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PREFACE

Nepal’s independent radio broadcasting is developing on an unprecedented scale, if
it is compared with the pace of development in the whole of South Asia. Over 160
stations have begun to broadcast regularly while the number of operators who have
received license to do so has crossed 290 (August 2008). Broadcast signals have
begun to reach most of the geographical areas in Nepal. It has gone through many
political ups and downs in the past ten years. Nepalese radio has begun to be taken
as a model of success. And, sometimes, success also breeds risks. With the success
of radio broadcasting in Nepal, the inherent dangers too are on the rise.

The increasing involvement of political parties and the unhealthy competition for
advertisements appear to be the major risks facing the radio today. On the one
hand, the stations are competing with each other to expand their geographical
coverage by increasing the number of broadcast towers and their signal strength.,
while, on the other, the entry of enthusiastic but unqualified manpower in the
broadcast sector has resulted in the decline of professional dignity and ethics of
journalism.

The most valuable, sustainable and reliable asset of radio is the trust of its listeners.
This wealth can be earned only by putting the principles of journalism and its
professional and ethical aspects into practice. Nepal’s quantitative rise in radio
broadcasting should also undergo a qualitative growth. Otherwise, it will not just
mire itself in a financial crisis but face a crisis of confidence as well. This is why an
acute need for a code of conduct, and a guideline of operation based on a
professional benchmark, has been felt, if only to save the radio from the possible
dangers.

It was with the intention of filling this void that this initiative was taken to develop a
comprehensive yet simple code of conduct. This was done after a careful study of
all the codes developed in Nepal so far and holding consultations with the media
that have been working in the remotest villages, particularly with individuals and
organizations working in radio broadcasting.

Although this code of conduct could be useful for every kind of media organization,
media persons and interested individuals, it was prepared with special focus on
radio journalists and the operation of radio programmes. This special attention was
commanded by radio because of its rapid rise in the rural areas and the possibility
of its misuse arising from the fact that its content can be produced and broadcast
immediately.
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What kind of code of conduct would be suitable for Nepal? An answer to the
question should be sought in the problems facing the Nepalese media, complaints
and protests lodged by consumers of the media and the ethnic, linguistic, cultural,
social, economic and various other diversities found in Nepal. Nepal has already
acquired a ten year experience in radio broadcasting. In the meantime, it has gone
through domestic conflict, declarations of the state of emergency and the
movement launched for Madhesi rights. Apart from braving these, independent
radio stations proved themselves to be a model of objectivity and neutrality during
the Constituent Assembly election. Nepalese independent radio has experienced
the changes that the stations had to undergo during different circumstances and
therefore gathered the experience necessary to adopt the proper practice as
required by the situation. Beside these experiences, the code of conduct also draws
strength from past good practices of the media.

Situations differ in the Himalayas, the mountains and the Tarai plains, just like they
are different between the capital and the other parts of the country. The utility and
practice of the code could differ not just among geographical areas, but also
because of ethnic, linguistic and cultural diversity. This code of conduct could prove
particularly useful to those large number of FM stations that have come on the
scene in the past one year.

If abidance of the professional nhorms and values and ethical practices does not
correspond to the quantitative increase in the media, its trust and independence-
the basis for the media to exist- could be in danger. The media in danger means that
democracy too faces danger. Hence, in essence, ethical journalism is not a cowardly
form of journalism; but a journalism that commands trust and is sensible and
dignified. Democracy gets strengthened by promoting it.

Thank you.
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BACKGROUND

Nepal has made significant advancement in the mass media sector over the last
decade, particularly since the democratic people's movement [2061/62]. The world
community has been found to be closely watching the development of independent
radio in Nepal. More than 290 operators have received licenses for radio stations
ever since the independent radio campaign began 11 years ago, when the first
license to broadcast was awarded. Over 160 of them are actively broadcasting
today. The establishment and progress of independent radio in Nepal has been
taken as a model throughout South Asia. Better internet connectivity has helped
the radio to be more competent while transmitters of smaller size are making their
shortwave and medium wave counterparts lag far behind. The enormous amount
of knowledge available on websites can only be useful for a linguistically diverse
country like Nepal if the radio can facilitate its access for the illiterate and
disadvantaged communities. In that sense, Nepal's radio movement has the ability
to effectively promote digital inclusiveness.

It is an established fact that these radio stations had to face adverse conditions,
such as the struggle they had to go through for a license, attacks on the
communications media during the days of autocracy and absence of knowledge,
skills and plans of sustainability. Additionally, the irrational distribution of broadcast
frequencies, unfriendly license fees and absence of a scientific categorization of the
radio stations were the other hurdles in the establishment and development of
radio broadcasting in Nepal. There are different shapes and sizes of radio stations in
Nepal, based on the way they were established and the amount invested in them.
Nepal’s geographic shape and diversity, linguistic diversity and land-lockedness, not
to mention the open border with the neighbouring country and the similarity in
language and cultural and trade relations with that country, have all conspired to
make it difficult for Nepal’s independent radio stations to determine the technology
to be adopted, the content and even the frequency area.

With their increasing potential in mass communications, new radio stations,
established to include the rural areas in their coverage, can play an important role
in building popular opinion and helping people make the right decision by
disseminating impartial, balanced and factual information regarding future politics.
Despite the progress and the increasing responsibilities, the stations also face
challenges on various fronts. Their possible involvement in partisan politics or the
ethnic or regional bias shown by newly opened stations could pose a political
challenge to the democratization of the mass media. An inability to transform such
fragmentation and partisan trends could directly impact on the flow of information
through the mass media that is necessary for strengthening democracy and their
own future independence.
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Equal Access Nepal has been running development-centric communications
programmes since April, 2002. Since then, the organization has successfully carried
out pioneer works such as satellite radio broadcasting, digital radio signal mapping
of FM radio transmitters, launching of a website for independent radios
[www.nepalradio.org] and satellite multimedia datacasting for rural areas that are
without telephone connections.

Similarly, broadcasts and distribution of regular radio programmes, various efforts
in community media, technology transfers for technological and social
empowerment, promotion of information and communications technology,
minimization of the digital divide and broadcast surveys are the other and regular
activities of Equal Access Nepal. In sum, Equal Access Nepal is involved in three
broad areas- information technology related activities, the radio and its content
regarding issues of development and empowerment.

Equal Access Nepal has set the objective of facilitating the drafting of a
comprehensive code of conduct (non-partisan election broadcast, responsible
broadcasting on divisive issues, as well as balanced and participatory reporting)
with cooperation from USAID Nepal and many other partner organizations involved
in the media sector. The drafting of the code is also based upon the fundamental
policies, guidelines and media codes of conduct developed by Press Council Nepal
(PCN), Nepal Forum for Environmental Journalists (NEFEJ) and Association of
Community Radio Broadcasters (ACORAB) over the past ten years. It is believed that
it will promote awareness about the basic media guidelines and code of conduct
among the operators of various FM radio stations, television and cable TV, editors
in the print media and all the journalists in general. We also have a plan to raise
widespread popular awareness on responsible journalism by running radio
programmes on the mass media code-of-conduct (including the method of news
reporting) and mass media issues (such as balance, impartiality, factual information
etc.). We also plan to raise awareness about how to become an informed consumer
of the mass media.

The most important aspect of the code is to help the media sector become
responsible, self-censored and practice-oriented so that the values based on
community and coexistence can be established firmly to help the sector develop in
the future.
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FOREWORD

As an independent non-government organization Equal Access Nepal works in
partnership with local and international non-government organizations. As
mentioned earlier, in the Background section of this booklet, a decision was taken
to develop a code of ethics and a guideline of operation that included all activities
of radio stations within the broader framework of empowering independent radio.
In the course of this effort, a discussion was held on the issue on 29 August, 2007,
which decided that Equal Access would be a partner in working as a facilitator:

1 to move ahead in this process in a transparent and participatory manner,

9 to participate in the preparation of the code of conduct and other decisive
procedures while ascertaining the commitment of those concerned to its
fundamental principles such as impartiality, participation, voluntary
abidance and self-censorship and

9 to study the entire legal and self-imposed practices of the past and include
them in the proposed code.

Such activities call for financial resources and USAID/OTI made the commitment to
fill the void. Another meeting was held among the concerned stakeholders on 8
February, 2008. The objectives of the first meeting, its decisions and the proposed
activities of the programme were discussed during this meeting.

According to the proposed programme:
1 Anorientation session to be held in the beginning,

9 Collection of documents to be carried out about legal and self-imposed
practices and research regarding media codes of conduct,

9 The first consultative meeting would be held among all stakeholders and
broadcast organizations of the country over a period of two days,

9 This would be followed by five regional interactive consultations to solicit
suggestions,

9 Interactive consultations to be held at the central level for the endorsement
of the proposed document and

9 Finally, the endorsed document to be presented at the regional level as an
effective instrument to run trainings.

Participatory and interactive procedures have been adopted as far as possible to
give a concrete shape to this activity. The research paper, which was presented
after the stakeholders’ meeting which contained existing and past materials on the
issue, was presented in a systematic manner before the authorized representatives
of as many broadcast agencies as possible. Verbal feedback was solicited from the
representatives and they were divided into various groups to produce written
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comment as inputs. These same issues and suggestions were the contents of the
regional consultative workshops. More verbal and written suggestions were
gathered, some of them collectively. A huge amount of audiovisual materials were
used during these workshops. The regional print media and radio and television
stations reported these meetings in their news broadcasts informing the audience
about their rationale and procedures.

The summaries are presented on the basis of the thoughts presented by the
participants of these workshops in written form and audio records. According to the
suggestions of the participants, this code of conduct was developed also as a
guideline of operation.

Radio Nepal and 48 other radio stations aired eight interactive radio programmes as
half-hour magazines, with similar objectives in the course of the project.

We are grateful for the information provided by various national and international
government and non-government agencies for the preparation of this document.
We would like to especially thank Association of Community Radio Broadcasters
(ACORAB), Broadcasting Association of Nepal (BAN), Kathmandu Valley
Broadcasters Forum, Antenna Foundation Nepal, Communication Corner and
Community Radio Support Centre (CRSC). Additionally we wish to express our high
regard for the goodwill provided by Press Council Nepal (PCN). Similarly, the
cooperation given by Radio Nepal has been unforgettable for us. We believe that
every bit of cooperation provided by all types of independent radios, that have
played a significant part in development, information and entertainment, has
contributed to the success of this endeavor.

Senior journalist Vinaya Kasaju, who is dedicated to the mass media in word and
deed, has made important contribution to make this guideline a workable
document. Similarly, senior advocate Satish Kharel, who is familiar with media law,
and the international project director of Equal Access, Michael Bosse, have played a
central role in the effort. At the same time Nirmal Rijal, Upendra Aryal and Pawan
Prakash Upreti of Equal Access Nepal have remained at the forefront to contribute
to the activity. Binay Guragain, Gemma Quilt, Vidhya Chapagain, Krishna Guragain,
Anu Upadhaya, Niroshan Sthapit and Upendra Ghimire, also from Equal Access
Nepal, have also made important contributions.

Reference materials used in the preparation of this document and the course of
events followed have been provided in the Annex. It also includes the participating
organizations and individuals who made their invaluable contribution in this
important task.
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WHAT IS MEDIA CODE OF CONDUCT?

What is Media Code of Conduct (CoC)?
A Media Code of Conduct is:

9 A set of commonly accepted guidelines that govern the conduct of media
organizations and those that work in them and promote the freedom of the
media;

9 Self governing rules that rely on shared buy-in and agreement for success;

1 A means of engagement with the Government/Ministry of Information and
Communication (MolIC) on issues of media behaviour, particularly during
times of stress;

1 A way to ensure that our media organizations (public, private and
community) remain independent; and

1 A practical guide for journalists, editors and media consumers on how to
approach important issues of media behaviour.

A voluntary Code of Conduct is not legally enforceable, although it draws on the
legal framework under which the media operates. Violations of the code of conduct
may also be violations of laws or regulations. In the case where the voluntary Code
of Conduct provision mirrors a provision in the Press Council Nepal (PCN) Journalist
Code of Conduct (2060 B.S.) then a breach of that provision would give rise to a
potential complaint to the PCN.

