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Mapping Digital Media

The values that underpin good journalism, the need of citizens for reliable and abundant information, and
the importance of such information for a healthy society and a robust democracy: these are perennial, and

provide compass-bearings for anyone trying to make sense of current changes across the media landscape.

The standards in the profession are in the process of being set. Most of the effects on journalism imposed
by new technology are shaped in the most developed societies, but these changes are equally influencing the

media in less developed societies.

The Mapping Digital Media project, which examines the changes in-depth, aims to build bridges between
researchers and policymakers, activists, academics and standard-setters across the world. It also builds policy
capacity in countries where this is less developed, encouraging stakeholders to participate and influence
change. At the same time, this research creates a knowledge base, laying foundations for advocacy work,

building capacity and enhancing debate.

The Media Program of the Open Society Foundations has seen how changes and continuity affect the media in
different places, redefining the way they can operate sustainably while staying true to values of pluralism and
diversity, transparency and accountability, editorial independence, freedom of expression and information,

public service, and high professional standards.

The Mapping Digital Media project assesses, in the light of these values, the global opportunities and risks

that are created for media by the following developments:
= the switch-over from analog broadcasting to digital broadcasting;
= growth of new media platforms as sources of news;

*  convergence of traditional broadcasting with telecommunications.

Covering 60 countries, the project examines how these changes affect the core democratic service that any

media system should provide—news about political, economic and social affairs.
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The Mapping Digital Media reports are produced by local researchers and partner organizations in each

country. Cumulatively, these reports will provide a much-needed resource on the democratic role of digital

media.

In addition to the country reports, the Open Society Media Program has commissioned research papers on a

range of topics related to digital media. These papers are published as the MDM Reference Series.
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Mapping Digital Media: Hungary
Executive Summary

All media debate in Hungary has been dominated since mid 2010 by a new and far reaching package of
media laws, referred collectively to as the 2010 media regulation. Ostensibly enacted to bring the country’s
legal framework into line with the needs of the digital era, these media laws have profound implications for
nearly all aspects of this report, ranging from the conditions and timetable for the digital switch-over, to the

availability of unbiased and diverse information, to journalists’ working practices.

The media regulation has altered the media market conditions by creating a new media authority, the
National Media and Infocommunications Authority (NMHH), with far reaching powers across the entire

media landscape and whose members are all in effect appointed by the ruling party.

This regulation has introduced a government-controlled news agency monopoly and dramatically changed
the regulatory and legal framework, introducing registration of all media, including online outlets. Its
content provisions are so broad, arbitrary and vague, and the penalties the new media authority can impose
for violations so high, that the overall effect on the media has been a chilling one, leading to self-censorship,

excessive restraint, along with uniformity and blandness of content.

Adding to the uncertainty generated by these laws are their frequent modifications; several websites and at

least one organization have been created solely for the purpose of monitoring and recording the amendments.

The previous law on radio and television dated back to 1996; the media landscape had fundamentally changed
since its passage, due above all to digitization. It was widely acknowledged that the legislative framework
needed updating, but a new electronic media law required a two-thirds parliamentary majority. Parties in
parliament failed over many years to agree on a common draft until the currently ruling Fidesz party and
its coalition ally KNDP won the requisite super-majority in 2010, and promptly passed the package of new

media laws, with no significant public consultation.
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Yet instead of liberalizing the market, as was to be expected in the context of a wider range of media outlets on
offer as a result of digitization, the legislation applied similar—except for media-specific—rules to all media

outlets: radio stations, television channels, printed media, and online outlets.

In addition, the government has failed to develop a coherent action plan for digital switchover, changing the

date for planned switchover three times over the course of 18 months.

The original Strategy for Digital Switch-over (2007) had set the date for digital switch-over at no later than
31 December 2011. The 2010 media regulation postponed this to 2014, then—in July 2011—brought it
forward to 2012, and then—in November 2011—moved it back to 2014, without specifying how poor

families would be helped to obtain set-top boxes.

The 800,000 households now receiving their television signal via terrestrial analog transmission are believed
to belong to a lower socio-economic section of the population. Without subsidies, these households will not
be able to prepare for switchover by acquiring the necessary equipment. A directive to spell out how subsidies

will be allocated has been promised—but not yet prepared.

The NMHH is autonomous, not answerable to any agency or institution other than the courts. It has absolute
powers, of a scope unprecedented in other European democracies, and far wider than its predecessor’.
They include investigation, and accessing data, such as journalists’ sources, penalization of media outlets
through heavy fines—or even by suspension, in the case of what the new laws call “online written media
outlets”. It keeps a registry of online written media outlets. Its powers include spectrum allocation, frequency
management, and the execution of government telecommunications policy. Before 2010, spectrum allocation

came under the much narrower authority of the previous electronic communications regulator, the ORTT.

Like its predecessor, the new 2010 media law does not specify criteria for a successful frequency application.
It leaves the Media Council—part of the NMHH-—to organize the tender, define the conditions, and select
the winner. With no consistent set of requirements, this creates room for arbitrary and politically motivated

decisions, as was—according to many—demonstrated in the widely publicised case of Klubrédio.

Hence, a law intended to tighten and update rules on decisions ensuring electronic media plurality has not
only failed to achieve any significant improvement in this area; or through the politicization of the media

authority, it has opened the door to greater opacity, or even abuse.

One of the most significant and far-reaching changes introduced by the new regulation is an overhaul of the
public broadcasting system. Three separate public broadcasters have been consolidated into a single structure,
creating a new supervisory body, the Media Service Support and Asset Management Fund which took over
all the broadcasters’ assets and most of their staff, and is responsible for producing public service programs.

The directors of the broadcasters and of the Fund are appointed by the Media Council.
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The Hungarian News Agency, MTI, headed by government loyalist Csaba Belénessy (“a public service media
outlet has to be loyal to the government and fair to the opposition”), has become the only source of content
for public service broadcasters. This severely damages plurality and balance of content, perspective and
presentation of news and current affairs across the entire public broadcasting system. In addition, making
MTTs products available to other media clients at no charge distorted the market, making it virtually

impossible for any other news agencies to compete and thereby function at all.

The new media laws have not only changed the governance, structure, management, and editorial oversight of
Hungary’s public broadcasters. They have also altered their funding mechanism, since the above-mentioned
Media Service Support and Asset Management Fund supervised by the one-party Media Council controls the

budget of public service broadcasting.

All forms of expression are threatened by the new regulation’s broadening of all content provisions and
applying these to “printed press materials” (including written products of daily print and online news portals),
where spectrum scarcity does not exist to justify any content provisions beyond the bare minimum consistent

with international norms.

Even areas where regulation has not been explicitly changed, such as the rules governing political and elections

coverage, have been altered merely as a result of extending existing media regulations to the internet.

On 19 December 2011, Hungary’s Constitutional Court annulled a handful of the current law’s content
provisions, although civic groups found this falling short of their expectations that all content provisions, as
well as registration requirements for “written press products” and the one-party media authority be struck

down.

The last five years have seen the emergence of online-inspired civic activism on smaller and larger scales.
However, in most cases, these campaigns needed to attract the attention of mainstream media, in essence
becoming news, before they could generate wider public support beyond the internet-savvy, but fragmented,
activist groups. The reports author predicts that civil activism on the internet could spread as Facebook and

other social media participation grows, and especially if other forms of public expression are curtailed.

As in many other countries, the economic crisis and the growth of the internet have led to a decline in
newspaper readership, audience migration from all traditional media to online sources of news, and a collapse
of advertising. Also, as everywhere else, the media are struggling to develop new business models that will
accommodate these changes. In Hungary, however, these trends are exacerbated and distorted by politically

motivated government actions, particularly in the area of public broadcasting.

The existence of politically partial government support—in the form of public funds or frequencies—was
clearly undesirable, even when all key political forces were represented in the regulatory body. But at least
political compromises on priorities were possible. It is an open question how the system will work under the

new media regulation, with its structural domination by the ruling party.
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The media market is further distorted by indirect public funding of public and commercial media through
state advertising. Hungary’s politically polarized media benefit from advertising funds of government agencies
and state-owned companies. But for years, the bulk of those funds favored media ideologically friendly to the

government of the day.

The author of the report recommends the introduction of a new set of media laws, informed by extensive
public consultation. At the very least, the laws’ content provisions should be abolished entirely or rewritten

to eliminate ambiguities that invite self-censorship.

The report also recommends reforming spectrum allocation policy to establish specific and transparent
criteria; making the tender applications public; and taking spectrum allocation out of the hands of the media
authority. It is also reccommended that media service provision fees—which the law requires from all media
service providers—should be waived for online-only radio and television stations, as these do not use any

frequencies.
Further recommendations include the abolition of the registry of online media outlets introduced by the

2010 law, and a full provision on source protection, significantly broadening the December 2011 ruling by

the Constitutional Court.
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Social Indicators

Population (number of inhabitants): 9,964,000'
Number of households: 3,792,024

Figure 1.
Rural/urban breakdown (% of total population)?
Urban (69.6%) Rural (30.4%)
Figure 2.

Ethnic composition (% of total population)*

Croat (0.15%)
Slovak (0.17%)
)
5

Other® (4.89%)’

Hungarian (92.32%)

German (0.61%
Roma (1.86%)

10

Hungarian Central Statistical Office (Kizponti Statisztikai Hivatal, KSH), Population, vital events, September 2011. See http://portal ksh.hu/pls/
ksh/docs/eng/xstadat/xstadat_infra/e_wdsd001a.html (accessed 30 November 2011).

KSH, Number and average size of households (2000-), 2009. See http://portal ksh.hu/pls/ksh/docs/eng/xstadat/xstadat_annual/i_zhc001.html
(accessed 21 October 2011).

KSH, Population by type of settlement, 1 January (1980-), 2011. See http://portal.ksh.hu/pls/ksh/docs/eng/xstadat/xstadat_annual/i_wdsd001b.
html (accessed 30 November 2011).

The data indicated here are from the 2001 census. The latest census was in October 2011, and its findings are not available at this time of writing.
The expression Roma includes Romany, Gypsy, and Bea groups.

Other ethnic minorities: African, Arabic, Bulgarian, Greek, Chinese, Polish, Modern Hebrew, Jewish, Armenian, Romanian, Ruthene, Serb,
Slovene, Wendish, Ukrainian.

KSH, Census 2001, Elements of the nationallethnic affiliation of the population. See http://www.nepszamlalas2001.hu/eng/volumes/06/00/
tabeng/2/load01_12_0.html (accessed 30 November 2011) (hereafter: KSH Census 2001, Elements of the national/ethnic affiliation of the
population).
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Figure 3.

Linguistic composition (% of total population)

Slovak (0.11%)
Croat (0.14%)

German (0.33%) Other® (5.35%)"°
Roma (0.47%)8

Hungarian (93.6%)

Figure 4.

Religious composition (% of total population)

Other"" (26.62%)"

Lutheran (2.98%) g
Greek Catholic (2.6%) ﬁ

Calvinist (15.9%)

Roman Catholic (51.9%)

According to the 2001 census, Hungarian society is relatively homogeneous. (The data from the 2011 census
is not available at the time of writing.) However, the accuracy of the findings may be questioned, insofar as
they depend on self-definition, and many citizens prefer not to reveal their national and ethnic identity. A
person’s national or ethnic origin and religious belief are considered “sensitive data,” and by law cannot be

revealed without written consent.

8. The expression Roma includes Romany, Gypsy, and Bea groups.

9. Other linguistic minorities: African, Arabic, Bulgarian, Greek, Chinese, Polish, Modern Hebrew, Jewish, Armenian, Romanian, Ruthene, Serb,
Slovene, Wendish, Ukrainian, and those who did not wish to answer.

