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Abstract 
 

Our research was concerned about current issues and perspectives of the radio 

industry, and in the connection to our main topic, we determined our research question to 

be the social meaning of the commercial radio. Our research domain was focused on the 

Russian radio industry, and it was based on a case study of talk informational radio station 

Echo of Moscow. In the chapter of literature review, we focused on several academic 

research areas, including historical analysis of the radio industry, digitalization process in 

radio broadcasting, and social meaning of media and radio.  

The methodology of our research is characterized by an abductive approach, our 

primary data consists of three interviews with frequent guests of Echo of Moscow and a 

counsellor of the Mayor of Berlin about communication with Russian authorities, who is 

regular listener of this radio. Our secondary data consists of research by von Saldern, 

Hendricks, Dubber, Jones and Lorenzen et. all, Chignell and essays of authors, made by 

Counsil of Europe. In the part of our case study, we described the historical background, 

informational profile and issues of ownership of the Echo of Moscow. Apart from that, we 

analysed current issues of the Russian media market.  

 Our findings have shown, that the Russian media market is characterized by a high 

degree of state monopolization, it can be seen in the ownership structure and informational 

agenda. Moreover, state quasi censorship, which exists on the Russian media market, 

creates obstacles to fulfilling the social meaning of media – representation of all political and 

social groups in the public sphere. Thus, real political and social discussions moved into 

internet media sources, which are harder for the government to control. Thus, one of the 

perspectives of the development of Echo of Moscow and the radio industry in general is a 

strengthened digital profile, which makes it more robust against the influence of the state. 

Digitalization can transform the radio industry into a multimedia source of information, that 

might create further issues demanding further research.  
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Introduction. Formulation of the research question 
 

There are different processes, which currently develop in the media world, such as 

rapid expansion of internet technologies, and positions of established media formats like 

radio or TV broadcasting is currently being challenged. We1 focus our research domain on 

the radio broadcasting market to analyse in detail, which issues it currently faces, and what 

the future perspectives look like. There are different opinions about the future of the radio 

industry - some of the statistics show a decline of the radio advertisement market, as a 

consequence of the decline in the audience (Kurt Hanson’s, Internet and radio news, 2017). 

At the same time, other statistics note the transformation of the audience structure without 

resulting in a crisis for the radio industry (Pew Research centre, 2016). Thus, we are 

interested in which perspectives technological progress could bring to radio broadcasting, if 

any. 

We limit our research domain geographically with a focus on the Russian radio 

industry due to fact, that the modern Russian radio market has been established in the 

beginning of the 1990s. Therefore, it is relatively young, and the pattern of its development 

might differ from established and mature western radio markets. We base our research on 

a case study of Echo of Moscow, one of the first commercial radio stations, which has been 

founded in Russia in 1990. Our choice of case study has been determined mainly because 

Echo of Moscow is an informational radio, which is involved in the formation of political 

agenda. Thus, we will try to understand, which role Echo of Moscow plays in the formation 

media sphere through an analysis of the Russian media market.  

Therefore, we can formulate our research question (RQ) as follows: What is the social 

meaning of commercial radio? Combining our RQ with the topic delamination, we will try 

to understand, in which direction the radio industry can develop in order to fulfil its social 

meaning. Thus, we will focus on the research of social meaning of media, as well as on the 

                                                           
1 Even though thesis is an individual work, I use the plural form in order to hold formal academic style 
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research of recent tendencies and challenges of Russian radio market tendencies. As a first 

part of our thesis, we focus on the historical development of radio broadcasting in order to 

understand, how it evolved over time and at which stage of development it is now.  
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1. Literature review  
 

1.1 History of radio industry – Historical comparative analysis of German and Russian 

radio broadcasting. Radio broadcasting in a context of cultural industries’ historical 

overview  
 

Historical analysis of radio broadcasting industry is a way to understand current 

trends in its development, it is important to trace factors, which led to establishment of 

traditions and certain practises in radio broadcasting from the very beginning of using radio 

waves as a broadcasting tool. More importantly, radio broadcasting practises and 

regulations, such as certain types of programmes, level of political independence, forms of 

ownership of radio stations, played an essential role in development of TV broadcasting 

industry later.  

Each country went through its own path of broadcasting regulations and practises, 

depending on political situation, social and economic processes. We will further see on the 

example of Germany and Russia, how the main principles of radio broadcasting have been 

transformed and rapidly changed over time.  These two countries have a particular interest 

for us, because they both experienced a transformation from state controlled censorship in 

broadcasting to privately owned media sources, and radio played a main role in it.  

Germany can be fairly named as one of the miost important country for the 

development of radio industry, due to fact that German physicist Heinrich Rudolf Hertz 

invented electromagnetic radio waves in 1886. The prime use of radio waves was military 

purposes during the first world war, and it was not available for the broad audience. 

(Hendricks, 2012) 22nd of December 1920 the first transmission of the concert was made 

near Berlin, and later the first official radio broadcast debuted 23rd of October 1923 from 

Berlin radio station. During 1923/1934 nine regional radio broadcasting companies have 

been established (International Section of The Broadcast Archive, 2001).  That is how the era 

of radio broadcasting began in Germany.  
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German radio broadcasting system was strongly regionally orientated, nine of the 

first radio stations have been located in nine regional capitals, although the tenth radio 

station was the long-wave Deutsche Welle in Berlin, which had a transmission range for the 

entire country. Private capital financed these ventures in part, but the regional governments 

held shares in the companies, which ran radio stations in their borders.  Von Saldern noted, 

however, that the role of the state was also important. “However, despite the strong 

regional components, it was Empire, that dominated the radio broadcasting system. Its 

influence was guaranteed by a central holding company called the Reich Radio Company, 

whose biggest shareholder (with 51 percent) was the Reich Post Office” (von Saldern, 2004 

p., 316). 

Despite the fact of significant state influence on the industry, the content of radio 

programs was not politically influenced.   “Programs were meant to be apolitical, non-

commercial, and neutral” (von Saldern, 2004 p. 316).  Radio programs supposed to serve 

primary educational purposes and to facilitate cultural development by transmissions of 

lections and concerts. The main informational agenda of the first radio broadcasting could 

be expressed in “notion that radio should advise people on how they could cope with the 

challenges of modernity and everyday problems” (von Saldern, 2004 p.317) and to be a 

stabilizing factor in families.  

Therefore, the content of radio programs had mostly social and educational meaning 

with elements of entertainment. The researcher explains it by the following: “The majority 

of Weimar radio politicians were anxious to dissociate radio from party politics. State 

censorship, which characterized Weimar radio from its beginning, was supposed to prevent 

political interference in radio programs” (von Saldern, 2004 p.316). Therefore, we can note, 

that the role of state censorship in Weimer Republic time, was in keeping political neutrality 

of radio.  

At the time of Weimar Republic in Germany, there was developing cultural 

phenomenon - so called “Volk und Heimat”, and naturally, radio broadcasting brightly 
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reflected this phenomenon. “Volk und Heimat” concept was seen as a response to the 

growing influence of mass culture and “Americanised” cultural products. Instead, it reflected 

German cultural heritage, and in a way, it represented history of German regions, 

emphasising their cultural differences in local folklore and dialects.  

“Volk und Heimat” would be more precisely to name as a cultural movement, which 

covered historical researches, museum exhibitions, theatre performances and radio 

broadcasts in close collaboration with each other. Behind this concept, there was an idea of 

“Stamm” -  it can be defined as “existence of in each distinct region of Germany a native 

stock or tribe with an eternal strength and power linked to that particular region and 

landscape—for example, the Stamm of Lower Saxons in Lower Saxony” (von Saldern, 2004 

p.325)  

Another important aspect of “Volk und Heimat” concept was the opposing a raising 

class-orientated movement of “working class” by promoting a classless cultural space with 

strong regional traditions of the past. It was a mutual interest of radio stations owners and 

program makers to stay apolitical and do not support classes-orientated new social 

tendencies. The content of broadcasting programs within the framework of “Volk und 

Heimat” culture consisted of regional folklore songs and historical narratives. Later, by the 

beginning of 1930s the new format took place – live broadcasting of local regional events 

and dialogs between people of different regions, which purpose was to emphasise the 

cultural difference of each region. 

The content of regional radio stations’ programs variated accordingly, for example 

Munich station extensively broadcast about Bavarian culture, Stuttgart – about Swabian 

culture etc.   “Volk und Heimat” movement was primarily an antipode of social movements, 

made by urbanized industrial workforces and left-wing political groups of socialists, trade 

unions and communists, which represented the values of working class society, for instance 

Professor Erik Noelting argued about, that working class movements considered the Volk 

und Heimat phenomenon, as “a search for the organic roots of culture in Heimat art was 
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only a romantic escape, and the old saga heroes could not be models for modern times. 

Instead, radio should convey the world as it was to the people” (von Saldern, 2004 p.327). 

Therefore, it was criticized for the content, which do not reflect reality and do not encourage 

relevant social discussions.  

Popularity of a broadcasting content at the time of Weimar Republic was dispersed 

between urban middle-class citizens, who mostly preferred modern tendencies like jazz and 

entertainment, and  rural listeners, who preferred “Volk und Heimat” programs. However, 

there is a poor statistical evidence of audience popularity of that time, however, it is worse 

to notice that often “Volk und Heimat” programs were integral parts of broadcasting 

programs mixing with others.  

Researches point out the connection between “Volk und Heimat” culture with the 

concept of community (Volksgemeinschaft) made by Ferdinand Toennies. Community 

“would exist in a society, in which all groups thought and acted in harmony with each other, 

because there were no internal divisions based on class, ethnicity, country, city, or region, 

making parties and interest groups superfluous” (von Saldern, 2004 p.329). This term was 

invented as a counterpart to the more traditional term “society”, which characterised by 

less amount of unity between different social groups.  

As it noticed, the transformation of the new concept of Volksgemeinschaft took place 

by the Nazi party in their official program in 1920, when they connected the this term with 

racist views. This led to the change of meaning of terms of Volk and Stamm and association 

of them with antidemocratic movement.  Deep economic crisis, which reached its peak in 

1932 influenced political processes, when the Nazi party started to gain significant 

popularity, due to the propaganda idea of national Volk unity, which looked attractive 

against broken democratic forces.  Radio broadcasting played an important role in cultural 

and political transformation of German society at the time of political crisis, because of its 

broad coverage and enormous influence on the audience.  
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The use of “Volk und Heimat” culture in the radio content was supposed to serve the 

purpose of social unification, and, in some extend, help to create “consistency and 

harmony”. In November 1932 Willhelm Schueller argued, that “radio should be not only be 

a mirror, but also a guide (Wegweiser) of the time (von Saldern, 2004 p.329).  This idea 

indicated the transformation of radio broadcasting to centralized model of management 

during the time of late Weimer Republic and later to direct state censorship during the Third 

Reich.  

Volk und Heimat culture had a dualistic nature, on one hand, as stated above, it 

stressed the cultural attachment to a particular region, and on the other hand, it rooted the 

idea of unified German culture. “Heimat was part of a multifaceted Germanness 

(Deutschtum)” (von Saldern, 2004 p.334).  The idea to unify regional and national identities 

took place at the time of German Unification in 1871. Cultural practises were used at that 

purposes, for example the establishment of Sedan Day as a national day of commemoration.  

The crisis after the WW1 gave a birth of revisionist movements, not necessarily 

directly connected to the Nazi party, however, the ideas of “rebirth of German spirit” have 

been quite popular also among the radio station owners. Therefore, “Volk und Heimat” radio 

programs’ organizers broadcasted them abroad to the neighbourhood countries, like 

Holland, Denmark and Poland, in order to support ethnic Germans living there. As we can 

see, “Volk und Heimat” concept also served the sate-building function, following the 

principle “endangered borderland”.  

The main function of representation of German national culture, however, carried 

the Reich central radio station Deutsche Welle, renamed to Deutschlandsender in 1933 with 

the coverage of entire country. Johann G. Hermann Schubotz, who was in charge of the 

station clarified the purpose of it “the station had to reflect the variety of German culture 

and occupy the common ground of German will, knowledge, and feeling” (von Saldern, 2004 

p.337). 
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Thus, German radio broadcasts revealed tensions between “Volk und Heimat” 

regional movement and German national unifying tendencies, that was seen in diversity of 

dialects, and in expansion of standard German language in radio programs at the same time. 

There was tendency towards the restriction of number of programs, made in local dialects 

for some regions, which was supposed to increase the national unity. This idea was 

supported by most of the radio policymakers, referring to notions that “not only could it 

legitimize and support Germans’ demand to be a “people of the world” (Weltvolk), but it also 

“serves ourselves” (von Saldern, 2004 p.337).  

In the context of radio broadcasting centralization, the idea programs’ exchange 

between different regions occurred to be as a decrease of regional programs differences. 

This idea was not met positively by most of the regional radio stations, perceiving it as 

undesirable attempt of cultural unification and centralism. “Volk und Heimat” regional radio 

content, which they broadcasted, was opposing the national German culture, which was 

highly representative in Berlin. The ministers of cultures of regional capitals stated clearly, 

that centralisation of radio programs is highly undesirable.  

Despite its regional unpopularity, the unifying tendencies in radio broadcasting 

continued to exist at the last years of Weimar Republic. The new Reich’s radio law has been 

issued in 1932, which strengthened the position of central program council. “One of the 

council’s most important tasks was to arrange an exchange of programs among various 

regions in order to diffuse “characteristic Stamm culture” interregionally” (von Saldern, 2004 

p.338) This idea was developed in issuing  obligations of all radio stations to transmit 

national festivals,  “to broadcast material supporting the idea of the Reich (Reichsgedanken), 

on the one hand, and stressing the value of people’s immediate surroundings, such as family, 

Heimat, and region, on the other” (von Saldern, 2004 p.338). 

A strong tendency of radio nationalization met sharp critique of radio stations owners 

for increasing the grade of militarism and increasing state control over the radio industry. 

However, after 1933 when Nazis came to power, they put radio broadcasting under full 
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control in terms of program supervision and administration. They harmonized the German 

national culture with regional “Volk und Heimat” phenomenon without denying any of 

them, using the concepts Stamm and Volksgeselschaft in the racial meaning.  

Despite the destructive influence on radio broadcasting traditions during the Third 

Reich time, the new post-war era of German radio broadcasting applied the principles and 

traditions of Weimer Republic. It can be seen in strong regional component of broadcasting, 

where the biggest radio stations and later TV channels are separated by regions. One of the 

example is the radio station Westdeutsche Funkstunde AG, which have been established in 

1924 with coverage of western Germany. It split up to Norddeutscher Rundfunk and 

Westdeutscher Rundfunk in 1955 –  western and northern parts of the country, accordingly 

(Westdeutscher Rundfunk, 2017). Nowadays, these two companies run radio stations and 

TV channels for their own regions coverage, as well as, SWR broadcasting company is 

orientated on south-western regions. 

SWR, NDR and NWDR belongs to federal media consortium ARD. However, the 

content of regional broadcasting companies both in radio and TV is deeply focused on 

regional topics and problems, the most extreme example of it is weather forecasts, which 

include only their regions of coverage. Besides that, federal political agenda is also present, 

making a balance between regional and federal media influence (ARD, 2017).  

These tendencies of two-level broadcasting coverage - regional and federal, took its 

roots in late Weimer Republic time within the cultural framework of “Volk und Heimat” and 

political struggle between regional and federal media influences, as we described above. 

Therefore, the influence of radio broadcasting traditions, which appeared from the very 

beginning of broadcasting era, can be clearly seen in modern model of media broadcasting 

in Germany, not only in radio, but also in TV broadcasting industry.   

Further, we will address researches, dedicated to the history of radio broadcasting in 

Russia, because Russian radio industry is main focus of our research. The broadcasting era, 

which started in the first decades of 20th century took place together with the time, when 
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Bolsheviks took power in 1917 in Russian and created a new Soviet State. It was the crucial 

fact of development of Russian radio broadcasting and other media sources till the end of 

Soviet era. Moreover, radio broadcasting was the central point in the process of Bolsheviks 

revolution, when 7th of November 1917 the Central Baltic Navy Command transmitted the 

order of ultimatum about declaration of loyalty to Bolsheviks to all military units of the city. 

The same day Bolsheviks transmitted to the world the radio message about creation of 

Soviet Government (Hendricks, 2012). 

 From that moment radio broadcasting began to be fully controlled by the Soviet state, 

due to fact, that its leaders understood the power of broadcast and, therefore, they were 

interested in rapid expansion of radio waves coverage to bound the country within the 

unified information field. In 1918, the following report was made by the People’s Commissar 

of Post and Telegraph Services: “in the several months of the Soviet era a lot more had been 

done for the development of radio, than during several years by the tsarist government, 

specifically 103 new radio receivers were put up across the country from February to July 

1918” (Hendricks 2012, p. 246)  

 The first radio station, Komintern Radio, was created by Soviet government 1922 with 

the coverage of all over the country and its content was centralized. At the same time, 

individual radio receivers were very rare for Russian households, unlike in the western 

countries, therefore, people were using megaphones at public spaces. This way of public 

transmission did not give any alternative to search for different radio waves from abroad. 

However, this situation started to change in 1924, when government issued a resolution 

about freedom of airwaves, which allowed to use individual radio receivers (Hendricks 

2012). Further, the development of private radio network was included into economic 

development plan, and by 1940 there were more than 4,5 million households having radio 

receivers (Hendricks 2012).  

 The main feature of radio broadcasting in Soviet era was the presence of centralized 

censorship, and the censorship function was laid on Department of Literature (Glavlit). 
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Broadcasting censorship had such extreme forms like “strict sanctions against anyone, who 

made a slightest mistake or slip on air, not to mention any interpretation of the approved 

texts” (Hendricks 2012, p.249). In this light and within the presence of only two national 

radio stations (Komintern and VSSPS), the content of broadcasts was uniform and 

monotone, without any free interpretation, analysis or involvement of listeners.  

 Over the years of Soviet Union existence, the radio broadcasting traditions of state 

censorships did not change, the content did not become more diverse, even though the 

number of radio stations increased to five, as well as music and cultural sections have been 

increased. At the same time, in 1950s people got an access to individual radio sets with Ultra 

Short Waves, which could have access to western radio stations, the most popular of which 

were BBC and Radio Freedom, which broadcasted in Russian. The Ministry of 

Communication was responsible for blackout of all foreign stations; however, it was not 

possible to provide full broadcasting blackout and “enemy ideology” agenda could be heard 

(Hendricks 2012). 

 In comparison to German radio broadcasting development, where the regional 

component was influential, and the content of regional stations have been politically 

independent, Soviet radio broadcasting was completely unified. Soviet Republics, where 

different language groups where presented, had one or two local radio stations, 

broadcasted in local languages, however, the content of them was basically translated from 

Russian, made by central radio station (Hendricks 2012). All in all, lack of diversity in content 

and total censorship in combination with the spreading influence of television technology 

increased stagnation of Soviet radio industry by the end of 1980s. Moreover, principles of 

centralization, censorship and full financial control by the Soviet state were fully applied for 

TV broadcasting industry. 

 Thus, as we can see, Russian broadcasting industry never established traditions of 

free independent privately owned media. The situation rapidly changed in 1990 when, under 

the policy of “perestroika and glasnost” the new Media Law was released, which allowed 
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private and join-stock ownership of media (Hendricks 2012). However, there have been 

certain difficulties on a way to establish well-functioning new media industry and media 

market, which have never existed before.  

As we can see, the situation in new Russian radio market deeply differed from post-

war establishment of Western German free radio and later TV broadcasting industry. If after 

decade of total control by Third Reich government, it was possible to return to broadcasting 

traditions of Weimar Republic, to regional-federal dualism and political independence, there 

were no any broadcasting traditions of the past to apply for in the new democratic Russia in 

1990.   