The role of a Media Code of Conduct

Media Codes of Conduct have been used effectively in a wide variety of countries
and situations to help ensure, to the extent possible, that media coverage during
elections or other events is appropriate and conforms to commonly accepted
guidelines without infringing on the freedom of the media. A code of conduct also
acts as a significant tool in protecting media organizations from direct party
influence. Beyond that a Media CoC is also a day to day guide providing practical
advice on how to cover a variety of potentially sensitive issues.

Voluntary Codes of Conduct are not legally enforceable (although they may be
backed by laws or regulations such as rules about media reporting within polling
stations issued by an elections commission or statutory Codes of Conduct such as
the PCN Code). They rely on a combination of peer pressure among media
operators and journalists, shared buy-in and design of the code of conduct and
professionalism of media practitioners and common sense to be effective. Statutory
authorities (such as the Press Council Nepal) may govern CoCs and can have powers
to investigate CoC breaches and impose sanctions on those breaching a CoC.
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CoCs are effective in ensuring genuine freedom of expression by establishing the
principle that media coverage should include balance (which means hearing from all
sides of a debate — for example the views of women and ethnic minorities). They
are also an educational tool — the code of conduct drafting and signing process
allowing journalists, editors and station management to learn about and subscribe
to practices contained in the code. Typically they are adopted also by public media
organizations and are also a means of engagement with the Ministry of Information
and Communication (for example a media organization may point to its compliance
with a CoC in establishing that it has been responsible in a license renewal process).
The Ministry typically does not have the final say on the terms of a voluntary code
adopted by media organizations, however, it is good practice to seek input and
feedback from relevant government bodies.

Although this Code of Conduct is designed to apply to all media organizations there
is a particular focus on radio stations. This is due to the rapid growth of radio in
rural areas and the potential for radio to be mis-used due to the immediacy of its
content production and broadcast. Television remains largely centralised and more
easily monitored in Nepal and although print publications exist in many rural areas,
print materials have a significant production lead time and are more easily
monitored as they can be retained in hard copy form. Local radio is particularly
capable of significant misuse during elections or periods of unrest, particularly in
the final days of a campaign or on polling day and this type of misuse can extend to
fermenting ethnic or religious violence during other periods of difficulty for the
country or the area around the station.

What Can a Code of Conduct Achieve?

A Media Code of Conduct can:

9 Ensure genuine freedom of expression by establishing the principle that
media coverage should be balanced;

T Actasatool to protect media organisations from direct political influence;
9 Protect a critical and free voice in our community;

1 Create a broadcast environment that is free from discrimination, censorship
and editorial self-interest; and

9 Provide guidance to journalists and editors on how to approach coverage of
elections, inflammatory events or stories that could be offensive or unsuitable
for children.
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RATIONALE FOR FORMULATION OF THE CODE OF CONDUCT

Democracy cannot exist or become strong in the absence of a free press. This is
because democracy is based on popular will and popular opinion depends on
popular awareness and knowledge. Popular awareness and public enlightenment
lead a democracy. It is the mass media, particularly the press, that rouse, promote
and spread public awareness. The radio that has reached even the rural areas of
Nepal is carrying out this task in the present context. The role, importance and
influence of the radio have increased significantly. At the same time, its
responsibility too has gone up.

The main responsibility of the press/journalist is to provide comprehensive,
analytical and factual news and opinion to the people on every issue and event of
popular concern. To fulfill its duty and responsibility, the press must work according
to the fundamental principles, norms and values of journalism and professional
ethics.

Professional honesty is the foundation of trust of the journalist. Dutiful journalists
working in the mass media should therefore remain dedicated to the promotion of
popular awareness and public enlightenment in a professional and sincere manner.
Abidance by professional ethics is a must for this. Such rules of ethics are packaged
in the code of conduct. The code of conduct helps to execute the activities of the
press and resolve its problems in a professional manner.

These are the core points of the code of conduct:
9 Seek truth and speak the truth.

1 Show respect towards the news subject, its source, its characters and
colleagues.

9 Act independently. Reject pressure and influence from any quarter. Decline
offers of gifts, free goods and opportunity.

Report possible risks without any fear.

Take responsibility. Work on the basis of conviction/proof. Expose immoral
acts, corruption and anti-social activities.

Remain ever vigilant in the interest of freedom of expression.

Minimize the harm on the victim (and the radio) while speaking the truth.

There are various international, regional and national declarations detailing ways
and codes to seek out the truth, its presentation and resolution of the problems
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that arise while searching for the truth. This is the most important aspect of a code
of conduct. But while executing these tasks, the role of economic policy, market
management, human resources, social and cultural relations, traditions and cultural
heritage also come to play a vital role. These aspects too need to be included in
minute detail in the code of conduct. This is extremely essential particularly in the
initial phase of development of the media.

A code of conduct cannot be formulated by piling up stacks of paper in the way laws
or regulations are drafted. Neither should efforts be made to do so. The code is a
rule that is abided by voluntarily. Therefore, it is not only knowledge and experience
that count in the formulation of the code of conduct. Commitment is equally
necessary.

Professionalism and the code of conduct

The press [press here means the radio, the newspaper, television aner ohedia
that provide news to the peoglean win the hearts of its audience [readers,
listeners and audience] only if it does its professional duty. A code of conduct assists
the press to abide by the principles of journalism and its ethics. Hence, the main
objective of the code is to arouse confidence amidst the audience towards the
press. The code of conduct can thus help the press become more responsible
towards the public and augment the quality of service it gives to the people.

One of the main tasks of the press is to make others more responsible in their tasks.
It does so in the interest of the public. Public interest is the foundation on which a
press exists and justifies its existence. The press will always shoulder the risk of
being used by powerful governments, political parties, big business houses and
other powers/interests for their own benefit. If the government drafts laws and
rules to control the press, the other powers use financial incentives and other
pressure tactics to achieve the same goal. The press, therefore, needs to remain
independent of such pressures by living by its own code of conduct. Hence, the
other objective of a code of conduct is to save it from different forms of risks by
creating an environment whereby it can freely work for the public interest.

There are ethical principles included in journalism practice to deal with the various
challenges that journalists regularly face. It is natural and necessary as well, for the
press to formulate a code of ethics for itself to become more responsible in its task,
as it carries the burden of making others responsible. The press becomes
responsible, dignified, trustworthy and respected if it formulates the rules of ethics
or the code of conduct on its own.
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A press code of conduct can be summarized as:

9 Acollection of codes formulated to regulate the activities of publication and
broadcasting organizations, or individuals employed by them, and which is
accepted by all those working in those media.

9 Acode of self-governing rules that is collectively endorsed.

9 The journalist’'s means of dealing with the government and various other
agencies in the line of duty, particularly during times of difficulty.

1 A method of guaranteeing independence of public, private and community
media organizations.

9 Practical ways to deal with the major problems related with the activities of
the journalists, editors and media consumers.

9 An education/awareness-raising material to help people develop interest
and the right attitude towards the activities of the press.

Control over the press and the code of conduct

There are two kinds of control used by democratic countries to help the press act
responsibly- formal control and informal control. Mass media policy, laws and
regulations formed by the government are means of formal control. They include
aspects of news reporting in the court of law, the right to information, access to
news sources, defamation, secrecy, copyrights, indecent or vulgar behaviour etc.
Rules associated with radio and television broadcasts, cable TV and advertisement
are other means of formal control.

There are also various means of informal control. Such controls are formulated by
most of the media houses, associations of journalists or other professionals working
in the media sector. Such means have been developed also to deal with the
problems, difficulties and doubtful circumstances while on the job.

Such on-the-job difficulties arise in everyday work and their solution cannot be
found in law books. Even if it is found, it cannot alone resolve the problems. Here,
experience makes it a lot easier in determining what is right and what is wrong.
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Means of informal control

1. Personal ethics: Rules of ethics are principles that tell us the best way to deal
with a given situation. People in various professions have practiced these rules since
ancient times. They get changed according to time, place and circumstances.

2. Performance codes: In many instances, immediate decisions must be taken by
journalists, just like lawyers or medical doctors. There is no time for theoretical
debates and analysis. The professional code helps in taking decisions during such
instances.

3. Internal controls, self criticism and professional self-regulation: Every
organization has its own statute, policy, rules and regulations as a means of internal
control. These organizations exercise self-criticism by carrying out internal
assessment of their work. They also carry out self-regulation by determining what
their profession can do and what it cannot. For example, every radio station has its
own advertisement policy.

Ombudsperson: Several media houses in Scandinavian countries have
appointed their own Ombudspersons [formerly ombudsman] to hear
complaints from the audience so that mistakes can be rectified and cases
can be settled outside the court.

Listeners’ Club: Listeners’ clubs set up and operated by radio stations also
help in the production and quality control of their programmes.

4. External Pressure: External pressure on the press, media houses and journalists
also acts as a form of informal control. Among them:

Economic or financial pressure (advertisers, marketing policy of the media
house, structure of the industry, consumers etc.)

Pressure from civic groups or stakeholders (in the form of letters to the
editor, feedback, delegations, demonstrations etc.)

Press Council (daily monitoring of the media, hearing of complaints from
the consumer, alerting the media, recommend action against the media to
the government etc.)

The media consumers of today are not mute recipients who read, watch or
listen to whatever is spoon-fed to them, like in the old days. They can
influence the independence of the media through various means. For
example, the victim of a radio or TV station can boycott the goods
advertised by that particular station, thus pressing it to broadcast
programme of his or her liking.
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5. Education: The education qualification and training of those working in the media
also affects the level of self-censorship practiced. Additionally, the level of public
awareness about the mass media also affects internal control or the accountability
and quality of a media product.

6. Agreements and pledges: There is constant competition among media houses to
gather more advertisements, be the first to break news, expand their areas of
coverage and to indulge in other activities in the form of competition. Occasionally,
unhealthy and unprofessional disputes also take hold of them. To prevent such a
situation from arising, or to resolve one, they enter into mutual agreements and
make pledges. These also work as a form of informal control.

Different countries formulate guidelines in the form of codes to deal with different
situations, such as an election or other events. These are made on the basis of
consensus and they regulate the ways such events are presented. Codes of conduct
are effectively followed without impinging on the freedom of the press. They also
act as an important means to help prevent the press from the influence of political
parties. They act as practical guidelines showing ways to effectively deal with
sensitive subjects on a day to day basis.

A code of conduct also helps as a means to raise the professional quality of
journalism by providing suggestions/pressure to journalists and media
organizations. It helps media coverage become balanced, proportionate and
inclusive. It acts as an education tool in the task of raising public awareness
regarding the media. It helps unite and organize journalists and similar
professionals. It also assists in developing a smooth relation with the concerned
government agency.

The importance of the code of conduct for broadcast media

The print and broadcast media have their own peculiarities that put them apart.
Therefore, the situation of formal and informal control regarding radio broadcasts is
slightly different from that of the print media. Newspapers can be published by
anybody. There can be no limit to the number of copies published. But the radio
frequency necessary to conduct a broadcast is not limitless. Hence, frequencies are
valued as a public property. Just because someone is given a license to broadcast
over a particular frequency does not give him or her permanent rights of ownership
over it. It cannot be used for personal gains. Control is exercised not only through
distribution of licenses to operate over particular frequencies. There are also
independent bodies to continuously monitor the contents broadcast over the radio.