10. KSH Census 2001, Elements of the national/ethnic affiliation of the population.

11.  Other religions: Russian Orthodox, Serbian Orthodox, Bulgarian Orthodox, Greek Orthodox, other Orthodox, Baptist, Adventist, other Prot-
estant (Methodist, Nazarene, Sabbatarian, Unitarian), other Christian (Anglican), Jewish, religions based on other faiths in God, religions
preaching the eternal universal law, religions not listed, did not wish to answer, unknown.

12.  KSH, Census 2001, Population by religion, denomination, main demographic and occupational characteristics. See http:/[www.nepszamlalas2001.
hu/eng/volumes/06/00/tabeng/2/load01_7_0.html (accessed 30 November 2011) (hereafter KSH, Census 2001, Population by religion).
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Hungary has 13 legally recognized national and ethnic minority groups. In 2001, the Roma, who numbered
189,984, were the largest minority; Hungary’s total population was 10,198,315."> Nevertheless, researchers
estimated the actual Roma population then to be around 520,000-650,000."

Less than 1 percent of the population spoke a recognized ethnic or national minority language as a mother
tongue, according to the 2001 census. The majority of the population listed Hungarian as their native
language. Some members of the recognized national minorities spoke their mother tongues, such as the

Germans, Croats, Slovaks, and Roma.

Nearly 75 percent of the population reported belonging to a religion. At the time of the census, the majority
of Hungarians belonged to the Roman Catholic Church (51.86 percent), but nearly one-sixth was Calvinist,
and more than 14 percent reported not belonging to any faith. More than 10 percent of the population did

not want to state their religious affiliation."

13.  KSH, Census 2001, Population by mother-tongue, nationality and sex.

14. I Kemény and B. Janky, Roma Population of Hungary 1971-2003, 2003, p. 73. See http://www.mtaki.hu/docs/kemeny_istvan_ed_roma_of_
hungary/istvan_kemeny_bela_janky_roma_population_of_hungary_1971_2003.pdf (accessed 22 September 2010).

15. KSH, Census 2001, Population by religion.
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Economic Indicators

Table 1.
Economic indicators

2005 2006 2007 2008 2009 2010 2011 2012
GDP (current prices), 110,173 112,912 138,369 155,478 129,540 132,276 134,316 141,006
in US$ billion
GDP (current prices), 10,910.85 11,205.35 13,746.16 15,477.50 12,914.01 13,210.40 13,434.30 14,124.59
per capita in US$
Gross National Income (GNI) 16,060 17,310 17,900 19,090 18,570 n/a n/a n/a
(current USS$), per capita'
Unemployment 7-2 7-5 7-4 7.8 10 1.2 n/a n/a
(% of total labor force)”
Inflation (average annual rate 3.55 3.879 7.935 6.066 4.203 4.67 3.3 3

in % against previous year)

Note: n/a: not available.
Sources:  World Economic Outlook Database, International Monetary Fund, October 2010; Hungarian Central Statistical Office;
World Bank.

In 2008, the economy suffered as a result of the global financial and economic crisis. The economy started to
recover in 2010, in part as a result of a bail-out by the International Monetary Fund (IMF). The government
of Gordon Bajnai, who was prime minister from April 2009 to May 2010, succeeded in reducing inflation but
unemployment continued to be relatively high. Markets seemed to stabilize after the conservative Hungarian
Civic Union party (Fidesz—DMagyar Polgdri Szivetség, Fidesz) and its ally, the Christian Democratic People’s
Party (Kereszténydemokrata Néppdrt, KDNP), won a two-thirds majority in the parliamentary elections of
2010. Investors expected that the government of Viktor Orbdn, which took office in May 2010, would

have sufficient powers to implement the long-awaited structural reforms.'® By the end of 2011, analysts had

16. World Bank.

17. KSH, Economic activity of population aged 15-74 by sex, 2010. See http://portal.ksh.hu/pls/ksh/docs/eng/xtabla/mpiacal/mpal9807_01_01a.
html (accessed 16 January 2011).

18.  “Orban’s Triumph,” 7he Economist, 29 April 2010. See http://www.economist.com/node/16009177 (accessed 3 November 2010).
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become more skeptical about the government’s measures and the Hungarian economic outlook overall,”

which continued to worsen into 2012.%°

The government’s policies have attracted increasing criticism in Hungary and abroad.”! With a parliamentary
“supermajority,” the governing party has been able to make significant changes to the legal framework. For
instance, the new parliament passed 43 new laws and amended 107 acts in 2010,** and added another 213
new laws in 2011.% These included: the drafting and approval of a new constitution, the restriction of the
powers of the constitutional court in financial matters, the introduction of heavy taxes on multinational
companies in several sectors, the nationalization of private pensions funds, and the introduction of a highly

controversial new media regulation.

The new media regulatory framework—including Act CLXXXV 0f 2010 on Media Services and Mass Media
(hereafter Act CLXXXV of 2010), and Act CIV of 2010 on the Freedom of the Press and the Fundamental
Rules on Media Content (hereafter Act CIV of 2010) (hereafter the two laws together, the 2010 media
regulation)—has implications for a whole range of issues covered in this report. The new media regulation
has met with widespread criticism both nationally and internationally for its restrictive features.** The
new constitution was passed in spring 2011 without the opposition’s involvement® or any meaningful,

26, 27, 28 th

transparent public consultation. Although it has triggered national and international criticism, e

new constitution became law on 1 January 2012.

19.  “This pessimism on Hungary’s growth outlook is really surprising—City analysts,” Portfolio.hu, 27 October 2011. See http://www.portfolio.hu/
en/economy/this_pessimism_on_hungarys_growth_outlook_is_really_surprising_city_analysts.23170.html (accessed 27 October 2011).

20. C. Connaghan, “Forint sinks to fresh record low against euro,” 4 January 2012. See http://blogs.wsj.com/eurocrisis/2012/01/04/hungary-finds-
itself-short-of-friends/ (accessed 5 January 2012).

21. “Orban Out on a Limb,” 7he Economist, 5 August 2010. See http://www.economist.com/node/16743945story_id=16743945 (accessed 3 No-
vember 2010). Also “Constituting a Problem,” 7he Economist, 18 November 2010. See http://www.cconomist.com/node/17522466?story_id=
17522466&CFID=154383180& CFTOKEN=36415125 (accessed 20 November 2010); and “Hungarian pensions,” Financial Times, 21 No-
vember 2010. See htep://www.ft.com/cms/s/9ff8dfd8-f596-11df-99d6-00144feab49a,Authorised=false.heml?_i_location=http://www.ft.com/
cms/s/3/9ft8dfd8-£596-11df-99d600144feabd9a.html&_i_referer=http://search.ft.com/search%3FsortBy%3Dgadatetimearticle%26queryTex
t%3Dhungary#axzz160ejXpVw (accessed 22 November 2010).

22. “63 iilésnap alatt 260 eldterjesztést fogadott el az Orszdggytilés” (The national assembly passed 260 draft proposals in 63 sitting days), M77, 28
December 2010. See http://mti.hu/cikk/522278/ (accessed 5 January 2011).

23. “Torvényhozdsi rekordot déntdtt 2011-ben a parlament” (The parlament broke the record of passing laws in 2011), Origo.hu, 1 January 2012.
See http://www.origo.hu/itthon/20120101-torvenyek-rendeletek-statisztika-a-201 1 ben-elfogadott-jogszabalyokrol.html (accessed 5 January
2012).

24. “Hungry for power,” The Economist, 16 December 2010. See http://www.economist.com/node/177333672story_id=17733367 (accessed 16
January 2011).

25. “Opposition involvement in drafting Hungary’s constitution uncertain,” Politics.hu, 12 January 2011. See http://www.politics.hu/20110112/
opposition-involvement-in-drafting-hungarys-constitution-uncertain (accessed 14 January 2011).

26. Official English version of the new Hungarian constitution: http://www.kormany.hu/download/2/ab/30000/Alap_angol.pdf (accessed 12 July
2011).

27. Ebtvds Kdroly Policy Institute, Hungarian Civil Liberties Union, and the Hungarian Helsinki Committee, “The Third Wave—the New Consti-
tution of Hungary,” 12 April 2011. See http://tasz.hu/en/freedom-of-speech/third-wave-new-constitution-hungary (accessed 12 July 2011).

28. European Commission for Democracy Through Law (Venice Commission), Opinion on the New Constitution of Hungary. Adopted by the Venice
Commission at its 87" Plenary Session (Venice, 17-18 June 2011) on the basis of comments by Christoph Grabenwarter, Wolfgang Hoffmann-Riem,
Hanna Suchocka, Kaarlo Tuori, Jan Velaers. See http:/[www.venice.coe.int/docs/2011/CDL-AD(2011)016-e.pdf (accessed 12 July 2011).
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According to the media law, the digital switch-over from terrestrial television and radio broadcasting must be
completed by 31 December 2014.%

29. Act LXXIV of 2007 on the Rules of Broadcasting and Digital Switchover, article 38, para 1-2.
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1. Media Consumption:
The Digital Factor

1.1

Digital Take-up

1.1.1  Digital Equipment

Table 2.
Households owning equipment, 2005-2010

No.of %of No.of %of No.of %of No.of %of No.of %of No.of % of

HH THH* HH THH HH THH HH THH HH THH HH THH

('o00)*° ('o00) ('o00) ('o00) ('o00) ('o00)
TV set 3760 98 3773 99 3922 99 3,965 100 3,965 100 3,977 100
Radio set 3,280 85,5 n/a n/a n/a n/a n/a n/a n/a n/a n/a n/a

PC

1,611 42 1,915 50 2,057 54 2,239 58.8 n/a 62.95 n/a n/a

Notes: HH = households; THH = total households; PC = personal computer; n/a = not available.
Source: Editor’s calculation based on data from the ITU and KSH.

By the middle of the 2000s, practically every household had a television set. By 2008 there were 1.63 television

sets per household on average.*

30.
31.
32.
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Total number of households owning the equipment.
Percentage of total number of households in the country.

“Hirkozlési és médiafogyasztdsi szokdsok, lakossdgi attitidok” (Infocommunication and media consumption habits and public attitudes),
November 2008, National Infocommunications Authority (Nemzeti Hirkizlési Hatdsdg, NHH), p. 28. See http://nmhh.hu/dokumentum.
php2cid=18390 (accessed 3 November 2010) (hereafter NHH 2008).
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Personal computers have become widespread, with a steady increase in their number since 2005. According
to a media consumption survey in 2007, 78 percent of the population used television as a primary news
source; 8 percent used radio, and 6 percent the internet.” But in a more recent survey, in November 2011,
these proportions changed: television (down to 65 percent) was still the primary news source, but the internet

was second (20 percent), with radio in third place (8 percent).*

Hungarians are heavy television viewers: people over the age of four spent nearly four and a half hours per
day watching television in 2009. This number has been constant for the past five years.”® The 2011 news
consumption survey revealed that among those who use television as a primary news source, women, those

older than 60, those having a vocational degree, and those living in a town are overrepresented.*
1.1.2 Platforms

Table 3.