Existence of media pluralism, free social discussion of informational agenda, new 

broadcasting formats and programs, as well as intensive advertisement, led to sudden 

changes in audience habits and partly to cognitive inertia towards new unusual broadcasting 

tendencies.  Absence of one dominative point of view about major political agenda became 

troublesome for critically perceiving contradictive information about different topics, and 

consequently, partially, led to loss of trust to diverse liberal media broadcasting sources 

(Novaya Gazeta, 2004).  

The present situation of Russian radio broadcasting can be seen through its structure 

of its content. The biggest broadcasting sector is entertainment and music stations, where 

news and talk content do not exceed 10-15% of total programming. The second type of radio 

stations are entertainment and news, where music is predominant with elements of talk-

shows and call-in, and none of them have extensive analytical programs. The smallest 

category of radio broadcast is information and news, where three radio stations dominate 

– Radio of Russia, Mayak and Echo of Moscow (Hendricks 2012). Thus, it is clearly seen that 

modern Russian radio industry mostly fulfills entertainment function and analytical talk 

content is not essential for the biggest part of the audience.  

To sum up our historical analysis of radio industry, we need to look at it from the 

broader industrial point of view, thus, we will able to trace the main tendencies, which took 
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place in cultural industries from the period of 1940s till 2000s. Further, we will operate by 

the framework, suggested by Hirsch.  

 

Source: Hirsch (2000) p. 359 

 

The researcher noted, that from the very beginning of cultural industry existence, the 

costs of its production were way less than costs of distribution, therefore competition was 

focused in distribution field. As a consequence, the last period of his time-line is 

characterized by big number of multimedia merges, which had enough recourses to become 

gate-keeper of distribution channels (Hirsch, 2000).   

 1940s 1950s-1970s 1980s-2000 

Industry Profile "Industry" Stable, 
Controlled                  
(Vertical Integration) 

"Orderly" Transitions New Gold Rush 

Framings and 
Context   

"Mass Culture”: film 
factories; "golden age." 3 
Radio Networks, 4 
Record Companies, 5 
Movie Studios 

Diversity and 
Segmentation begin: 
Less Concentration 
Restabilization. New 
Record Labels; FM 
stations. Newspaper 
zoning begins; CATV 
gets going, MCI shows 
up. 
 

"Mass 
Customizations": 
postmodern 
sensibilities; 
everything 
everywhere, and       
commonly owned 
(MTV& Nick; CNN & 
Warner Bros.). 
New entrants and 
entrepreneurs; 
networks reeling 

Locus of Control   "Throughput" Production 
(intermediaries) in 
control 

Creators ("input") freed 
up. New production 
companies arrive. Rise 
of new styles and 
players. 

All negotiable; Big 
mergers - multimedia; 
Focus more 
international 

Technology & 
Legal Arenas 

Software> Hardware 
Technology stable; 
mass media as wartime 
ally 

Television arrives and 
conquers Radio -  
Outlet for new genres. 
 

Computing & Media 
coverage; websites 
and Internet emerge; 
New Telecomm Act 
Restricts Field; 
Hardware issues 
contested. 
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Regarding the radio industry, we can see several challenges, which it faced, starting 

from 1950s. Being the first and dominant source of broadcasting from 1920s, radio 

broadcasting got strongly dominated by TV industry. At the period between 1950s-1970s we 

can trace, that broadcasting hardware technologies became a core of competition. Thus, 

visualization of broadcasting became a significant competitive advantage, which can explain 

the domination of TV industry over radio (Hirsch, 2000).  

The last period of cultural industries development in his research is characterized by 

the fact, that hardware domination got contested by fast development of internet 

technologies. Consequently, we can suggest the direction in which cultural industries can 

further develop – in a direction of decreasing control mechanisms over distribution 

channels, due to intensive digitalization of media sources. Therefore, radio can gain its lost 

competitive advantage, being in modern digital era, where hardware factor will stop playing 

an important role. 

 

1.2 Phenomenon of the digital radio 

 

Process of digitalization can be understood and researched not only technologically, 

but also socially and culturally. Transformation of all media technology from traditional 

central enabling sound, video and communication channels to digital format changed the 

entire media landscape. Further, we will look in detail, how digitalization influences and 

transforms the radio industry.  

Compressed encoded information in a computerized way erased the difference 

between forms of media sources. As Levinson noted: “Prior to digital computers, the 

encoded form differed from medium to medium; for example, grooved in a record were 

incommensurate with patterns of electricity on phone wires, etc. The digital improvement in 

this regard, then, was to make the encoding process the same for all media” (Dubber, 2013, 

p.45). Thus, the specificity of radio format, as a time-linier sound waves, lost its monopoly 
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for broadcasting, and now radio broadcast can be recorded, stored and distributed exactly 

in the same digital format as text, picture or video (Dubber, 2013).  

Thus, digitalization in the radio industry changed its perception from sequential, time 

and geographically bounded broadcasting - to decentralized, non-geographical and time 

independent source of information. “Hot” prime-time translation of radio programs does 

not have a big value anymore, due to flexibility of digital forms of storing, recording and 

replaying of radio programs. Moreover, radio content can potentially be video recorded, and 

to be considered by users as internet video channel. In a digital era of information, when all 

sorts of media are blurred and mixed with each other in internet platforms, can we talk 

about radio industry in digital era as such? Does digitalization of radio change its social 

meaning?  

In order to find answers to these questions we will address a theory of the ecology of 

tele-information services, proposed by Bordewijk and van Kaam (2002). Their theory reflects 

the informational inflow-outflow relations between a sender and a receiver, and it consists 

of four modes. The first form is allocation, where a provider chooses and sends an 

informational flow to passive receiver without any, or small forms of interaction between 

them. Radio and TV broadcast has traditionally the form of allocation (Dubber, 2013). 

The second mode of communication is consultation – it can be defined as a supply of 

information on receiver’s request from a central server, therefore, a receiver is free to 

choose centrally located material. The most common examples of this form can be 

consulting at the law company or assessing information from library or internet sources 

(Dubber, 2013). The next media form, which researchers define, is registration, the form, 

where a recipient at the same time plays a role of media provider, and the source of 

information is not centrally located. The service center only plays a role of programed 

control, but all users can create information, the obvious example of such service is YouTube 

and gaming platforms (Dubber, 2013).  
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The last form of media, according to this qualification, is conversation, which purpose 

is sharing information between consumers under the platform control, rather than creating 

its own informational channels and sources. The obvious example of it is all kinds of social 

media and internet forums (Dubber, 2013). Traditional radio and TV broadcasting industries 

are examples of allocation media form, in some extent with recipients’ conversation 

function, and they have centralized source of information. However, in the digital age 

traditional roles and meanings of different media forms are getting mixed, and the 

difference between q source and a user of information are getting blurred.  

Particularly talking about radio industry, we can notice, that the digital format of 

broadcasting erased time-dependency and geographical attachment factors, as has been 

mentioned above, and it significantly increases radio programs affordance. It can be 

characterized by phenomenon “radio availability on demand”, that is radio got features of 

consultation media form as well.    Apart from it, radio became a social tool of conversation 

of listeners, its role of interaction between broadcasters and listeners significantly 

increased. Therefore, it is more appropriate to talk about radio as a social media tool in 

digital era, rather than simple form of broadcasting. At the same time, within a new concept 

of digitalization, radio industry became very sensitive to media regulations and political 

situation in every country (Dubber, 2013).  

As Dubber noted: “the economics of radio within a specific political environment are 

subject to the technological environment. These factors push and pull on each other, and so 

a profound change to any of them potentially effects all three of them – politics, technology 

and economics – while remaining dependent upon, and ultimately responsive to, the other 

two factors” (Dubber, 2013, p.152) Thus, in order to see how did radio change within the 

transformation of technology, it is important to understand the social, political, economic 

and media-ecological context. Political economy of digital radio is in many ways different 

than political economy of radio broadcast “over air”.  
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First of all, traditional broadcast “over the air” has high fixed costs, because it is very 

expensive to set up, also, it has low marginal costs. Second of all, traditional radio broadcast 

exists within a highly regulated and restricted context with the high degree of scarcity of 

spectrum. Apart from that, as we mentioned above, media ecological context of “over air” 

radio broadcast characterized by its main function of allocation of information within some 

restricted form of interaction with listeners (Dubber, 2013).  

In contrast, a steaming internet radio broadcast has low fixed costs, due to fact, that 

it is relatively cheap to set up. On the other hand, it has high marginal costs, because “the 

cost of additional listener is cumulative in terms of bandwidth and distribution” (Dubber, 

2013, p.152). Another important difference is that digital radio exists within a very 

unregulated context, it is geographically and time independent, thus, it has no spectrum 

scarcity. It is not possible to restrict existence of more streaming radio stations directly, 

unless the legislation of the country consists norms, which regulate internet as such.  

Regulation of radio industry from the early days existed primarily at the national level, 

and systems of broadcasting control were about selection of appropriate companies or 

people, which could get technological access to make radio broadcasts. Criteria of 

“appropriateness” of broadcasters have been established in accordance with national 

perception of public good, depending on social and political situation (Dubber, 2013).  

Looking back to history of different ways of radio industry national regulations, we 

can define an example of liberalisation and deregulations, thus, in the US and in Britain in 

1970-1980s. The reasoning behind it was the consideration of public good as a free market 

and a belief, that free market competition can solve most of the economic challenges by the 

most appropriate price. As a result, there have been made relaxation of media regulations, 

and there was increasing tendency to encourage private ownership of radio companies 

(Dubber, 2013). 

The opposite tendency towards strict media market and radio industry regulation can 

be seen from the beginning of 2000s in Russia, moreover, these tendencies continue and 
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strengthen till this very day. In our case study, where we will analyse Russian media market 

more in depth, we will describe some cases of Russian media legislation. What it is more 

important to notice in the connection between digitalisation of media and legislation, is that 

the nature of digital broadcasts is decentralized, and it can be problematic to make it as a 

subject of media regulation and control.   

To sum up findings of Dubber, we can notice, that digitalisation might rapidly 

transform radio broadcasting into multimedia platform source. It can become significant 

competitive advantage in competition with TV broadcasting and other media sources, due 

to fact, that hardware technologies stopped playing a crucial role in a new digital age, as has 

been discussed by Hirsch in our previous section.  

 

1.3 Radio industry within the framework of creative industries 

 

What do we understand by “radio industry”? Does radio broadcasting belong to 

entertainment industry? Or does it belong to art? The fact of positioning radio broadcasting 

into category “industry”, we inevitably give it features of any other industry, like food a 

materials production. As Boutwell noted about meaning of industry: “it should be run with 

the object of making money, turn out the same pattern as long as the pattern makes money; 

an industry serves only those users it is profitable to serve” (Boutwell, 1949, p. 525).  

As we can see, for many years there have been scholars’ attempts to define what 

radio industry is, due to their understanding of specificity of the broadcasting process and 

products. Later on, these ideas developed into brunch of creative industries research, which 

could capture and describe these issues more precisely. Thus, researches defined creative 

industries by two components – creative process and creative product. Creative process is 

defined as generation of something new by combining elements that already exist (Lorenzen, 

et. al, p.1). This process characterizes by creative freedom of labor and by need for number 
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of experiments. Thus, R&D can be considered as highly creative by processes, but still their 

outcome, such as particular product will not be creative.  

Creative product characterizes by the high degree of its symbolic meaning, rather 

than its functionality, the form of the product can be often intangible. Researchers noted, 

that symbolic content of cultural product can facilitate new interpretations, images and 

create cultural meaning for its user (Lorenzen at. al, 2012). In the light of these two 

categories, authors mapped and qualified different industries.  

 

Source: Lorenzen at. al, 2012 

 We can see from this classification, that broadcasting is characterized both, by low 

degree of creativity of the process and the product, however, without any doubt, 

broadcasting industry produces are intangible media products. Thus, it is important to 
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understand the nature of symbolic usage of creative products, which fundamentally differs 

from functional usage nature. Because of the intangible nature of broadcasting products, 

pricing mechanisms, which functions on broadcasting market differ from the pricing 

mechanisms of “not creative” markets. In the case of commercial radio broadcasting, the 

main pricing mechanism is selling air time for advertisement. That means, that the audience 

is not directly involved into radio broadcasting market activities.   

As authors noted above, broadcasting industry’s products and process has a quite low 

level of creativity. We can reflect upon this thought and point out, that some of the radio 

broadcasters focus on creating entertainment content, thus, the level of creativity of their 

processes can be higher. However, some types of radio broadcasters cannot have a high 

level of creativity, because their main function is reflection of social and political events of 

reality and organizing talk shows and interviews. These are talk informational radio stations, 

that play the role of media, which main functions are fulfilling the public duty of informing, 

as well as education and cultural enlightenment.  Thus, their processes are restricted by legal 

regulations and policies of journalism, in order to fulfill their social duties. In our next 

sections, we will discuss these issues in depth.  

 

1.4 The meaning of radio industry 

 

A tradition of public discussion of meaningful political and social topics has been 

developed at the end of the 18th and beginning of the 19th centuries among the social class 

of bourgeoisie, when a modern public sphere has been developed. Habermas (1989) defined 

public sphere as “a space, real or virtual, where individuals could come together to discuss 

public affairs and reach conclusions” (Chignell, 2009, p.2). At that time, political and social 

discussions have been engaged in coffee-houses meetings and saloons and later in 

newspapers’ pages. This process can be also considered in parallel of civil society 

development. Due to technological progress and within the appearance of broadcasting 
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technologies, discussions of public sphere moved to the broadcasting media field. Therefore, 

it is relevant to consider radio audience as sort of a surrogate public sphere, which exist only 

virtually. Thus, in modern time, can we even talk about public sphere outside of broadcasting 

and internet fields?  (Chignell, 2009)  

Thus, we clearly see a demand of platforms for social and political discussions, which 

can have different forms, looking back to the Hirsch historical overview, we can see a 

competition between radio and TV broadcasting, which can be considered as such 

platforms. Crisell suggests, that function and meaning of TV broadcast is essentially different 

from radio broadcast. Television is mainly focused on visual representation of current (or 

past) events by showing pictures of politicians, locations, events etc. Whereas radio 

broadcasting “has an approach, which seems somewhat more abstract, more concerned 

with issues and generalities in the realms of current affairs, science, ethics, feminism, the 

law, the arts, psychology and aesthetics, the media” (Crisell, 2004, p. 18).  Therefore, he sees 

radio “blindness” as a certain strength, which can foster political and social discussion in the 

public sphere in deeper and more thorough level.  

Indeed, political talk shows on radio have plenty of forms, which are not just news 

reports, but also interviews with politicians and experts and penal political discussions. 

Moreover, if a radio station position itself as a talk-informational, its main informational 

product is political and social discussions, whereas television broadcast usually should 

combine informational talk shows with entertainment content. Therefore, Chignell 

concludes that “these are the areas of decision making in society to which radio has the 

potential to make a significant contribution” (Chignell, 2009, p.1). 

More precisely, all the forms of political talk shows on radio are different kinds of 

journalist activities. “Journalism refers to the practice of the radio reporter in gathering and 

presenting news and comment” (Chignell, 2009, p.2). Radio journalism does not drastically 

differ from newspaper or television gathering activities, and the digital era is characterized 

by multimedia journalism, when one informational agenda represented in different formats, 
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which are connected to each other. In fact, there are many radio journalists, who work at 

the same time in newspapers or in online media (Chignell, 2009). 

 However, even though principles of journalism are universal for all media platforms, 

there are some specificity of radio format, which been developed by decades. “One of the 

particular achievements of BBC news has been the development of the political interview. Up 

to the 1950s, interviews with public figures tended to be deferential in the extreme” (Chignell, 

2009, p.3).  Tendencies of resent years switched from one-way political interview to two-

ways of dialog between a guest and a radio reporter.  

Barnhurst points out regarding this tendency: “Until 1980, when journalists routinely 

said thank you at the end of an interview on National Public Radio, politicians replied, “You’re 

welcome,” if they responded at all. Within 20 years, “You’re welcome” had all but 

disappeared from political usage. Instead, when the reporter offered thanks after an 

interview, the politician replied, “Thank you.” This shift in manners, although subtle, reveals 

a qualitative change in the status of national public radio reporting” (Barnhurst, 2003, p. 1).  

Other researchers noted, that “there is a move away from the probing, in-depth news 

interview to a situation, where the airwaves are increasingly monopolized by broadcasters 

themselves. The style has become far more informal, even gossipy, and banter and humor 

are employed to display the ‘mutual affiliation’ of the reporters or presenters to their news 

organization” (Tolson, 2006: 68).  

As we can see, radio talk formats have been developed and improved over time, and 

this process continue to facilitate the higher quality of social discussions, making it more 

deep and open. Thus, we can conclude, that the primer social meaning of talk informational 

radio stations is facilitation of open discussions in public sphere.  Further we will broad this 

discussion, by looking at radio industry as part of media market.  
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1.5 The social meaning of media 

 

It is important to address the topic of radio broadcasting as media source and to 

reflect about the meaning of media to understand the social meaning of radio broadcasting. 

As Jakubowicz points out: “One of the most deeply felt needs addressed to the media is that 

for self-recognition in media content. People want to recognise themselves, their ideas, their 

way of life in images of reality offered by the media…. there is “social identity” motivation 

for media use: people want to maintain and strengthen their social identities through what 

they see, hear and read in the media, and reinforce group affiliation, values and identity as 

a consequence” (Council of Europe Publishing, 1998, p.9).  

The author claims that self-recognition of social groups by media sources is a social 

need, which is taken for granted, thus it is a phycological need. Moreover, if there is no 

media representation of all social spectrum, they establish their own “free” media, which 

exist in parallel with official ones. Representation of group interests in media has two sides, 

the first is “intra-group”, which generates group identity and increase awareness of its 

members. The second side is “intra-group”, which helps to inform about its existence to 

larger amount of population and establish communication with other groups (Council of 

Europe Publishing, 1998).  

It is important to note, though, that group representative function of media is a 

crucial element of democratic society, thus it cannot be applicable by legal demand for those 

countries of political regimes, which do not claim democracy and the freedom of speech as 

a foundation of their states. However, as author claims, the need for social representation 

of different groups of interests has a psychological nature, regardless legal frameworks and 

political regimes.  

 The author noted to support this point of view: “A serious discrepancy between the 

portrayal of reality in the media and reality itself as perceived and experienced by the 

audience, gives rise to an impaired sense of personal dignity, because continuous reception 

on information known to be false is an insult to one’s intelligence. Tension is intensified 
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further, when people are obliged to act on the basis of this false information: they feel their 

actions to be senseless, their sense of frustration rises and their self-esteem is diminished 

further” (Council of Europe Publishing, 1998, p.10).   

Here media meets political, phycological and human rights dimensions, as an 

indicator of civil freedom in society, due to the fact, that freedom of speech is a necessary 

element of democratic society. Consequently, the level of freedom of speech can be seen 

by a number of social groups, which exist on media market officially, and whether there is 

need to create a parallel media reality for those of them, which cannot have access to official 

media sources.  

Interests of different social groups are primarily expressed in political 

communication, which Wolton defines as “the space in which contradictory discourse is 

exchanged between three actors with the legitimate right to express themselves in public on 

politics, namely politicians, journalists and public opinion” (Council of Europe Publishing, 

1998, p.13). The most important thing, however, is the absence of domination of each of 

these elements above each other and open representation of all political forces with public 

opinion about them.  

Radio broadcasting plays a crucial role in processes of social groups representations 

by fulfilling the function of journalism, as it has been mention above. The principles of 

journalism are universal for all kinds of media, and the most important from these principles 

is editorial independence. “The notion of editorial independence is at the core of anti-

censorship regulations aimed at ensuring that the media can research, investigate and 

publish without interference with the state” (Council of Europe Publishing, 1998, p.65). 

One of the main, if not the most important tool of democracy is free elections of state 

authorities, which can be represented by parliament elections or presidential elections, 

depending on the political system of the state, or both. Media, and particularly broadcasting, 

is the crucial element of free election process, due to fact that candidates need to use media 

sources to deliver their political ideas to voters during their election campaigns.  