Radio Broadcasters’ Code of Conduct & Operation Guidelines 2008 -

Although the number of radio stations has significantly increased in Nepal, there is
no independent agency set up yet to regulate and monitor them. Press Council
Nepal, which had only been monitoring the contents of the print media, has
recently been provided with the responsibility to monitor radio and television as
well. Monitoring of radio and television is more complicated and costly in terms of
technology and finance. In other countries, one finds independent agencies
monitoring and regulating the broadcast media and they have developed codes of
conduct, operating guidelines, editorial policy, style books and other regulatory and
monitoring means. But, in Nepal, despite the significant rise in the number of radio
stations, there is an acute shortage of ancillary materials needed by them. This
booklet is believed to be useful in filling this void to some extent.

Objectives of the code of conduct and the guideline of operation

9 To guarantee the freedom of expression by conforming to journalistic
principles and values that lead to the presentation of news and opinions in
a balanced, clear and right manner.

To protect media houses from direct political pressure and influence.
To protect critical and independent voice/opinion

To create an independent broadcast environment that is free from
discriminatory censorship and editorial interest.

9 To provide a guideline to journalists and editors to report news on sensitive
subjects such as an election, to present controversial and sensitive issues
and to protect children and other disadvantaged groups from slander and
inappropriate treatment.

This code of conduct was formulated on the following bases:
9 Participation/inclusion of all stakeholders
1 Voluntary effort
T Impartiality
1 Self censorship or self governing
1 Through various levels and phases of consultations with the representatives
of operational radio stations

1 Existing policies, laws and codes of conduct. Also the policies, laws, codes,
guidelines and editorial policy of several international broadcasters.
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GENERAL GUIDELINE ON THE PRINCIPLES OF THE PRESS AND CODE OF ETHICS

General guideline on the principles of the press and code of ethics

1. Promotion of press freedom

2. Protection of the right to information and freedom of expression
3. Accuracy and Objectivity

4. Impartiality and Diversity of Opinion

5. Fairness

6. Privacy

7. Violence, Crime and Anti-social Behavior

8. Harm and Offence

9. Protection of Children

10. Protection of Neglected and Underprivileged

11. Political Impartiality

12. Conflict, Riot and Insurgency

13. Election

14. Religion

15. Editorial Integrity and Independence

16. Language, Style and Style Book

17. Professional and Technological Competition and Responsibility
18. Partnership and Cooperation

19. Management
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1. Promotion of press freedom

1 Democracy can neither be sustainable nor strong without a free press.
Neither can press freedom be possible without democracy. Therefore, the
mass media and journalists must be committed to democracy. For this, the
press must be perpetually involved in the establishment and promotion of a
democratic culture:

0 Principles, norms and values of journalism must be taken to heart
and followed. [see Annex for the fundamental principles of
journalism, its values and norms]

0 The press must remain alert and active in the preservation of
human rights as the freedom of expression itself is a fundamental
right.

o All regions, classes, genders, languages, religions, cultures must be
respected and all should be given equal opportunity. Special
opportunity must be given to marginalized groups.

2. Protection of the right to information and freedom of expression

I The press must remain ever active to protect and enforce people’s freedom
of thought and expression and citizens’ right to all information related with
the various aspects of their life and future.

9 Citizens’ freedom of thought, speech and publication/broadcast must
always be respected. The voice of no stakeholder should be suppressed
without adequate and suitable reason.

9 The mass media must take the lead in getting the right to information act
enforced.

9 The fact that access to information is a citizen’s right must be taken to heart
and information must be presented in a simple and palatable manner.

3. Accuracy and Objectivity

9 ‘Trust’ is the reliable and most valuable asset for any news media. Once
something is lost, it can be retrieved, but not trust. Once lost, it cannot be
earned back. It is for this reason that all news media must harbour the main
objective of providing correct, factual and actual news, opinion and other
programmes.

9 Every news item that the radio broadcasts should have an unambiguous
and trustworthy source. The news should be verified by using as many
sources as possible. Authority and trust of every source must be verified.
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The context of the news and the source must be clearly spelled out. But the
source should not be revealed if it has been so pledged.

9 The opinion of one should not be presented as one’s own or somebody
else’s other than the one who gave it.

1 If an article, song or music or other creative acticles are to be broadcast
over the radio, the writer or the artiste and the source must be clearly
mentioned. Copyright law must be respected and obeyed.

9 Adequate research must be carried out to guarantee the truth of the news
report.

9 Unconfirmed and wrong information or news should not be presented for
the sake of being first in breaking the news.

9 In the case of wrong reporting due to inattention, a correction should be
put out immediately and apology duly sought.

9 Factuality is an important character of news. News is based on fact, not
imagination. News should not be mixed with opinion. Opinion must not be
presented as news and news as opinion. If a news item and an opinion
piece are to be presented repeatedly, or if one follows the other, they
should be presented in such a way that makes it clear that the news and the
opinion are separate.

9 Advertisements should not be presented in the form of news or mimicking
news. A news presentation should not be endorsing any advertiser’s goods
or serving the advertiser. News should be clearly separated from
advertisements in the presentation.

1 Apart from the professional interest, a journalist should not have his or her
commercial or political interest linked with the news report. Besides the
professional gains, the journalist must not receive special favours or
advantage for publishing/broadcasting news. A journalist must not provide
or suppress news on the basis of personal profit or loss. A journalist must
not prepare or bend or publish/broadcast news to suit personal benefit or
advantage.

4. Impartiality and Diversity of Opinion

9 It is not enough that news presented by news media is the truth and
factual. It must also be impartial and express diversity of opinion. News
items should not present only one side of the story. Both sides, whether it is
the sufferer or the party causing the suffering, must get due consideration.
But the news media should not itself endorse or oppose any side.

9 Impartiality does not hold true only for news items or opinion pieces. It
holds equally true while allotting a time for the broadcast, the amount of
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time fixed, the sequencing of the various news items, the format of
presentation to be adopted and the choice of the series of programmes
where it is inserted.

9 Voices and opinions of all the groups, ethnic groups, languages and political
and religious belief systems within the target audience, must be included in
radio broadcasts.

1 Separate individuals or units must be assigned within the radio station to
take responsibility for the news broadcast so that truth, impartiality,
accountability and trust in the news can be guaranteed.

5. Fairness

9 Radio broadcasters must not harbour any prejudices for or against any
individual that is mentioned in the news item.

9 Stakeholders or individuals concerned with the event or news must be
provided ample opportunity to have his or her say regarding the individual
mentioned in the news.

9 Names of individuals or their backgrounds should not form part of the news
or programme if they are not concerned with, or do not have a stake in, the
event or news. An innocent person who does not have any stake in a
criminal event should not be mentioned in the news just because he or she
happens to be a relative of an alleged criminal.

1 While carrying out surveys, interviews and the like for the production of a
programme, the producers must deal with the contributors in a fair
manner. Vox pops must not be carried out through threats and
intimidation.

9 Contributors of vox pop or interviews must be apprised about the
objectives of the programme. The individuals involved must be notified
about the first airing of the programme. They must also be told about the
form of programme being produced-whether it is a live broadcast or a
recorded one, an interview or a discussion and whether the programme will
be edited or not before broadcasting.

9 The interview or the vox pop must not be used for other purposes other
than the specified programme and objective. It must not be used for a
programme with a contrary objective, or against any individual or
organization, without seeking prior permission.

9 Hidden recording can be carried out without seeking any permission only if
there is adequate basis to do so for the public interest.

1 Parental consent or the guardian’s permission must be sought while
involving children in the programme.
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1 Interviews and vox pops must not be conducted with mental patients and
those in an intoxicated state who cannot take a decision on their own and
cannot behave properly.

9 Should the contributors to a programme want to remain anonymous, the
identity of such persons must be kept a secret.

6. Privacy

9 Radio programme producers must respect the private lives of individuals
mentioned in news items or interviewees or those making their
contributions in a vox pop or those involved through other means. One
should not barge into anyone’s home or office without prior notice to
conduct interviews or popular surveys. Even if a telephone interview is to
be conducted, due consideration must be given to where and in which state
the interviewee is in.

9 Broadcasters must not seek information from anyone or about anyone in an
unauthorized or improper manner, or through threats or intimidation.

9 Broadcasters must give special consideration to the private life and affairs
of citizens. Just because a community is interested or has the right to know
does not mean one’s private life can be encroached upon. But this rule does
not apply with regard to individuals occupying public office (individuals
enjoying salaries and benefits from the taxes that people pay) or society’s
prominent personalities (writers of national standing, artistes, sports
persons, religious and other social figures, civil society leaders and the like).
Additionally, in exceptional cases, an individual’s right to privacy can be
forfeited in the interest of the public good or in cases where it is linked with
the overall society’s benefit or loss.

9 Reporters must keep secret the ‘off-the-record’ information during an
interview, or any information that he or she has pledged not to reveal.

7. Violence, crime and anti-social behaviour

9 Broadcast organizations must protect the society from crime, criminals and
criminal activities. They should also remain effortful towards saving it from
anti-social activities, superstitious and harmful thoughts and practices.

1 Any material that promotes violence and ethnic, religious, linguistic and
other kinds of hatred must not be broadcast.

1 The press must act with restraint at a time when ethnic, religious or other
kinds of violence has been perpetrated or there is the risk of perpetration of
such violence. Such restraint is needed when victims can be further
victimized or violence can get escalated if their identity is revealed.
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Dignified and restrained language must be used. News that incite or further
victimize the victims should not be broadcast.

1 News, interviews and other materials that spread fear, terror, enmity,
suspicion and hatred or those that are intimidating, no matter to which
party, must not be broadcast.

1 While reporting the details of violence, murder, riots, arson attacks and
similar events, one must remain alert as that could also incite the other
party or provide them ideas about carrying out violence.

9 Interviews with those involved in violence, accused individuals or those
under suspicion should not be broadcast unless required by the public
interest.

9 One must remain effortful towards preventing the broadcast material from
being useful by criminals, murderers, rapists or kidnappers to commit their
crimes.

1 Materials that promote physical violence, domestic violence or any other
kind of violence must not be broadcast.

1 Programmes that glorify violence or crime, turn the criminal into a hero, or
provide ways to emulate the criminal or violent act or crime or that teach
the manufacture of harmful weapons or tools must not be broadcast.

9 Programmes that clearly spell out the consequences of violence, that
provide moral education and spread awareness should be broadcast.

1 News and other programmes that promote ethnic, religious, regional and
cultural goodwill in the society should be broadcast.

9 Decent and civilized language and style that is acceptable to the local
context must be used in broadcasts, bearing in mind that language or style
too can perpetrate violence or crime.

8. Harm and offence

9 Care must be taken to prevent the broadcast material from harming,
offending or defaming any organization, community, family or individual.
(Several related points have also been taken up during discussions on the
interests and security of children, women and the marginalized community)

9 All broadcasters must respect laws that uphold the fundamental rights of
the citizens. Materials that violate or constrain the constitutional and civil
rights of the citizens or those that defame them and produce mental agony
should not be broadcast.
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9 Indecent and vulgar words, language, description and news, sexual
violence, rape, or brutal portrayal of murder or crime, that the society
cannot accept or digest, must not be broadcast.

9 An individual’s age, physical or mental weakness or disability, ethnicity or
caste, gender, colour, region, religion, faith or sexual habits should not be
the basis for denigration or making fun. Broadcast materials should not
violate the human rights of such individuals and prevent them from
enjoying their economic and social benefits and opportunity.

1 While broadcasting materials on crime or violence it should not convey the
wrong message or intention. Programmes that clarify controversial and
technical terminologies used in news broadcasts must be broadcast as soon
as possible.

9 Programmes that glorify or encourage suicides or describe/teach the details
of methods of suicides should not be broadcast.

1 Although programmes that report unacceptable traditions, persons
possessing supernatural/divine powers, or treatment methods, witchcraft
and exorcism without any scientific or medical basis can be broadcast for
entertainment, it should not be done so with an intention to convince
people that they are based on truth. Even while broadcasting them for
entertainment or in the form of a drama or a series, it should be clearly
mentioned that the programme is for entertainment only. It should not be
misunderstood as fact. Astrological forecast or predictions that create
terror in the society should not be broadcast.