Platforms for the main TV reception and digital take-up®

Noof %of Noof %of Noof %of Noof %of Noof %of Noof % of

HH® TVHH® HH TVHH HH TVHH HH TVHH HH TVHH HH TVHH
(‘o00) (Welelo)) (elelo)] (‘o00) (Welelo)) (elelo)]

Terrestrial reception 1,321 33.6 1,177 30.2 1,051 26.8 847 21.4 900 22.7 877  22.6

— of which digital o} 0.0 o 0.0 39 1.0 3 0.1 40 1.0 91 2.3
Cable reception 2,293 58.4 2,331 59.8 2,305 58.8 2,450 61.8 2,241 56.5 2,235 56.2
— of which digital o 0.0 n 0.3 30 0.8 155 3.9 427 10.8 564 142

Satellite reception 342 87 422 108 610 15.6 672 17.0 757 19.1 795  20.0
— of which digital 159 4.0 321 8.2 512 13.1 621 15.7 720 18.2 769 19.3

IPTV o 0.0 o 0.0 5 0.1 36 0.9 103 2.6 108 2.7

Total 3,927 100.0 3,896 100.0 3,922 100.0 3,965 100.0 3,965 100.0 3,977 100.0
— of which digital 159 4.0 331 84 586 15.0 815  21.0 1,296 326 1,531 384

Sources:  Mediametrie/Eurodata TV Worldwide.

33. “A médiafogyasztds jellemz4i és a hirm{sorok 4ltaldnos megitélése Magyarorszdgon” (The characteristics of media consumption and the general
opinion of news bulletins in Hungary), National Radio and Télevision Commission (Orszdgos Ridid és Televizid Testiiler, ORTT), January 2007,
p- 10. See htep://orte.hu/elemzesek/21/1175188490mediafogyasztas_jellemzoi_20070329.pdf, (accessed 3 November 2010). (hereafter ORTT,
Media consumption, 2007).

34. “Kozvélemény-kutatds a magyar lakossdg hirfogyasztési szokdsairél és a média megitélésérél” (Public opinion survey of the Hungarian popula-
tion on news consumption habits and opinions about the media), National Media and Infocommunications Authority (Nemzeti Média- és
Hirkizlési Hatdsdg, NMHH), Budapest, 12 December 2011, pp. 4-5 (hereafter Public opinion survey on news consumption 2011).

35. “Televiziézésra forditott id8 napi ddlaga” (Daily average time spent on watching television), AGB-Nielsen Media Research, 2010. See htep://
cs.agbnmr.com/Uploads/Hungary/stat_atv_negyedeves_2010.pdf (accessed 3 November 2010).

36. Public opinion survey on news consumption 2011, p. 5.
37. 'The figures refer to the main TV set in the households for multi-TV houscholds.
38. Total number of households owning the equipment.

39. Percentage of total number of TV households (TVHH) in the country.
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The table above reveals the following trends in the platforms of TV reception between 2005 and 2010:

*  The majority of households used cable technology to receive television broadcasting. The ratio of terrestrial
reception was shrinking, but in 2010 still more than a fifth of households used it. Satellite reception grew

over this period, reaching a share of nearly 20 percent by 2010. The use of IPTV is negligible.
* In 2010, more than 1.5 million households received television via digital signal.

*  There has been a structural change in the reception of television signals, as the proportion of digital
signal receivers has increased in recent years. This process has been slowest in the case of terrestrial digital
broadcasting, while the number of households receiving digital signals via cable or satellite has shown a

steady increase.

* The number of households with IPTV has grown.

In August 2011 the total number of subscriptions was estimated at 3,157,000. There were 899,724 wireless
(satellite or Hello Digital service) subscriptions, and 1,833,016 wired subscriptions (cable or IPTV), of
which 635,980 subscriptions provided digital signals via set-top boxes, based on information from the 10

major market players.®

Table 4.
Internet penetration rate (total internet subscriptions as percentage of the total population)
and mobile penetration rate (total active SIM cards as percentage of total population)

2005 2006 2007 2008 2009 2010

Internet 9.7 12.8 14.4 17 19 19.8

of which broadband 66.7 92.8 95.6 98.5 98.8 98.9

Mobile telephony 92.4 99.1 109.9 122.0 118.0 120.0
of which 3G 0.4 3.1 7.9 15.5 22.9 n/a

Note: n/a = not available.
Source: Editor’s calculation based on data from the ITU and KSH.

Internet penetration increased steadily between 1998 and 2008 as the prices of consumer internet services
decreased.” The ratio of broadband internet access has been increasing since 2005, and by 2009 the
overwhelming majority of subscriptions were for broadband. According to data provided by the National

Infocommunications Authority (Nemzeti Hirkozlési Hatdsdg, NHH), the number of broadband internet

40.  Flash report on television, August 2011, NHH. See http://www.nmhh.hu/dokumentum.php?cid=28385&letolt (accessed 26 October 2011)
(hereafter NHH, Flash report on television, August 2011).

41. “Magyar informdci6s tirsadalom jelentés 1998-2008” (Report on Hungarian Information Society 1998-2008), Budapest University of Tech-
nology and Economics—Information Society and Trend Research Institute (Budapesti Mszaki és Gazasigtudomdnyi Egyetem—Informdcids
Térsadalom- és Trendkutaté Kozpont, BME-ITTK), 2007, p. 38. See http://www.ittk.hu/images/stories/bme/evkonyv/ittk_mitj_1998-2008.
pdf (accessed 3 November 2010) (hereafter BME-ITTK 2007).

42. BME-ITTK 2007 pp. 46-47.

18 MAPPING DIGITAL MEDIA m HUNGARY



subscriptions in 2004 was 250,486, which increased to 2,006,000 by August 2011.* According to the
Central Statistical Office (Kozponti Statisztikai Hivatal, KSH) 2.6 persons on average live in a household,”

and so it is safe to assume that more than one person uses a single internet connection.

The first websites with “professional content” appeared in 1997 in Hungary, when only 1 percent of the
total population was using the internet, and only 0.7 percent of households had internet access. By 2000,
7 percent of the population used the internet; this ratio grew to 61.8 percent by 2010.*” Researchers counted

3.5 million individual internet users in January 2010.%

The World Internet Project (WIP)* shows there was a digital divide in internet use based on location, age,
and level of education.”® Younger people with at least a high-school education and living in Budapest are
over-represented among internet users, compared with older people having a vocational qualification or less,
or living in a village. A similar trend was pointed out in a news consumption survey conducted in November
2011, which showed that those who use the internet as a primary news source are more likely to be young

(15-29), male, having a degree, living in a city, and earning above the average salary.”!

In 2007, the infrastructure had not yet been developed to provide broadband internet connections in some
parts of the country (mainly less populated villages, or 15-20 percent of communities).”* Since 2007, the
number of mobile internet subscriptions has increased steeply, reaching 635,949 in 2009.* In recent years,
the number of internet users has continued to grow,”* which might suggest that this trend will continue for
the next couple of years. Nevertheless, some experts forecast a slowing in the growth of internet penetration,
as some social groups will remain without the internet, mainly for economic reasons. Others believe internet
use will increase among the elderly and rural populations, thereby sustaining overall growth in internet

penetration.>

43. “Szélessdvii internet elérés helyzete Magyarorszdgon 2004 Q2-2009 Q2” (The state of broadband internet access in Hungary 2004 Q2-2009
Q2), NHH, 2009, p. 3. See http://www.nmhh.hu/dokumentum.php?cid=22050 (accessed 3 November 2010) (hereafter NHH, Broadband

internet access, 2009).
44.  Flash report on wireline service, August 2011, NMHH. See http://nmhh.hu/dokumentum.php?cid=28465&letolt (accessed 26 October 2011).

45. KSH, Number and average size of households (2000-). See http://portal.ksh.hu/pls/ksh/docs/eng/xstadat/xstadat_annual/i_zhc001.html (ac-
cessed 3 November 2010).

46. BME-ITTK 2007, pp. 42-43.

47. Internet World Stats, “Internet Growth and Population Statistics.” See http://www.internetworldstats.com/eu/hu.htm (accessed 4 November

2010).

48. “Medidn webAUDIT: a ldtogatottsdg névekedése folytatodik” (Medidn webAUDIT: the increase of visitors continues), Medidn, 27 January
2010. See http://www.median.hu/object.04bd1782-15bf-4c98-8398-93b8600ace53.ivy (accessed 9 November 2010) (hereafter Medidn we-
bAUDIT 2010).

49.  For more information on the World Internet Project please visit: http://www.worldinternetproject.net/#about (accessed 12 July 2011).

50. A. Galdcz (ed.), A digizdlis jové térképe. A magyar tdrsadalom és az internet (The map of the digital future. The Hungarian society and the internet),
2007, World Internet Project, pp. 17-22. See htep://www.ithaka.hu/index.php?name=OE-DocManager&file=download &id=29208&keret=N&
showheader=N (accessed 10 November 2010) (hereafter Galdcz 2007).

51. Public opinion survey on news consumption 2011, p. 5.
52. BME-ITTK 2007, p. 47.
53. NHH, Broadband internet access, 2009, p. 63.

54. M. Pelc, B. Wardziriski, M. Dukat, Do you CEE? Interactive Overview of Central and Eastern Europe Markets, 2009, Gemius. iab Europe, p. 7
(hereafter Pelc et al. 2009).

55. Medidn webAUDIT 2010.
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In the past few years, mobile telephone penetration has risen by more than 100 percent. By the end of 2010,
there were more than 12 million subscriptions at the three mobile communications companies; the average
citizen had 1.2 subscriptions. More than half of all households had two or more active SIM cards, but 17
percent of households had none. Only 3 percent reported using broadband data transmission, though 28
percent had this option via the mobile phone.”® By September 2011, mobile subscriptions had decreased:
there were 11,668,700 mobile subscriptions, implying that mobile penetration was 117.1 percent.”” By early

2011, half a million smart phones had been sold in Hungary.”®

1.2 Media Preferences

1.2 Main Shifts in News Consumption

Recent years have changed the way that news is consumed in Hungary, according to the limited data available
on this matter. Traditional media outlets are losing their audiences, while websites have had a steady increase in
visitors. However, explanations for this may vary (digital migration, the global financial and economic crisis,
expensive subscription fees, an apolitical or apathetic audience, etc.). Recent changes in news consumption
include a drastic fall in the sales of quality newspapers, a decrease in the audience share of national television
channels, a decrease in audiences for market-leading radio stations, and an increasing number of visitors to

online information resources.

Data from the Hungarian Audit Bureau of Circulation (Magyar Terjesztés-Ellendrzé Szoverség, MATESZ)
shows that all major daily newspapers, with one exception, lost readers between 2005 and 2010, a process
that began before the onset of the global financial and economic crisis. Népszabadsdg, a left-wing quality
daily newspaper, lost nearly half of its readers, while Magyar Nemzet, a right-wing quality daily newspaper,
lost one-third. At the same time, the number of visitors to the online versions of these quality newspapers
has grown. However, tabloid print dailies have not suffered such huge losses; in one instance, the apolitical
tabloid newspaper specializing in celebrity gossip and sex scandals, Bors, has doubled its daily paid circulation
since 2007 (see Table 5 in section 1.3.1).

There was a decrease in the news audience for the leading national television channels between 2005 and
2010. Data on the average minute ratings (AMR) of the evening news bulletins indicates that all national and

quasi-national television channels” audiences have decreased.”” As television penetration has been presumably

56. NHH 2009, p. 37.

57. NHH, Flash report on mobile phone, September 2011. See http://nmhh.hu/dokumentum.php?cid=28525&letolt (accessed 26 October 2011)
(hereafter NHH, Flash report on mobile phone, September 2011).

58. “Nem szabad csak az okostelefonokra koncentrdlni” (It is not worth concentrating only on smart phones?), Hvg.hu, 27 January 2011. See http://
hvg.hu/napi_merites/20110126_okostelefonok_media (accessed 18 March 2011) (hereafter HVG 2011).