27 

Therefore, “it is not only the media, which have the right to express opinions and ideas 

and to seek, receive and impart information; it is a right, which belongs to all citizens, 

including candidates to elections” (Council of Europe Publishing, 1998, p.89). Moreover, if to 

consider the legal protection of free broadcasting right, Article 19 of Guidelines for Election 

Broadcasting states, that “government media have a duty to be balanced and impartial in 

their election reporting and not to discriminate against any political party in granting access 

to airtime” (Council of Europe Publishing, 1998, p.90). 

The idea upon this Guidelines is, that public media, including public broadcasting, are 

financed by government, thus by financial recourses of state budget, which is formed by the 

money of all tax payers. Therefore, the situation, when public media exclusively give air and 

broadcasting time for one or few candidates and do not give access to others, cannot be 

considered as socially fair. It is ultimate right for all parties and candidates to expect fair, 

balanced and non-discriminatory media coverage.  

Commercial media sources also participate in social and political life of society by 

representation of different political and social groups. However, they do not have obligatory 

duty to represent all political interests, for example during election campaigns, due to the 

fact, that they are not subsidised by money of tax payers. Their organisational processes are 

fundamentally different from the public media, because commercial media need to compete 

on the media market to survive. In the next section, we will address this topic in detail.  

 

1.6 Specificity of media market 

 

Media market has some specific features. First, it is characterised by a highly 

developed division of labour, and second, it uses capital intensive means of mass production 

and distribution. There are four elements, for which media producers compete, that are “a 

limited pool of disposable consumer income, a limited pool of advertising revenue, a limited 

amount of consumption time and skilled labour” (Council of Europe Publishing, 1998, p.107). 



28 

Media product, or media message, which is sold on the media market, has a paradoxical 

nature. It is rare, when media message is a private good, when the individual consumption 

of it reduces its potential value, and thus, it is not available for other people after a single 

use. Rather, media message is primarily a public good, which is always available for others, 

and the value of which is not destroyed by unlimited times of consumption (Council of 

Europe Publishing, 1998). Here, the concept of “media good” meets the concept of creative 

product, which we discussed within the framework of creative industries.  

  The logic of consumption of media goods is fundamentally different from so called 

“material goods”, where it is possible to create scarcity and higher demand by limiting the 

access to them. Such strategy is not possible to apply for media products, especially in the 

digital era, when distribution of information has no borders and its distribution speed 

significantly increased. Therefore, the main goal of most of the media producers is audience 

maximisation, primarily, because the costs of media production is much higher, than the 

costs of its reproduction. However, some of the media producers, especially magazines can 

be interested in upgrading the quality of audience, rather than its quantity (Council of 

Europe Publishing, 1998). 

A contradictive nature of media is expressed in its dual purpose, on one hand it aims 

to decrease costs of production and increase revenue from advertisers. On the other hand, 

there is intention to increase the number of audience by creating quality content. Thereby, 

media can be considered as product for the certain kind of audience, and, at the same time, 

media is a service for advertisers (Council of Europe Publishing, 1998). Therefore, 

commercial media should balance interests of both - its audience and its advertisers. This 

situation creates sometimes conflicting goals in front of the broadcasting company or a 

publisher. Duality of commercial broadcasters’ activities in delivering information to 

audience and providing service for advertisers, frequently ends up at the side of advertisers.  

In order to avoid such cases, most of the media companies separate their editorial 

and business departments, however, the content of broadcasting programs can be 
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determined by advertisers, to satisfy interests of both. Authors notice one example: 

“Weekend news programs often have single sponsors. An NBC news exclusive pointed out 

that Exxon, which sponsors the network’s weekend programs, has never complained or 

interfered; but he also suggested that if a major of oil spill occurred on a Sunday, he would 

have to cancel the day’s commercials, “and that might be difficult” (Council of Europe 

Publishing, 1998, p.112). 

Advertisers can also act selectively towards a choice of broadcasting company. 

“Advertisers rarely think of the media exclusively as a distribution system for advertisement; 

they also generally make judgments about the effectiveness of different media as agencies 

of persuasion. They are not “neutral” in their desire to reach all members of the public; they 

usually wish to reach – and will pay more to reach – particular segments of the market rather 

than others” (Council of Europe Publishing, 1998, p.113). 

In a practical matter that means, that advertisers select a certain broadcasting 

company according to its informational profile. They also consider which audience it attracts 

an in which media market niche it is located. Thus, if a radio station is orientated towards 

listeners of rock music, it is most likely that concert venues will pay for their advertisement 

at the rock music radio station and not at the political talk station. Consequently, for the 

commercial radio station it is important to create unique, or at least original broadcasting 

content, which would have its own market niche.  

Media market, however, includes publicly owned media sources, therefore, we need 

to consider them as well, analyzing this topic. All media sources participate in the process 

concentration and diversification. Their business interaction between each other influences 

the amount of media diversity and, consequently, the level of media pluralism in society, 

which is important for successful development of democratic states. Further, we will look at 

different systems of media concentration and diversification and at how does it influence 

the media market.  
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System of media 
concentration or 
diversification 

General conditions required  Effects (companies and 
markets) 

Mergers Crisis in the industry - Deceases in level of 
competition on the 
market 

- More favourable 
conditions for the 
companies concerned 

Acquisitions  - Financial, industrial 
and commercial 
superiority (buyer) 

- Need to improve 
competitive ability 
(seller)  

- Quick growth of the 
companies that invest 
large sums of money 

- Fewer “voices” in the 
market 

Launching of media Markets changing, growing or 
offering new possibilities 
(media outlets) 

- Slow growth of the 
company 

- More diversity in the 
market 

Deals between companies Maturity of the industry and 
considerable entry barriers 

- Dangerous 
competition avoided 

- Power-sharing  

Source: Council of Europe Publishing, 1998 

  

This table shows, how level of competition on the media market can differ, thus, high 

concentration of media sources in one owner’s hands represents the situation of none or 

very little amount of competition, in other words, the situation of monopoly. On the other 

hand, low concentration represents high competition, which restricts market monopolies.  

Further, we will look at the structure of radio market in Russia, to imply this 

theoretical framework and to analyze current conditions of it. First, we need to address 

some issues, connected to Russian media regulation, because in a large extent media market 

is influenced by legal frameworks. According to Dubber, legal norms, which regulate media 

sphere reflect perception of the state about the public good, which needs to be delivered 

by media (Dubber, 2013).   

 In 2016, the Information Security Doctrine of Russian Federation has been released, 

which is dedicated to description of the main informational threats. It declares the following: 
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“Russian media is often a subject of blatant discrimination abroad; Russian journalists face 

obstacles in their professional activities. Foreign informational influence is growing, 

especially it effects young people in order to blur Russian traditional spiritual and moral 

values” (Information Security Doctrine of Russian Federation, 5th December 2016).  

From the logic of media legislation, we can derive what exactly the Russian state 

considers as public good – it is “traditional Russian spiritual and moral values”, which need 

to be protected by sovereign national media space and has to be clean from influence of 

foreign media sources. Consequently, current media legislation reflects norms of Doctrine, 

thus, a law has been released, which prohibits foreign ownership of shares in any media 

companies more than 20% (Media Law International, 2016).  

In connection this situation, Russian media market is characterized by a growing 

number of merges and, therefore, by high concentration of media ownership. We can see 

from at the table below, that Russian media market is dominated by large media holdings 

(Lehtisaary, 2015). It leads to creation of monopoly in media spear, especially in radio and 

TV broadcasting industries. In turn, diversity of media agenda decreases, due to fact that a 

big number of different social groups cannot enter the media market, because of the high 

entry requirements and without ability to get sufficient foreign capital. However, it can be 

considered as positive tendency in the light of Russian state, as it meets principles of 

informational doctrine.   

As it is seen from the table below, most of the biggest commercial radio stations in 

Russia belong to holding media groups. Further we represent biggest holdings media groups 

on a radio broadcasting market.  

 

Structure of media holdings 

Holding Radio stations 

VGTRK “Radio of Russia”, “Mayak”, “Radio of Russia. 

Culture”, “Vesti FM” 
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European Mediagroup “Europe+”, “Dorozhnoe radio”, “Retro FM”, 

“Sport FM”, “Radio on seven hills”  

Russian Mediagroup “Russian Radio”, “DFM”, “Radio Monte-Carlo”, 

“Maximum”, “Hit FM” 

Gazprom Mediagroup “Autoradio”, “Humor FM”, “Radio Energy”, 

“Radio Romantika”, “Echo of Moscow”, “Like 

FM”, “Relax FM”, “Comedy Radio” 

Krutoy Media “Love Radio”, “Radio Datcha”, “Taxi FM” 

Multimedia Holding “Nashe Radio”, “Radio Best FM”, “Rock FM”, 

“Radio Jazz” 

Rumedia “Business FM”, “Radio Chocolate” 

Izum “Stolitza FM”, “Vesna FM”, “Vostok FM” 

Moscow media “Capital FM”, “Moscow FM”, “Radio of 

Moscow” 

Recourse: Report, 2016 

This table shows, that Russian radio broadcasting market looks as following: 9 media 

holdings own 38 biggest radio stations with federal coverage. The biggest holding Gazprom 

media holds nine radio stations. It is important to note that, these media groups own 

different media platforms, like TV channels, internet sites and newspapers. In the part of 

case description of Echo of Moscow, we described in detail the background of Gazprom 

media, and here we will look at another huge media holding VGTRK, to analyze the media 

market more properly.  The full title of the holding is Federal State Unitary Enterprise "All-

Russia State Television and Radio Broadcasting Company”.   

Article 2 of the Federal Law about state and municipal unitary enterprises of Russian 

Federation describes the status of unitary Enterprise as following: “A unitary enterprise is a 

commercial organization, that is not endowed with the right to own property, and property 

is assigned to it by the owner. Only state and municipal enterprises can be created in the 

form of unitary enterprises. The property of a unitary enterprise belongs to the right of 
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ownership of the Russian Federation, a subject (region) of the Russian Federation or a 

municipal formation” (Federal Law).  

The legal framework of VGTRK shows its full state ownership and management. 

Moreover, it total, it owns and operates five national television stations, two international 

networks, five radio stations, and over 80 regional TV and radio networks. It also runs the 

information agency RIA Novosti. Altogether, it makes VGTRK the biggest media player on 

the Russian media market (VGTRK, 2017).  

Therefore, the analysis of Russian radio broadcasting and of broader media market 

shows the high degree of monopolization primarily by state owned holdings. The Freedom 

House reports regarding this situation: “The Russian state controls, either directly or through 

proxies, all five of the major national television networks, as well as national radio networks, 

important national newspapers, and national news agencies. The state also controls more 

than 60 percent of the country’s estimated 45,000 regional and local newspapers and other 

periodicals. State-run television is the main news source for most Russians and serves as the 

key propaganda tool of the government. The government owns an array of media assets 

directed at foreign audiences, including RT, an international, multilingual satellite news 

network that promotes the Kremlin’s take on global events” (Freedom House, 2016).   

Thus, we can see, that Russian media market is highly monopolized primarily by state 

owned media companies. This situation, in turn, facilitates the crises of Russian media 

sphere, where the entrance of commercial media companies, especially with social and 

political agendas, is hardly possible. Moreover, such deformation of media market, where 

state-run companies dominate, as it will be shown in our case study, prohibits a possibility 

of oppositional political groups’ media presence. In turn, it leads to disability of open political 

and social discussions in media sphere, in other words, to disability of fulfilling the social role 

of media.  
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2. Methodology 
 

The primary research area of our thesis is the radio broadcasting industry, its current 

challenges and possible perspectives of development. As radio broadcasting industries differ 

from country to country, it is necessary to take into account, that they’re developing 

differently in each of them; here we are have chosen to focus on the Russian radio industry. 

We decided to focus on it for the number of reasons. First, although there are number of 

studies about Russian media, which are closely connected to the media market or the 

problem of censorship, they didn’t explicitly focus on the radio industry in Russia.  

Secondly, the post-Soviet Russian radio broadcasting market has a high interest and 

research relevance, due to fact, that it is very young and still in the process of formation. 

Our case study is based on a radio station ‘Echo of Moscow’, that has the talk informational 

format. It is an outstanding example of a radio station, that fits our research focus. It has a 

high level of popularity and influence in social discussions, which can be inferred from its 

high citation index (Echo of Moscow, 2017), however, its daily number of listeners do not 

exceed the number of the public broadcasting sources. Here is an interesting example of 

contradiction between the number of listeners and the actual media influence. 

Thus, we try to understand the phenomenon of Echo of Moscow, why it has a specific 

place on the Russian media market, which media value it offers, what are its current issues 

and possible ways of further development. Through this, utilizing a combination of relevant 

academic literature, we will draw conclusions about the social meaning of commercial radio 

broadcasting and ways of possible development of the radio industry. Our analysis of 

Russian radio market can help to understand some global processes in radio industry, 

because the theories, we apply, are concerning global media market and radio broadcasting.  

Our thesis has adopted an abductive approach to the research.  This means that it is 

driven by data of our sources, due to fact that our research question is qualitative and it 

strives to research current features of radio industry, rather than to prove a certain 

hypothesis. We look at our initial findings, make a working hypothesis, which we then 
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explore further. Our primary data consists of three interviews, all of them were conducted 

via Skype talk, translated into English and transcribed in the appendix part of the thesis. 

After that we made a qualitative data analysis of interview transcripts, which can be found 

in the appendix 4. We used the method of open coding, as a first step, we classify all 

interview transcripts and sort them into codes. We do not determine codes in advance, but 

rather we draw them from the texts of all the transcripts, while carefully screening them. At 

the second step, we group our codes into broader themes in order to determine the 

direction of our research, thus we apply abductive approach of qualitative research (Blaikie, 

2007). 

Two of our respondents were Russian politicians, who are frequent guests of Echo of 

Moscow. Our third interviewee is a counselor of the Mayor of Berlin, who is responsible for 

communication with Russian authorities and the countries of the Commonwealth of 

Independent States (CIS).  All three interviews are semi-structured, which means, that the 

list of questions has been prepared and the topic of the interview has been negotiated 

before conducting it. However, the exact list of questions was not sent to respondents in 

advance in order to make their answers more direct and honest.  

We were following the list of the questions as a guide in order to cover all the 

necessary topics for our research, however, we could stray from the guide, when this was 

appropriate. This kind of flexibility helped to provide the opportunity for learning process, 

because often information, that is received from semi-structured interviews can provide not 

just answers, but also the reasons for the answers (Justesen & Mik-Meyer 2012). We also 

considered the fact, that there could be some limitations regarding our interviews.  

According to Colin Jerolmack & Shamus Khan (2014), the quality of information we 

collected, depends on the ability of the respondents to conduct an interview and gather data 

well. The possibility of not having those skills by our respondents is quite low, due to fact, 

that all of them are closely involved into media activities, and they are experienced public 

speakers. Moreover, they have sufficient amount of knowledge about Echo of Moscow, 
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being regular guests there, and/or following its informational agenda. All our respondents 

are professionally involved into Russian media market, therefore, they contributed a lot to 

our research in a large extant.  

Our first respondent, Dmitry Gudkov, is an ex-member of the Russian federal 

Parliament, who was explicitly known during his last parliament term for opposing the 

political agenda of the majority of the parliament. We decided to address our questions to 

him for a number of reasons. First, as a politician, he is involved in the formation of 

informational agenda in the media, therefore, he is aware of the topic that our thesis deals 

with. Secondly, he is one of the frequent speakers on the Echo of Moscow, therefore, he has 

formed his own opinion about the meaning and the place of Echo on the Russian media 

market, which is the topic we mainly address in our research.  

Our second respondent Lev Schlossberg, is a current member of parliament from the 

Pskov region, journalist and regular guest on Echo of Moscow. He is deeply involved in 

different, journalistic investigations in his local newspaper. One of them became a well-

known investigation about the alleged presence of Russian soldiers in Ukraine. Due to a 

significant political resonance from these publications, Schlossberg had to face negative 

consequences concerning his political activities. Because of his publications, he was awarded 

the Boris Nemzov Prize for the courage to express his political views and provide objective 

investigations, facing conditions that were restricting his freedom of speech (DW 2016). 

Our third respondent Olaf Kühl, in accordance with his professional duties as adviser 

of the mayor of Berlin about communication with Russian authorities, is deeply informed 

about Russian media consumption. The main focus of questions addressed to him were 

about his perception of Russian media sources, and how he perceives the Echo of Moscow 

among them. Moreover, we also covered the comparison between Russian and German 

media markets and the habits of media consumption.  Finally, we can point out, that all our 

primary interview sources have been reliable, suitable, and we managed to cover all topics, 
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which had relevance for the research of the case of Echo of Moscow and the radio industry 

in general.   

As an additional primary source, we use a video record of the interview with Alexey 

Venediktov, the editor-in-chief of Echo of Moscow. This interview makes a big importance 

for us, because it was made recently in April 2017 by an Estonian journalist, and it was mainly 

concerned the issues about activities of Echo of Moscow, relationships with its shareholders, 

as well as issues about Russian media market.  

Our secondary sources, which we heavily relied on in the part of the literature review, 

included a historical analysis of radio industry research, academic literature within the 

creative industry fields and others. In our first section, which is dedicated to the historical 

background of the radio industry, we utilized academic materials based on several studies. 

First, we use the research of von Saldern, which is dedicated to radio broadcasting 

transformation from the Weimer Republic to Nazi Germany, with a special focus on the so 

called “Volk und Heimat” cultural phenomenon. Second, we used the Handbook of Global 

Radio, a book under edition of Hendricks. It helped to outline the main tendencies of the 

historical development of the Russian radio industry. We summed up our historical analysis 

by utilizing the cultural industry historical framework made by Hirsch, and we tried to 

determine the place and challenges of radio industry using his framework.  

Our second section of literature review is dedicated to the discussion about the radio 

industry in digital age by the research of Dubber. We found it necessary to focus on current 

development of radio broadcasting towards digitalization, to outline the benefits and 

challenges of this process with regards to the role of the media as discussed in the thesis. In 

the third section, we took the academic research of Jones and Lorenzen et. all, which is 

concerned about the specific characteristics of creative industries. There, we discussed the 

issues, which researchers found for media broadcasting in their framework of creative 

industries. We found this framework relevant in order elaborate and analyze on the issues 

of media market monopolization in the discussion part .  
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In our next theoretical section, we closely address the issue of our research question 

– the social meaning of commercial radio. To draw a relevant conclusion about it, we look 

at the paper of Chignell, which determines the key concepts of the radio industry where he, 

among other things, addresses the main functions of radio broadcasting in society. We 

elaborate on his research by discussing the social role of media, made in volume of Council 

of Europe’s essays.  At that point, we broaden our thesis by researching the legal and political 

meaning of media, altogether with Russian radio market structure, which we analyze by the 

latest radio industry report, made by Russian NGO “Radio academy” in 2015.  

Apart from academic materials and radio industry report, we intensively used 

internet sources, such as Russian analytical newspaper articles, for addressing the history of 

Russian radio broadcasting market, as well as case of the NTV TV channel. We carefully 

analyzed the website of Echo of Moscow in order to see, which kinds of media formats it can 

offer apart from traditional FM broadcast. At last, our discussion part was dedicated to 

application of our theoretical framework, made in literature review to the case study, in 

order to draw relevant conclusions and to find approaches to answer our research question. 

We conclude our thesis by acknowledging the limitations of our approach and suggestions 

for further research topics based on our findings. 
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3. Case study - Echo of Moscow 
 

3.1 Broadcasting agenda and structure of audience 
 

In a new era of media liberalization, which started in 1990, the first radio commercial 

broadcasting companies occurred. We will investigate in depth a commercial radio station 

Echo of Moscow (Echo) with talk-informational format, which started to broadcast 22th of 

August 1990.  The station earned its reputation of censorship-free liberal source of 

information from the very beginning of its existence, when it was one of the very few media, 

which tried to deliver objective news broadcast about events of 19-21 of August in 1991 

during the anti-Gorbachev coup. Several times during these days the station has been shut 

down by state services, due to the order of state of emergency. However, the coup was not 

successful, and nowadays those events are considered by team of Echo as the matter of 

pride (Echo of Moscow, 2017).  