9. Protection of children

9 Children do not have a well developed sense of reasoning. Unlike others,
children believe in media reports immediately and attempt to emulate
them. Therefore, special care must be taken to prevent the material
presented in the media from negatively influencing children.

9 Children not only listen to children’s programmes, but other programmes as
well. Therefore, consideration must be given to the time in which children
listen to the radio while devising a broadcast schedule.

9 Adult programmes can negatively influence children. Programmes that have
an adverse effect on children should be broadcast during hours when
children are in school or when they have gone to sleep- or generally during
hours when children do not listen to the radio. Broadcast of foodstuff that
harm children or advertisements of other similar products should also be
carried out when children are not listening.

9 Programmes specifically targeting children should be aired during hours
when the maximum number can find it conducive to listen to them.
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Materials or advertisements aimed at adults and those that could
negatively influence children should not be broadcast immediately prior to
or after children-specific programmes. Generally, such materials can be
broadcast one hour before or after children’s programmes.

9 While mentioning children involved in crime during news items, or other
programmes, their identity should not be revealed and should be done in
such a manner that it does not affect their future in a negative way. The
identity of children involved in, or victimized by, crime must not be
revealed. Their identity or their addresses could be misused by those
involved in sexually exploiting children. Children’s future could be marred.
The stigma would make it difficult for them to live in society.

9 Programmes that depict violence, killings, crime scenes or sounds should
avoid broadcast schedules immediately before or after children’s
programmes or times when there is a likelihood that children listening.

I  While producing children’s programmes words and sounds that incite
violence, and that are easily copied by children, must not be included.
Insulting and indecent languages must not be used.

9 The following must be taken into consideration while involving children in
programmes:

o Parental consent or permission of the guardian is a must while
making children participate in a programme. But even such consent
does not suffice if the programme involves highly sensitive issues or
physical dangers. The likely effect such subjects will have on the
psychology of the children should also be taken into consideration.

0 The role that children play in the programme should not be the
cause for tension or emotional distress in their life. It should not
obstruct their schooling.

0 Prizes given for participation in competitions or programmes should
be commensurate with the age group of the children or listeners.

0 Children should not be made to participate in commercial
advertisements. They can be involved in public welfare
advertisements as role models of good deed.

Seel YYSE ¥F2NJ KS LINRBLRA&SR 3FdZARStEAYyS 2y NI
an international federation of journalists.

10. Protection of the neglected and the underprivileged

9 Issues, opinions and expressions regarding women, Dalit, Janjati, minority
communities, neglected groups like the disabled and the backward classes
must be given broadcast opportunity.
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9 To guarantee the rights and interests of the marginalized and
underprivileged communities, programmes should be rights-oriented.

1 Social and cultural values and activities established in the interest of
underprivileged and marginalized groups should receive priority in
broadcasting.

9 Decent, civilized and dignified language should be used while producing and
airing programmes on issues related with marginalized and underprivileged
communities. Phrases, proverbs, sayings and terms traditionally based on
ethnicity, gender, region, religion and language, and used in the form of
insult, must not be used.

9 Programmes that promote the interests of the marginalized and the
underprivileged should be regularly produced and broadcast. A certain
percentage of the total air time should be allocated for this purpose. While
making such programmes, participation of the concerned communities
must be encouraged.

11. Political impartiality

9 Broadcasters must understand the difference between politics in general
and party politics. If the duty of the radio is to create political awareness
among the people, it is in their professional interest and dignity to remain
impartial in partisan politics.

9 If the listeners come to know that a radio station is owned by a political
party or carries the ideology of a political party, such knowledge is very
harmful for any independent radio. It not only loses the trust and number
of its listeners, but advertisements and market as well. Therefore, radios by
themselves should not act as the mouthpiece of political parties or
politicians. It should not be the vehicle or advocate for any political party or
ideology.

91 Any individual known for his partisan views and runs political programmes
should not be allowed to present news or conduct interviews or given any
other assignments where listeners would recognize him as such. In
exceptional cases, where the media organization deems it necessary to
assign such individual to any task, the editorial policy should provide
adequate justification. The audience must be given clarification in this
regard.

9 Public and political issues should be properly understood, analyzed and
presented in an impartial manner.

1 Radio stations must not express their preferences regarding partisan issues.

9 Broadcasters must not give undue importance to views of any particular
political party or politician regarding controversial or current issues.
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9 Radio stations must not receive financial assistance from political parties or
other interest groups in a manner that would compromise their current or
future editorial policy.

1 Broadcasters should not knowingly work for the benefit or loss of any
political party or candidate during elections.

12. Conflict, riot and insurgency

9 Radios have a special role to play during times of ethnic, regional or
religious conflicts. Wrong information that incites or misleads parties to a
dispute or riot should not be broadcast. Since broadcasting of
discriminatory information regarding ethnic, gender, religious, regional,
linguistic or partisan issues can increase the level of violence or crime,
serious review is a must before such information is broadcast.

9 Since the language or the style used in a broadcast can occasionally lead to
violence and crime, locally acceptable dignified and civilized language
should be used. The intention too must be noble. Broadcast materials
should not disrupt social harmony and justice.

9 Parties carrying out a struggle, agitators or rebels seek the assistance of the
media to spread their ideas and programmes and to project their strength.
They will try and use radios to benefit their side. They issue threats if news
or programmes convenient to their cause are not aired. But the press must
not take sides. Its duty is to carry out true reporting.

1 Infact, whether the journalists want it or not, they are unknowingly playing
the role of a mediator. Only a proper practice of journalism can their role of
the mediator be successful.

See Annex for more on conflict sensitive journalism.

13. Election

9 During election/political campaigns, the provisions in the National
Broadcast Act and the Election Code of Conduct must be followed.

9 Equal time slots or opportunity must be allotted to each of the legitimate
political parties and election candidates while free air time is awarded to
them to broadcast their views. Here, ‘equal’ must be understood to mean
the length of the broadcast, the quality of the broadcast and the possible
benefits accruing from broadcasting it at a particular time. If an agreement
for equality cannot be arrived at, lots can be drawn or similar ideas applied
to resolve the situation.

1 While broadcasting news on elections, news regarding all the political
parties must be broadcast without any discrimination.
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1 In the course of elections, messages that encourage goodwill and harmony
among all the ethnic groups, religions, genders, cultures, languages, regions
and communities should be broadcast.

1 Election programmes and election related information should be regularly
broadcast, the radio should not carry out live broadcasts of election
gathering of political parties.

9 If investors in the radio, officials of the board of directors, employees,
volunteers or anyone affiliated with the organization is a candidate in the
election, broadcasters should treat the candidate in question in the same
manner as other candidates.

9 Radios air advertisements of political parties for a fee during elections. But
such advertisements should be aired in a manner that makes it clear that
they are advertisements and not the opinion of the broadcaster.

9 Selling air time to any political party, willing to pay for the advertisement, is
a financial attraction for the broadcaster. Air time for political
advertisements appear to be selling for more than commercial
advertisements. This situation could lead financially weak political parties to
be excluded from the opportunity to present their own views. It is therefore
necessary for radio stations, which shoulder the burden of social
responsibility, to consider this matter.

See Annex for the code of conduct issued by the NationaioBl&€immission.

14. Religion

1 Religious programmes broadcast over the radio should not make
accusations against or hurt any other religion, community or their symbols.
Such programmes should include the representatives of all the religions
within the community of listeners.

9 Religious programmes should not criticize any other religion, followers of
those religions or religious symbols. They should not portray any religion as
the best religion.

9 Items that incite one religion against another and spread hatred must not
be broadcast.

1 While programmes being aired are sponsored by any religious group, it
should not be portrayed as the radio station’s very own programme. It must
be made clear that the programme is a sponsored one. Additionally, all the
religious groups in the community of listeners should be provided equal
opportunity to sponsor their own programmes.
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1 Even the sponsored programmes should not allow material to be included
that degrades or insults followers of other religions, their faith, values and
symbols.

15. Editorial integrity and independence

9 Independent radios have their own editorial policy. Editorial policies
conform to democratic values, inclusiveness and freedom of press and
expression. Editorial independence means the indispensable independence
of an independent radio station. All programmes broadcast over the radio
must convey editorial freedom.

9 The editorial policy should govern not just the programmes produced by
the radio station, but also all those produced or sponsored by other
individuals and organizations.

16. Language, style and style-book

9 The language that the mass media use gets steadily percolated to daily use
among the general masses. Therefore the programme that radios broadcast
should adopt a style that is decent, dignified, simple, natural and sweet-
sounding. The language should be uniform. Words and phrases that show
respect to one and disrespect to another must not be used. Some words,
phrases, sayings and proverbs in usage in the Nepali language and other
national languages spoken in Nepal are insulting to specific genders, ethnic
groups or regions. Such insulting language must be totally discarded.

1 Accents in the Nepali language, spoken in different geographical regions
and among the diverse ethnic and language groups, are varied. The same
word or sentence is pronounced or spoken in a different way among people
in the Himalayan regions, the mountains and the Tarai plains. Even in the
mountains, accents are different in the eastern, central, western, mid-
western and far-western regions. So far, the style used by people in the
central mountains, particularly Kathmandu and its surroundings, has been
taken to be the standard style. The style book prepared by Radio Nepal
follows this standard in the usage-pronunciation and grammar- of the
Nepali language. But with the opening of new FM stations throughout the
country, those working in the stations, producers of programmes and
presenters have introduced diversity in pronunciation, accents, use of
words and structure of sentences. Similar diversity in language and
presentation has cropped up in the different programmes produced by
radio stations in urban areas. This Nepalese diversity must be accepted.

1 FM stations should broadcast in other languages, other than the Nepali,
bearing in mind the needs and diversity of their audience. While doing so,
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priority for production and presentation of the programme should be given
to individuals who speak the particular language as their mother tongue.

1 While presenting music or entertainment programmes, it would be
appropriate to use the same language in the presentation as that of the
content being aired. If the presenter speaks one language and plays the
song or music of another language, care must be taken to avoid situations
that could unintentionally impinge on social etiquette.

1 Individuals undergoing legal action in criminal cases should not be labeled,
‘thief’, ‘robber’ or ‘murderer’ until a court verdict determines them to be
S0. ‘Accused’ or ‘alleged’ are the correct words or prefixes to be used.

9 Listeners, particularly children and adolescents, try to copy the styles of
radio presenters taking them as their model. Therefore, the language used
should be a model for others to follow.

9 Radio stations must develop their own style books, bearing in mind the
form of the programme, its contents and the targeted listeners. Efforts
must be made to have a style that allows listeners to recognize the station
immediately after they turn it on.

1 Uniformity in language and presentation is the main objective of having a
style book. The style adopted by the publishing or broadcasting
organization is uniform whether it is a newspaper, a book, whether it is in
writing or editing or speaking or showing. A print media style book gives a
guideline for writing and editing-the style of spellings and paragraphs to be
adopted, while a radio style book provides the proper pronunciation for
words and the method of presenting programmes.

17. Professional and technological competition and responsibility

91 Independent radio is progressing at an unprecedented scale in Nepal. Since
the progress encompasses both quantitative and qualitative directions, it is
natural for them to be competing for a larger number of listeners and
better quality programmes. But, at the same time, unhealthy competition is
also emerging regarding finance and technology. Responsible radio stations
must cooperate with each other to shun such unhealthy trends to maintain
the dignity and progress of independent radio.

T A just, equal and scientific basis must be determined while fixing
advertisement rates. There must be cooperation among broadcasters in the
task of seeking payments of unpaid sums from advertisers.

I Broadcasters should determine the amount of time allotted for commercial
advertisements in a given hour of programming. This decision should bear
in mind the time and patience of the listener.
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1 The right of the advertiser to choose the medium of advertisement must be
respected.

The following technology related point needs to be followed:

1 Radio stations should not overlap with or obstruct the frequencies of other
stations while airing programmes over their own frequencies. If such
hindrances are discovered, the stations must look for a resolution which
prevents each other’s broadcasts from being hampered and look for ways
to coordinate their activities.