59. Orszdgos Radi6 és Televizié Testiilet (National Radio and Television Commission, ORTT), Beszdmolé az Orszdgos Ridié és Televizid Testiilet
2005-is tevékenységérsl (Report on the activity of National Radio and Television Commission of 2005). See http://www.mediatanacs.hu/uploa
ds/9/13/11689587940gyb_2005_20060228.pdf (accessed 3 November 2010), p. 285; 2006, p. 426; 2007, p. 450; 2008, p. 550; 2009, p. 94.)
See http://ortt.hu/oldal.php?menu_id=80 (accessed 3 November 2010) (hereafter ORTT Reports 2005. 2006 etc). We consider quasi-national
television channels those that can be received by more than 70 percent of households, such as the commercial television channels Hir 7V and
Magyar ATV. Nemzeti Média- és Hirkozlési Hatésdg Médiatandcs (Media Council of National Media and Infocommunications Authority),
Beszimolé az Orszdgos Ridid és Televizié Testiilet és az NMHH Médiatandcsa 2010. évi tevékenységérél (Report on the activity of National Radio
and Television Commission and Media Council of National Media and Infocommunications Authority of 2010), pp. 385-386). See http://
www.mediatanacs.hu/uploads/9/13/13067652800gyb_2010.pdf (accessed 12 July 2011) (hereafter ORTT Report 2010).
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constant since 2005, these drops in the AMR might be linked to migration to niche channels. The share of
the only cable channel for which longitudinal data are available (Magyar ATV), and which provides a news

bulletin, has increased.®® (See Table 11 in section 7.3.2.)

Similar conclusions can be drawn from the viewing figures of the leading national television channels.
Between 2005 and 2010, the average daily share of viewers of the three terrestrial television channels fell by

26 percent. All national television channels suffered losses (see Table 9 in section 1.3.1).
There are no separate data on audiences for digital and analog broadcasts.

Representative surveys indicate that the number of radio listeners has fluctuated in recent years. In 2007,
85 percent reported listening to the radio regularly,®’ whereas the following year only 77 percent did so.®
Between 2007 and 2011, the audiences of all national commercial market-leading radio stations decreased
(see Table 8 in section /.3.1). Habits related to radio listening have started to change. A report noted that
484,000 people were listening to the radio on the internet in 2007. The following year this number increased
to 980,000. In 2009, 8 percent of adults (620,000) were listening to radio on the internet, and two-thirds
followed the same radio stations as the one they previously listened to on a traditional radio set.®> However,

in the second half of 2009, 82 percent of respondents had still not heard of online radio.

As the number of internet users increased, so did the audience of websites providing news. Amongst the
top 10 websites in Hungary, only two provide news—Origo.hu and Index.hu.® Between 2005 and 2011,
the top online news resources tripled the number of their visitors on average® (see Table 7 in section 1.3.1).
According to the 2011 news consumption survey, 6 percent of the population used social networks as primary
news sources; for those younger than 20, it was 16 percent. An additional 30 percent regarded this function

of the social networks to be important, which also holds true for those older than 50 years.*

60. ORTT Reports 2005-2009. 2005, p. 285; 2006, p. 426; 2007, p. 450; 2008, p. 5505 2009, p. 94. Please note that ORTT has longitudinal data

about this cable channel only.

61. “Infokommunikéciés eszkozok haszndlata és médiafogyasztdsi szokdsok” (Use of infocommunication tools and media consumption habits),
NHH, July 2007, p. 33. See http://nmhh.hu/dokumentum.php?cid=12805 (accessed 8 November 2011).

62. NHH 2008, p. 43.

63. “Digitdlis 4tdllds monitoring 6sszefoglalé 2009” (Digital switch-over monitoring 2009), NHH, pp. 24-25. See http://www.nmhh.hu/dokumen-
tum.php?cid=22648&letolt (accessed 3 november 2010).

64. Alexa.com, Top Sites in Hungary. See http://www.alexa.com/topsites/countries/HU (accessed 30 November 2011) (hereafter Alexa.com, 7op
Sites in Hungary).

65. Based on data derived from Medidn webAUDIT. See http://webaudit.hu/ (accessed 10 November 2010). (hereafter Medidn webAUDIT).

66. Public opinion survey on news consumption 2011, p 17.
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1.2.2 Availability of a Diverse Range of News Sources

Thanks to the internet, news diversity is greater, but some members of society will not or cannot benefit
from this improvement for several reasons, such as the generation gap (internet users tend to be younger) or
infrastructure problems (poor internet reception in some villages). Nevertheless, both internet literacy and

access are forecast to increase in the future.

In the last five years new media outlets have appeared, such as online news providers and blogs, enriching
the choice for news-consuming audiences.”” A part of the audience has migrated from traditional media
outlets to online media. This phenomenon is perhaps most visible in the case of quality newspapers: the paid
circulation of dailies Népszabadsig and Magyar Nemzet fell steeply, while visitors to their online versions grew
between 2005 and 2011 (see tables in section 1.3.1).

In response to this migration, traditional media outlets have had to seek new solutions for maintaining
financial sustainability and audiences. Some have set up online platforms to retain the migrating audience.
What does not seem to change at all is the ratings of public service television, which has consistently had the

lowest audience shares over the past five years.

Traditional outlets face an additional challenge: that of the digital generation gap. Older citizens tend to
listen to the public service radio station MRI—Kossuth Ridié (MR1-Radio Kossuth) and watch the public
service television channels M1, M2 and Duna TV.*® Young people are more likely to use the internet, with
some even abandoning traditional media altogether.”” If traditional media outlets want to keep both their
older consumers and their younger users, they have to pay attention to their traditional platforms as well as

their online ones.

67. According to the methodology of Alexa, the site Blog.hu was ranked the 6™ most popular site in Hungary.
68. ORTT, Media consumption, 2007, pp. 5-6, Public opinion survey on news consumption 2011, p. 10, 13.

69. See the non-representative survey T. Bodoky, Nincs tévém, nem olvasok papirijsdgot (I don’t have a TV, I don't read a printed newspaper), Média-
futaté, summer 2007.
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1.3. News Providers

1.3.1  Leading Sources of News

1.3.1.1 Print Media

Table 5.
Daily paid circulation of top 10 newspapers, January to June, 2005-20107°

2005 2006 2007 2008 2009 2010 Change (%)

2005-2010
Metropol (Metro)™ 349,865 338,731 325169 320,258 287,789 304,153 -13
Blikk 254,313 245,631 232,901 232,291 209,950 195,590 —23
Bors (Szines Bulvdr Lap)’ 40,544 62,479 66,768 76,299 89,108 85,845 +1M
Népszabadsdg 155,567 151,542 128,336 111,938 94,444 78,070 —50
Kisalfold 78,034 77,807 76,792 75,891 73,303 70,122 -10
Nemzeti Sport 81,656 83,284 77,269 78,439 69,204 66,747 -18
Vas Népe 57,629 56,613 55,699 54,033 52,512 49,747 —14
Magyar Nemzet 73,395 72,108 65,779 60,004 52,996 49,734 —32
Zalai Hirlap 56,773 55,644 54,588 52,847 51,800 48,798 —14
Kelet-Magyarorszdg 56,122 n/a n/a n/a n/a 46,726 —17

Note: n/a = not available.

Source: MATESZ7

Table 5 reveals the following trends in newspaper consumption for 2005-2010:

There have been changes in the ranking of the top 10 daily newspapers between 2005 and 2010, though
the two market-leaders (Metro, Blikk) kept their positions. The tabloid newspaper Bors rose from not even

ranking among the 10 largest dailies in 2005 to become the third-largest newspaper.

The overall circulation of the 10 leading daily newspapers fell by 8 percent, but the rate of shrinkage did
not accelerate significantly in 2009-2010, after the global financial and economic crisis. The only free

newspaper (Metropol) was no exception to the general trend of the shrinking print market.

The circulation of the leading national quality newspapers (Magyar Nemzet, Népszabadsdg) shrank by a

combined 41 percent.

70.
71.
72.
73.

In the table, dailies are ranked from top to bottom, based on the latest data.
Metropol (formerly Metro) is a free daily newspaper, thus the figure in the table refers to the number of copies distributed.
The titles Szines Bulvir Lap and Metro were changed for legal reasons.

MATESZ, Audited circulations—averages per issue—YEAR (2005, 2006, 2007, 2008, 2009, 2010) 1* semester. See http://en.matesz.hu/data/
(accessed 10 November 2010).
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*  The circulation of the leading regional newspapers (Kelet-Magyarorszdg, Kisalfold, Vas Népe, and Zalai
Hirlap) fell.

»  The circulation of the only sports newspaper among the top 10 dailies fell by 18 percent.

Table 6.

Number of daily visits and visitors to the two largest national quality newspapers’ websites 2005-2011

(January averages)

Mno.hu (Magyar Nemzet) Nol.hu (Népszabadsdg)

Visits Visitors Visits Visitors
2005 37,278 24,200 26,055 20,463
2006 46,002 28,741 38,038 26,833
2007 84,862 51,200 47,116 33,941
2008 76,807 45,658 47,705 34,519
2009 76,813 44,788 62,821 43,240
2010 90,105 56,265 111,421 74,699
2011 91,791 56,539 125,643 87,564
Change (%) 2005—2011 +146 +134 +382 +328

Source: Mediin webAUDIT"

Tables 5 and 6 show that while the circulation figures of the two leading national quality newspapers declined
over 2005-2010, their online versions attracted an increasing number of visitors. This suggests that a segment

of the hard news audience has migrated from print to online information resources.

1.3.1.2 Online Media

To identify the top 10 most visited news-providing websites, we use the “Top Sites of Hungary” list from
Alexa.com. Alexa’s rankings are based on the combination of average daily visitors and page-views over the
previous month.” To analyze visitor trends, we used the data available at Medidn webAUDIT.”® We calculate

the average number of visitors for every January between 2005 and 2011, depending on data availability.

74. Medidn webAUDIT. See http://webaudit.hu/ (accessed 10 November 2010).
75.  Alexa.com, “The top 500 sites on the web.” See http://www.alexa.com/topsites (accessed 10 November 2010).

76. Medidn webAUDIT. When extracting data from the site, we considered domestic visitors only. To reduce data pollution, we list the number of
visitors only, not the number of visits. The data may include the number of visitors to other sub-sites of these online sources; however, we believe
the trends identified are reliable without requiring further breakdown.
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Table 7.
Number of daily visitors to top 10 online news and current affairs providers, 2005-2011

(January averages)”’

2005 2006 2007 2008 2009 2010 201 Change (%)
base year—20117®

Index.hu News 175,856 283,101 346,297 282,151 516,064 616,148 650,302 +270

Origo.hu News n/a n/a 579,257 625,728 691,842 714,286 716,272 +24

Hir2g4.hu” News n/a n/a n/a n/a n/a n/a 187,636 n/a

Portfolio.hu Economic news n/a n/a n/a n/a 67,903 76,500 95,707 +41

Hvg.hu Site of print nfa 29,756 62,792 112,502 169,921 196,763 294,680% +890
weekly HVG

Blikk.hu Site of print daily  n/a n/a n/a 72,746 109,278 134,609 172,893 +138
tabloid Blikk

Borsonline.hu®  Site of print daily  n/a n/a n/a n/a 58,439 71,832 76,324 +31
tabloid Bors

Hirkereso.hu News aggregator n/a n/a 54,811 61,680 81,264 93,143 101,723 +86

Kuruc.info Extreme n/a n/a n/a n/a n/a n/a® 67,523 n/a
right-wing

Nol.hu Site of print 20,463 26,833 33,941 34,519 43,240 74,699 87,564 +328
daily quality
Népszabadsag

Note: n/a = not available.