Information policy, which Echo follows can be represented in the following statement 

of Alexey Venediktov, the current editor-in chief of the station: “I do not agree with the 

argument, that we are oppositional media. I always say that, first, we are professional radio 

station, and second, every professional media should oppose the authorities. Not to be 

oppositional, but to oppose the authorities. What is “to oppose the authorities?” – it is to 

study its actions, actions of its representatives and to reflect on, whether these actions can 

damage interests of population. What is good - is good anyway, and the main purpose of 

media is to talk about backsides…]” (Interview 2017).  

This statement confirms the point of our respondent Dmitry Gudkov, which points 

out: “It is independent radio company, and if there is an informational agenda and politics 

has something to do with this informational agenda, then it is doesn’t matter, which political 

views a guest has. This radio objectively gives a picture of current events” (Interview 1).  Our 

next respondent Lev Schlossberg add to it the following: “First, one cannot say that it is fully 

commercial station…] One can call it commercial by all cannons – it has private founders, 
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they have commercial tasks to make profit, but to say simply, that it is just commercial 

station, which in between its main business makes politic – is impossible. It is political talk 

radio, but at the same time it is economically profitable” (Interview 2). Therefore, editor in 

chief and two of our interviewees see Echo of Moscow as media source, which create 

political agenda, by facilitating the dialog between different political and social forces.  

 A journalist in his interview with Alexey Venediktov noted, that the content of Echo 

lately shifted from news and informational agenda to discussions and expressions of 

personal opinions. He asks, whether this shift of authors of broadcasting can have negative 

consequences for the quality of the content. Venediktov replied to it the following: “First, 

we do not have any authors, they are not authors, they are our guests. These guests are from 

different political parties, guests from different public authorities’ structures. The mayor of 

Moscow is our author? A certain minister is our author? It is completely not correct to use 

this approach, our content is their opinions, which they express…]” (Interview 2017).  

Therefore, he primarily sees the station as a platform, which does not develop its own 

political agenda, but reflect, or “echoes” current political tendencies. On a frequent question 

about whether Echo of Moscow and western media in general got radicalized in their style 

of delivering information, strictly dividing everything on “black and white”, he replied the 

following: “It is not us, that get radicalized, but rather the current political agenda. Many 

leaders, that became very popular, seek for simple solutions, there is a process of 

simplification of political decisions, that we can see. The task of my journalists is to ask them 

the main question “why you think so, or why you are making this decision?”, not the question 

“for which purpose” or how”. They need to explain us why they are doing what they are 

doing, we need to see full explanation of their assumptions, this question turns all radicalized 

politicians to the deadlock. Journalists must “go against the wind” and add doubts to 

simplified assumptions, they should show, that there are no simple solutions.” (Interview, 

2017) 
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The structure of Echo’s air coverage and listeners structure is quite specific. The latest 

data shows the following statistics: number of daily listeners in Moscow by February 2013 – 

938 000 (of total population of approximately 12 million), in entire Russia – 2,9 million. 

Weekly number of listeners in Moscow is around 2 million of people, while in whole country 

it is 7,1 million by similar period. Potential audience of listeners by 2013 was 46 835 million 

in total (Echo of Moscow, 2017). Rating of Moscow radio stations of 2016 shows, that Echo 

has 5,9% of overall audience, which makes it the most popular in the ranking of radio 

stations.  The target audience group of Echo primary consists of upper-middle class and 

upper class people with higher education and older than 40, men slightly prevail than 

women. In a competition with similar talk-information format radio stations, Echo is 

absolute leader by the number of listeners (Echo of Moscow, 2017).  

By the citation index, Echo is the first in the rating of all Russian existing media, 

including newspapers and TV channels with the index of 1788,34. It shows, that the station 

is one of the most influential analytical source of information in Russia (Echo of Moscow, 

2017). However, the influence of Echo has specific meaning due to fact, that the citation 

index is proportionally way higher than its country air coverage and number of listeners.  

Alexey Venediktov comments the amount of influence of his station: […We see how our 

experts’ opinions about proposed laws or any governmental decision become parts of the 

governmental corrections, we see it from their documents, it is obvious…] (Interview, 2017). 

Thus, we can clearly see, that the informational agenda, which Echo selected is quite 

successful, and the station has a high influence on political processes, by giving a free media 

platform for different social forces.  

 

 

3.2 The ownership structure  
 

The current structure of Echo’s ownership is the following: 66% shares belong to 

media holding Gazprom-Media, 19,9% - to American company EM-Holding, which, till the 



42 

end of 2015, was holding 34% of shares, but, according to the new law of media, which we 

mentioned before, it became not allowed to own more than 20% of media companies by 

foreigner shareholders. The rest of the shares belong to “Echo Moskvy Holding Company”, 

which consists of journalists of Echo, none of which has a majority package. It is important 

to notice that, according to Russian legislation, shareholders and founders of media resource 

are not allowed to influence its content, as well as internal regulations of Echo prohibit their 

influence (Echo of Moscow, 2017).  

The fact, that Echo of Moscow is partially belongs to the holding Gazprom Media, 

which has clear pro-government voices, raises a lot of questions about, how the station can 

leverage the tension between its biggest shareholder’s political interests and audience, 

which is skeptical about its editorial independence issue. Alexey Venediktov, answers this 

question in the interview by the following way: “President Vladimir Putin rescued me four 

times for the last 17 years, and that is true. When our shareholder or some politicians wanted 

to demolish Echo of Moscow, Putin, as far as I know, either interfered personally or gave 

signals that he is against this…] If we will be demolished, then we will be demolished, and 

why – I don’t know, the weather will change or something else…] […Perhaps because we do 

not change our reduction policy from the very beginning, maybe that is why we still exist, we 

are respected, but we are not loved…]” (Interview, 2017). 

However, having Gazprom Media as biggest shareholder, raises some issues about 

state influence on Echo’s policy agenda. Alexey Venediktov, gave the explanation about it: 

“Without doubt, our stakeholders have certain rights. They have an opportunity to run a 

certain interview at the radio station, and I will publish it without question. I don’t see any 

ground not to do it. They also can ask me to make the radio station more profitable, and I do 

understand this. But they cannot ask me to censor the content and interfere in our editorial 

policy” (Russia Direct, 2016).  

On a question about attempts to influence the informational agenda by shareholders, 

he answered: “There have always been such attempts. And this is normal, when a 
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stakeholder thinks that he or she can manage and influence [editorial policy]. In this case, 

every time I just take out the editorial code and show it to them to make it clear who 

determines our editorial policy. If they don’t like it, they can change the code. But don’t forget 

that I am also a stakeholder and control 13 percent of the radio’s assets” (Russia Direct, 

2016).  

This situation shows, that there are constant political games and media attention 

about Echo informational policy, even though the station tries to keep its own principles of 

objectivism and to represent various points of view of socially and politically important 

topics.  However, there have been cases of indirect interference in activities of Echo by its 

shareholder.  One of the bright cases, which demonstrates it - a scandal around a post in 

Tweeter of Alexandr Pluschev, one of the journalist and radio host of Echo. In November 

2014, he posted a personal tweet with the query: “Is it possible to count as a proof of 

existence of “higher (God) justice” a death of head of president administration Sergey 

Ivanov’s son?”  The query was connected to the car crash, when son of Sergey Ivanov died, 

and earlier, he has been involved into another car crash, when a woman died due to his 

dangerous driving, however he avoided any legal punishment.  

After he published a tweet, the CEO of Echo Ekaterina Pavlova fired Plyuschev with 

the following official explanation: “Being a public person, which influence the public opinion, 

Plyuschev has ignored norms of professional journalist ethics, norms of media legislation and 

norms of Echo Moskvy charter, which prescribes to respect the rights, legitimate interests, 

honour and dignity of citizens” (Interfax, 2014). At the press questions, she answered: 

“Plyushchev was dismissed at the request of the chairman of the board of directors of 

Gazprom-Media, Mikhail Lesin” (Interfax, 2014).  

Alexey Venediktov strongly opposed this decision: “The order to dismiss Plyushchev 

contradicts the statute of the" Echo of Moscow. "According to the document, no journalist 

can be dismissed without permission and without the signature of the editor-in-chef. The 

radio host will continue to work on the radio station” (Interfax, 2014). Lesin as well 
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commented the incident: "In my opinion, when it comes to moral principles, they should be 

in the first place, but not the formal principles of the statute, I would be ashamed of them in 

their place" (Interfax, 2014). The following statements the sides of conflict made, were quite 

drastic as well: Lesin said, that Venediktov also be dismissed, if Plyuschev will not be fired. 

In turn, Venediktov reacted by intention to purchase the package of shares of 66% owed by 

Gazprom-Media (BBC, 2014).  

In the end, Venedikviv and Lesin during four-hours personal negotiations came up 

with the following solution – Plyuschev’s dismissal order was canceled, however, he was not 

allowed to go on air till 15th of January 2015. Moreover, a new article was added to the 

statute of Echo -  about ethical requirements of behavior of its workers in social media. 

Venediktov commented the incident by the following way: “This is the story of this four-hour 

compromise. This is a compromise. The fundamentals of the editorial policy of Echo of 

Moscow are not touched upon here. They are saved. And this means stability” (BBC, 2014). 

In addition, Plyuschev deleted his post in Tweeter with the apologies.  

As we can see, there are attempts to influence Echo’s internal decisions by its biggest 

shareholder Gazprom-Media, however, editor-in-chief Alexey Venediktov managed so far to 

protect principles of his editorial policy at the radio station by making compromises, pleasing 

both sides. Listeners, however, often show negative reaction on such political games and 

see in actions of Gazprom-Media the threat of freedom of speech (TJ, 2014).  

The question, which is frequently raised in media around the Gazprom Media 

influence in Echo, our respondent Dmitry Gudkov answered in our interview: “Well, if Echo 

of Moscow would have the audience, let’s say 50 million, so probably then problems might 

exist. I think, at the moment the audience, of course it’s very big, but maybe not big enough 

to influence points of view of citizens all over the country. So, it is more likely a commercial 

project for Gazprom. It is also a sort of a picture, which it is possible to show – like here we 

have independent media, and nobody touches it, and that is why they let the radio station to 

work” (Interview 1).  
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Gazprom-Media raised some concerns about profitability of the station in 2015, 

chairman of the Board Mikhail Lesin in his interview noted: “Audience of the radio station 

got older, the average age of listeners is older than 55, therefore the attractiveness for 

advertisers is not that high, and it is not a secret for anyone. Echo is respectful informational 

source, but it is not worth to overestimate its popularity. It is necessary attract young 

listeners, to make changes, which would be interesting for advertisers” (Vedomosti, 2014).   

 He also pointed out the meaning of Echo in Gazprom-Media holding: “The station 

can further fulfil its important socio-political functions – as now – and to be for Gazprom 

Media an image project, but then it should self-financed itself and it could be, perhaps, 

enough. But if the radio station will go to serious financial minus and would demand a big 

financial support from holding, we will find a way to use its frequency more financially 

effective” (Vedomosti, 2014).   

Editor-in-chief of Echo has another point of view of the profitability of his station: 

“Talk-radio stations all over the world have adult listeners, usually older than 45 years old. 

Our audience is not an exception here: serious people with experience and high salaries, 

advertisers never refused us. Ten years of the last fifteen years were profitable for us, four 

years we had zero balance, and at the crises year 2009 we had losses, which we covered by 

profit of previous years. We always existed by the use of own recourses and even took loans” 

(Vedomosti, 2014). The situation of talk radio stations profitability comments the head of 

Russian advertisement agency HIDALGO Igor Altman: “It is easier to sell advertisement for 

talk radio stations than for music station. That are men, who achieved something in life, they 

have savings and they are ready to spend them. Exactly that kind of audience listen to radio 

to get information, to use it in practice and to understand what is going on in the world, but 

not for entertainment” (Vedomosti, 2014). 

Dmitry Gudkov also supports the opinion about high profitability of Echo: “Yes, it is 

profitable for advertisers, because this radio has quality audience, that is middle class, they 

are solvent people. So, the high-quality audience, even though its smaller than low quality 
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audience, it has bigger meaning for advertisers.  Echo of Moscow has very smart policy 

here…they do quality journalism.” (Interview 1)  

 

3.3 Historical background of Russian media market 

 

The historical background of Gazprom-Media on Russian media market and the role 

of its former head Mikhail Lesin has a certain interest in our research. There are a lot of 

holding’s affiliations with Russian authorities. Thus, the biggest shareholder of this media 

holding is Gazprom bank, which is strongly supported by state budget. Moreover, media 

some sources claim, that the decision about appointment of head of Gazprom-Media is an 

unofficial competence of the president of Russia (RBK, 2015).  

The history of Gazprom-Media foundation is closely related to Mikhail Lesin, who 

became the head of the holding in 2013, however, his previous career has some importance 

as well.  In 1987, he founded an advertisement agency “Video international”, which started 

to dominate on advertisement market by the beginning of 2000s, and in 1994 he became 

the head of a TV channel, which has been in affiliation with the state media holding RIA-

Novosti. In 1996 Lesin actively participated in presidential election campaign of Boris Yeltzin, 

and afterwards he became the head of President office of public affairs. In 1997, he became 

a deputy-head of All-Russia State Television and Radio Broadcasting Company, even though 

that his company “Video international” claimed, that he sold all his shares, many media 

market players accused him in conflict of interests (RBK, 2015). In 1999, he has been 

appointed as Minister of press, TV and radio broadcasting and mass media.  

Being a minister of press, he was involved in the most scandal acquisition in the 

history of modern Russian media market – in purchasing of holding Media-Most by 

Gazprom. In March 2000, Gazprom sent to Media-Most a claim to pay $ 211.6 million, which 

Gazprom itself transferred to Credit Suisse First Boston as a loan for Media Most before. The 

head of Media-Most Vladimir Gusinsky refused the claim and any negotiations about the 
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issue. In June 2000, he was arrested on charges of embezzling $ 10 million in the privatization 

of the company "Russian video" (RBK, 2015).  

After three days Gusinsky was released on bail, and a month later he signed an 

agreement about the sale of Media-Most to Gazprom for $ 773 million, of which $ 473 

million went into debt. The agreement was supplemented by the famous Appendix No. 6, 

which stated that “the transaction was valid only if the criminal prosecution of Gusinsky 

stops”, and this contract was signed by the Minister of Press Mikhail Lesin (RBK, 2015).  

In September, Gusinsky refused the deal, saying that it was "in fact under gunpoint." 

"Negotiations began when I was in prison, and proposals were received from the Minister of 

Press and Information ... Lesin," that what he explained in an interview of Echo of Moscow. 

The Press minister received an oral reprimand from the head of the government of that time 

Mikhail Kasyanov, for interfering in the dispute of economic entities. But the case was made: 

in 2001, the assets of Media-Most went under the control of Gazprom, and the Gazprom-

Media was created on its bases. Exactly by this contract of acquisition, 25% plus one shares 

of Echo of Moscow went to Gazprom Media from Media Most (RBK, 2015). 

In 2004 Lesin changed his state status from Minister of press to media adviser of the 

President of Russia, and in 2005 he became one of the initiator of the idea of opening 

channel “Russia Today”. However, in 2009 he was resigned by President, and the decision 

to assign him as the head of Gazprom Media in 2013 occurred as “a sudden return”. Mikhail 

Lesin died in the age of 57 from the heart attack 6th of November 2015. The current head of 

the Gazprom Media is Dmitriy Chernyshenko. In total, the holding owns 38 TV channels, 8 

radio stations, 3 internet companies, 1 satellite TV operator, 4 publications, 23 online 

resources and 4 advertising sellers. Since September 1, 2016 the holding is in the US Ministry 

of Finance's sanctions list (Wikipedia, 2017).  
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3.4 The Case of NTV 
 

Further, we will look more in detail on the acquisition of NTV TV channel process and 

on consequences, which it had. “The case of NTV” was mainly considered by democratic 

parliamentarian fraction at the time and many of the media sources as a direct restriction 

of freedom of speech and expansion of state control under the media (Yabloko, 2017). 

Journalists, investigating upon actual reasons of closing the NTV channel and arrest of 

Gusinsky, named the following factors of this acquisition: NTV was spreading negative and 

satiric description Vladimir Putin image in satiric programmes, and journalists presented the 

separatists’ point of view in the second Chechen war 1999-2000. Other facts, that could 

increase the confrontation with the state authorities and the channel are - support of 

oppositional democratic parties during the parliament elections, and democratic candidate 

of President during presidential election. Moreover, there was open confrontation of NTV 

with the authorities about these issues, however, attempts to establish control over editorial 

policy of the channel did not succeed (e-Reading, 2017).  

Echo of Moscow took a supportive role of the ex-journalists of NTV TV channel and 

gave them air for the whole day of 14th of April 2001, when a night before NTV have been 

taken over by “the new owners”. During the night 13th of April new guards of the NTV office 

blocked its entrance and changed the security system. Ten days earlier the chief editor of 

NTV Evgeniy Kiselev has been fired by board of directors of Gazprom Media (Wikipedia, 

2017). 

Some of the channel workers immediately arrived at the office at night, but half of 

them have been not allowed to go through new security, and the following morning they 

announced their dismissal. They organized the substitute TV access to prime-time broadcast 

from the channel TNT, to show their audience, how events are developing and interviewing 

different experts about the topic. Interestingly, at the same time, NTV under the new 

owners’ editorial policy, immediately started its own broadcasts, without changing the title 

of the channel and without mentioning events of previous night (NTV broadcast, 2001).  
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Tragically, that were the last days of NTV as an independent channel, shortly after the 

journalist team fell apart, part of the channel staff returned to new owners, others became 

journalists of different TV channels. However, the changing NTV ownership and especially 

violent events of April 2001 rapidly changed Russian media environment, creating open 

confrontation of so-called “pro-government” and “liberal” media sources. Decision of Echo 

towards supporting NTV journalists clearly defined their position in a new situation of 

Russian media spectrum.  

Worrying tendency in recent years of closing TV stations, which are critical towards 

government, and those which oppose official state points of view on political events, so far 

do not reach the Echo of Moscow. There are different opinions about, why Echo of Moscow 

does not face any serious attempts to be turned down, as it happened to NTV and similar 

channels in the past. Dmitry Gudkov comments this by following: “I think it’s really 

problematic for the state to close down Echo of Moscow, because in any case the audience 

will go somewhere to find other platform, and government needs some sort of a channel of 

communication with middle class and society, it is a first reason. Secondly, if the station will 

be closed, everybody will run to private blogs and the state in any case will not be able to 

control this audience. It is crucially important that this audience would have possibility to 

communicate with each other, to express their points of view, otherwise all media sphere will 

become a boiling pan without ability to evaporate, and this vapor should have a way out.” 

(Interview 1).  

Later, when few other informational channels changed their owners by the same 

manner as it happened with NTV, some of the former journalists of NTV moved to Echo of 

Moscow, having no other alternative to their analytical talk-shows on any other TV channel. 

The former NTV chef editor Evgeniy Kiselev moved to the radio station in 2005 with his 

political talk-show, which had the same format as his former TV program “Itogi”. His 

broadcast program existed for four years, after that Kiselev moved to Ukrainian TV channel 
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Inter, but at present days he participated at Echo of Moscow programs as a guest or an 

expert (Wikipedia, 2012).  