1 While a new radio station is being established, or when a relay station is
being set up, there should be no technical obstruction to the broadcasts of
existing stations in the area. Similarly, stations with smaller transmitters at
the local level must not be technically hampered in their broadcasts by
broadcasters using more powerful transmitters.

9 Every station must regularly monitor its level of harmonics and technical
condition. If it is not monitored, the harmonics could hinder the operation
of frequencies used for civil aviation and by other FM stations.

i Stations adopting different technology for broadcasting (analog, digital,
hybrid) must coordinate and cooperate with each other to bring uniformity
in the audio levels and to prevent adverse impact on each other’s broadcast
quality.

9 Names and slogans of different radio stations should not be similar. Since,
the general listener cannot make out the minor difference among different
stations; this point should be particularly noted.

9 Efforts should be made to make the station recognizable through its radio
conent and programming. Arrangements should be made to mention the
name of the station at least once every 30 minutes.

18. Partnership and cooperation

9 Mutual cooperation and partnership among radio stations and with others
are needed for production and broadcast of quality and useful programmes.
Such cooperation must abide by the existing laws and the policy of the
broadcast organization.

9 Radio stations are free to broadcast sponsored programmes and
advertisements, choose sponsors, enter into contracts or agreements with
sponsors and advertisers as long as they do not go counter to their own
editorial policy. But such contracts or agreements must not have any
adverse effect on the professional interest of the entire community of radio
stations.
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1 Stations should unite and cooperate with each other to upgrade the skills of
their human resources by organizing trainings, tours and workshops. They
should utilize such opportunities when they arrive.

9 Porgramme producers and distributors should treat all radio stations
equally.

19. Management

9 Team work: Journalists and other employees of a radio station must work
as part of the same team. Radio journalists must treat each other working
in the studio and the station premises as members of the same family. A
helping hand should be extended to colleagues at times of their difficulty.
Colleagues should be provided with information, sources or equipment
when they are in need.

o The work of colleagues should be discussed and appraised in a
congenial atmosphere. One must encourage other colleagues to
evaluate one’s own work. One should not hesitate to accept
criticisms during the appraisal and to make the necessary
correction.

0 When a presenter completes his programme he or she should
inform the listener about the upcoming programme. Presenters
must be prepared to announce the programmes scheduled for the
day or for the particular session. In other words, presenter of one
programme should facilitate the broadcast of another programme.

o If programmes are being broadcast directly over a microphone,
rather than through a recording, then the presenter must wait until
the next programme comes on air. The first presenter must not
leave the studio until he or she hands over to the next presenter.
The next presenter could be late in arriving. Programmes must not
be left alone without their presenters.

9 Respect towards management: Employees must regard the management of
the station with esteem. They must abide by the administrative and
operational procedures determined by the management. If disagreements
arise between the employees and the management, the station manager
should be the person to be approached first. If the problem is not resolved
at that level, it should be taken to the management committee. During
discussions to resolve the problem, both sides must maintain each other’s
dignity and adopt a democratic procedure. The interest of the radio station
and the listeners it serves must be uppermost in mind during every step
towards resolving a problem.

1 Management of time: Programme presenters must reach the station 10 or
15 minutes before his or her programme is put on air. It takes some time to
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prepare for the presentation, to prepare the equipment, to consult with the
station manager or, if a guest has been invited, to prepare him or her for
the programme. The time it takes to carry out these activities must be
calculated and one should reach the studio adequately in advance. If there
is a reason for not being able to run the programme, then the station
manager should be notified at least one day in advance. It takes time for a
manager to make alternative arrangements and adequate time should be
given to him/her to seek a replacement or make other arrangements.

9 Discipline on the studio premises:

o0 No one should be allowed to bring in harmful weapons or
explosives to the station, even if it is a policeman or a soldier.

o0 Those intoxicated with alcohol or drugs should not be allowed in.

0 Presenters must not invite unconcerned guests or relatives to the
studio for private meetings. If the meeting is indispensable, they
guest must be first apprised of the discipline necessary to be inside
a station- particularly, not touching or playing with equipments and
remaining silent. One must bear in mind that the guest does not
divert the attention of the presenter, or create hurdles in his/her
work, or touches or loses the equipment and tools in the studio.

0 Children must accompany their parents or a responsible person
alongside while they are brought to the station.

1 Care of studio equipment:

0 Every station employee must remain alert about not losing or
breaking the equipment or other gear.

o0 The studio gear should be operated only by trained and authorized
professionals.

o0 All equipments that are not in use should be turned off and
carefully stored. Once an equipment is used, it should be cleaned,
covered and properly stored in its place.

o No equipment or their parts should be taken outside the station
premises without the permission of the station manager or the
responsible authority. Such permission is best if in a written form. If
such equipment is taken outside the premises for some work, it
should be returned immediately to the studio once that work is
finished.

0 A separate arrangement must be developed regarding the use of
equipment and its lending out. The name of the person borrowing
the equipment, the date of the lending, the person’s signature and
the date it is returned must be recorded.
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o If any equipment fails to function properly, gets lost or damaged or
breaks down, then the circumstances in which the incident took
places must be reported immediately to the authorized person or
the station manager.

0 Rules must be formulated regarding the use of equipment and their
lending and those rules must be made clear to all the presenters.

9 Conduct of presenters outside the station: Listeners regard radio
programme producers and presenters with high esteem. They take them
and their actions as their model. But the fame and respect also depends on
the behaviour of the radio employees. This is why their conduct outside the
studio should be respectable.

9 Security and welfare of the staff:

0 Broadcast organizations must provide an environment and the
necessary security whereby their employees can pursue their
professional duty unhindered. The organizations must shoulder the
entire responsibility of addressing legal issues involving their staff
regarding cases of defamation and the like. It must be proactive in
developing measures of preventing them against possible dangers
and their security.

0 While editing correspondents’ reports, it should not be done in a
manner that jeopardizes that correspondent’s security. For
example, if the correspondent has not labeled, in his report, any
side to an armed conflict a terrorist, the editor must not add such
terms.

o If only parts of newspaper reports are read out by a presenter
during a broadcast, listeners who do not read newspapers could be
misled into believing that the reports are one-sided or biased. This
could also put the concerned correspondent in danger. Therefore,
while reading out newspaper reports, one should prevent such a
situation from arising.

! Human Resources:

0 The concept of inclusive democracy should be taken to heart not
just while producing contents for broadcast but also while hiring
professionals for the station.

0 The station must provide opportunities for internal and external
training, tours and workshops to all its employees and volunteers
for the purpose of upgrading their skills.
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ANNEXES

a. Relevant laws, rules & regulations, code of conduct and examples

1. Code of Conduct for Journalists (2003) — Press Council Nepal (PCN): The PCN
has published both a brief general Code of Conduct for Journalists (2003) and
more recently an updated Code of Journalistic Ethics that provides for greater
details about responsible media behavoiur in a range of areas:

Section 4 of the Code of Journalistic Ethics

(1) Not undermine national integrity: Not publish, broadcast or produce-
disseminate any news and opinion that may undermine the sovereignty
and integrity of multi-ethnic, multilingual and multi-religious Nepal or
jeopardize the harmonious relations subsisting among people of various
castes, tribes or communities, or contains any act of defamation or
contempt of court or is contrary to decent public behavior or morality.

(2) Not adversely affect social justice or goodwill: Not publish, broadcast or
produce-disseminate such deformed and provocative material as may -
have adverse impact on social justice and goodwill and be contrary to
professional dignity.

(3) Not disclose confidential sources of news: Sources should be quoted in
presenting any news, for the sake of the authenticity and reliability
thereof; but protecting a confidential source being a duty of the journalist,
the name and identity of such a source should not be disclosed, except in
case permission is given by the source.

(4) Not use news material for fulfillment of personal interests: News media or
journalists are not to use the information they acquire for the fulfillment
of personal interests or the interests of the organization. They should use
the information material obtained for publication-broadcast or
distribution only for the public consumption.

(5) No discrimination: Not impart any news or opinion in such a manner as to
discriminate on grounds of race, gender, religion, region, language, color
and the like.

(6) Do not penalize the victims: Not publish, broadcast or produce-distribute
any news or opinion with the use of language, sound, picture, figure,
scene or the like in such a way as to make the victim suffer further pain.

(7) Non disclosure: Not publish, broadcast or produce-distribute any news,
picture or scene in such a manner as to disclose the name, address and
identity of a victim in a sexual crime or in an event or context that evokes
hate or brings social contempt, without the consciously given consent of
the victim.

(8) Not encourage violence, terrorism and crime: Not present any news,
opinion, picture, opinion survey, sound or scene in such a manner as to
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encourage destructive activity, violence, terrorism and crime, or
exaggerate such activity.

(9) Not publish or broadcast scenes of nudity or pictures in a manner that
spreads hatred, fear and provocation: Not publish any nude or horrific
scene or picture or depiction of carnage in such a manner to spread
hatred, terror, provocation or the pornographic in society, and do so out
of context.

(10) Not mention the name of a person not related to the event: In publishing-
broadcasting news relating to any event, do not attach the name of a
relative or someone close who is not related with the event, in such a
manner as to undermine the dignity or defame the character of that
person.

(11) Not distort facts: Not publish-broadcast or produce-distribute news
material with the reworking of pictures, video visuals, sound or facts
without any comment or clarity and in such a manner as to change the
impression, give the wrong impression or convey a wrong meaning.

(12) Not present advertisement as news: Neither present an advertisement as
news nor refute a news item through an advertisement; communications
media shall generally not refute any news published or broadcast by
another media.

(13) Not re-use without citing the source: With regard to news or publishing-
broadcast material that has already been used by any other news agency
or media, one shall not publish, broadcast or distribute the same again
without citing the original source. While citing the original source the
permission of the original source is generally required.

(14) Relations with news sources: Journalists or media should not have
improper ties with news sources that exceed professional norms and
parameters, or abuse the news media out of personal or institutional
vested interests.

Source: www.presscouncilnepal.org/files/Code of Journalistic Ethics-2003.pdf

2. Election-specific ‘Code of Conduct’ for Radio Broadcasters’ 2008 — Issued by
Association of Community Radio Broadcasters Nepal (ACORAB), Broadcasting
Association of Nepal (BAN) and Kathmandu Valley FM Broadcasters Forum.

Preamble

We, the radio broadcasters, keeping in mind that the forthcoming elections to the
constituent assembly is in the spirit of the people’s mandate given by the People’s
Movement 20086, finding it imperative that for self-discipline and self regulation it
is necessary to prepare and implement a code of conduct for radio broadcasters,
hereby enact this Code 2008, which is based on the codes of conduct of the
Association of Community Radio Broadcasters Nepal, Press Council Nepal, the
Election Commission and the International Federation of Journalists as well as the
current laws.
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This code shall be called ‘Election Code of Conduct for Radio Broadcasters, 2008’.

1. We, the radio broadcasters, have resolved to follow this code of conduct
faithfully.

2. This code of conduct shall be in place until the entire exercise of the upcoming
constituent assembly is over.

3. The radio broadcasters shall do the following with regard to the elections:

3.1. Political parties shall be given equal airtime to publicize their
manifestoes or to express their views or stance on any incident, belief,
ideology, subject or issue.

3.2. Only election material based on facts shall be broadcast.

3.3. Should any side spread any malicious rumours during the election
campaign, every effort shall be made to establish the facts regarding the
case.

3.4. Should a promoter, official of the management committee,
employee, volunteer or anyone affiliated with the radio station stand for
elections, s/he shall be treated like any other candidate and provided the
same opportunity as the others.

3.5. Broadcast material that will encourage mutual goodwill among the
various caste/ethnic groups, religions, sexes, races, cultures, languages,
regions and communities in the course of the election campaign.