Source: Medidn webAUDIT?®?

Even though the available data are fragmentary, Table 7 reveals the following trends in visitor numbers for

the 10 most visited news sites:

All the top 10 online news resources have increased their audiences.

The list of online news resources is led by two online-only media outlets (Index.hu, Origo.hu). These two

websites have increased the number of their visitors by 147 percent on average.

Out of the 10 leading online outlets, five are online-only (Index.hu, Origo.hu, Hir24, Portfolio.hu,
Hirkereso.hu, and Kuruc.info). The average increase of the four news resources where data are available

(Index.hu, Origo.hu, Portfolio.hu, Hirkereso.hu) is 105 percent.

77.

78.
79.
80.

81.
82.
83.

Based on the Alexa.com methodology, Index.hu was 5%, Origo.hu 7%, Hir24.hu 17%, Portfolio.hu 20%, Hvg.hu 24", Blikk.hu 29®, Borsonline.
hu 42%, Hirkereso.hu 43", Kuruc.info 56, Nol.hu 60 (Data retrieved 30 November 2011.)

Base year is the first year when data is available.
Hir24.hu is a new entrant, see section 6.1.2.

HVG took over Hirszerzo.hu in May 2010, which may explain the increase. “A HVG veszi 4t a Hirszerz8.hu-t” (HVG takes over Hirszerzo.hu),
Hug.hu, 19 May 2011. See http://hvg.hu/itthon/20100519_hirszerzo_eladasa_hvg (accessed 12 July 2011). The explanation for the dramatic
increase of Hvg.hu’s audience could be shared articles between the two websites.

In 2007 due to a legal case Bors became the new name of the daily tabloid; before that it was called Szines Bulvir Lap.
The average number of visitors in October 2010 was 54,980. See Medidn webAUDIT.
Medidn webAUDIT. See http://webaudit.hu/ (accessed 30 November 2011).
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*  One of the top 10 online news outlets is an extreme-right wing organ (Kuruc.info). Comparable media

outlets do not exist among print daily newspapers or terrestrial radio and television broadcasters.

1.3.1.3 Radio

Table 8.

Average daily audience reach of market-leading radio stations, age 15+, nationwide population (%)

October— March July April Change (%)
December  2010% 2010% 2011%°  2007-20110
2007%
MR1—Kossuth Rddid (public 21 21.3 19.1 20.8 19.8 21.1 +0.5
service news and current affairs)
Class FM (Danubius Rddic)*' 20 16.5 18.6 16.7 18.2 18.6 -7
(commercial music radio)
Neo FM (Sldger Rddid) 27 15.2 17.2 15.8 14 15.7 —42
(commercial music radio)
Juventus Rddié 8 7.9 7.5 7.8 7.7 4.8 —40
(commercial music radio)
MR2—Petdfi Rddié 7 6.7 6.5 6.6 6.6 5.9 —-16

(public service music radio)

Rddié 1 Network 3 5.8 73 7-5 5.7 73 +143
(commercial music radio)

Number of radio listeners n/a 7,473,200 7,448,000 7,567,000 7,548,000 7,476,000 n/a
Source:  Ipsos—GFK.

84. In the table, radio stations are ranked from top to bottom, based on the latest data. Also, the data on radio listenership are quite fragmented: we
could find data only for these six national radio stations for all timelines.

85. “Orszdgos radidhallgatottsdgi mérés 2007 december” (National radio listenership measurement December 2007), Szonda Ipsos—GfK Hungdria,
24 January 2008, p. 4. See http://www.szondaipsos.hu/file/radio2007december.ppt#285,14,18-49 (accessed 10 November 2010).

86. “Rédditaddk hallgatottsiga 2010. mdrcius” (Radio stations’ listenership March 2010), Ipsos—GFK, p. 3. See http://www.radio.hu/down/ko-
zos_publikacio_2010_marc.ppt (accessed 10 November 2010).

87. “Rédditaddk hallgatottsiga 2010. mdjus-jinius” (Radio stations’ listenership May—June 2010), [psos—GFK, p. 4. See http://www.radio.hu/ima-
ges/stories/hallgatottsagi_adatok/kozos_publikacio_2010maj-jun.ppt (accessed 10 November 2010) (hereafter Radio stations’ listenership May-
June 2010).

88. Radio stations’ listenership May—June 2010, p. 4.

89. “A magyar lakossdg kozel 90%-a hallgatott rddiét juliusban” (Nearly 90 percent of the Hungarian population listened to the radio in July),
Ipsos—GFK. See http:/[www.ipsos.hu/site/assets/Altalanos/sajtokozlemeny2010julius.ppt (accessed 10 November 2010) (hereafter Ipsos—GFK,
July 2010).

90. “Radiés Kozonségmérés 2011 4prilis” (Radio audience measurement April 2011), Ipsos—GFK. See http://www.ipsos.hu/site/assets/Fotok/sajto-
kozlemeny2011prilisjav.ppt (accessed 14 July 2011) (hereafter Ipsos—GFK April 2011).

91. Sldger Ridié and Danubius Ridio lost their frequencies in a controversial and politically motivated frequency redistribution in 2009. The fre-
quency of Skdger Rddié was given to Neo FM, the frequency of Danubius Rddio was given to Class FM. The new radio stations have employed the
presenters of the former radio stations.
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Table 8 reveals the following trends in audience reach for the market-leading radio stations for the period

200

7-2011:

In the last four years, there has been a realignment among the top three national radio stations: the public
service broadcaster MRI—Kossuth Rddié moved to first place, and the national commercial station Neo
FM (ex-Sldger Ridio) lost its primacy, while Class FM (formerly Danubius Ridid) kept its second position.
Rddié 1 Network crept up to fourth place as the only commercial radio station that increased its audience

in the last year.

The reach of the two public service radio stations (MRI-Kossuth Ridié, MR2—Petdfi Ridid) decreased by

an average of eight percent.

The reach of most of the commercial radio stations (Neo FM, Class FM, Juventus Ridid) decreased. Only

Ridié 1 Network increased its reach.”?

The largest changes were in the case of two frequencies that acquired new owners in 2009. The audience

reach of the two ‘new’ radio stations, Neo FM and Class FM, decreased in this period.

1.3.1.4 Television

The

public service television channels had even poorer results. Table 9 displays the average daily audience

share of television channels in the last four years.

Table 9.
Average daily audience share (SHR) of television channels for 2007-2010,” population aged 4+
2007 2008 2009 2010 Change (%) 2007-2010
RTL Klub 27 27 24 23 -15
TV2 23 21 22 17 —26
M1 13 12 9 8 —38
Viasat 5.8 5 4.2 3.9 -33
Film+ 1.3 1.9 2.8 3.5 +169
Duna TV** 2.1 1.8 1.8 1.8 —14
M2 1.8 1.8 1.9 1.7 -6
Magyar ATV 1.3 1.6 1.6 1.7 +31

Source:: AGB Nielsen/ORTT Monitoring.”> %

92.

93.

94.

95.

96.

Ridié 1 lost its Budapest frequency, which might affect its listenership in 2012 (see section 6.1.2).

In the table, the television channels are ranked from top to bottom, based on the latest data. The table includes the three national public service
broadcast television channels (M1, M2, Duna TV) and five commercial television channels (RTL Kiub, TV2, Viasat, Film+, Magyar ATV) with
the largest audience share ratio in 2010. In the table, television channels are ranked by audience share. However, ORTT does not have data on
Hir TV; this commercial television channel is received by more than 70 percent of households and so would likely have a place among the top
channels.

The role of Duna TV is to broadcast programs to the Hungarian diaspora. DUNA Televizié Zartkériien Mikodd Részvénytdrsasdg Szervezeti
és Miikodési Szabdlyzat (Organizational and operational rules of DUNA Television Ltd. June 15, 2007). See www.dunatv.hu/data/cms472152/
szmsz_.doc (accessed 26 January 2011).

AGB Nielsen/ORTT Monitoring, Zerrestrial broadcasters monthly audience share (SHR%), population above age of 4, 2007, 2008, 2009, 2010.
See http://adattar.orte.hu/agb/nezettseg/201004 (accessed 10 November 2010).

AGB Nielsen/ORTT Monitoring, Satellite and cable broadcasters monthly audience rating (SHR%), population above age of 4, 2007, 2008, 2009,
2010. See http://adattar.ortt.hu/agb/nezettseg/201004 (accessed 10 November 2010).
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Table 9 reveals the following trends in audience share among market-leading television channels for the
period 2007-2010:

*  Between 2007 and 2010, the first five rankings remained unchanged, but Fi/m+ moved up the rankings,

while the public service broadcaster television channel Duna TV slipped down.

*  The two leading national commercial television channels (R7L Klub, TV2) saw their audience share fall

by an average of 20.5 percent.

* Al three national public service television channels (M1, M2, Duna TV) saw their audience share fall by
an average 19.3 percent. The largest loss was that of A1, which lost nearly 40 percent of its audience share

in the last four years.

= The three channels which are also broadcast via analog terrestrial and for which we have data (R7Z Klub,

TV2, M1I) suffered an average 26 percent decrease.

*  The combined audience share of the private commercial television channels Magyar ATV and Film+ has

doubled.

1.3.2 Television News Programs

The French-owned private company Antenna Hungdria Zrt. (hereafter AH) provides terrestrial digital
television broadcasts. There are only three national analog terrestrial television channels in Hungary: the
commercial television channels R7L Klub and TV2; and the public service television channel A1. All other

channels are distributed by satellite.”” There are four public service television channels: M1, M2, Duna TV,
and Duna World.”®

Table 10.
Overview of main television channels
M1 M2 Duna TV Duna World RTL Klub TV2
Type of broadcaster Public service Public service Public service Public service Commercial ~ Commercial
Distribution method®® Terrestrial Satellite Satellite Satellite Terrestrial Terrestrial

97. Orszdgos Radié és Televizié Testiilet (National Radio and Television Commission, ORTT), Beszdmols az Orszdgos Ridié és Televizid Testiilet
2009-es revékenységérél (Report on the activity of National Radio and Television Commission of 2009), pp. 568-570. See http://ortt.hu/ogyb/
ogyb_2009.pdf (accessed 3 November 2010) (Hereafter ORTT Report 2009).

98.  Prior to 1 January 2012, the channel was called Duna II Autonémia (Duna II Autonomy).

99. All these television channels are on the digital multiplex of Antenna Hungdria. The public service television channels are broadcast in High
Definition format. “Elérhetd musorok” (Accessible programs), MinDigTV. See http://www.mindigtv.hu/Elerheto_musorok.aspx (accessed 8
March 2011).
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Table 11.
Yearly averages of share of evening news bulletins of national or quasi-national television channels,
2005-2010 (%) 101

2005 2006 2007 2008 2009 2010 Change (%)

2005-2010
RTL Klub (6.30 p.m.) 37.0 36.4 34.9 35.4 34.6 31.2 -16
TV2 (6.30 p.m.) 34.2 35.8 34.1 30.9 31.7 31.1 -9
M1 (7.30 p.m.) 17.2 18.5 16.4 13.8 13.5 14.7 -15
Duna TV (6.00 p.m.) 4.6 3.9 2.8 2.2 3.1 3.4 —26
Magyar ATV (7.30 p.m.) 1.8 2.3 2.4 3.0 3.1 3.0 +67

Source: ORTT Reports 2005-2010.

Table 11 reveals the following trends in viewership share among national television channels for the period
2005-2010:

*  The rankings of television channels have not changed in the last five years.

= The average share of the evening news bulletins of terrestrial television channels (RTL Kiub, TV2, M1)
has decreased by 13 percent.