Another journalist and writer Viktor Shenderovich, who formerly ran a political satire 

show on NTV, (which regularly had very negative reference of Vladimir Putin), made a similar 

path from the destroyed channel to another channel TV6, and after TV6 repeated the 

destiny of NTV, he requalified himself to a radio host. His political satire program “Melted 

cheese” has been running on waves of Echo from 2003 till 2008, and until now Shenderovich 

is a regular guest of interactive program “Exclusive opinion”, where resent news is discussed 

(Viktor Shenderovich, 2008).  

 

3.5 Media struggle between commercial and public media 

 

The current situation of Russian media clearly shows polarization of media sources, 

when on one hand, there are public TV channels with informational and political agenda, 

which have been taken under direct or indirect state control. On the other hand, there are 

commercial media of different kind, which continue to adhere their independent redaction 

policy. Echo of Moscow plays a crucial role in polarization of informational media by the 

unwillingness of editors and journalists to change their policy and principles of work. Apart 

from that, as mentioned above, the radio station became a backup broadcasting source for 

journalists, who lost their traditional TV format.  

Dmitry Gudkov noted, that the audience of Echo increased by shifting NTV audience 

to radio format, he explained it by the following way: “[…. The best experts and independent 

politicians came to the platform of Echo of Moscow, because there are no any other 

platforms. It is also clear, that all intelligent audience mobilized itself around Echo of 

Moscow. Thus, today it is one of the leading and the most popular independent media, where 

there is a possibility to express opinions by people, representing different points of views…]” 

(Interview 1). 
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On a contrary, Lev Schlossberg has another opinion: “No, no the audience didn’t 

increase, because it is the same audience, which watched NTV, listened to Echo of Moscow. 

It’s factually the same people who listen to radio, watch TV Rain2, and who read internet 

newspapers. The foundation of this audience is completely the same. So, there were no move 

of audience to Echo of Moscow” (Interview 2).  

Rapid process of state monopolization of major media sources changed the position 

of Echo, and it began to be perceived by audience as a “concentration” of democratic, liberal 

or simply saying “oppositional” political opinions platform. Therefore, tension around the 

station, its journalists, guests and programs, thus entire perception of the station became 

sharply contradictive. This can show social opinions about Echo, which are almost never 

neutral, they are polarized in group of listeners. One group’s opinion can be represented like 

“Echo is the only one island of truth in the disgusting ocean of state lies of Kremlin’s media”, 

another (bigger) group’s opinion can be shown as “It's amazing, how so many people, who 

hate Russia could gather in one place …. they are all united by hatred to Putin, they are the 

same propagandistic liars” (SPR, 2017).  

During the last parliament elections of 2016 Echo became the only available media 

source for some of the oppositional candidates and parties, due to fact, that they could not 

get an access to federal and local TV stations. Such candidates were also our respondents - 

Lev Schlossberg and Dmitry Gudkov. They mentioned some difficulties and illegal restrictions 

during their election campaigns, such as uneven media access for all candidates, and using 

administrative resources by party of government and others. Therefore, all oppositional 

candidates were heavily relying on Echo of Moscow as the only open radio station with 

federal coverage, and apart from that, on internet platforms and social media (Interview 

1,2).  

Lev Schlossberg commented more in detail about the role of Echo of Moscow 

department in his city of Pskov during his election campaign: “There are different things 

                                                           
2 TV channel, which mostly have internet prescribed transmission 



52 

connected to this topic, there is excess to broadcasting time, which is obligatory by law for 

every candidate during the election campaign. This excess is absolutely identical for all 

parties, and its regulated even by number of seconds. But at the same time, parties which 

have currently political power, have additional uncontrollable free broadcasting time, that 

happens everywhere – on a federal and the regional levels. That it because these candidates 

can be shown on a level of ordinary informational news agenda, in a framework of their 

current public duties. But in real it is considered as part of their election campaign with 

agitation. So, they have an advantage in media – in some sense, media becomes their own 

press center. It can be seen during all election campaigns, but this is formally legal activities, 

Russian law has such an article – informational coverage of public authorities is not an 

agitation” (Interview 2).  

Therefore, Echo of Moscow, by giving a platform for oppositional candidates during 

election campaign, began to pay a role of consolidator of different oppositional political 

powers and oppositional journalists, who cannot get an access to the audience by any other 

way. It can also be an indicator, that the freedom of speech on biggest Russian media 

platforms is strongly restricted. At the same time, the social need of freedom of speech and 

expressions is high, even if it’s not shared by most of the population. All our respondents 

admit the presence of political censorship on all state-run public channels, even though 

censorship is forbitten, according to the Constitution (Constitution of Russia, 2014).  

If presence of quasi state censorship harms political activities of Gmitry Gudkov, Lev 

Schlossberg and other oppositional politicians, for Olaf Kühl it meant the changing of media 

consumption habits. In our interview, he pointed out the importance of digital Russian 

media, which he constantly uses to inform himself about political situation. Public media, in 

a contrary, he does not consider as serious and objective source of information. However, 

he uses Russian public media to indicate the direction of development of state propaganda, 

in order to understand the position of Russian authorities (Interview 3).  
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What we can draw from it, is that public media and private digital sources are 

polarized, and that they perform completely different picture of political reality. Moreover, 

the situation of dualism of Russian media market constantly deepens, and it gets more 

obvious for journalists and the audience, which clearly demonstrate the recent events. 

Anticorruption demonstrations, which took place in more than 80 Russian cities 26th of 

March 2017, were totally ignored by all public television channels and public radio stations 

as well as state owned internet resources. While for private digital media and Echo of 

Moscow these demonstrations became the main hot topic of several days (Interview, 2017).  

This situation commented Alexey Venediktov, he claims that the decision of not to 

show anticorruption demonstrations was made not by the management of public channels, 

but it was a decision of state authorities, which supervise these public media. “People who 

made such a decision, they are people of 20th century. They truly believe, that if the TV didn’t 

show it, and if a newspaper didn’t write about it, then there was no any event, and of course 

it is not true, we understand it. It is already not realistic to do, due to the fact of existence of 

internet and social media. That was their professional mistake…]” “…Their policy was not 

effective, I never divide media on our own kind and media “of enemies”. There are rather 

professional and not professional media. There are propagandistic media, and it is also a 

profession, but of different kind, its respectful and it is paid well – but it is simply different 

profession…]” (Interview, 2017).  

Venediktov also described the procedure of cooperation of public channels with 

federal authorities “…One of the highest representative of President’s administration have 

meetings with someone from management of three main federal public channels, and the 

agenda develops there for the following weekend. I suppose, that decision was made on such 

a meeting. It can explain why all three heads of federal public channels, which, in fact, are 

professional journalists at the same time make absolutely the same unprofessional decision 

– that means that they are not free in making own decisions” (Interview, 2017).  
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On the other hand, there are different tendency, which develops on Russian media 

market together with its state monopolization, which Dmitry Gudkov points out: “First, the 

quantity of TV channels increased rapidly, if 10 years ago it was, approximately 15-20 

channels, and now it’s about 40-50 or 60 of them, and audience is of course getting more 

spread. The number of people – users of internet is getting bigger, on the other hand. 

Moreover, now one can make video content by iPhone, if before the camera equipment was 

expensive and not everybody could afford it – now it is possible to do by every schoolmate. 

Therefore, the competition got higher in internet, and basically every user can make so-called 

public television, that means it is natural that the meaning of alternative points of view are 

growing” (Interview 1).  

He also listed the number of internet resources, which exist on independent from 

state monopoly media fields: “[… there are TV Rain, RBK, Mediazona, Republic, New Times 

– and it’s not all, they are mainly internet platforms, where one can read alternative point of 

view. But now there is raising new trend, when everyone goes into own channels, which they 

create on YouTube and in social media, and, therefore internet is getting stronger. For 

example, the movie about Medvedev3 got almost 20 million of views and it is more than 

federal channels” (Interview 1). Lev Schlossberg supports this point by the following: 

“Nowadays it is completely not possible to make political activities without internet. Internet 

is a pen, the ability to use internet nowadays is the same as ability to write. Internet itself 

does not mean anything, it is a tool which was established and one has to know how to use 

it” (Interview 2).  

Indeed, the number of audience of digital media sources raise together with internet 

accessibility for Russian population (GFK, 2017). Therefore, this process indicates, that 

people are gaining more trust to privately owned uncensored sources of information, rather 

than to public media, which can be seen by the fall of its audience during recent years.  

                                                           
33 The movie of Russian oppositional politician Alexey Navalny and his anticorruption fund, where he has shown 
investigation about illegally owned property of Russian prime minister Dmitry Medvedev 
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Talking about the difference in level of l trust to public Russian media, Lev Schlossberg 

mentioned the following: “We need to look at the audience and we should talk about the 

level of trust to media in general, to all media, it’s not an issue of the belief in God. Sources 

of media are different, one needs to talk about universal judgment…] (Interview 2). Dmitry 

Gudkov argues: “it’s very little level of trust, but it does not matter, because sooner or later 

the quality turns into quantity, and the quantity is growing very fast, especially among older 

generation, while younger generation does not watch TV at all” (Interview 1).  

The statistic shows the fall of primarily young audience, while older generation’s 

public TV consumption even increased (Adindex.ru, 2016). What we can draw from these 

statistics and statements of our respondents, is that there is a serious shift of young Russian 

audience towards digital media sources. It is happening by the number of reasons. First, as 

statistics explain, the biggest fall of audience occurred in 2014, when public media got highly 

politicized.  They had to cease the number of entertainment programs for the favor of state 

political agenda, connected to events in Crimea and in Ukraine, thus, the interest of young 

audience fell and did not recover since that time (Adindex.ru, 2016). The second reason we 

can define, is the absence of representation of all political and social spectrum on public TV, 

what inevitably shifts part of the audience to digital sources, where they are represented. 

The fall of public TV audience is a dangerous tendency for Russian authorities, which 

are responsible for media market regulation, because it can lead in perspective to loss of 

political influence on young people. Thus, there are number of regulations, which have been 

already implemented to control internet sites, like ministry of communication got a right to 

block certain sites, and all foreign internet resources needs be to stored in Russian domain 

(Global Voices advox, 2017).  

Lev Schlossberg argued to it the following: “…This situation turned to the 

informational revolution, and if 15-20 years ago TV broadcasting was the main source of 

information, the state tried to influence it by all means, but the censorship in internet is not 

possible to make. Censorship in TV broadcasting is possible, because the state regulates it 
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and gives certain frequencies, censorship on a radio is also possible to make, because the 

state gives radio frequencies. In the case of internet, the technology of distribution of 

information makes censorship unfeasible. But the problem is, that 99% of Russian people 

watch TV broadcasting, about the half of the population use internet… When the government 

blocked the circulation of information – people have nothing else than personal 

communication. In 20th century it was possible [to block it], in 21st century it is already not 

possible” (Interview 2).  

Olaf Kühl has similar point of view on this issue. He argues, that the principles of 

distribution of information in internet is fundamentally different, they are not centralised. 

Thus, to establish similar control over digital flow information, like under TV broadcasting is 

simply not feasible. He also comments resent Russian criminal cases, which have related to 

spreading certain information in social media, so called “repost crimes”, when some people 

have been accused in extremism. He thinks, that these cases are clear valuation of freedom 

of speech, and the purpose of such investigations is to create fear of spreading certain 

information (Interview 3). 

He supports this point of view by the fact, that all the people under investigation were 

not even journalists, but common social media users, living in province, which were less 

protected. While famous bloggers of internet channels have no obstacles to distribute their 

videos and articles against authorities, because they are too famous (Interview 3). Thus, we 

can conclude, that digitalization process of Russian media market has long-standing 

perspectives, as one of the way to facilitate real political and social discussions about the 

issues, which are not discussed on public broadcasting.  

 

 3.6 Digital life of Echo of Moscow 

 

Apart from having listeners on FM frequency, Echo has extensively developed 

internet platforms, and it was the first Russian radio station, which made its own website in 
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1997. The website gives access to all broadcasts of recent past years and transcripts of them, 

users can also comment all materials and ask questions for the upcoming broadcasts.  Echo 

has strong focus on interaction with its listeners not only by the possibility to ask questions 

and comment topics online in broadcasting prime-time, but also by regular phone and online 

questionnaires, which defines pro and contra opinions, that are discussed.    

Permanent dedicated listeners are formed into a so called “club of privileged 

listeners”, which gives an opportunity to create own blog on the site of Echo, which will be 

open to the public, and there are no restrictions and any specific requirements for people, 

who can create their own blog (Echo of Moscow, 2017). Monthly statistics of number of site 

visitors shows its high popularity – by the period of 2011-2016 there were 1000 million 

visitors per month in average (Echo of Moscow, 2017). Interestingly, the peak of visits of 

more than 200 million have been recorded in March 2014, which can be connected to 

political tensions due to Crimea occupation events and therefore, to high attention to socio-

political media.     

Moreover, Echo has very strong presence in social media, including YouTube and 

similar sites, where, apart from newsfeed and comments of users, it is possible to get access 

to all broadcasting programs, which are recorded in video format by media company 

Citivisor and internet video channel RTVi. Number of listeners of recorded broadcasting 

programs are not counted within official listeners FM frequency statistics, however their 

amount can vary from several to several hundreds of thousands of views of each program 

video record.  

Lev Schlossberg in our interview comments the digital profile of Echo by the following: 

“The audience in internet is rising for all media, which present there. Echo of Moscow went 

to internet one of the first from all media sources, and before they had only radio 

broadcasting. So, it is only natural when in addition to FM station comes also internet 

audience – it increases total audience. If you have a newspaper and this newspaper got a 

website, so the audience of this site increases the audience of the printed version. There are 
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people who read printed version and there are people who read it in internet. If you add new 

formats – you widen the audience…” (Interview 2). Thus, we can see, that Echo is deeply 

involved into the process of digitalization of broadcasting, developing multimedia platforms. 

Such strategy significantly broad the scope of its audience and involvement of listeners into 

the broadcasting process. 
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4. Discussion   
 

In our thesis, we researched the topic of the radio industry and its social meaning in 

modern times through our case study of the Echo of Moscow, which we researched by 

interviews with our respondents and secondary data. Further, we will describe our findings 

and conclusions and how they could help us better understand the future development for 

the radio industry. In the first part of our literature review, we described the history of 

development of the radio industry from the very beginning of its existence. We focused in 

detail on the history of German and Russian radio industry, to conduct a comparative 

analysis of these two phenomena. Through our historical analysis it became clear, that the 

establishment of the radio broadcasting industry meant the beginning of modern media, 

when spoken information could be transmitted rapidly and simultaneously over huge 

distances. Therefore, radio broadcasting became the most influential source of information 

at the time from 1920s till 1950s, when it got replaced by TV broadcasting. At that time, 

radio broadcasting was a powerful political tool, in some cases a tool of propaganda.  

Due to fact that our case study is based on a Russian radio company, it was crucially 

important to trace the tendencies of development of Russian industry. The main historical 

fact, which is important for our research, is that we cannot talk about radio broadcasting 

industry in Russia before the Bolshevik revolution in 1917. The new Soviet government of 

Russia used radio as a main tool of their political propaganda, rapidly developing and 

expanding radio broadcasting under full communist party control. This meant, that for the 

first approximately 70 years, the Russian radio industry existed under the censorship and 

state ownership.  

We chose another historical example of Germany to show, how the development of 

their radio broadcasting industry turned out a different way, despite having a similar period 

with state control and censorship during the Third Reich. The crucial difference between two 

countries is that during the 1920-1930 at the time of Weimer Republic, German radio 

broadcasting developed as a politically independent and not centralized industry.  



60 

The main tendency, which we can observe at the time of the Weimer Republic, was a 

cultural struggle between the centralized radio stations with a federal agenda and the 

regional broadcasting stations, which focused on promotion of their cultural identity, 

dialects and local political agendas, reflected in the so called “Volk und Heimat” 

phenomenon. These German broadcasting traditions were reestablished after the time of 

Third Reich’s total control and radio censorship. It can be clearly seen, how the modern 

German radio and TV broadcasting reflect the tendencies of regional and federal dualism of 

the Weimar Republic.  

The historical analysis of the Russian radio industry, in contrast to German one, shows 

the absence of traditions for politically independent and decentralized broadcasting. 

Moreover, there was no media market as such till 1990, therefore, the traditions and 

business practices of Russian commercial broadcasting should have been established from 

stretch, which was more troublesome process, rather than reestablishing, as it took place in 

Germany. Moreover, our historical analysis demonstrated the crucial meaning of the radio 

industry for the entire broadcasting industry of the future, including TV broadcasting, which 

has been established in 1950s. As soon as companies, that owned radio stations, created the 

first TV stations, they transferred the radio broadcasting practices into the TV industry with 

adaptation of them to the video formats. Thus, it is inevitable to consider the process of 

broadcasting as part of a media sphere, without strict segregation on technological devises, 

which transfer broadcasting informational messages.  

The radio station Echo of Moscow, which we took as our case study, was chosen 

because it was one of the first commercially established independent radio stations in 

Russia. It was one of the first radio broadcasting companies that took on political and social 

agenda on independent bases, and started to create informational talk radio formats 

without state censorship. Thus, Echo of Moscow can be considered as the first commercial 

radio station of the post-Soviet censorship era, and from the history of radio broadcasting 

point of view, it is relevant to see how this station developed up till modern times. We 
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analyzed Echo of Moscow through its position on the Russian radio broadcasting market. 

Our analysis showed, that the Russian radio broadcasting market is characterized by a high 

degree of monopolization, due to fact that most of the radio stations are owned by huge 

media holdings. Moreover, as we discovered, the two biggest Russian media holdings, like 

Gazprom Media and VGTRK, have multiple profiles, and they operate not only in radio 

industry but also own TV stations, newspapers and others sorts of media.  

We can investigate this using the theoretical framework of Sanchez-Tabernero et al, 

which indicates, that the Russian radio broadcasting market is characterized by high degree 

of concentration and by high barriers of market entrance. Thus, this situation indicated the 

crises of the Russian radio industry. Moreover, the monopolization of the market has state 

features due to fact, that the biggest media holdings are directly or indirectly owned by the 

state. The high degree of monopolization of media market brought long standing negative 

consequences for the development of freedom of speech in Russia.  

At that stage, we considered studies, which described the social meaning of media 

and radio broadcasting in order to analyze, to which extent the current Russian media 

market satisfies this meaning. Jakubowitch in her work defines the role of media as a tool 

for self-recognition of different social groups. Other authors of the Council of European 

publishing volume developed this topic within the application of European and international 

legislation, which determines the role of media in a democratic society. The core element of 

media, they determine, is the absence of state censorship. Measures, which can prevent it, 

helps to create a free media sphere, where all social groups can express their opinions in 

social and political debates. Therefore, it is a primary task of the democratic state to 

establish informational platforms for all social groups, which represent different interests in 

society by financial resources of state budget. Only then it is possible to establish a public 

sphere, where all social and political groups will be represented.  

Coming back to the situation on Russian media market, we determined, that there is 

a high level of monopolization by state owned or state influenced media holdings. Media 
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market monopolization developed gradually by the last 17 years, removing private media 

holdings from the informational sphere. One bright example of it, which we described, is 

“the case of NTV”, where the private holding Media Most of Vladimir Gusinsky was acquired 

by Gazprom Media. Importantly, state legal resources have been used in this purchase, 

when Gusinsky was arrested and accused in violation of the commercial interests of 

Gazprom Media. It is hard not to agree with journalists and media market researchers who 

claim, that the state violated the interests of the free media market by direct interference. 

Therefore, Russian media market cannot be considered as competitive and the market does 

not fulfil its role as enabler of freedom of speech. Consequently, the social role of media is 

not fulfilled by Russian public media as well. This confirms our respondents, politicians 

Dmitry Gudkov and Lev Schlossberg. They both confirm the presence of state censorship in 

the public media, which primary concerns political agenda,  

One of the most important function of an open public sphere is the election process, 

which facilitates legitimate changes of political power. The meaning of media in democratic 

elections has been described by the authors of the Council of European volume. Within their 

application of European legal framework to the election process we can infer, that the main 

principles for such regulations is free access of all candidates and political parties to the 

public broadcasting. Such norms are declared in the Russian legislation as well. However, as 

our respondents noted, they experienced the absence of access to public broadcasters 

during the parliamentarian election campaign in 2016. Therefore, they relied heavily on the 

Echo of Moscow during their election campaigns.  