3.6. Broadcasters shall broadcast materials on the following subjects in
Nepali and other local languages:

a. Constituent assembly, its objectives and importance
b. Electoral system

c. Voting procedure

d. Importance of voters

e. Duties and responsibilities of the elected

3.7. Broadcast programmes that allow voters to question candidates on
their goals, objectives, future programmes, ability and personality and
allow an opportunity to the candidates to respond.

4. Radio broadcasters shall not do the following.

4.1. Accept anything, financial or material, that could benefit or carry a
promise of benefit, or any kind of ‘gift’ from political parties or other
individuals.

4.2. Broadcast anything that could be viewed as being partisan towards
any party, candidate, supporter or beliefs.

4.3. Produce and broadcast any news item or programme under the
pressure or influence of any political party or group.




Radio Broadcasters’ Code of Conduct & Operation Guidelines 2008 -

4.4. Influence radio broadcasts through the direct involvement of any
promoter, management committee official, reporter, producer, anchor,
employee or volunteer with any party or candidate.

5. Broadcasters shall remain alert that the material they broadcast should be
constantly monitored and that the materials shall not transgress the parameters
laid down by this code of conduct.

6. Radio stations can provide airtime to political parties for a fee while respecting
this election code of conduct as well as other relevant codes of conduct. But
listeners have to be informed in a language they understand when paid
programmes are broadcast.

Source: www.acorab.org

3. Code of Conduct for Community Radio Broadcasters 2008 — Issued by
Association of Community Radio Broadcasters Nepal (ACORAB)

Preamble

Recognizing the principles of fundamental human rights, freedom of expression,
good governance, plural culture and neutrality, community radios affiliated to the
Association of Community Radio Broadcasters, To serve the broader interests of
the community and the nation in situations of conflict and elections as well as in
general conditions, and in order to create their own special identity and seek
peaceful resolutions to problems that will be path-breaking and inspirational, the
special assembly of members affiliated to the Association of Community Radio
Broadcasters held on April 2, 2007 Tansen, Palpa, hereby adopt the “Code of
Conduct of Community Radios 2007”.

All the community radios affiliated to this association shall uphold this Code of
Conduct faithfully.

What a Community Radio should do

1 Advocate the creation of a society that functions according to the the
values and principles of democracy, rule of law, human rights, equality,
inclusion, social justice and transparency.

1 Broadcast programmes and materials catering to local needs and public
demand, with special focus on the preservation, dissemination,
development and celebration of the local languages, art, literature,
culture, folk music, talent and originality.

9 Participation of the community in the management, operation and
control of the radio is to be ensured.

1 Endeavour to maintain congenial relations between the management and
employees.

91 Provide the highest priority to issues that empower and enable the
community and promote social goodwill, harmony, fraternity and
integrity.
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1 Broadcast only true and factual news, information, notices, messages and
programmes.

1 While covering any news event, ensure that both sides get a chance to tell
their story for the sake of balance and impartiality.

1 In general, the source of any piece of news should be cited but if the
source requests anonymity, confidentiality shall be respected.

1 Broadcast programmes devoted to social justice that will raise a voice in
favour of the weak, deprived, vulnerable and victims of social
backwardness should be broadcast.

9 Special priority should be given to Nepali and the national languages in
the programmes. The language used on radio should be simple and
respectful.

9 Radio stations should be neutral and impartial and should remain free
from the influences of any person, group, organisation or party.

1 Radio stations should be committed to the nation and national unity. At
the same time, they should be alert to the possibility that broadcasts
could adversely affect relations with neighbouring countries.

1 All the ethnicities, classes, religions, gender and cultures of the
community should be treated as equals and the religion, values and
beliefs of the community should be respected.

I Maintain friendly relations with other community radio stations and
remain united in purpose to work towards the collective interest.

9 Support conflict management by maintaining peace and good
governance.

9 Support social campaigns conducted by the state or community for the
public interest.

What a Community Radio should not do

9 Do not broadcast matter that denigrate any community, class, religion,
gender or linguistic groups or that create hostility between any
communities and class.

1 Should not become the mouthpiece of any particular party.

1 Should not broadcast matters that instigate hostility, conflict and
emotions in society.

9 Should not broadcast matters that adversely affect human health.

9 Should not broadcast matters that lead to the deterioration of or harm
the environment.

1 Should not broadcast matters that adversely affect national unity,
interests and national integrity.

9 Should not broadcast advertisements that will lead to losses among
lawfully operating national industry, business or production or that
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assault positive aspects of the country’s economic, social, moral or
cultural domains.

1 Should not broadcast matters or advertisements that directly or indirectly
cause losses to the society or community.

91 Should not broadcast the views or arguments of only one side in a
controversial issue.

1 In the name of public notice or information should not infringe on the
confidentiality of the life of any individual or family.

9 Matters that are obscene should not be broadcast.

1 Songs or other matter that denigrate women, various linguistic groups or
ethnicities and that encourage social discord should not be broadcast.

9 Should not broadcast matter that heighten the travails of those suffering
or facing injustice.

Source: ACORAB, Kathmandu

4. Conflict sensitive journalism issues — from Conflict Sensitive Journalism - A
handbook by Ross Howard.

Professional journalists do not set out to reduce conflict. They seek to present
accurate and impartial news. But it is often through good reporting that conflict is
reduced. These are several elements of conflict resolution that good journalism can
deliver, automatically, as part of its daily work:

1. Channeling communication:

The news media is often the most important channel of communication that exists
between sides in a conflict. Sometimes the media is used by one side to broadcast
intimidating messages. But other times, the parties speak to each other through the
media or through specific journalists.

2. Educating:

Each side needs to know about the other side’s difficulty in moving towards
reconciliation. Journalism which explores each side’s particular difficulties, such as
its politics or powerful interests can help educate the other side to avoid demands
for simplistic and immediate solutions.

3. Confidence-building:

Lack of trust is a major factor contributing to conflict. The media can reduce
suspicion by digging into hot issues and revealing them so there are no secrets to
fear. Good journalism can also present news that shows resolution is possible by
giving examples from other places and by explaining local efforts at reconciliation.

4. Correcting misperceptions:
By examining and reporting on the two sides’ misperceptions of each other, the

media encourages disputing sides to revise their views and move closer to reducing
conflict.
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5. Making them human:

Getting to know the other side, giving them names and faces, is an essential step.
This is why negotiators put the two sides in the same room. Good journalism also
does this by putting real people in the story and describing how the issue affects
them.

6. Identifying underlying interests:

In a conflict both sides need to understand the bottom-line interests of the other.
Good reporting does this by asking tough gquestions and seeking out the real
meaning of what leaders say. Good reporting also looks beyond the leaders’
interests and seeks the larger groups’ interest.

7. Emotional outlet:

In conflict resolution, there must be outlets for each side to express their
grievances or anger or they will explode in frustration and make things worse. The
media can provide important outlets by allowing both sides to speak. Many
disputes can be fought out in the media, instead of in the streets, and the conflict
can be addressed before it turns violent.

8. Framing the conflict:

In a conflict, describing the problem in a different way can reduce tension and
launch negotiations. In good journalism, editors and reporters are always looking
for a different angle, an alternative view, a new insight which will still attract an
audience to the same story. Good journalism can help reframe conflicts for the two
sides.

9. Face-saving, consensus-building:

When two parties try to resolve a conflict they must calm the fears of their
supporters. By reporting what they say, the media allows leaders in a conflict to
conduct face-saving and consensus-building, even reaching to refugees and exiles in
far-away places.

10. Solution-building:

In a conflict, both sides must eventually present specific proposals to respond to
grievances. On a daily basis, good reporting does this by asking the disputing parties
for their solutions instead of just repeating their rhetoric of grievances. Good
journalism is a constant process of seeking solutions.

11. Encouraging a balance of power:

Conflicting groups, regardless of inequalities, have to believe they will be given
attention if they meet the other side in negotiations. Good journalism encourages
negotiation because the reporting is impartial and balanced. It gives attention to all
sides. It encourages a balance of power for the purpose of hearing grievances and
seeking solutions.

Source: www.radiopeaceafrica.org/assets/texts/pdf/Handbook_conflict_sensitive_en.pdf



http://www.radiopeaceafrica.org/assets/texts/pdf/Handbook_conflict_sensitive_en.pdf

Radio Broadcasters’ Code of Conduct & Operation Guidelines 2008 -

The Election Commission has prescribed what is regarded as irresponsible
media behaviour with respect to elections in the Election Crime and
Punishment Act 2063 B.S..

Election Crime and Punishment Act 2063

6. Prohibition on propagation:

No person acting on behalf of any political party or candidate or his or her agent or
other person shall, while propagating, or causing to be propagated, the policies
and programs of such political party or candidate in the course of election,
propagate, or cause to be propagated, with any of the following intentions:

(a) Undermining the independency, sovereignty, territorial or national integrity of
Nepal;

(b) Prejudicing the state authority vested in the people or competitive multi party
democracy;

(c) Jeopardizing the harmonious relations subsisting among various religions,
castes, tribes or communities or enticing the commission of any violent act or
creating hatred or enmity on the basis of any language, religion, community or
region;

(d) Inciting others to commit any act that is considered to be an offence pursuant
to the laws in force.

The Elections Commission (EC) has also issued a Code of Conduct which
specifies in more detail the duties of the media with respect to the conduct of
elections. This Code of Conduct has been issued by the EC under Section 75 of
the Election Crime and Punishment Act, which has given the EC power to
formulate and enforce directives. Please refer to Chapter 4 of The Code of
Conduct on Election to Members of the Constituent Assembly 2064 B.S. (2007)
(unauthorized translatioywhich is attached.

Chapter 4 directs media to conduct its election coverage in line with the
following principles:

1. Truth, balance, lack of bias and correcting errors

2. Prohibition on media receiving undue benefits from political parties
during the campaign

3. Encouraging the participation of women and ethnic and caste
minorities.

4. Providing free air time to all participating political parties (in proportion
to the number of candidates they are fielding in the proportional
electoral portion).

5. Preventing the airing of political materials 48 hours prior to and until
the end of voting.
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6. Ensuring governmental media do not endorse any particular party and
provide access for parties and candidates to air their views.

7. Keeping records of publication or broadcast of materials concerning the
election of the CA for at least 35 days.

6. International Examples — Sierra Leone:

A relevant example from Sierra Leone is included below as an example of the
similarity of the language and purpose of Codes of Conduct existing in Nepal
and international CoCs.

Sierra Leone — Elections Media Code of Conduct 2007

a. to refrain from the publishing or broadcasting of any matter with the potential
for, or likely to promote or incite racial, tribal, or regional hatred, bias or
contempt, or any matter with the potential for, or likely to, promote or cause
public disorder, pose or become a threat to the security of the nation;

b. to refrain from ridiculing, stigmatizing or demonizing people on the basis of
gender, race, class, ethnicity, language, sexual orientation and physical or mental
ability;

c. to guarantee an equal coverage of both women and men candidates that will
contest the elections and thus recognizing the role of women in the Sierra
Leonean society and the importance of their political participation to strengthen
the democracy of the country;

d. to hold themselves independent and free of any, or all, government and
political opposition control and direction;

e. to hold themselves independent and free of any, or all, control and direction
from any of the political parties officially registered to contest the elections;

f. to hold themselves free of any, or all, control and direction from any individual,
group, or organization representing or promoting the special interests of any of
the political parties officially registered to contest the elections.

7. International Federation of Journalists' Draft Guidelines and Principles for
reporting on issues involving children:

All journalists and media professionals have a duty to maintain the highest ethical
and professional standards and should promote within the industry the widest
possible dissemination of information about the UN Convention on the Rights of
the Child and its implications for the exercise of independent journalism.

Media organizations should regard violation of the rights of children and issues
related to children's safety, privacy, security, their education, health and social
welfare, and all forms of exploitation, as important questions for investigation and
public debate. Children have an absolute right to privacy, the only exceptions being
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those explicitly set out in these guidelines.

Journalistic activity which touches on the lives and welfare of children should
always be carried out with appreciation of the vulnerable situation of children.