= The change in the share of evening news bulletins of non-terrestrial television channels varies: the share of
the public service broadcaster Duna TV has decreased by one-quarter, while the share of the commercial

news television channel Magyar ATV has increased by more than two-thirds.
= The share of the public service television channels (M1, Duna TV) decreased by an average of 20 percent

»  The average share of market-leading national commercial television channels (R7L Klub, TV2) decreased

by an average of just under 13 percent.

1.3.3 Impact of Digital Media on Good-quality News

Data from 2007 and 2011 on news consumption indicate that the internet is becoming more popular, but
the most popular news source is still television. The population’s news consumption habits changed to a
degree, which might be linked to the increase in internet penetration. In general, no longitudinal data on
news quality are available. The increased consumption of news online might have had an effect on news

quality. The tables in section 7.3.7 and 1.3.2 justify the assumption of audiences’ digital migration.

The printed media, in terms of quality daily newspapers, are declining in readership. The growth in the
number of visitors to websites of the two national dailies (Magyar Nemzet and Népszabadsdg) suggests their

readers may have migrated to corresponding online media outlets.

100. RTL Klub and TV2 can be received by 99.2 percent of households, M1 by 99.7 percent, Duna TV by 80 percent, and Magyar ATV by 75 percent.
However, the commercial television channel A7 7V and the public service broadcast television channel A2 are missing from the data provided
by ORTT on yearly shares, although these channels can be received by more than 70 percent of households (Hzr TV in 74.3 percent, M2 in 80
percent) (ORTT Report 2010, pp. 385-386).

101. We could not find data on the audience of the evening news bulletins of M2 and Duna World.
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All of the online media outlets examined have increased their numbers of daily visitors, which also supports

the notion of migrating audiences.

Almost all the radio stations examined lost audiences with the exception of one station that airs mainly
pop music. Similarly, nearly all the television channels saw their audience share fall, except Film+, which

broadcasts movies and series, and Magyar ATV (the latter’s share was still relatively low).

The declining audiences of radio stations and television channels that provide news bulletins suggest that
people are consuming news less via these media outlets, instead turning to online outlets—as the 2011 news

consumption survey also indicates.

1.4 Assessments

The growing audience for new media and the shrinking audience for traditional media suggest that part of
the public at least, prefers interactivity and immediacy—and/or that increasing internet penetration has had
an effect. In news consumption there is a generational divide. Older consumers are more likely to use public
service programs to obtain information, while younger ones are more likely to consume news from online

news resources.

In some cases it is not demand but supply that determines the patterns of media consumption, meaning that
the lack of proper infrastructure (i.e. lack of good internet signal in rural areas) prevents some consumers

from becoming users. Despite this, experts forecast further growth of internet penetration.

Competition for audiences is becoming more intense, and media outlets tend to cover lighter stories to attract
audiences. This trend is confirmed by the fact that commercially oriented traditional media outlets lead the

market. Public service broadcasters, meanwhile, are losing audiences.

The audience of public service television channels, especially A/1, has been falling since the first commercial
television channels appeared in 1997. The audience has become fragmented: the variety of television channels
offers more viewing opportunities; and viewer numbers for niche channels are increasing, as in the case of
Film+ and Magyar ATV. Since the appearance of the internet, public service broadcasters’ websites have failed

to reach out to their audience; their websites are not among the top 10 online news resources.

Digital news outlets have changed the media landscape in several respects. However, the benefits are still
restricted to the online public and those who access news through mobile devices. These sectors of the
public can now choose from a greater supply of media resources. But the pressure of competition from new
media outlets has made some traditional media outlets restructure their priorities by focusing on their online
platforms and covering lighter stories. Citizen journalism is becoming popular. Hungary’s largest blog site,
blog.hu, averaged 609,794 visitors daily in December 2011.'%*

102. Mediin webAUDIT
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The appearance of digital news has had both positive and negative effects. An optimist may say that with the
abundance of news resources, consumers, or users, have a greater role in selecting their news sources. They
may even develop the ability to assess the news critically—which is indicated by the mushrooming number of
blogs where dissenters can present their arguments. This also allows in-depth discussion of more specialized
fields. In the past, such fields may have been avoided by the traditional media since they may not attract a
larger audience. Blogs such as Mandiner.hu, Szuveren.hu, Torokgaborelemez.blog.hu, and other examples of

citizen journalism contribute to the political discussion (see also section 3.1.3).

A pessimist would say that the general lack of gatekeepers in online media makes for chaos, where the
important news items may get lost. Another problem is when editorial boards of traditional media outlets are
biased on account of economic or political pressures. The next chapter examines the biases of public service
media. With digital media, citizens have more opportunities to gather information. The decision on what and

how to consume is left to the citizen.
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2. Digital Media and Public or
State-Administered Broadcasters

2.1  Public Service and State Institutions

2.1.1  Overview of Public Service Media—News and Current Affairs Output
The public service broadcasters are:

* Hungarian Radio (Magyar Ridié, MR), which has seven radio stations, namely MRI—Kossuth Ridid,
MR2—"Petdfi Ridié, MR3—Barték Ridid, MR4—Nemzetiségi addsok (National Programs), MR5—Parlamenti
addsok (Parliamentary Programs), MR6—A régié rididja (Regional Radio), MR7—Dalok és dallamok (Songs
and Melodies);

*  Hungarian Television (Magyar Televizié, MTV), with the channels M (general interest) and A2

(parliamentary broadcasts and cultural programs);

*  Duna Television (Duna Televizid), which has the channels Duna TV and Duna World, available via

satellite and aimed at Hungarians abroad.

The Hungarian News Agency (Magyar Tdvirati Iroda, MTI) should be mentioned here since, under the new
media regulation, it produces news bulletins for public service broadcasters.'” Previously, it functioned as
a regular news agency; now it provides all content free of charge for the public broadcasters and any other
media outlets or individuals registered on its website.'* This has raised fears that with free provision from a

single source, news content will become uniform and potentially biased.

In April 2010, the average monthly audience share of M1 for the whole day was around 8 percent, while /72
and Duna TV each had less than 2 percent a day.'® The average daily reach of MRI—Kossuth Ridid was 21.1

103. See Act CLXXXV of 2010 on Media Services and Mass Media, Art. 101, para 4.
104. For details of the registration, see MTI website: http://mti.hu/mti/Registration.aspx (accessed 12 July 2011).

105. “Nézettségi statisztikdk” (Viewership Statistics), AGB Nielsen/ORTT Monitoring. See http://adattar.ortt.hu/agb/nezettseg/201004 (accessed 25
January 2011).
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percent, that of MR2—Petdfi Rididwas 5.9 percent, and that of MR3—Barték Ridié was 1.1 percent in April
2011.1¢

On average, the audience share of the public service news bulletins is modest compared to the news bulletins
of RTL Klub and TV2, the national commercial television channels (see Table 11, section 1.3.2). However,
as we have seen, the leading national commercial channels also lost viewers between 2005 and 2010. The
news bulletin of M was relatively popular, but still far behind the market-leaders. The only channel in the
table that increased its audience was Magyar ATV. Duna TV had the lowest audience in this period, but the
diaspora audience it targets does not appear in the statistics. The popularity of the evening news bulletins
of the national commercial channels may be explained by the fact that they cover different topics from the

public service broadcasters’ bulletins.

Since 2008, the two national commercial television channels’ evening news bulletins carried more human
interest stories. The largest proportion of reports was related to catastrophes, accidents and crimes (averaging
38 percent of their air time). Those of the two public service broadcasters mostly covered domestic politics (on
average 46 percent of air time).'"”” The tabloidization of news bulletins is targeted by the new media regulation
in place since the start of 2011. It stipulates that the “news content or reports of a criminal nature” on the
news bulletins of the “linear audiovisual media service providers with significant powers of influence'® ...

shall not be longer in duration on a yearly average than 20 percent of the duration of the news program.”'*

In general, the national commercial television channels broadcast fewer programs with political content than

the public service television channels.

Table 12.
Ratio of news and current affairs programs on the main national television channels on 20 July 2011
M1 RTL Klub TV2 Duna TV
Ratio of news and current affairs (percent) 26 21 25 16
Ratio of news and current affairs with repeats (percent) 36 — — 18
Total broadcasting time/day in minutes 1,335 1,170 1,285 1,320

Source:  Program guide.

106. Ipsos—GFK April 2011.
107. See ORTT Report 2008, pp. 119-120; ORTT Report 2009, p. 102; and ORTT Report 2010, p. 42.

108. “Significant powers of influence” means that the broadcaster has at least 15 percent of audience share per year (Act CLXXXV of 2010 on Media
Services and Mass Media, Art. 69, para 1).

109. Act CLXXXV of 2010, Art. 38, para 1.

110. The ratios were calculated based on the news and current affairs programs posted in the program guide. Note that since, based on this informa-
tion, the length of commercial spots cannot be assessed; the ratios were counted as if in the given periods of air time there were no commercials
at all. This method distorts the data, especially in the case of commercial television channels (R7Z Klub and TV2). It should also be noted that
news and current affairs on R7Z Klub and TV2 include programs dedicated to celebrities and human interest stories.
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As Table 12 indicates, news and current affairs programs account for roughly one-quarter of the total air-time
of the terrestrial television channels (M1, RTL Klub, TV2). Nevertheless, in the case of commercial television

channels R7L Klub and TV2, these news programs generally mean celebrity news and human interest stories.

Both MTV channels (M1 and M2) broadcast roughly three times as many political programs as the two
national commercial television channels (R7L Klub and TV2). Duna TV does not have that many political
programs; its principal aim is to disseminate Hungarian culture. The results are not surprising; the commercial

media have been largely apolitical.'"!

The content and political voices of the news bulletins of the major public service broadcasters (M1, Duna TV,
MRI-Kossuth Rddié) have broadly reflected the political balance of the day. As Table 13 shows, the disparity

between the amounts of air-time offered to government and opposition figures has widened in the past two

years.
Table 13.
Media use of government coalition/parliamentary opposition voices
in public service broadcasters’ news bulletins (%)

2006 2007 2008 2009 2010" 2011™
Total appearances (either directly in soundbites ~ 63/37 60/40 60/40 59/41 67/33 74/26
and interviews or indirectly in voiceover)"®
MPs interviewed 64/36 63/37 61/39 60/40 70/30 78/22

Source: ORTT.

111. P. Bajomi-Lézdr, Regulation, policy and independence of television in Hungary, in Télevision across Europe: regulation, policy and independence, Open
Society Institute, Budapest, 2005, Vol. 2, p. 839 (hereafter Bajomi-Lazdr 2005).

112. Between 2006 and 2009: MI: noon and evening news bulletin; Duna TV: news bulletin; MRI—Kossuth Ridié: morning, noon and evening news
bulletins. In 2010 and 2011: MI: evening news bulletin; Duna TV: news bulletin; MRI-Kossuth Rddié: noon news bulletin.

113. Orszégos Radid és Televizi6 Testiilet (National Radio and Television Commission, ORTT) Beszdmolé az Orszdgos Ridid és Televizid Testiiler 2006-
os tevékenységérél (Report on the activity of National Radio and Television Commission of 2006) supplement, pp. 417—420. See http://www.
mediatanacs.hu/uploads/9/13/11736849940gyb_2006_20070312.pdf (accessed 13 March 2011).

114. ORTT, Beszdmolé az Orszdgos Radid és Televizio Testiiler 2007-es tevékenységérdl (Report on the activity of National Radio and Television Com-
mission of 2007), supplement, pp. 442-445. See http://www.mediatanacs.hu/uploads/9/13/12070531420gyb_2007.pdf (accessed 13 March
2011).

