Regional 20.0 20.0 40.0 0.0 20.0

Disaggregated data showed significant differences between the analyzed regions, the most notable trends being
observed at the level of local and national organizations. Of the organizations active at the local level, 66.7%
believed that the relationship with the media remained unchanged. Nationally, 42.9% said it had improved
considerably, while 50% said there had been no changes. At the district/municipal level, 80% of organizations
believed that the relationship with the media remained constant, and at the regional level, 20% perceived an
improvement, while 40% noticed no changes.

Overall, compared to three years ago, organizations’ relationship with the media remained stable in most re-
gions, with clear progress at national level and a slight improvement at regional and district/municipal level.
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Table 48. If YES, what aspects do you think have improved from 3 years ago?

Improved aspects

We managed to contract media services at low cost.

We gained access to the media and understood their importance in promoting the vision of NGOs.

We believe collaboration has improved.

WM

The community has become more informed.

Media and public interest in social topics, such as demographic aging, the promotion of active and healthy aging
and the rights of the elderly, has increased. Channels of communication with the pub-lic have diversified — the
online environment has become more accessible, radio broadcasts are complemented by video materials and

5. | podcasts, increasing their attractiveness. In working on more complex topics, the media are increasingly open

to allocating additional resources and col-laborating with organizations in order to obtain relevant information.
Social topics and topics related to vulnerable groups are increasingly being addressed from multiple perspectives,
emphasizing inclusion and participation, not just issues related to poverty and vulnerability.

Relations with TV stations and NGOs from other localities have strengthened, facilitating the ex-change of
experience.

ATV channel for the Roma has been opened, and a new channel — The Voice of the Roma Coali-tion — will be
launched in the future.

We returned to the arena, having some collaborations and interviews.

9. | Collaboration with Ziarul de Gardd gave us more visibility and generated more projects.

10. | Our organization is now better recognized among journalists.

1. | We are better known and more appreciated.

12. | Increased transparency and proactive communication.

13. | Public trust in the media has increased.

14. | We conduct interviews more often.

We have established direct relationships with journalists and built a positive collaboration, based on previous

15. : . .
experiences of effective cooperation.

16. | New projects have been initiated, appreciation by the media has increased, and public information has improved.
17. | Availability of the media and the organization's trust in the media have increased.

The association organizes Diaspora Days, an event to which local television is invited — an en-deavor that seemed

18. unthinkable three years ago.

19 The organization strengthened its visibility, projecting a more favorable image compared to other districts and
| managing to attract new partners.

20. | People are more involved, including members of the diaspora.

21. | More projects and more information.

For organizations that reported a worsening of the relationship with the media, the main reasons identified are
the lack of ongoing projects and, implicitly, the absence of information relevant to be communicated, aspects
that reduce the interest of the media. Another factor noted is the reduced number of journalists who travel to
territories, which significantly limits the opportunities for interaction and promotion.

Table 49. How would you like your organization’s relationship with the media to evolve over the
next 3 years?

Expectations regarding the evolution of the relationship with the media

1. | We want to be reliable partners in collaborations, including on public causes and advocacy.

2 To establish a constant presence in local and national media in order to draw more attention to en-ergy efficiency
* | projects and initiatives.

3. | Journdlists should become more competent in preparing interviews.

Popularizing the organization’s activities and using the media to disseminate elements of the Roma culture in
4 Moldova represent a strategic effort to combat stereotypes and myths associated with this community. We aim

* | to make documentaries or shows dedicated to the history and culture of the Roma, in collaboration with television
stations, to promote an authentic and diverse image.
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Expectations regarding the evolution of the relationship with the media

We want to create a positive image for people with hearing impairments by promoting sign lan-guage and the
culture specific to this community at national level. At the same time, we believe it is essential that at least one
television station have a newscast with translation into sign language, in accordance with accessibility standards.

To carry out events in our field of activity in collaboration with the media.

Presence at the events organized by us.

To promote activities for good transparency of the organization.

It is essential that the media have adequate resources to train employees, given the complexity of topics related
to human rights, inclusion, discrimination and inequalities. We appreciate the current involvement of the media and
trust that they will maintain their essential role in educating the public and reflecting social redlities in a balanced
way. We hope that the diversity of communication channels will be maintained, taking into account the specific
needs of the public, including poor dig-ital literacy or visual and hearing impairments. We also find it important for
the media to facilitate citizens' access to relevant information, providing space for interviews with decision-makers
on topics of public interest, such as the policies applied, services available and support measures of-fered.