Journalists and media organizations shall strive to maintain the highest standards
of ethical conduct in reporting children's affairs and, in particular, they shall:

9 Strive for standards of excellence in terms of accuracy and sensitivity
when reporting on issues involving children;

1 Avoid programming and publication of images which intrude upon the
media space of children with information which is damaging to them;

1 Avoid the use of stereotypes and sensational presentation to promote
journalistic material involving children;

91 Consider carefully the consequences of publication of any material
concerning children and shall minimize harm to children;

9 Guard against visually or otherwise identifying children unless it is
demonstrably in the public interest;

9 Give children, where possible, the right of access to media to express their
own opinions without inducement of any kind,;

9 Ensure independent verification of information provided by children and
take special care to ensure that verification takes place without putting
child informants at risk;

1 Avoid the use of sexualized images of children;

9 Use fair, open and straightforward methods for obtaining pictures and,
where possible, obtain them with the knowledge and consent of children
or a responsible adult, guardian or carer;

9 Verify the credentials of any organization purporting to speak for or to
represent the interests of children;

1 Not make payment to children for material involving the welfare of
children or to parents or guardians of children unless it is demonstrably in
the interest of the child.

Journalists should put to critical examination the reports submitted and the claims
made by governments on implementation of the UN Convention on the Rights of
the Childin their respective countries.

Media should not consider and report the conditions of children only as events but
should continuously report the process likely to lead or leading to the occurrence
of these events.

On reporting sexual abuse and exploitation of children:

Never identify through words or images a child who is or has been abused or
exploited - you could be putting their life at risk.

For example: the full-face photo of a young girl caught up in the sex trade in a bar
not only violates the dignity of the child, it could be seen by a family member who
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will kill the child to ‘save family honour'. Children in most parts of the world face
similar risks - whether it be for family honour, to protect a pimp, or for various
other reasons.

If you want to show images of children caught up in the sex trade, crop the photos
(masking is possible but risks de-humanizing the child), film from a distance or from
behind. If you are writing, make sure names are changed and that this is stated in
your copy.

Never identify through words or images places where vulnerable children can be
located - you might be leading abusers and exploiters right to them.

For example: a photo of a beach or shopping centre where children are prostituted
might be identified. Beginning a story, "In a back street in the XXX district of
downtown Bombay..." is a picturesque way to begin a feature and as good as a map
to a sex tourist.

Don't suggest that children are caught in the sex trade unless you are certain they
are.

For example: children who live on the streets are certainly vulnerable to
exploitation but they are not all necessarily being sexually exploited; don't print a
photo of children on the street and caption it 'street prostitutes in XX'. You could
be putting these children at risk and you are, in any case, giving misleading
information that an adult would sue you over.

Don't suggest that all adults are abusers or exploiters.

For example: a middle-aged man with a young boy on a tropical beach might just
be father and son. Adverse publicity following a number of libel cases have made
the public wary of challenging adults they actually suspect of coercing children to
accompany them. Check your facts.

Understand what sexual abuse and exploitation are about.

For example: don't over-use the word 'paedophile’ - this word relates to a specific
group of (usually) men who have a psychological profile that includes sexual
relations (of varying degrees) with a child below the age of puberty. Over-using this
word hides the reality: that the majority of men who have sex with minors are
‘normal’ (non-paedophile) men who simply choose to do so. This is important
because we need to get our responses to the problem right if we are going to have
an impact on it: in this case, governments as well as the public need to know that
paedophiles are not the only threat to children - the 'normal’ guy living next door
might be a bigger threat. So do your research. Be a care-taker of children who may
need support

You may well meet a young person who has been a victim of sexual
abuse/exploitation and who wants to speak out. Many young people become
effective activists and are powerful speakers. Also, many organizations realize this
and are sometimes too ready to 'offer' young people as ‘testimony’ to the press.
Our experience is that some of these young people do not realize (i) the risk they
may be running in allowing their identity/image to be revealed; (ii) the pressure
that can arise out of - even fleeting press interest and profile. This is a delicate issue
and the young person must be allowed to express his/her own feelings in this
matter. But you, as not only a journalist but as someone who safeguards the
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identity and security of sources/informants, must use your discretion and take care
of the young person involved, including refusing to profile them if you believe that
is in their best interest. Please do not ever feel that their safety is someone else's
responsibility.
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b. Involved people and organizations

The following list comprises of the radio stations, stakeholders and experts involved
for the development of ‘Radio Broadasters’ Code of Conduct’. These involvements
have been mostly through the active participations on various consultation
meetings conducted at national and regional levels, as well as through others
means of participation and contribution.

Radio Stations

ABC News Radio 100.6 (Kathmandu) - Subha Shanker Kandel

B FM 91.2 (Biratnagar, Morang) - Sandesh Dass Shrestha, Nisha Dahal
Baglung FM 96.4 (Baglung) - Gynendra Gautam

Bhaktapur FM 105.4 (Bhaktapur) - Rajesh Hada

Bheka Aawaj 101.2 (Mahabu, Kalikot) - Kashi Baral

Bheri FM 105.4 (Nepalgunj, Banke) - Hemanta Karmacharya, Pittambar Kattlel,
Mohammad Arif Ansari
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Bijayapur FM 105.4 (Dharan, Sunsari) - Jas Kumar Rai
8. Bulbule FM 103.4 (Birendranagar, Surkhet) - Mohan Singh Baduwal, Ganesh Hamal

9. Butwal FM 94.4 (Butwal, Rupandehi) - Madhav Nepal, Madhav Udhosh, Khimananda
Bhattarai

10. Capital FM 92.4 (Kathmandu) - Bhupendra Bhadra

11. CJMC Radio 106.0 (Kathmandu) - Dr. Manju Mishra, Navaraj Chalise

12. Classic FM 101.2 (Kathmandu) — Ramesh Kumar Bhattarai

13. Damauli FM 94.2 (Damauli) — Rishi Ram Pokharel

14. Dhawlagiri FM 98.6 (Baglung) - Rajkumar Shrestha

15. Dinesh FM 93.8 (Dhangadi, Kailali) — Janak Raj Joshi, Amita Kunwar

16. ECR FM 104.2 (Godawari, Lalitpur) - Deepak Acharya

17.  FM Mechi Tunes 96.8 (Mechinagar, Jhapa) - Prajwal Ghimire

18. Fulbari Community Radio 105.4 (Lahan, Siraha) — Sunil Kumar Sah, Ramesh Bajgai

19. Gadhimai FM 91.4 (Birgunj, Parsa) - Gyanendr Raj Mishra, Binod Pyakurel, Sudip
Paudyal

20. Ghodaghodi FM 100.4 (Attariya, Kailali) - Dhurba Bahadur Shah

21. GopiKrishna FM Radio Filmy 101.8 (Kathmandu) — Padam Neupane

22. Hamro FM 94.0 (Bharatpur, Chitwan) - Dinesh Thapaliya, Prakash Gyawali, Om Hamal
23. Headlines & Music FM 97.2 (Lalitpur) - Gopal Kumar Jha

24. Hetauda FM 96.6 (Hetauda, Makwanpur) - Ujjwal Chaulagai, Sushil Pokharel, Manoj
Sharma, Durga Lamichhane

25. Himchuli FM 92.2 (Pokhara, Kaski) - Dilip Rai, Kamal Parajuli
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Hits FM 91.2 (Kathmandu) - Bijay Basnet

[llam FM 93.0 (lllam) - Lok Nath Subedi, Mahesh Basnet, Prem Adhikari
Image FM 97.9 (Kathmandu) - Bharat Shakya

Indreni FM 97.6 (Birgunj, Parsa) - Manoj Poudel, Tek Prasad Chaulagain
Janaki FM 106.0 (Janakpur, Dhanusha) - Nimesh Karna ‘Aastha’

Janakpur FM 101.8 (Janakpur, Dhanusha) — Dr. Bijaya Kumar Singh, Rajesh Kumar
Karna, Suresh Kumar Yadav, Karuna Paudel

Kalika FM 95.2 (Bharatpur, Chitwan) - Ramesh Joshi, Nicolas Pandey, Dinesh Raut
Kalinchowk FM 106.4 (Bhimeshwor, Dolakha) — Dil Bahadur K.C.

Kanchanjunga FM 92.6 (Birtamod, Jhapa) - Chandra Bhandari

Kantipur FM 96.1 (Kathmandu) - Prabhat Rimal, Gani Ansari

Khandbari FM 105.8 (Khadbari, Sankhusabha) - Yubaraj Shakya , Krishna Raj Shakya,
Umang Bhotia Lama

Khaptad FM 91.4 (Geta, Kailali) - Uddab K. Mahato
Koshi FM 94.3 (Biratnagar, Morang) - Chaitnya Sapkota

Machhapuchhre FM 91.0 (Pokhara, Kaski) - Dev Chettri, Saroj Gopal Bajracharya,
Kusom M. Magar

Madi Seti FM 105.8 (Damauli) - Omkar Acharya, Krishna Hari Gaihre
Maittri FM 99.4 (Kathmandu) - Tek Raj Giri
Metro FM 94.6 (Kathmandu) - Shiva Regmi

Mitthilanchal FM 105.0 (Janakpur, Dhanusha) - Vikash Kumar Shah, Santosh Sharma,
Rabi Bhusan Jha, Sanjiv Kumar Mandal

Namaste FM 107.2 (Itahari, Sunsari) — Chiranjibi Regmi

Narayani FM 103.8 (Birgunj, Parsa) — Govinda Devkota, K.C. Lamichhane
National FM 90.6 (Hetauda, Makwanpur) - Kumar Adhikari

Nepal FM 91.8 (Kathmandu) - Bishnu Hari Dhakal

PalLPal Ko Saathi Indreni FM 92.4 (Ghorahi, Dang) — Bhim Kanta Sharma Acharya,
Subash Pokharel

Pathibhara FM 93.6 (Damak, Jhapa) - Rajendra Chaulagain, Umesh Raut, Tanuja
Sharma

Phoolbari FM 93.2 (Tikapur, Kailali) - Resham Chaudhary
Phoolbari FM 100.6 (Gulariya, Bardiya) — Sajina Rai
Pokhara FM 95.8 (Pokhara, Kaski) - Amrit Subarnakar, Sonee Suwal

Pratidhwani FM 97.0 (Daman, Makwanpur) - Surendra Man Pradhan, Baikuntha
Dhakal, Saroj Dhungel

Radio ABC 89.8 (Banepa, Kavre) - Madhusudan Guragain, R.L. Shramjivi

Radio Aandhikhola 105.4 (Waling, Syangja) — Guman Singh Rana Magar, Deen Bandhu
Parajuli
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Radio Annapurna 93.4 (Pokhara, Kaski) - ShivaLal Malla, Deependra Shrestha, Madhav
Baral

Radio Appan Mithila 106.6 (Jaleshwor, Mahottari) - Gyanendra Karna, Binod Paudel
Radio Audio FM 106.3 (Kathmandu) - Deependra Khaniya
Radio Bageshwori 94.6 (Nepalgunj, Banke) - Tula Aadhikari

Radio Bajura 104.0 (Martadi, Bajura) — Lal Bahadur Oli, Sher Bahadur Woli, Amar
Bahadur Khadka

Radio Barahi FM 99.2 (Pokhara, Kaski) — Ganga Dhar Parajuli, Ramesh Poudel

Radio Bheri 98.6 (Birendranagar, Surkhet) - Narayan Koirala, Suman Paudel, Keshab
Koirala

Radio Bheri Aawaj 95.6 (Karkando, Banke) - Tara Khanal, Ganesh G.C., Srijana Acharya
Radio Birgunj 99.0 (Birgunj, Parsa) - Mukesh Singh, Vivek Khatiwada, Manoj Gupta
Radio City FM 98.8 (Kathmandu) - Ajay Bista

Radio Chitwan 94.6 (Ratnanagar, Chitwan) — Ram Kumar Tiwari

Radio Deukhuri 105.8 (Chaulahi, Dang) - Murari Kumar Sharma

Radio Dhading 106.0 (Nilkantha, Dhading) - Sanuwa Timilsina, Gopal Tiwari, Nabaraj
Chhatkuli

Radio Dhankuta 92.2 (Dhankuta) — Kul Prasad Rai, Jogmaya Lumba

Radio Dudhkoshi 94.6 (Salleri, Solukhumbhu) - Reena Upreti K.C., Keshav Shrestha ,
Puspa Shrestha

Radio Fikkal 90.6 (Fikkal, lllam) - Ganesh Rasik, Bhim Lal Giri

Radio Gandaki 90.2 (Pokhara, Kaski) - Laxman Gurung

Radio Ganatantra 95.1 (Dang) — Mausam Rokka

Radio Gorkha 92.8 (Prithivinarayan, Gorkha) - Kishor Jung Thapa

Radio Gurubaba 106.4 (Geta, Kailali) - Ekraj Chaudhari

Radio Jagaran 93.6 (Butwal, Rupandehi) - Chiran Baral, Tufan Neupane

Radio Jana Aawaj 97.3 (Nepalgunj, Banke) - Devi Ram Devkota

Radio Janakpur 97.0 (Janakpur, Dhanusha) - Shital Sah

Radio Karnali FM 105.2 (Jumla) - Gorakh Bahadur Thapa

Radio Kohalpur 101.2 (Kohalpur, Banke) — Prem K.C.