115. ORTT Report 2008, supplement, pp. 542-545.
116. ORTT Report 2009, pp. 116-119.
117. ORTT Report 2010, pp. 99-100.

118. “Politikai szerepl6k médiahaszndlata a f6bb hirmtsorokban (janudr 3—dprilis 3)” (Media use of political actors in main news bulletins (3
January-3 April), Mediatanacs.hu. See http://www.mediatanacs.hu/uj_stat.php?het=13&ev=2011&tip=kum&nyelv=magyar (accessed 11 April
2011).

119. “The ratio of actors (persons or institutions), whose (verbal or non-verbal) activity generated the events.” ORTT Report, 2010, p. 43.
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Public service broadcasters’ news bulletins have long been biased toward the governing parties of the day.

After the 2010 national elections the bias has become even stronger in favor of the ruling coalition.'*

2.1.2 Digitization and Services

Digital switch-over has already taken place for Hungarian Television’s A2, which has been broadcast only
in digital format on satellite since 2008. The satellite broadcast of M2 can be received in Europe, Iraq and
Afghanistan—where Hungarian troops are stationed.'”! Both MTV television channels have broadcast in
high definition (HD) format since 2008.'* Only 10-15 percent of public service programs are produced
in HD.'” Experts consider broadcasting in HD in these circumstances to be wasteful as the HD format
uses three times more spectrum than the traditional format. And so AH, which operates digital terrestrial

television and radio broadcasting, is paid triple the fee for distributing the public service channels.'*

Duna TV has broadcast via both digital and analog signals in HD since December 2008, while Duna World
is broadcast in standard definition (SD). The broadcast can be received in five continents, reaching the
Hungarian diaspora.'” Duna programs, both live and archived, can be accessed on iPhone since April 2010

126

through an application called Duna Mobile."** The radio programs are accessible online for three weeks;

MRI-Kossuth Ridié provides podcasts. MR broadcasts a program to North-America and Europe on satellite.

The public service broadcasters have broadened the number of their services: they can be followed on social

networks (Facebook, Twitter), and their archives are accessible on the websites.

2.1.3 Government Support

The Broadcasting Fund of the former National Radio and Television Commission (Orszdgos Radié és Televizié
Testiilet, ORTT) used a total of HUF 8.456 billion (US$ 37.4 million)'* to support the development of
cable systems and the broadcasting of local and regional radio stations and television channels between 1997
and 2007. This enabled new households to be connected to the system. An additional HUF 8.09 billion

120. The Media Council was petitioned to investigate whether one of the debate programs of M1 (Az Este) was biased toward the government in June
2010. The complaint submitted to the media regulatory authority claims that the opinion of the parliamentary opposition was not presented.
Nyusztay M, “Ime, a Fidesz-féle kiegyenstlyozott kéztévé” (Welcome to balanced public television, Fidesz-style), Nol.hu, 23 March 2011. See
http://nol.hu/belfold/20110323-_kiralyi__egyensuly_ellenzek_nelkul (accessed 11 April 2011).

121. “Az M2 oktéber 3-4t6] mér csak az Gj miiholdon” (M2 only on new satellite from 3 October), MTV Zrt, 2 October 2009. See http://www.
mtvzrt.hu/?id=313382 (accessed 27 January 2011).

122. G. Vimosi, “Elindult az M1 és az M2 digitdlis foldi sugdrzdsa” (The digital terrestrial broadcast of M1 and M2 has been launched), Origo.hu, 23
December 2008. See http://www.origo.hu/techbazis/hightech/20081223-elindult-az-m1-es-az-m2-digitalis-foldi-sugarzasa.html (accessed 27
January 2011).

123. Gergely Okros, telecommunications expert, personal interview, 22 February 2011.

124. Z. Szabo, “Megmentették az AT V-t és a Hir TV-t” (ATV and Hir TV was saved), /ndex.hu, 14 October 2008. See http://index.hu/kultur/media/
atv6873/ (accessed 8 March 2011) (hereafter Szabé 2008).

125. “Viltozik az amerikai kédoldsi rendszer” (The American coding system changes), DunaTv.hu, n.a. See http://www.dunatv.hu/cikkek/amerikai-
kodolas.html?query=angol%20felirat%20a%20duna (accessed 27 January 2011).

126. “Uj alkalmazdssal béviilt a Duna Mobil!” (New application is introduced to Duna Mobile!), DunaTv.hu, 20 April 2010. See hetp://www.dunatv.
hu/footer/sajtoszoba/duna_mobil.html (accessed 27 January 2011).

127. MNB yearly average exchange rates are used throughout the report. See http://english.mnb.hu/Root/Dokumentumtar/ENMNB/Statisztika/
mnben_statisztikai_idosorok/en0301_arfolyam.xls (accessed 5 January 2012).
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(US$ 36.8 million) was allocated through tenders between 1997 and 2009 for modernization, creating
new connections, especially for less-populated villages. Part of the Broadcasting Fund was to be spent on
the digitization process, but the funds remained with the authority. Act LXXIV of 2007 on the Rules of
Broadcasting and Digital Switch-over (hereafter Act on the Digital Switch-over) stipulated a decree be issued
outlining the tasks and roles related to implementing the digital switch-over, but as this decree is yet to be
drafted and passed, the allocated money has not been spent.'*® In 2011 the media authority, NMHH, saved
3.9 billion HUF (US$ 20.8 million) compared to its business plan, and much of this sum is to be spent on

the digital switch-over.'*

There is no information available on the funds allocated to the public service broadcasters for the preparation

of digital switch-over.

2.1.4 Public Service Media and Digital Switch-over

The digitization of the public service television channels, M1, M2, Duna TV, and Duna World, allows easier
access to these channels by the diaspora, and enables all viewers with the necessary equipment to enjoy
better quality broadcasting. The frequently modified media regulation postponed the digital switch-over of

television broadcasting to 31 December 2014 (see section 7.1.1.1).
There is no information available on whether the public service broadcasters had any role in digitization.

However, with the new media regulation, which had as one of its objectives bringing the country’s media legal
framework into line with the requirements of the digital age, as of 2011 significant changes were introduced
in the regulation of the public service broadcasters. Under the previous regulations (Act I of 1996 on Radio
and Television, hereafter Act I of 1996), the three public service broadcasters were headed by three public

foundations, managed by three boards of trustees.

These boards’ responsibilities included approving the annual financial management plan of each foundation.
The membership of these boards represented all political parties and a number of civil society organizations.
The parliamentary delegates of the boards of trustees served a four-year term. However, the nomination
process was not always smooth. Political disputes resulted in incomplete boards of trustees at MTV between
1999 and 2002, and at Hungarian Radio and Duna Television between 2000 and 2002.

The new media regulation changed this scheme. Under the new regulations, the three public broadcasters and
MTTI, the Hungarian News Agency are owned by the Public Service Foundation (Kozszolgdlati Kozalapitvdny),
which is managed by one single board of trustees (Kozszolgdlati Kozalapitvdany Kuratériuma). Three members
of the board are nominated by the governing parliamentary party or parties, and the other three by the
opposition parties. Candidates are elected by a two-thirds majority of sitting MPs. The Media Council which

is the National Media and Infocommunications Authority’s (NMHH) decision-making body in all areas

128. ORTT Report 2009.

129. Gk, “Digitélis dtdllisra megy az Gjabb 3,9 millidrd” (A further [HUF] 3.9 billion will be spent on digital switch-over), ndex.hu, 06 July 2011.
See http://index.hu/kultur/media/2011/07/06/digitalis_atallasra_mehet_az_nmhh_3_9_milliardja/ (accessed 12 July 2011).
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related to the 2010 media regulation, nominates the chair of the board of trustees and another member for
nine years, and the members nominated by the parliamentary parties also have a nine-year term mandate.'®
(See section 7.2.1.)

2.2 Public Service Provision

2.2.1 Perception of the Public Service Media

There are two indicators that hint at the public’s attitude toward public service broadcasters. First is the public
service channels’ low audience share (see Table 9). Second was the high level of license fee evasion, when the
fees were still in place. An estimated 63—68 percent of households were paying the monthly fee (HUF 740 or
US$ 2.9 in 2002), which means that about one million households were not."*' The Medgyessy government
abolished the fee in 2002, and since then public service broadcasters have received this funding directly from
the state. Experts suggested that the abolition of the fee showed “that the incumbent government overtly”

challenged “the independence of public service television.”'??

Tibor Zavecz, the opinion research director at Ipsos, presented data on the levels of public trust in different
institutions at a conference in June 2011. The findings indicate that public trust in the public service media
has been decreasing since the 1989/1990 democratic transition. But as Zdvecz highlighted, “overall, the
prestige of public media has not deteriorated more than the average,” i.e. more than the prestige of other

public institutions.'

Table 14.
Levels of trust in public institutions (points out of 100)
198834 1989 1990 1992 1994 1998 2005 2010

MR 73 75 69 61 54 56 44 54
MTV (until 1992 one 73 75 69 59 51 57 45 53
broadcaster with MR)

Press — — — 59 54 51 37 —
Government 64 56 55 32 40 47 38 27
Police 60 50 48 51 58 49 48 54

Source: Tibor Zévecz, Ipsos, presentation.

130. Act CLXXXV of 2010, Art. 86.
131. Bajomi-Ldzdr 2005, p. 822.
132. Bajomi-Ldzdr 2005, p. 823 (italics in original).

133. Tibor Zévecz, the opinion research director of Ipsos, presentation “Médiapresztizs—rtdrsadalmi bizalom” (Media prestige—societal trust) at a
conference on “A magyar kizmédia kiildetése és lehetdségei” (The mission and possibilities of the Hungarian public media), 16 June 2011, Budapest.

134. Between 1988-1990 research was conducted seeking the trust in “mass media.”

135. In 2010 researchers surveyed trust in “public service television” and “public service radio.” The survey was made before the elections, and indi-
cates the trust in the then-incumbent socialist government.

136. The research in 2010 had two additional categories: commercial radio (level of trust: 57 points), commercial television (37 points) but no press
category.
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The public service media have always—to a greater or a lesser extent—been biased towards the government
of the day. There are at least two possible explanations for this. First, the funding mechanism: the parliament
decides on the level of budgetary support for the public service media. Second, whenever a new government
takes office, senior news staff are removed and new editors are appointed at the public service media outlets.’”
In 1998, when Fidesz entered government for the first time, it replaced left-liberal editors with right-wing
(including some extremely right-wing) journalists.'*® In 2002 when the Hungarian Socialist Party (Magyar
Szocialista Pdrt, MSZP) came into power, some editors left MTV on a voluntary basis.””” In 2011, nearly
600 workers were dismissed from the public service broadcasters as part of the restructuring of public service

media.'® In September 2011, a court ruled that the dismissals were illegal."*!

As the media researcher Péter Bajomi-L4zar put it: “Analysts agree that every government has made significant
efforts to control the political programs of Hungarian Television.” Audiences were well aware of this practice
and were always skeptical of what they saw on television.'** There are no objective data available on how other

journalists perceive the public service media.

2.2.2 Public Service Provision in Commercial Media

Under both the previous regulation (Act I of 1996) and the new media regulation, the national commercial
broadcasters have to provide public service content; at least 20 minutes of uninterrupted news in prime-time

in the case of television channels, and 15 minutes in the case of radio stations.'®

Act I of 1996 required commercial broadcasters to provide public service programs.'* RTL Klub and TV2

met this condition by broadcasting news programs on celebrities in part of this time.