10.

We want the media to reflect positive aspects of the activities of the organization and the communi-ty, thus
helping to promote a positive impact in society.

1.

Collaboration between NGOs within campaigns to eradicate violence and support vulnerable peo-ple.

12.

To launch more shows and dedicated hours on television and radio.

13.

It is necessary to have closer collaboration with the local public administration and active media involvement,
through direct visits and documentation of NGO activities, in order to ensure a deeper understanding of their
impact in the community.

14.

To develop additional projects, expand collaborations, provide more extensive training for children and make
media spots.

15.

To increase the number of regional channels.

16.

Collaborations, TV shows dedicated to the Roma, creation of a TV platform, support in organizing shows and
disseminating press releases.

17

We want to have a successful collaboration in the future.

18.

We would like the media to reflect good social practices, not just crisis situations. It would be im-portant for the
mediia to show interest in the work of civil society organizations throughout the year, not just on the occasion of
international days, and to make trips in the territory.

19.

To address issues in depth, focus on commentaries to policies, propose new perspectives and en-courage
counterposing ideas.

20.

To maintain an open and constructive dialogue with journalists, work with the media to promote social
responsibility initiatives and contribute to the formation of a more informed and responsible society.

21.

To reduce politicization and focus on the real needs of citizens.

22,

To develop additional projects and open more newspapers to support the dissemination of infor-mation.

23.

To be fair and redlistic, contributing to the change of people’s mindset.

24,

To have regular collaborations with the media, and this process to be facilitated, so that media networks have
public information on how we can invite or involve them in the social sector (pro bo-no).

25,

More interactions with the media.

27.

More interviews would e desirable in order to become more visible, for the media to show a great-er interest in
public associations and propose initiatives.

28.

To be affordable, with lower prices for services.

29.

Through face-to-face meetings, not online.

30.

To attract various sources of information (newspapers, other forms of media), organize trainings and involve a
larger number of specialists in the field.

31.

To promote the organization and organize training sessions.

32.

To increase visibility and provide additional information.

33.

To identify issues of interest to the media and increase our ability to attract attention through posi-tive examples,
not just through sensational topics. We also want the media to be responsive to our invitations.




Conclusions

Over the last three years, the relationship between
civil society organizations and the media has made
significant progress. Most of the organizations par-
ticipating in the study recognize the essential role
of the media in supporting their work and visibility,
especially through online channels. Social networks
have established themselves as the main commu-
nication tool, providing an accessible and effective
platform for promoting initiatives and attracting
the attention of the general public.

The relationship with the media has improved con-
siderably, amid the diversification of the forms of
collaboration. Organizations appeared in TV and ra-
dio shows, gave interviews, held press conferences
and received extensive media coverage. The results
of the study show that the majority of respondents
noticed positive effects of media visibility on the rep-
utation and popularity of the organization, including
attraction of new partners and supporters. In some
cases, media coverage has had a less favorable im-
pact, but overall the trend has been positive.

In view of developing their relationship with the
media, organizations aim to build closer and more
sustainable partnerships, focusing on the constant
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presence in local and national media. A central issue
highlighted by respondents is the need for more
efficient collaboration with journalists, including
through training initiatives that facilitate under-
standing of complex social topics, such as human
rights, the problems of minorities or social in-
clusion. Organizations also want a more balanced
coverage, which should reflect both the challeng-
es and the positive aspects of their work, avoid-
ing approaches focused exclusively on crises or
difficulties.

At the same time, organizations support the expan-
sion of media formats by producing documentaries,
thematic shows and materials that can deepen top-
ics of social Interest and contribute to public aware-
ness. To support this direction, participants pointed
out the importance of reducing the costs of access to
the media and of promoting more transparent and
accessible communication.

Increasing the ability to generate media inter-
est through relevant projects and positive exam-
ples remains a priority for many organizations.
Strengthening the public image, educating society
and empowering social actors are common objec-
tives, for the realization of which the media remains
an indispensable partner.
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