The influence of the Echo is clearly noticed not only by providing an informational 

platform during the election process, but also if we look at the citation index, where we can 

see, that it’s one of the highest of all media sources, including newspapers and federal TV 

channels. In order to understand this phenomenon, which shows the significant social 

meaning of Echo, we need to understand what kind of media value it offers. As stated above, 

the Russian media market is deformed due to the high degree of state monopolization. Here, 
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we can compare media market monopolization with concentrations of monopolies on any 

other not “creative” market. It is always considered as negative tendencies, therefore, in 

most of the European legislation systems there are legal measures to prohibit 

monopolization.  

However, there is a difference of negative consequences in both cases. 

Monopolization of the “not creative” market, like for example food production, leads to 

increasing the price and decreasing the quality of the product. At the same time, consumers 

realize and experience those negative tendencies quite clearly, because the product they 

consume is tangible with physical characteristics. Pricing mechanisms on the tangible market 

is also transparent – consumers need to pay directly in order to consume a tangible product. 

In our thesis, we focused on the issue of monopolization of the creative market, which is 

characterizes by the creation of intangible products (in our case that is information around 

political discussions). The pricing mechanism on the creative market is indirect, like selling 

time for advertisement or, in the case of public media, sponsoring by state budget. 

Therefore, media markets are less transparent for consumers, and it is harder to judge the 

quality of products they make, due to fact, that every judgement is individual and it depends 

on, in our case, political views and others individual factors.  

Thus, monopolization of the media market is harder to trace for the audience, 

particularly for those, who do not analyze it deeply in terms how changes in ownership of 

media sources affects the objectivity and quality of the broadcasting. Our case research 

highlights this point from the opinions of our respondents, which claim that most of the 

Russian population use almost exclusively public broadcasting channels, where the main 

product is influenced by state propaganda. Therefore, people have no access to an objective 

informational agenda from public media, which are supposed to deliver it.  

 Our research also explains, that monopolization of the media market by state owned 

holdings inevitably leads to the elimination of diversity in the informational and political 

agenda. The same might happen on a “not creative market”, when the diversity of one kind 
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of product is reduced due to presence of a monopolist. However, there are some important 

differences, which show the specific nature of creative market. In our case, the process of 

state monopolization of media market was developing gradually, without direct abolishment 

of TV channels from broadcasting. Instead, as one of our respondent noted, the number of 

TV channels significantly increased for the last ten years.  

Thus, formally, the diversity of broadcasting companies did not decrease, but instead, 

as this process of monopolization has shown, it is the abolishment of diversity of 

informational agenda by changing the ownership of federal TV broadcasters, without even 

changing their brands. That is what happened with NTV channel, which still exist with exactly 

the same brand, and far from all of the audience of this channel realized it. Therefore, 

market methods of eliminating a diverse informational agenda replaced the explicit 

establishment of state censorship. It can be clearly seen by the “choice of purchase” of public 

channels by state media holdings, which ranged explicitly among channels with 

informational and political agenda but not entertainment broadcasters. The result of such 

gradual “changing ownership” scheme of most of informational federal TV channels was 

total domination of a state informational agenda on all TV broadcasters, of propaganda, as 

our respondents stated.  

Echo of Moscow exists in a deformed media market, within 66% of ownership by 

Gazprom Media, a semi-state holding, which purchased the NTV channel by the manner, 

described above. At the same time Echo can offer, according to our respondents, a 

completely different broadcasting product. All our interviewees admit the higher level of 

diversity of the informational agenda Echo presents. We also discussed upon, how Echo can 

protect their independent editorial policy, in large extant being under financial control of 

Gazprom Media. There are two factors, which our respondents name. First, the audience of 

Echo is significantly smaller than the audience of public TV and therefore, the station is not 

considered as media with the same serious, informational weight in contrast to the public 

TV broadcasting. Secondly, our respondents suggest, that federal authorities use the Echo 
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as an objective source of information, to understand the informational agenda in a broader 

way.  

That might be explained by the fact, that the government has a need of objective and 

independent interpretation of political events, as well as the need to gauge an independent 

and real reaction of society on government decisions. At the same time, they are aware, that 

the informational agenda of public TV broadcasting, which they factually control, does not 

represent the realities in their country. Thirdly, our respondents noted that the idea behind 

keeping such a “liberal” radio station in the Gazprom portfolio is to have an “image project”. 

Thus, Gazprom Media and Russian media authorities might demonstrate abroad, that 

freedom of speech in Russia is not restricted. 

Thus, talking about the specific place of Echo on the Russian media market we might 

conclude, that it plays a crucial role as an independent informational media source, which 

provides a platform for different social and political groups to build an equal dialogue, and 

to rise public concerns of different social and political issues. That means, that it fulfils the 

social meaning of media, which we described above. The fact of its independence and 

existence is so far guaranteed by the need of federal authorities to have an independent 

source of information, while it doesn’t prevail under public broadcasting.  

From the context described above, we can better understand, how the radio 

broadcasting format can be more robust on the Russian deformed media market. We can 

refer to research of Crisell, which we use in the literature review, who claims that the 

“blindness” of radio strengthen its position against TV broadcasting and therefore, it plays 

an important role, even if the TV broadcasting market started to dominate from 1950s, 

according to the historical overview of cultural industries, made by Hirsch. The role of radio 

can further a deeper and more professional level of political discussions. Moreover, radio 

broadcasting products cannot be simplified and replaced by “pictures” and visualization of 

material, as it often happens on TV broadcasting.  
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It is also clear, that the TV broadcasting audience in Russia is way broader, however, 

the quality of that broad audience is way lower than in radio broadcasting. “Quality 

audience” is a term, which qualifies highly educated middle age wealthy people, the term 

our respondents use to describe the larger part of Echo’s listeners. The word “quality” is also 

used to describe the attractiveness of higher economic class consumers for advertisers. 

Thus, the audience of Echo are people, who demand deep analysis of economic and political 

situation in Russia and in the world, which they use in their professional activities, and 

they’re an attractive market segment for advertisers. 

Thus, at that point we can conclude, that the radio industry can play an important 

role as an objective source of information in a situation of direct or indirect state censorship 

of public sources of information. In such cases, the main social role of media is fulfilled by 

commercial media sources. Moreover, quality journalism and open political discussions can 

be considered for them as informational product, they can offer to audience, which would 

have unique value. At the same time, talking about commercial radio we can note, that it is 

more robust on the media market in conditions of monopolization and censorship, due to a 

smaller audience in comparison with TV broadcasting, which means it is not as ‘threatening’ 

to the authorities. 

Digitalization of media is a process, which develops rapidly nowadays, and it is 

important to understand the position of the radio broadcasting industry in it. Can it keep its 

social meaning and its audience in a new digital age? Does it need to be transformed into a 

digital format, and what kind of opportunities and threats does it bring?  There is no a single 

source of media nowadays, which is not represented in digital forms, however there are new 

forms of digital media, that wouldn’t exist without the internet, like online streaming or 

social media. Thus, “traditional” forms of media have to compete with new ones on internet 

platforms, and the radio industry is no exception.  

Our case study shows an active process of digitalization of radio broadcasting, thus 

Echo of Moscow relies heavily on digital platforms. Therefore, Echo is not only an air radio 
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broadcaster, but also a multiple media platform, which is presented in video, text and audio 

formats that are not restricted geographically and temporally. Thus, it rapidly increases the 

geographical scope and number of the audience of the station. This can be conferred by one 

of our respondents Olaf Kühl, who regularly addresses himself to Echo of Moscow from 

Berlin. Interestingly, he uses transcripts of its programs from their website, which shows a 

practical use of the multiple media platform approach that furthers its social meaning 

function (Interview 3).  

Utilizing internet platforms rapidly expands the possibilities of interaction between 

radio station and its audience and, thereby increasing its weight and influence. In our 

literature review, we operated by the theory of the ecology of tele-information services, 

proposed by Bordewijk and van Kaam.  From this framework, we can draw a conclusion, that 

level of interaction with the audience got significantly higher via internet. Traditionally, radio 

“on air” played a role of allocational media and partly facilitated conversation between its 

audience and radio hosts.  

In a digital age, as the case of Echo of Moscow shows, a radio station can rapidly 

increase interaction with its audience by combining all possible models, that are allocation, 

conversation, consultation and registration. The new function of consultation is about the 

flexibility of the radio source. Thus, the ability to “consult oneself” by one’s need by 

accessing the material online, and to get access to a certain program any time and any place 

one wants. Echo puts big attention to fulfil this function by recording all their programs in 

audio and video format, as well in text transcriptions, which are available on various digital 

platforms. Echo also partially fulfills the function of registration, when it gives a platform to 

create users’ blogs on their website. However, nowadays with the rapid development of 

social media sources, the popularity and usage of the blog platform has decreased, and the 

station tries to increase their presence at the biggest social media platforms in Russia like 

Tweeter, Facebook and VK.  
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New processes of digitalization, which radically transforms the radio industry, 

contains not only new opportunities but also threats. Some of the statistics, which we 

highlighted in the introduction, show a decline of the radio broadcasting audience during 

recent years, and consequently, the decline of advertisers’ interest. As Dubber noted in his 

extensive research, internet access to all kinds of media sources simultaneously changed the 

audience’s perception of the radio industry. Radio broadcasting began to be perceived 

equally to any other digital media, such as music-streaming sites do not make difference to 

music radio stations and so on. It can be explained by the Hirsch model of historical overview 

of cultural industries, where he shows, that the meaning of hardware technologies got 

minimized by the beginning of 2000s.  

Therefore, mass digitalization of hardware media sources led the end of era of 

hardware competition, therefore, the focus of competition is shifted to the quality of media 

content and quality of software. Thus, we can continue the model of Hirsh by inserting a 

new timeline, roughly form 2010s, when mass customization moved almost fully into the 

digital context. Thereby, big mergers of multimedia companies, which have been dominating 

in the “New Golden Rush” industry profile, according to his model, started to lose their 

influence and gradually are getting replaced by independent digital platforms. Costs of 

market entrance also got lower due to the absence of the need to maintain expensive 

hardware, and thereby, hyperseptation on media market got rapidly increased in 

comparison with the previous period.  

However, are there any positive perspectives for radio industry with regards to their 

traditional on-air broadcasting hardware losing its meaning? Our case of the Echo of 

Moscow shows, that it is not only possible to keep its media position, but also rapidly to 

increase the size of the audience and to strengthen its media influence. The scope of 

audience increased not only geographically but also in a qualitative manner. It captured 

those people, who would never see themselves as consumers of radio, for example young 
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people, who are active internet users. Therefore, a traditional profile of Echo as radio station 

for middle age high class audience might change in the future.  

At the same time, the strengthening of influence for Echo by an active digital presence 

can be explained by the social meaning, which it represents. As was described in the previous 

section, Echo fulfils the role of an informational platform for different social and political 

groups to express they interests, and to facilitate and create an open dialogue about 

different issues. However, Echo is not the only platform represented on the internet, which 

fulfils this primary social role of media in Russia. During the last several years, a boom of 

different, informational digital platforms has occurred, which state the open social and 

political discussions as their main agenda. Our respondents confirm a significant meaning of 

internet media in Russia. They also claim, that digital platforms facilitate real social 

discussions with representations of all political groups. Thus, they are contrasted to public 

broadcasting, which main task is to create state propaganda.  

In our opinion, Echo of Moscow could have a strong position on the digital media 

market due to the fact, that it gained a reputation as a reliable media source over the years 

bringing together different political forces. Therefore, it offers a high professional level of 

journalism in comparison to amateur and new digital media sources. Thus, Echo has a strong 

potential to become one of the leading digital media sources with a diversified profile on 

the Russian internet media market.  

Talking about the perspectives of digital radio in the near future, we can point out 

several things. First, due to fact that the principles of regulation of information on the 

Internet is fundamentally different than regulation of traditional broadcasting, it leads to 

decreasing entry requirements to the digital media market. Secondly, it is a serious challenge 

for all radio broadcasters to compete with modern forms of media, where there is no control 

over the instruments of media content creation, thus – every internet user is a potential 

media broadcaster. Therefore, it is inevitable, that some of the radio broadcasting formats 

can disappear, the difference between broadcaster and audience would be blurred, and that 
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creates a fundamentally different situation, in which radio broadcasting industry should 

develop in future to adapt. In our opinion, this issue has a high importance and demands 

further research.  
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Conclusion and limitations 

 

Our thesis was dedicated to radio industry, its current issues and future perspectives. 

Our research domain was narrowed to the Russian radio industry, which was based on a 

case study of the talk informational radio station Echo of Moscow. In our theoretical 

framework, we considered radio broadcasting as part of the media market, and we 

introduced the concept of social meaning of media. Therefore, we determined our research 

question as the social meaning of commercial radio. Further, we will summarize the 

conclusions, that we reached by our research, connected to these issues. 

Through our historical analysis of radio industry, we can conclude, that the Russian 

radio broadcasting was fully influenced by a (communist) political agenda from the very 

beginning of its existence. At the same time, we took into consideration the historical 

development of the German radio industry, which also had a period of strict ideological 

censorship, however, during the time Weimer Republic, the German media market had 

already been formed.  Thus, German radio broadcasting traditions have been reestablished 

as they were at the post-war time, while we cannot talk about a (re)establishment of the 

Russian radio broadcasting market before the year 1990 and after the fall of Soviet Union.  

What these historical findings can tell us in connection to the main topic of our thesis 

-  is an understanding of the deep interrelation between media sources’ development and 

the political situation in a particular country. It is important, due to fact, that only state 

authorities are obliged to set up the legal framework for a media market, or to set up 

censorship, what we observed in our historical analysis. This finding leads us to the first 

limitation of our thesis, its geographical limitation of radio industry market research, due to 

differences in juridical regulations of the media in each country.  

Concerning the topic of media regulation, we described the main principles and ideas, 

which determines the legislation of European media markets. First principle we can 

formulate is an independency and absence of state censorship, which is crucially important 
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for establishing an open social dialog in the public media sphere. The second principle, which 

is closely connected to the first one, is free access to the media for all political parties and 

groups, in order to facilitate the democratic election process. Thus, we can conclude, that 

the main social meaning of media, according to European legal principles, is facilitation of 

open social and political dialog between all social groups and political parties. Due to fact, 

that this role of media has high social importance, and not always leads to creation of profit, 

it should be fulfilled by public media, particularly by public broadcasting. 

At the next step, we described the most important processes on the Russian media 

market and tried to determine, how it compares to the European principles of social 

meaning of media. Our findings showed, that Russian media market is characterized by a 

high level of state monopolization, which led to a situation of quasi censorship, where the 

public media are not open for all social groups. It can be particularly seen in election process, 

where oppositional parties and candidates do not have equal access to sources of public 

broadcasting. Moreover, the number of commercial TV stations, particularly the NTV 

channel, which delivered news independently from the state social and political dialogue, 

have been demolished.  

The situation of quasi state censorship on the largest part of the Russian media 

market, and full control of political TV broadcasting agendas shifted real political dialogue 

between the different social groups into commercial media sources with a smaller audience. 

Echo of Moscow is one of such media, which main function is to give a platform for different 

political forces. Our findings show, that despite the attempts of influence by its main 

shareholder Gazprom Media, Echo of Moscow is able to fulfill the social role of media, in the 

sense of how it’s defined according to the European legal paradigm.  

The shift of real political agenda and social dialogue into commercial media sources 

is a process, which takes place simultaneously with the digitalization of media and 

decreasing the meaning of hardware technologies. It inevitably transforms radio industry, 

because radio stations are faced with the issue to move into the digital platforms and 
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compete with new formats of media. However, as our case of the Echo of Moscow shows, it 

is possible to turn this issue into an advantage and become a multimedia informational and 

political platform. It is possible mainly because Echo of Moscow is an established radio 

station, which gained its reputation and credibility by 27 years of existence. Thus, the 

audience is more familiar with it, rather than with the newly established digital media. 

Moreover, a long broadcasting experience of Echo of Moscow has made it into a quality 

provider of journalism and information, which could help it to successfully compete on 

digital media markets. Thus, digitalization is one of the possible perspectives of radio 

industry development.  

Our research data collection consists of some limitations, first, we didn’t have the 

possibility to get interviews with journalists and workers of Echo of Moscow, however it was 

partially compensated by using existing interviews with the station’s editor in chief and a lot 

of open sources about the station. Secondly, we didn’t provide a quantitative research of 

the issue of Russian media consumption, which would be useful to determine audience 

tendencies, and how digitalization influence radio consumption, and this topic could be an 

object of further research. 
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Appendix 1 Interview 1 
 

Transcription of interview with Dmitry Gudkov, 11th April 2017 Skype talk 13:16 min  

I: Good morning, Dmitry, thank you very much that you found a time for my interview 

D: Good morning, Ekaterina 

I: So, for the first question, can you tell me please how did your cooperation with Echo 

of Moscow start? Did it start after when you became the member of Russian parliament?  

D: Well, it was before, after and during my parliamentarian duty. It is independent 

radio company, and if there is an informational agenda and politics has something to do with 

this informational agenda, then it is doesn’t matter which political views has a guest. This 

radio objectively gives a picture of current events.  

I: I see, did you noticed that the meaning of Echo of Moscow has changed over time? 

What I mean is that from the times of eliminating NTV company many of the journalists 

moved from there to Echo of Moscow, including Evgeny Kiselev and Victor Shenderovich  

D: Yes, definitely, because all the best experts and independent politicians came to 

the platform of Echo of Moscow, because there are no any other platforms. It is also clear, 

that all intelligent audience mobilised itself around Echo of Moscow. So today it is one of 

the leading and the most popular independent media, where there is a possibility to express 

opinions by people, representing different points of views. And it’s clear that the audience 

grows, because when other channels have only propaganda, then people get tires and they 

want to hear different points of views, even if they do not agree. That is why Echo of Moscow 

does everything right. 

I: So, do you think they have any special meaning, I mean can it be that they create a 

particular informational product, which is profitable for advertisers?  

D: Yes, it is profitable for advertisers, because this radio has quality audience, that is 

middle class, they are solvent people. So the high quality audience, even though its smaller 

than low quality audience, it has bigger meaning for advertisers. And Echo of Moscow has 

here very smart policy, so it is not correct to think that it is oppositional radio. It is in general 
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a media source, which react on events and show them by different sides. So that is quality 

journalism.  

I: Do you think is there censorship on Russian media market? 

D: Yes, of course, definitely, if it concerns politics 

I: Which methods do you think the state use to set up censorship? Can they directly 

close down the media sources or they use other methods like changing the owner?  

D: I think it’s really problematic for the state to close down Echo of Moscow, because 

in any case the audience will go somewhere to find other platform and government needs 

some sort of a channel of communication with middle class and society, it is a first reason. 

Secondly, if the station will be closed down, everybody will run to private blogs and the state 

in any case will not be able to control this audience. It is crucially important that this 

audience would have possibility to communicate with each other, to express their points of 

view, otherwise all media sphere will become a boiling pan without ability to evaporate, and 

this vapor should have a way out, at least somewhere by any means.  

I: Thus, does it mean, that you assume, that state mentally let Echo of Moscow to 

exist, regarding the fact that most of the shares of it belong to Gazprom?  

D: Well, if Echo of Moscow would have the audience, let’s say 50 million, so probably 

then problems might exist. I think, at the moment the audience, of course it’s very big, but 

maybe not big enough to influence the will of citizens all over the country. So, it is more 

likely a commercial project for Gazprom. It is also a sort of a picture, which it is possible to 

show – like here we have independent media and nobody touch it, and that is why they let 

the radio station to work.  