Radio Loktranta 89.4 (Nilkantha, Dhading) - Deepak Koirala

Radio Lumbini 96.8 (Manigram, Rupandehi) - Krishna K.C.

Radio MadanPokhara 106.9 (MadanPokhara, Palpa) - Gunakar Aryal, Rajesh Aryal
Radio Madhya Paschim 91.4 (Ghorahi, Dang) - Tikaram Udashi

Radio Mahakali 96.2 (Mahendranagar, Kanchanpur) - Khem Bhandari, Nitu Baduwal
Radio Mandawi 97.0 (Pyuthan) - Deepak Bhandari, Padam Subedi, Bishnu Thapa
Radio Marsyangdi 95.0 (Besisahar, Lamjung) - Ramji Bhattarai
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Radio Menchayayem 102.6 (Myanglung, Terathum) - Bhupati Lal Shrestha

Radio Mithila 100.8 (Janakpur, Dhanusha) - Gopal Kumar Jha, Mukesh Kumar Pathak,
Sujeet Kumar Jha

Radio Muktinath FM 90.8 (Tansen, Palpa) - Dul Bahdaur Kunwar
Radio Myagdi 104.4 (Beni, Myagdi) — Yam Kumari K.C.

Radio Namobuddha 106.7 (Kavre, Kavrepalanchowk) - Jagat Dong Lama, Phulman Bai,
Tulasa Washba

Radio Nepal (Dhankuta) — Buddhi Bahadur K.C.

Radio Nepal (Dipayal) - Pushkar Raj Gautam

Radio Nepal (Kathmandu) - RamSharan Karki, Gokarna Regmi

Radio Nepal (Pokhara) — Krishna Chandra Poudel, Hem Raj Baral

Radio Nepal (Surkhet) — Tanka Khanal

Radio NepalBani FM 94.9 (lllam) - Jiwan Timsina, Som Nath Suseli, Pradip Ghimire
Radio Palung FM 107.2 (Palung, Makwanpur) - Sambhu Singh Karki, Kumar Negi
Radio PanchaKoshi FM 104.0 (Dailekh) - Harihar Singh Rathour, Khem Raj Thapa
Radio Parbat 103.6 (Khanigau, Parbat) — Bhola Nath Sharma, Krishna Kunwar
Radio Paschimanchal 99.4 (Tansen, Palpa) - Krishna Subedi

Radio Purbanchal 104.4 (Biratnagar, Morang) - Kamala Kandel, Renuka Basnet

Radio Pyuthan 92.0 (Khalanga, Pyuthan) - Iman Singh Bharati, Vijaya Singh Bharati,
Ishwari Bhandari

Radio RamaRoshan 92.0 (Mangalsen, Achham) - Binod Thapa, Bed Prakash Timilsina
Radio Rapti 104.8 (Sejuwatakura, Salyan) — Ramesh Kumar Gautam

Radio Resunga 106.2 (Tamshas, Gulmi) - Bharat Pandey, Janardan Ghimire, P.M.
Sartungi Magar

Radio Rolpa 98.3 (Liwang, Rolpa) — Ghanshyam Acharya

Radio Sailung 104.0 (Bhimeshwor, Dolakha) — Hom Pathak

Radio Salyan 101.0 (Khalanga, Salyan) - Rajeeb Kumar K.C.

Radio Sarangkot 104.6 (Sarangkot, Kaski) - Laxmi Narayan Devkota

Radio Sindhulighadi 103.6 (Sindhuli, Sindhuligadi) - Krishnahari Ghimire, Y.P. Binaya
Radio Swargadwari FM 102.8 (Ghorahi, Dang) - DadhiRam Subedi, Sudeep Gautam
Radio Tamor 102.0 (Dokhu, Taplejung) — Sajan Jandel, Tara Ghimire

Radio Thaha Sanchar 99.6 (Hetauda, Makwanpur) — Shyam Sundar Sharma, Shiva
Tiwari, Samjhana Karki

Radio Today 91.0 (Janakpur, Dhanusha) — Bimlesh Shingh, Ajit Tiwari, Nityananda
Mandal

Radio Triyuga 104.0 (Gaighat, Udayapur) - Kaushal Chemjong
Radio Tulsipur FM 100.2 (Tulsipur, Dang) - Arjun Giri, Sushil Basnyate
Radio Upatyaka 87.6 (Kathmandu) - Yubaraj Bhattarai




120.
121.
122.
123.
124.
125.

126.

127.
128.
129.

130.
131.
132.
133.
134.
135.
136.
137.
138.

139.
140.
141.

Radio Broadcasters’ Code of Conduct & Operation Guidelines 2008 -

Rautahat FM 90.8 (Gaur, Rautahat) — Utpal Mishra, Achyut Paudel

Rubaru FM 104.5 (Nepalgunj, Banke) — Mohammad Haroon, Shakeel Ahmad Qadri
Rupakot Radio 105.0 (Diktel, Khotang) - Tanka Bahadur Thapa

Rupandehi FM 102.0 (Bhairahawa, Rupandehi) - Bharat Pokharel

Saipal Radio 100.6 (Chainpur, Bajhang) - Min Bahadur Sahi

Samaad FM 102.6 (Lahan, Siraha) - Jibach Chaudhary, Shambhu Lal Chaudhary,
Ramnand Chaudhary

SaptaKoshi FM 90.0 (Itahari, Sunsari) - Prem Basnet, Chandra Neupane, Lilaraj
Bhattarai

SaptaRangi FM 101.6 (Damak, Jhapa) - Ishwar Sedai
Saypatri FM 91.6 (Baglung) - Nabin Khadka, Govinda Kandel

Shreenagar FM 93.2 (Tansen, Palpa) — Bhimsen Karki, Jagdish Bhattarai, Umesh
Pandey, Raju Ghimire, Krishna Malla

Siddhartha FM 98.8 (Bhairahawa, Rupandehi) - T.P. Bhusal

Sky FM 106.6 (Biratnagar, Mornag) - Deepak Shriwastav, Sunil Shriwastav
Solu FM 102.2 (Salleri, Solukhumbhu) - Manoj Shrestha, P.T. Lopchan

Star FM 95.6 (Dharan, Sunsari) - Yam Baral, Ananda Koirala

Suklafanta FM 99.4 (Mahendranagar, Kanchanpur) - Rishiraj Lumsali
Sumhatlung FM 104.2 (Phidim, Panchthar) - Kabindra Serma, Gajendra Mabo
Synergy FM 91.6 (Bharatpur, Chitwan) - Sahan Pradhan, Amar Pradhan
Tikapur FM 101.0 (Tikapur, Kailali) — Yakindra Timilsina

Tinau FM 98.2 (Butwal, Rupandehi) - Mrigendra Kumar Sherchan, Ramesh Pandeya,
Krishna Dhakal

Ujyaalo FM 90.0 (Lalitpur) - Gopal Guragain
Vijay FM 101.6 (Gaidakot, Nawalparasi) - Prem Prasad ‘Raju’
Voice of Youth FM 96.8 (Kathmandu) - Kumar Bhattarai
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Content Producers, Media Facilitators, Associations & Stakeholders

=A =4 =4 =4 -4 -4 -4 -4 -4 - -4

Antenna Foundation Nepal - Madhu Acharya, Ganga Gurung

Association of Community Radio Broadcasters (ACORAB) - Min Bahadur Shahi, Jacob
Thorsen, Mohan Chapagain

Broadcasting Association of Nepal (BAN) - Shiva Lal Malla, Bishnu Hari Dhakal
Communication Corner - Gopal Guragain

Equal Access Nepal — Vinaya Kasajoo, Satish Kharel, Upendra Aryal, Michael Bosse,
Nirmal Rijal, Pawan Prakash Upreti, Binaya Guragain, Bidhya Chapagain, Krishna
Guragain, Anu Upadhaya, Niroshan Sthapit & Upendra Ghimire

Immod Community Television (Butwal, Rupandehi) — Dinesh Pandey, Bhagwati Pandey
Interface Nepal - Dil Bhusan Pathak

Jagran Media Center - Subhash Darnal, J.B. Bishwokarma

Kathmandu Valley FM Broadcasters’ Forum - Bharat Shakya

Martin Chautari — Pratyoush Onta, Devraj Humagain, Komal Bhatta, Krishna Adhikari
Nepal Press Institute (Nepalgunj) — Pitamber Kattel

Panos South Asia (PSA) - Kishor Pradhan

Press Council Nepal (PCN) - Rajendra Dahal, Dr. Dharma Adhikari, Bipul Pokharel
SAP International/Bellanet — Bhibhusan Bista

Taranga Pvt. Ltd. (Pokhara) — Bhimnidhi Laudari, Durga Adhikari

WorldView Nepal — Bijay Bhatt
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c. Useful contexts and references

A Mass Media and Law - by Kashiraj Dahal, Coordinator — P. Kharel.
Published by Nepal Press Institute, Kathmandu. First Edition — 2002.

A Nepal Media Guidelines — by Charles Fletcher, M.B.E. Published by
Suprabha Publications Pvt. Ltd., January 2007

A Legal Reporting — by Shiva Gaule. Published by Himal Kitab (Himal
Association, Lalitpur) for Khoj Patrakarika Kendra. First Edition, March 2007.

A Clear Vision by — John El (Based on discussion by Society of American
Newspaper Editors). Published and printed by Malla Press Pvt. Ltd.,
Kathmandu. January 1981.

A Conflict Sensitive Journalism by Ross Howard. Compiled and presented by
Gokul Pokharel & Dhurba Hari Adhikari. Published by Nepal Press Institute,
Kathmandu, 2003.

A Rights and Responsibilities of Journalists — Handbook by Vinaya Kumar
Kasajoo. Edited by Hem Bahadur Bista. Published by Center for Media
Resource, Media Services International (MSI). 2062 B.S.
http://www.cmr.org.np/book.pdf

A Guidelines on Election-Specific New Reporting for Journalists — Freedom
Forum, Kathmandu, Chait 2064 B.S.

A BBC Editorial Guidelines, The BBC's Values and Standards,
http://www.bbc.co.uk/guidelines/editorialguidelines/edguide/

A Radio Style Book 1998 — Published by Radio Nepal, Kathmandu.

This “Code of Conduct and Guideline of Operation for Radio Broadcasters 2008” will be
updated according to the needs, requests and agreements of the stakeholders.

Thank you.



http://www.cmr.org.np/book.pdf
http://www.bbc.co.uk/guidelines/editorialguidelines/edguide/