I: Are there any other Russian independent media sources, which fulfil the social 

function of a media platform of different points of view or Echo of Moscow is the only one 

at that kind?  

D: Yes, there are TV Rain, RBK, Mediazona, Republic, New Times – and it’s not all, they 

are mainly internet platforms, where one can read alternative point of view. But now there 
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is raising new trend, when everyone goes into own channels, which they create on YouTube 

and in social media and therefore internet is getting stronger. For example, the movie about 

Medvedev got almost 20 million of views and it is more than federal channels.  

I: And do you believe, that Internet sources are in general comparable by it with state 

federal TV channels?  

D: No, not yet, but in general, particular materials, videos get even more number of 

viewers, but permanently – not yet, but it’s all in future   

I: My next question is concerned with your election campaign, which meaning Echo 

of Moscow played in your election campaign, did you have other media sources, which you 

could use for the promotion of your political ideas?  

D: The big role played independent media here, because of them and our internet 

platforms we have got so called “nuclear core” of our supporters, on which we could rely 

on. We were searching people for this project via internet and Echo of Moscow and 

afterwards these people – our supporters and volunteers go to population to promote our 

campaign 

I: How strong do you think the level of trust to independent media and internet 

resources people in generally have? If its little, can it be because of the past Soviet mentality 

when there was only one official point of view on one issue, transmitted by only one or two 

state controlled media?  

D: Which media are you talking about and which kind of population – all over the 

country?  

I: I mean in general the level of trust of most of the population to the independent 

internet resources?  

D: Then it’s very little level of trust, but that does not matter because sooner or later 

the quality turns into quantity and the quantity is growing very fast especially among older 

generation and younger generation does not watch TV at all. Excuse me, I need to answer in 

SMS. Ok what is the next question? 



82 

I: The question is about did anything change on the Russian media market for the next 

10 years, especially with the development of internet? Is the meaning of federal state 

channels decreasing? And the state attempts to control media sphere directly or indirectly 

mean anything nowadays?  

D: First of all, the quantity of TV channels increased rapidly, if 10 years ago it was, 

approximately 15-20 channels and now it’s about 40-50 or 60of them, and audience is of 

course getting more spread. The number of people – users of internet is getting bigger, on 

the other hand. Moreover, now one can make video content by iPhone, if before the camera 

equipment was expensive and not everybody could afford it – now it is possible to do by 

every schoolmate. Therefore, the competition got higher in internet and basically every user 

can make so-called public television, that means it is natural that the meaning of alternative 

points of view are growing  

I: Ok, I think our time is up and we covered all the questions I wanted to ask. Thank 

you very much for the interview, and if you want I can send you text of my thesis when I will 

be finished 

D: Thank you, it would be grate  

I: Have a nice day, goodbye  

D: Good luck  
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Appendix 2 Interview 2  
 

Transcript of interview with Lev Schlossberg. Skype talk 12th April 2017 20:13 min 

I: Good evening, Lev Markovich.  

L: Good evening, first I would like to know a bit more about the topic of the interview 

I: Well, it is about the commercial radio station Echo of Moscow, about its role in 

Russian media market  

L: First, one cannot say that it is fully commercial station, one needs to understand 

that it is radio of talk format, it’s not a musical station, it’s not entertainment station, it is a 

talk radio station. One can call it commercial by all cannons – it has private founders, they 

have commercial tasks to make profit and so on, but to say simply that it is just commercial 

station, which is between its main business makes politic – is impossible. It is political talk 

radio, but at the same time it is economically profitable. What is the next question?  

I: The next question is concerning your election campaign in 2016, was Echo of 

Moscow a key media for you in your campaign?  

L: Do you mean on a federal level or regional?  

I: On a federal level  

L: I was not very actively participating in federal Russian election campaign. I think I 

had only one or two interviews there. Therefore, it is hard to tell for me which role this radio 

played during the federal elections, because the main campaign took place in August and 

September and I spent this time by making campaign for local elections for the Pskov 

parliament. I was not a head of the federal election campaign, so I cannot tell which role 

played this radio for the election committee, which I was not part of.  

I: What about Pskov department of Echo of Moscow?  

L: Yes, there is this radio station there, we always work with them, we made debates, 

apart from that we bought air time from them for the leaders in our list and at the end of 

the campaign we advertised their our promotion clips. It is one of the station, which is 

important for us. This station in general works with the audience of Yabloko and our voters 
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listen to Echo of Moscow. It was important for us that they would hear us, except our 

opponents, that they would understand that we exist. But the total weight of the payed air 

time was not leading, because the main payed time was dedicated for different platforms, 

which work for not related to us different audiences -to those platforms which have less of 

our supporters and where we are not that known. I cannot now by memory to compare 

budgets of radio stations, where we payed air time, I just don’t have this information, if it is 

really important, so I can find it, but in general we didn’t have the biggest budget. Anyway, 

it is relatively hard to make any general conclusions, operating by data of our budgets, but 

we definitely worked with Echo of Moscow – it is obligatory part of political broadcasting 

I: Connected to this, I have another question – did you have an excess to federal public 

media, which are sponsored by state budget? 

L: There are different things connected to this topic, there is obligatory by law excess 

to broadcasting time, which every candidate should have during the election campaign. This 

excess is absolutely identical to party, and its regulated even by number of seconds. But at 

the same time, parties which have currently political power, have additional uncontrollable 

free broadcasting time, that happens everywhere – on a federal and the regional levels. That 

it because these candidates can be shown on a level of ordinary informational news agenda, 

in a framework of their current public duties. But in real it is considered as part of their 

election campaign with agitation. So they have an advantage in media – in some sense, 

media becomes their own press centre. It can be seen during all election campaigns, but this 

is formally legal activities, Russian law has such an article – informational coverage of public 

authorities is not an agitation. So now he is the candidate for local parliament – the governor 

of Pskov region was a head of the election list of United Russia, and he has meetings with 

population as part of his official duty.  

I: Ok, the next question is do you think that the meaning of Echo of Moscow increased 

after the events which led to closing down of NTV channel and when some of the journalists 
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like Evgeny Kiselev and Viktor Shenderovich moved to the station with their programs? Did 

their audience moved with them?  

L: No, the audience is the same, it’s the same people who listen to the radio, watched 

NTV, of newspaper Kommersant, it’s factually the same people who listen to radio, watch 

TV and who use internet newspapers. There are people who watch TV, they watch TV Rain. 

So there are TV watchers, there are radio listeners, there are newspaper readers. The 

foundation of this audience is completely the same. So there were no move of audience to 

Echo of Moscow. 

I: The next question is concerning about the internet resources, in the last 10 years 

the number of internet users significantly grew up. What kind of meaning you give to 

internet media and do you use them in your political activities, for example Youtube or social 

media?   

L: Nowadays it is completely not possible to make political activities without internet. 

Internet is a pen, the ability to use internet nowadays is the same as ability to write. Internet 

itself does not mean anything, it is a tool which was established and one has to know how 

to use it, that’s it.  

I: And do you think that Russian audience in general got higher level of trust to 

internet media or it is still smaller than level of trust to public federal channels?  

L: We need to look at the audience and we should talk about the level of trust to 

media in general, to all media, it’s not an issue of the trust to the church. Sources of media 

are different, one needs to talk to universal judgment. Internet is not a media, internet is 

the environment of communication. So there is newspaper Vedomosti in printed version, 

and the same newspaper in electronic version, there is Russian media in Latvia Meduza and 

it has no printed version, but only exist in internet. Everybody can be media, by social media, 

by profiles in vk and in Facebook. They can tell about the events in most of the cases faster 

than traditional media, because one doesn’t need media for something one can see oneself. 

So everybody is occupied by distribution of information. Internet combines all kinds of media 
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– description of events, opinions, comments. This situation turned to the informational 

revolution, and if 15-20 years ago TV broadcasting was the main source of information, the 

state tried to influence it by all means, but the censorship in internet is not possible to make. 

Censorship in TV broadcasting is possible because the state regulates it and gives certain 

frequencies, censorship on a radio is also possible to make because the state gives radio 

frequencies and censorship in internet is not possible to make. In this case the technology 

of distribution of information makes censorship unfeasible. But the problem is that 99% of 

Russian people watch TV broadcasting, about the half of the population use internet, let’s 

say less than a half. I do not know the exact number, but its clear that most of them use 

internet for their personal purposes, but also for the informational purposes and 

information there is pervasive. When any significant event happens – everybody 

immediately run to search, look and learn about it. But in general people are not tend to be 

interested in politics and economy or anything else, but when something topical happens – 

everybody starts to search information. In general it is matter when it is global. It is generally 

the main meaning of media – delivering objective information to population, and state 

public broadcasters do not fulfil it. When the government blocked the circulation of 

information – people have nothing else than personal communication. In 20th century it was 

possible, in 21st century it is already not possible. Anyway the government will control TV 

broadcasting – it is the most powerful media for now. Russian television has monstrous 

influence on social opinion, someday there will be a court under the Russian authorities – 

and as during the Nurnberg process there were judged the minister of propaganda – exactly 

the same state channels will be judged for spreading war and hatred. So of course the 

authorities use TV broadcasting, they establish the censorship but it works only for those 

audience, which consume information only from the TV and this audience is huge.  

I: So you think that the audience itself do not increase, if it flows into internet, for 

example in the case of Echo of Moscow? 
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L: Can I give a remark here? The audience in internet is rising for all media which 

present there all the time. Echo of Moscow went to internet one of the first from all media 

and before they had only radio broadcasting. So it is only natural when in addition to FM 

station comes also internet audience – it increase total audience. Before you asked me 

completely different question and here is the different situation. When you asked me 

whether the audience of Echo increased when some of the journalists from NTV channel 

moved there – I said no it didn’t increase, because it is the same audience, which watched 

NTV, listened to Echo of Moscow and it is all the same people. But if you have a newspaper 

and this newspaper got a site, so the audience of this site increases the audience of the 

printed version. There people who read printed version and there are people who read it in 

internet – it is fast. If you add new formats – you widens the audience and there are a lot of 

literature about it, one learn to use new informational instrument.  

I: Thank you very much for the interview, I think we covered all the topics I planned 

to cover 

L: Thank you, if you need additional information you can contact me in Skype chat. 

Good luck 

I: Goodbye.  
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Appendix 3 Interview 3 
 

Interview transcript with Olaf Kühl 24th April 2017, Skype talk 36:16 min 

I: Good evening, Olaf  

O: Good evening, Katja, nice to hear you. I do not know much about topic of media, 

but I will answer your questions 

I: Well, its ok, I exactly need an objective point of view from a person, who is not 

involved directly to this topic and therefore I can have more independent data. So, my first 

question is, what are your duties of the canceller of Mayor of Berlin for communication with 

Russia?  

O: I am responsible for all contacts with Russia, regions of Russia and countries which 

were part of Soviet Union – Ukraine, Belorussia and others. If someone like governor, 

politician comes [here], I prepare talks for this visit, I present at this official talk, I write a 

protocol. I also suggest who should be invited, with who we should meet and so on. 

I: So you have to observe political situation in Russia due to your duties, as I 

understand. Which sources of information do you use in order to do this? Do you read any 

particular newspapers or you use internet sources – which sources in general?  

O: you know, in 90s I read “Izvestia” and I even had a subscription for it and some 

other newspaper. Back than “Izvestia” was more or less free and in the beginning of 2000s I 

stopped it and since then and now I search information in internet. For half a year I am in 

Facebook and people send me a lot of links for different information, it is huge source of 

information. There people send me links with information, which I would never find myself. 

It is very valuable, but one needs to sort out what is really valuable and what is not, what is 

fake and what is not. Moreover, I read in internet such newspapers like Vedomosti, 

Kommersant, I listen to Echo of Moscow.  

I: Do you use public broadcasting TV channels like first channel of channel Russia?  

O: No, only if someone send me in Facebook some funny debates from there, for 

example some “investigation” which is propaganda from the first channel. But I noticed, that 
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some of the journalists here started to spread this Russian propaganda here, and they are 

my so-called friends of mine in Facebook. I would block them long time ago, because it is 

disgusting and it is interesting to see how people change, and what do they spread.  

I: Do you think that Russian public TV channels are propaganda and you have to filter 

information, which you get from there?  

O: Yes I filter it, however, it is interesting to see how do they work. But I don’t have 

enough time to watch programs there. Recently I have noticed, that they changed too, they 

have people who can critically discuss things. I think, that something has moved in Russia, 

the situation is not stable. Even propaganda tries to search for trust of population, which 

has been a bit declined.  

I: You said that you listen to Echo of Moscow among other sources. By what means 

do you listen to it? Via FM waves or internet? 

O: Most of all, via internet and I don’t listen to it, I only read transcripts of interviews 

from there, different authors like Viktor Shenderovich, Yulia Latinina and so on. In general, 

it is easier to read for me than to listen, I read quicker 

I: What is your opinion about this radio? Do you get more objective picture of events 

than at the federal public channels?  

O: Of course, it is more objective, however I can say that Echo of Moscow also 

changed, and not everything there for me is transparent. About Venediktov its not 

completely clear if he cooperates with authorities and how much freedom they give him to 

spread different opinions. Some things have been suspicious for me, for example that what 

he said about the Malaysian plain fall under Ukraine, he said something about it in the US. 

At the same time, experts are not of the same opinion 

I: So, do you think that journalists of [Echo of Moscow] have more diverse opinions? 

For example, Julia Latinina supports clearly right wing agenda, some others have more liberal 

points of views and they all have dialog 
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O: Yes, definitely, and it is already good. And I don’t exclude the version, that Putin 

let Echo of Moscow to exist in order to know what people think. He is guarded from the 

actual opinions and it needs to be some kind of source of what people actually think.  

I: Do you then think, that censorship exists in the media? And is it on the official level 

and does it functions?  

O: There is censorship, but not strict, not everywhere and not always. It is a strange 

thing, for example what Navalny does – he spreads film about Dimon, and no one stop him 

from doing this. However, it is a terrifying thing for Medvedev. On the other hand, if a person 

from province reposts some message about Ukraine – he will go to prison. It is not unified 

perception of oppositional opinions. There is no unified direct censorship, I don’t know why 

it’s like this 

I: Don’t you think it’s a matter of scale? I mean, for example Navalny has huge internet 

platforms and popularity, his team makes every morning YouTube broadcasts, he 

encourages people to make demonstrations. It is simply can be too late to fight against him 

by censorship. So my question is about, is there an informational fight between digital sector 

of media and public media in that sense?  

O: Yes, I think so. But I also hear some opinions, which tell that Navalny is figure of 

Kremlin, I don’t believe in it personally. There is another media person, I forgot his 

name…who talks about Ukraine, and some people say, that they are paid by Kremlin in order 

to distract attention of opposition. But this information might be a provocation of FSB, that 

people would lose trust to opposition 

I: Do you think, that authorities might control opposition, not least my spreading 

control over internet? For example, there are proposals of certain laws, which would 

prohibit kinds to register in social media, like VK or Facebook. So, do you believe that 

authorities would be able to control internet, which is way harder to do than TV and radio 

broadcasting, due to its technological specificity?  
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O: I think it would be very difficult for authorities and FSB to control internet, because 

there are plenty of opportunities, entire ocean of information and its not possible to control 

it for 100%. Even attempts to control it would raise resistance in society and it would lead 

to increase of oppositional thoughts. They don’t do it, however, they attack someone who 

posts something oppositional about Ukraine, especially if he is helpless person in province, 

he is easy to catch. But in general it is not possible to control, the same Stasi in DDR collected 

information about everything and everyone, and in the end they were standing with a 

mountains of information and could not be able to do anything with it.  

I: What is your opinion about these arrests of these people from, as you said, 

province, people who just repost some pictures in internet, does it makes sense? These 

people have no media influence, like for example Navalny?  

O: I think, my only opinion about is to frighten people, to show on example of real not 

famous people, that it is possible to go to prison for 3 years for the repost of a picture, for 

such a little thing. It is phycological frightening of people 

I: The next question I want to ask is concerned Germany. I personally follow some 

public German channels, for example ARD or ZDF, and as I know the biggest TV channels 

there are public, like in Russia. So do you think they show all points of view of all social 

groups and political parties? Do they more objective than in Russia?  

O: They are more objective, that’s for sure, but I do not watch German TV, because 

it’s boring for me, like Tagesschau, I don’t have time for it. It’s very boring and very narrow 

room of opinions, they have so-called “self-control”, they know what they can write, nobody 

censors them, but they know themselves what is allowed and what is not. For example, the 

topic of refugees was very long discussed, and the first year was only “welcome”, it was 

made to support this idea that more people should come. Media took this idea like the 

perception of population  

I: That means that you also use German internet sources or do you read newspapers?  
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O: I read Frankfurter Allgemeiner – it is my main newspaper, I read it on paper, and 

also I read a lot of newspapers in internet and use facebook to receive different links of 

different newspapers, which I am interested in. I have friends in Russia, in Ukraine, in Poland 

and every of them send me different links to different topics. I didn’t know that Facebook is 

such a valuable thing. So that means, I do not have any primary sources of information, I 

have people, journalists, which I am interested in, such as Shenderovich, Piontkovsky. They 

are all different, like an expert of FSB in the US, or Latinina, I always read them. However, I 

don’t understand why Latinina denies a participation of Russian secret service in explosions 

of houses in 1999, she stubbornly denies it, even though everything shows that it was there.  

I: So you rather follow your favourite journalists, political analytics and experts, than 

a particular source? And if some of them presents his or her point of view in a certain 

newspaper or have air on radio, you follow this source because of them?  

O: Yes, exactly. I have very valuable Russian friend Elena, she is an old friend of mine 

here in Berlin. She sends me daily around 10-20 links, she is already a pensioner, she doesn’t 

work, she has time, she knows what I am interested in. She sends these links to a narrow 

circle of friends, it is also valuable. If she sends me a talk with Shenderovich on Echo of 

Moscow, I will go to their site and I can see there others different topics, interviews of 

different people and so on, so I travel in internet.  

I: If to come back to German media, do you listen to German radio? Maybe particular 

radio stations or you don’t use it at all?  

O: I have an impression, that radio and television in Germany and even in bigger 

extant in Russia are secondary in comparing to what it is possible to find in internet, it is 

more alive there. Internet has more fresh information and I see it there, the same things are 

in radio here in few weeks, it’s like something which was chewed, old things, which I have 

not much interest in.  

I:  So what is your opinion about the objectivity and fullness of “official” media of 

establishment such as biggest newspapers and public broadcasting in Germany? Do they 
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give you full political and social spectrum of discussion or one should go to “media 

underground” away from public media to internet maybe to receive objective and full 

information like in Russia?  

O: Well it is difficult to say, but one should read official newspapers here to know 

what elite thinks, intellectual and media elite of Germany, but then one should go to internet 

and see. There are many alternative groups, of course radical groups, there are free there. 

One need to know what kinds of thoughts are among population, because media do not 

reflect it on 100% real thoughts. On my opinion, public media are always late.  

I: When I follow German public TV, I can see that it covers quite broad range of 

political opinion, for example they always invite people from party AfD, which is not 

representative in federal parliament. Do you think that it shows broadness and objectivity 

of informational agenda there? Do you think, for example, during election periods, that all 

political spectrum is represented there and a channel do not support one party or another, 

or does it support unconditionally points of view of Kanzler at some topics, as another 

example?  

O: I think AfD is represented in many places there, before it was only Franka Petri, she 

is beautiful woman, intelligent and energetic and she is suitable for talk-shows, so there are 

strongly represented I think 

I: And do you think that during elections you can receive objective information from 

public media? And they give a real choice and they do not support one party or another? 

O: No newspaper is neutral, my newspaper for example is a newspaper of business, 

intellectuals and rich people, it’s not neutral. However, it describes ideas of AfD, what do 

they want and what do they do, they should write about it, otherwise they would lose trust 

of readers’ long time ago 

I: I have another question about how do you get in contact with Russian politicians, 

recently you visited Gmitry Gudkov and his father, so how did you find out about his 

activities? Was it also from internet as most of your contacts and information you get?  
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O: No, such contacts we make by official line of our ministry of foreigner affairs, we 

contact them by official lines. We use help of different German funds, I also use contacts of 

people who live in Russia. I cannot myself make such contacts in internet. I got connected 

with Dmitry Gudkov by the fund, which works in Moscow, but since we personally met each 

other, we have personal contacts. We will further develop our cooperation. In general, all 

our work needs to be negotiated with ministry of foreigner affairs, because Berlin as a 

Bundesland cannot have its own foreigner policy, so its need to be negotiated 

I: Do I correctly understand, that you have bigger focus on oppositional politicians in 

Russia? Because he is not member of the parliament anymore, but still is a valuable person 

for you? 

O: Not necessarily, the reason is that we prepared this visit for our Mayor of Berlin 

and he is social democrat, who really wanted to go there. His party wanted to renew 

contacts and I was thinking about how to do it without making excuses there, that there 

were no contacts the last 4 years, and that would mean sort of humiliation. I wanted to make 

an equal treatment, that we would as equals entered the dialog. I wanted to show that we 

know what happens in Russia, and we have contacts with civil society, as well as with 

politicians of opposition. But we could not avoid the fact, that the authorities would know 

about our contacts, this I was told from the very beginning, if you would make agreements 

to meet with Gudkov, then immediately everybody would know. Even if one talks by phone 

from Berlin with someone – it will be knowns. When I realised it, I was not afraid, but I 

prepared everything officially.  

I: By what reason there were no official contacts between Moscow and Russia on a 

level of Mayors for these last 4 years?  

O: There were two main reason, first the replacement of Luzshkov and Sobjanin took 

power, who had no interests of international relations. He didn’t travel and his new 

bureaucrats had no interest in relations with Berlin. Then there was year 2014, occupation 
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of Crimea and moving troops to eastern Ukraine. Back then we denied two planned visits to 

Moscow and it was the end of relationships, they died out on a political level 

I: Why did you decide to renew these relations? Have anything change?  

O: Well, the minister of foreign affairs was Steinmeier, a social democrat. German 

politics has the following feature – if there is no connections on higher level, and if there is 

crisis, one has to try to support relationships on local lower level, on a human level as one 

can do. Our plan was the following – to come to Moscow, not to admit the occupation of 

Crimea, we will tell all the truth, but to show we want to be in dialog. So in June, the minister 

of transport of Moscow will come to us with delegation. In general we managed to make 

our partnership alive, even though we always tell what do we think politically. So if they 

would know that we are in contacts with Gudkov, they might get offended, I don’t know and 

personally I do not care. 

I: I think we covered now all the questions I wanted to discuss. Thank you very much 

for the interview, that you had time.  

O: Thank you too for an interesting talk, Goodbye.   
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Appendix 4 Coding material 

                                        

“Informational agenda of Echo of Moscow”  

Interview 1 Gudkov: “It is independent radio company, and if there is an informational 

agenda and politics has something to do with this informational agenda, then it is doesn’t 

matter which political views has a guest. This radio objectively gives a picture of current 

events”.  

Interview 1 Gudkov: “It is not correct to think that it is oppositional radio. It is in general a 

media source, which react on events and show them by different sides. So that is quality 

journalism.”  

Interview 2 Schlossberg: “First, one cannot say that it is fully commercial station, one needs 

to understand that it is radio of talk format, it’s not a musical station, it’s not entertainment 

station, it is a talk radio station. One can call it commercial by all cannons – it has private 

founders, they have commercial tasks to make profit and so on, but to say simply that it is 

just commercial station, which is between its main business makes politic – is impossible. It 

is political talk radio, but at the same time it is economically profitable”.  

 

“History of development of Echo of Moscow”  

Interview 1 Gudkov: “all the best experts and independent politicians came to the platform 

of Echo of Moscow, because there are no any other platforms. It is also clear, that all 

intelligent audience mobilised itself around Echo of Moscow”. 

 

“Social meaning of Echo of Moscow”  

Interview 1 Gudkov:  “So today it is one of the leading and the most popular independent 

media, where there is a possibility to express opinions by people, representing different 

points of views”. 
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Interview 1 Gudkov: “It is crucially important that this audience would have possibility to 

communicate with each other, to express their points of view, otherwise all media sphere 

will become a boiling pan without ability to evaporate, and this vapor should have a way 

out, at least somewhere by any means”. 

 

“Number of audience of Echo of Moscow” 

Interview 1 Gudkov:  “And it’s clear that the audience grows, because when other channels 

have only propaganda, then people get tires and they want to hear different points of views, 

even if they do not agree”.   

Interview 1 Gudkov: “Well, if Echo of Moscow would have the audience, let’s say 50 million, 

so probably then problems might exist. I think, at the moment the audience, of course it’s 

very big, but maybe not big enough to influence the will of citizens all over the country”.  

 

“Profitability of Echo of Moscow” 

Interview 1 Gudkov: “Yes, it is profitable for advertisers, because this radio has quality 

audience, that is middle class, it is people solvent people. So the high quality audience, even 

though its smaller than low quality audience, it has bigger meaning for advertisers.” 

 

“State censorship in informational policy” 

Interview 1 Gudkov: “Yes, of course, definitely [it does exist], if it concerns politics 

Interview 2 Schlossberg: “…if 15-20 years ago TV broadcasting was the main source of 

information, the state tried to influence it by all means, but the censorship in internet is not 

possible to make. Censorship in TV broadcasting is possible because the state regulates it 

and gives certain frequencies, censorship on a radio is also possible to make because the 

state gives radio frequencies and censorship in internet is not possible to make. In this case, 

the technology of distribution of information makes censorship unfeasible.” 
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Interview 2 Schlossberg: “Anyway the government will control TV broadcasting – it is the 

most powerful media for now. Russian television has monstrous influence on social 

opinion”.  

Interview 3: “There is censorship, but not strict, not everywhere and not always. It is a 

strange thing, for example what Navalny does – he spreads film about Dimon, and no one 

stop him from doing this. However, it is a terrifying thing for Medvedev. On the other hand, 

if a person from province reposts some message about Ukraine – he will go to prison. It is 

not unified perception of oppositional opinions. There is no unified direct censorship, I don’t 

know why it’s like this” 

 

“State censorship is in TV broadcasting”  

Interview 2 Schlossberg: “So of course the authorities use TV broadcasting, they establish 

the censorship but it works only for those audience, which consume information only from 

the TV and this audience is huge. 

 

“Danger of demolishing Echo of Moscow” 

Interview 1 Gudkov: I think it’s really problematic for the state to close down Echo of 

Moscow, because in any case the audience will go somewhere to find other platform and 

government needs some sort of a channel of communication with middle class and society, 

it is a first reason. Secondly, if the station will be closed down, everybody will run to private 

blogs and the state in any case will not be able to control this audience.  

Interview 3: “And I don’t exclude the version, that Putin let Echo of Moscow to exist in order 

to know what people think. He is guarded from the actual opinions and it needs to be some 

kind of source of what people actually think.” 

 

“Gazprom relations to Echo of Moscow” 
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Interview 1 Gudkov: “it is more likely a commercial project for Gazprom. It is also a sort of 

a picture, which it is possible to show – like here we have independent media and nobody 

touch it, and that is why they let the radio station to work”.  

 

“Meaning of internet media sources”  

Interview 1 Gudkov: “there are TV Rain, RBK, Mediazona, Republic, New Times – and it’s not 

all, they are mainly internet platforms, where one can read alternative point of view”  

 

“Blurring the border between audience and journalists” 

Interview 1 Gudkov: “But now there is raising new trend, when everyone goes into own 

channels, which they create on YouTube and in social media and therefore internet is getting 

stronger”.  

Interview 1 Gudkov: “Moreover, now one can make video content by iPhone, if before the 

camera equipment was expensive and not everybody could afford it – now it is possible to 

do by every schoolmate” 

Interview 2 Schlossberg: “Everybody can be media, by social media, by profiles in vk and in 

Facebook. They can tell about the events in most of the cases faster than traditional media, 

because one doesn’t need media for something one can see oneself. So,  everybody is 

occupied by distribution of information. Internet combines all kinds of media – description 

of events, opinions, comments.” 

 

“Perspectives of internet media domination over traditional broadcasting”  

Interview 1 Gudkov: “No, not yet [they are dominating], but in general, particular materials, 

videos get even more number of viewers, but permanently – not yet, but it’s all in future”  

 

“Role of media in election campaign” 
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Interview 1 Gudkov: “The big role played independent media here….We were searching 

people for this project via internet and Echo of Moscow and afterwards these people – our 

supporters and volunteers go to population to promote our campaign”  

Interview 2 Schlossberg: “it is hard to tell for me which role this radio played during the 

federal elections, because the main campaign took place in August and September and I 

spent this time by making campaign for local elections for the Pskov parliament. I was not a 

head of the federal election campaign, so I cannot tell which role played this radio for the 

election committee, which I was not part of”.  

Interview 2 Schlossberg: “… the total weight of the payed air time was not leading, because 

the main payed time was dedicated for different platforms, which work for not related to us 

different audiences -to those platforms which have less of our supporters and where we are 

not that known”. 

 

“Level of trust to public federal TV channels” 

Interview 1 Gudkov: “it’s very little level of trust, but that does not matter because sooner 

or later the quality turns into quantity and the quantity is growing very fast especially among 

older generation and younger generation does not watch TV at all”  

 

“Tendencies of TV broadcasting consumption” 

Interview 1 Gudkov: “the quantity of TV channels increased rapidly, if 10 years ago it was, 

approximately 15-20 channels and now it’s about 40-50 or 60 of them, and audience is of 

course getting more spread. The number of people – users of internet is getting bigger, on 

the other hand.”  

 

“Growing number of internet media sources” 
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Interview 1 Gudkov: “…competition got higher in internet and basically every user can make 

so-called public television, that means it is natural that the meaning of alternative points of 

view are growing”  

 

“Role of Echo of Moscow in election process”  

Interview 2 Schlossberg: “Yes, there is this radio station there [in Pskov], we always work 

with [Echo], we made debates, apart from that we bought air time from them for the leaders 

in our list and at the end of the campaign we advertised their our promotion clips. It is one 

of the station, which is important for us. This station in general works with the audience of 

Yabloko and our voters listen to Echo of Moscow. It was important for us that they would 

hear us, except our opponents, that they would understand that we exist. 

 

“Access to the media during election campaigns” 

Interview 2 Schlossberg: “There are different things connected to this topic, there is 

obligatory by law excess to broadcasting time, which every candidate should have during 

the election campaign. This excess is absolutely identical to party, and its regulated even by 

number of seconds. But at the same time, parties which have currently political power, have 

additional uncontrollable free broadcasting time, that happens everywhere – on a federal 

and the regional levels. That it because these candidates can be shown on a level of ordinary 

informational news agenda, in a framework of their current public duties. But in real it is 

considered as part of their election campaign with agitation. Thus, they have an advantage 

in media – in some sense, media becomes their own press centre”.  

 

“Transformation of Echo of Moscow audience” 

Interview 2 Schlossberg: “No, the audience is the same, it’s the same people who listen to 

the radio, watched NTV, of newspaper Kommersant, it’s factually the same people who 

listen to radio, watch TV and who use internet newspapers. There are people who watch TV, 
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they watch TV Rain. So, there are TV watchers, there are radio listeners, there are newspaper 

readers. The foundation of this audience is completely the same. Thus there were no move 

of audience to Echo of Moscow [from demolished NTV channel]. 

Interview 2 Schlossberg: “When you asked me whether the audience of Echo increased 

when some of the journalists from NTV channel moved there – I said no it didn’t increase, 

because it is the same audience, which watched NTV, listened to Echo of Moscow and it is 

all the same people” 

 

“Meaning of internet media sources”  

Interview 2 Sclossberg: “Nowadays it is completely not possible to make political activities 

without internet. Internet is a pen, the ability to use internet nowadays is the same as ability 

to write. Internet itself does not mean anything, it is a tool which was established and one 

has to know how to use it, that’s it.”  

Interview 3: “For half a year I am in Facebook and people send me a lot of links for different 

information, it is huge source of information. There people send me links with information, 

which I would never find myself. It is very valuable, but one needs to sort out what is really 

valuable and what is not, what is fake and what is not. Moreover, I read in internet such 

newspapers like Vedomosti, Kommersant, I listen to Echo of Moscow”  

Interview 3: “I have friends in Russia, in Ukraine, in Poland and every of them send me 

different links to different topics. I didn’t know that Facebook is such a valuable thing.” 

 

“Media consumption habits”  

Interview 2 Schlossberg: “But the problem is that 99% of Russian people watch TV 

broadcasting, about the half of the population use internet, let’s say less than a half. I do not 

know the exact number, but it’s clear that most of them use internet for their personal 

purposes, but also for the informational purposes and information there is pervasive.”  
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Interview 2 Schlossberg: “When any significant event happens – everybody immediately run 

to search, look and learn about it. But in general people are not tend to be interested in 

politics and economy or anything else, but when something topical happens – everybody 

starts to search information. In general it is matter when it is global.” 

Interview 3: “I read Frankfurter Allgemeiner – it is my main newspaper, I read it on paper, 

and also I read a lot of newspapers in internet and use Facebook to receive different links of 

different newspapers, which I am interested in.”  

Interview 3: “I do not have any primary sources of information, I have people, journalists, 

which I am interested in, such as Shenderovich, Piontkovsky. They are all different, like an 

expert of FSB in the US, or Latinina, I always read them.” 

 

“The issue of trust to all media” 

Interview 2 Schlossberg: “We need to look at the audience and we should talk about the 

level of trust to media in general, to all media, it’s not an issue of the trust to the church. 

Sources of media are different, one needs to talk to universal judgment. Internet is not a 

media, internet is the environment of communication. So there is newspaper Vedomosti in 

printed version, and the same newspaper in electronic version, there is Russian media in 

Latvia Meduza and it has no printed version, but only exist in internet.”  

 

“Meaning of media” 

Interview 2: “It is generally the main meaning of media – delivering objective information 

to population, and state public broadcasters do not fulfil it.”  

 

“The way out from state censorship” 

Interview 2 Schlossberg: “When the government blocked the circulation of information – 

people have nothing else than personal communication. In 20th century it was possible, in 

21st century it is already not possible.” 
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“Increasing amount of audience in internet media” 

Interview 2 Schlossberg: “The audience in internet is rising for all media which present there 

all the time….But if you have a newspaper and this newspaper got a site, so the audience of 

this site increases the audience of the printed version. There people who read printed 

version and there are people who read it in internet – it is fast. If you add new formats – you 

widen the audience and there are a lot of literature about it, one learn to use new 

informational instrument.”  

 

“Digital profile of Echo of Moscow” 

Interview 2 Schlossberg: “Echo of Moscow went to internet one of the first from all media 

and before they had only radio broadcasting. So it is only natural when in addition to FM 

station comes also internet audience – it increase total audience.”  

 

“Changing of media consumption behaviour” 

Interview 3: “you know, in 90s I read “Izvestia” and I even had a subscription for it and some 

other newspaper. Back than “Izvestia” was more or less free and in the beginning of 2000s I 

stopped it and since then and now I search information in internet.”  

 

 

“Opinion about Russian public media”  

Interview 3: “No, [I watch public media] only if someone send me in Facebook some funny 

debates from there, for example some “investigation” which is propaganda from the first 

channel. But I noticed, that some of the journalists here started to spread this Russian 

propaganda here, and they are my so-called friends of mine in Facebook. I would block them 

long time ago, because it is disgusting and it is interesting to see how people change, and 

what do they spread. 
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“Transformation of Russian public media” 

Interview 3: “it is interesting to see how do they work. But I don’t have enough time to 

watch programs there. Recently I have noticed, that they changed too, they have people 

who can critically discuss things. I think, that something has moved in Russia, the situation 

is not stable. Even propaganda tries to search for trust of population, which has been a bit 

declined.”  

 

“Active use of multimedia digital platforms of Echo of Moscow” 

Interview 3: “Most of all, via internet and I don’t listen to it, I only read transcripts of 

interviews from there, different authors like Viktor Shenderovich, Yulia Latinina and so on. 

In general, it is easier to read for me than to listen, I read quicker”  

 

“Bias opinion about Echo of Moscow” 

Interview 3: “Of course, it is more objective [than other media], however I can say that Echo 

of Moscow also changed, and not everything there for me is transparent, [like opinions of 

Venediktov]. At the same time, experts are not of the same opinion 

 

“Attempts of authorities to control internet sources” 

Interview 3: “I think it would be very difficult for authorities and FSB to control internet, 

because there are plenty of opportunities, entire ocean of information and its not possible 

to control it for 100%. Even attempts to control it would raise resistance in society and it 

would lead to increase of oppositional thoughts. They don’t do it, however, they attack 

someone who posts something oppositional about Ukraine, especially if he is helpless 

person in province, he is easy to catch. But in general it is not possible to control”  

 

“Use of German public media”  
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Interview 3: “They are more objective, that’s for sure, but I do not watch German TV, 

because it’s boring for me, like Tagesschau, I don’t have time for it. It’s very boring and very 

narrow room of opinions, they have so-called “self-control”, in my opinion, public media are 

always late.” 

 

“Decreasing the meaning of traditional broadcasts” 

Interview 3: “I have an impression, that radio and television in Germany and even in bigger 

extant in Russia are secondary in comparing to what it is possible to find in internet, it is 

more alive there. Internet has more fresh information and I see it there, the same things are 

in radio here in few weeks, it’s like something which was chewed, old things, which I have 

not much interest in.”  

 

“Level of objectivity of German public media”  

Interview 3: “No newspaper is neutral, my newspaper for example is a newspaper of 

business, intellectuals and rich people, it’s not neutral. However, it describes ideas of AfD, 

what do they want and what do they do, they should write about it, otherwise they would 

lose trust of readers’ long time ago” 

Interview 3: “…they know what they can write, nobody censors them, but they know 

themselves what is allowed and what is not…” 

 

                                       Step 2 – Group all the codes  

As a second step, we merge our codes into bigger groups to create a pattern of issues 

we have to write about in our thesis.  

 

Group 1 – Profile of Echo of Moscow  

“Informational agenda of Echo of Moscow”  

“History of development of Echo of Moscow”  
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“Social meaning of Echo of Moscow”  

“Number of audience of Echo of Moscow” 

“Profitability of Echo of Moscow” 

“Gazprom relations to Echo of Moscow” 

“Bias opinion about Echo of Moscow” 

“Transformation of Echo of Moscow audience” 

 

Group 2 – The issue of state censorship in Russia 

“State censorship in informational policy” 

“State censorship is in TV broadcasting”  

“Danger of demolishing Echo of Moscow” 

“The way out from state censorship” 

 

Group 3 – Digital media sources 

“Meaning of internet media sources”  

“Blurring the border between audience and journalists” 

“Perspectives of internet media domination over traditional broadcasting”  

“Growing number of internet media sources” 

“Increasing amount of audience in internet media” 

“Digital profile of Echo of Moscow” 

“Meaning of internet sources for audience”  

“Active use of multimedia digital platforms of Echo of Moscow” 

“Attempts of authorities to control internet sources” 

 

Group 4 – Media in election process 

“Role of media in election campaign” 

“Role of Echo of Moscow in election process”  
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“Access to the media during election campaigns” 

 

Group 5 – Russian public broadcasting 

“Level of trust to public federal TV channels” 

“Tendencies of TV broadcasting consumption” 

“Decreasing the meaning of traditional broadcasts” 

“Transformation of Russian public media” 

 

Group 6 – German public media 

“Use of German public media”  

“Level of objectivity of German public media” 

 

Group 7 – Media consumption pattern  

“Media consumption habits”  

“Changing of media consumption behaviour” 

“Opinion about Russian public media” 

“The issue of trust to all media” 

 

Group 8 -  a single code “Meaning of media” 
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