The 2010 media regulation does not contain such provisions for commercial program providers, but
broadcasters are required to specify the amount of public service programs they plan to broadcast when they

apply for a frequency.'®

137. Bajomi-L4zdr 2005, p. 830. See also “Az els§ szdz nap” (The first 100 days), Mno.hu, 12 September 2002; http://www.mno.hu/portal/102342
(accessed 28 January 2011); “Még kiizdenek egymdssal a fideszes médiahdbort katondi” (The media war soldiers of Fidesz are still fighting each
other), Hirszerzo.hu, 3 November 2010; and hrttp://hirszerzo.hu/belfold/20101102_uj_vezetok_kozmediumok (accessed 28 January 2011).

138. A. Monori, Médiahdborik (Media wars), in: Magyar médiatirténer a késé Kaddr-kortol az ezredfordulsig (Hungarian media history from late-
Kéddr period until the millennium), ed Bajomi-Lézdr P, Akadémia Kiadd, Budapest, p. 281 (hereafter Monori 2005).

139. Monori 2005, p. 285.

140. J. Stolz, “Mass redundancies leave press fearful of Hungary’s government,” Guardian Weekly, 2 August 2011. See http://www.guardian.co.uk/
world/2011/aug/02/hungary-press-freedom (accessed 2 August 2011).

141. “Jogellenes a kézmédids csoportos létszdmleépités” (The collective redundancies at the public service broadcasters are illegal), Napi.hu, 9 Septem-
ber 2011. See http://www.napi.hu/magyar_vallalatok/jogellenes_a_kozmedias_csoportos_letszamleepites.495138.html (accessed 27 September
2011).

142. Bajomi-L4zdr 2005, p. 835.
143. Act CLXXXV of 2010, Art. 38, par. 1.

144. A public service program serves the information, cultural, citizenship and lifestyle needs of the audiences living in the area (national, regional,
local) covered by the program provider. Act I of 1996, Art. 2, para 19.

145. Act CLXXXV of 2010, Art. 56.

38 MAPPING DIGITAL MEDIA m HUNGARY



The community media service providers need to broadcast public service content in two-thirds of their
airtime, public service content being news for the community served, political information and cultural

programs.'“

The earlier version of the so-called “Media Constitution” (Act CIV of 2010) required all media outlets
(including linear and on-demand) to “provide comprehensive, factual, up-to-date, objective and balanced
coverage on local, national and European issues.”'*” However, in response to an intervention by the European
Commission, this requirement was changed in March 2011 to apply only to linear media service providers
(see section /.1.2.1).

2.3 Assessments

Trust in public service broadcasters has declined, as it has for other public institutions. News bulletins
provided by public service broadcasters are traditionally biased toward the government of the day, and the

staff and management changes that follow each change of government only reinforce these perceptions.

In broader terms, a possible gain from digitization for the public service broadcaster MTV was the ability
to broadcast in HD, which probably increased its audience, especially for football games.'** However, few
households receive the digital terrestrial signal of the public service broadcasters, while the taxpayers pay vast

amounts for the HD transmission via the state budget.

Public service broadcasters deliver news on online platforms; their programs can be accessed on their websites

and reached on social networks. Duna Television has developed an iPhone application.

Unlike its predecessor, the new media regulation does not specify how much broadcasting time by commercial
broadcasters should be dedicated to public service output. This is to be determined and declared by the
companies applying for a frequency. It follows that this provision is not transparent; with no unambiguous

written standard, criteria are subject to the media regulatory authority’s interpretation in every case.

146. Act CLXXXV of 2010, Art. 66, par. 4g.
147. Act CIV of 2010 on the Freedom of the Press and the Fundamental Rules on Media Content, Art. 13, para 2.

148. Cs. Kalmdr, “600 milliét mér keresett az MTV a vébével” (MTV has already earned 600 million with the World Cup), Origo.hu, 19 June 2010.
See http://www.origo.hu/teve/20100618-600-milliot-mar-keresett-az-mtv-a-vebevel.html? (accessed 27 January 2011).
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3. Digital Media and Society

3.1  User-Generated Content (UGC)

3.1.1  UGC Overview

A survey conducted in Hungary as part of the 2007 WIP found that 25 percent of internet users were reading
blogs,'* while 8 percent were themselves bloggers.'™ Researchers found that 51 percent of internet users were
members of some sort of social network.”' In 2011 November, 42 percent of the population was registered
on at least one social network, and 18 percent registered on at least two social networks. The young are
overrepresented among the registered users (85 percent of the 15-19 age group and 75 percent of those aged

20-29 are registered users), those living in larger communities, and those with a higher educational degree.'?

The most popular websites in Hungary are shown in Table 15:

149. Of these, 16 percent read rarely, 9 percent read regularly.
150. Galdcz 2007, p. 52.
151. Galdez 2007, p. 52.

152. Public opinion survey on news consumption 2011, p. 16.
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Table 15.
Top 10 websites in Hungary

Website category Unique monthly visitors™: in October 20114 UGC content
Google.co.hu Search engine n/a No
Facebook.com Social network 4,600,000 Yes
Google.com Search engine n/a No
Youtube.com Video sharing n/a Yes
Index.hu News website 2,100,000 Yes
Blog.hu Blog site 2,400,000 Yes
Origo.hu News website 3,100,000 Yes
Freemail.hu Mail provider 2,600,000 No
Iwiw.hu Social network 2,600,000 Yes
Blogspot.com Blog site 1,800,000 Yes

Source: Alexa.com, “Top Sites in Hungary”; DoubleClick AdPlanner by Google.

Five out of the top 10 websites (Facebook, YouTube, Blog.hu, Iwiw.hu, and Blogspot.com) offer exclusively
user generated content (UGC). The news websites Index.hu and Origo.hu may be considered as partly UGC
sites, as they display blog posts on their main sites. Two of the remaining four sites are search engines (Google.
hu, Google.com), and a mail provider site (Freemail.hu). None of these sites belongs to an established media
outlet; however, Origo.hu, Freemail.hu, and Iwiw.hu belong to the leading telecommunications company in

the country, Magyar Telekom Group.

Facebook is becoming more and more popular in Hungary. In spring 2010, it had more than 1 million users;
by late October 2010, there were more than 2 million users,'” by January 2011, the figure had risen to more
than 2.6 million,”® and by July 2011 there were almost 3.8 million users."” Facebook is most widespread

among younger users; in January 2011, 35 percent were aged 18-24, and 30 percent 25-34."®

153. “Unique visitors (users): the estimated, unduplicated number of people who visit a site over a specific month.” See http://www.google.com/
support/adplanner/bin/answer.py?answer=138833&hl=en (accessed 30 November 2011).

154. Data based on DoubleClick AdPlanner by Google. See https://accounts.google.com/ServiceLogin?service=branding&passive=1209600&continu
e=https://www.google.com/adplanner/?pli%3D18&followup=https://www.google.com/adplanner/?pli%3D1&ltmpl=adplanner#siteSearch?ide
ntifier=twitter.com&geo=0018&¢trait_type=1&Ip=false (accessed 30 November 2011) (hereafter DoubleClick AdPlanner by Google).

155. “Tobb mint kétmilliéan a Facebook-on” (More than 2 million people on Facebook), Facebook Habana, 28 October 2010. See http://facebook.
habana.hu/tobb-mint-ketmillioan-a-facebook-on/ (accessed 25 November 2010).

156. “Hungary,” Socialbakers. See http://www.socialbakers.com/facebook-statistics/hungary (accessed 23 January 2011) (hereafter Socialbakers,
Hungary).

157. Socialbakers, Hungary (accessed 12 July 2011).
158. Socialbakers, Hungary (accessed 12 July 2011).
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Iwiw.hu is the oldest social networking website still operating in Hungary, and is relatively popular. It began
as Wiw.hu (“who is who”) in 2002 without corporate advertisements on the site. Initially, users could join
Wiw.hu by invitation from an existing member."” In 2005, the rules of the operation changed when Wiw.
hu became Iwiw.hu (“international who is who,” referring to the fact that the site can be read in several
languages), and corporate advertisements appeared. In 2006, the site was purchased by T-Online'® and
new servers were added. In 2008, following consolidation within T-Online, Iwiw.hu was merged with the
company operating Origo.hu. As Facebook became more popular in Hungary, Iwiw.hu began offering new
functions such as a news feed, and “like” or “dislike” buttons. The most recent data on Iwiw.hu users are from

December 2008, when the site had 4 million users.'®'

Blog.hu is a blog-hosting site and, like Index.hu, it belongs to Central European Media & Publishing
(CEMP). Only an e-mail address has to be provided for registration, after which anyone can launch a blog.
The relatively high number of visitors to this site might be explained by the fact that the established media

outlet, Index.hu, has a column on its main site dedicated solely to posts harvested from Blog.hu.
Blogspot.com is a blog hosting site from Google.

3.1.2 Social Networks

Table 16 shows the 10 most used social networks in Hungary, based on the ranking of Alexa.com,'®* and data

from Google’s AdPlanner.

159. In early 2002, Wiw began more like an “intellectual experiment” when the programmer Zsolt Virady and colleagues wanted to create a map
of social networks. The site became more and more popular, but the voluntary financial contributions were not enough to keep the site alive,
so a company was created. As the number of Iwiw members increased, the company had to invest more funds. But Vdrady disagreed, believing
instead in “advertisement-free grassroots community building” and he left the company in September 2003. The company launched develop-
ments in 2005 after analyzing the operational model of other social networks. The site was bought by Magyar Telekom in 2006. “Az Iwiw titkai”
(The secrets of Iwiw), Haszon, 5 April 2007. See http://www.haszon.hu/component/content/article/15/409-az_iwiw_titkai.html (accessed 12
July 2011).

160. “Nagy a visszhangja az iWiW claddsdnak” (The sale of iWiW makes huge waves), Origo.hu, 30 April 2006. See http://www.origo.hu/techbazis/
internet/20060430iwiw.html (accessed 25 November 2010).

161. “4 milli6 iWiW felhaszndl6” (Four million iWiW users), Jwiw géphdiz, 8 January 2009. See http://ghblog.iwiw.hu/?p=40 (accessed 25 November
2010) (hereafter Iwiw géphdz 2009).

162. Alexa.com, “Top Sites in Hungary.”
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Table 16.
Top 10 social networks in Hungary

Unique monthly visitors in October 2011 Approximate number of registered users

in Hungary as of latest data available

Facebook.com 4,600,000 3,620,640'%
Iwiw.hu 2,600,000 4,000,000'%
Twitter.com 350,000 n/a
Badoo.com 750,000 n/a
Linkedin.com 150,000 174,266'%°
Postr.hu 900,000 n/a
Tumblr.com 180,000 n/a
Hotdog.hu 820,000 295,568
Facebook.hu 1,000,000 3,620,640'%
Netlog.com 680,000 n/a
Network.hu 510,000 850,000

Source: DoubleClick AdPlanner by Google.

According to Table 16, the registered users of Facebook and Hotdog.hu were the most active in the given
period; these are the websites where visitors outnumbered registered users. Iwiw.hu follows them; two-thirds
of the users visited the site during October. None of these websites are connected to traditional offline
media outlets. Postr.hu, which is similar to Tumblr, belongs to Origo. Network.hu is the “social network of

communities,” where users can join communities.

3.1.3 News in Social Media

According to a media consumption survey in 2011, 63 percent of the population used television as a primary
news resource; 20 percent used the internet, and 8 percent used the radio.'”® Another survey conducted in
2010 found that 60 percent of the population (aged over 18) could access the internet, but one-fifth of these
did not use it. Nearly 90 percent of online surfers used the internet for news consumption, while 75 percent

used it for social networking. However, in the article on the results of the survey there were no data cross-

163. DoubleClick AdPlanner by Google.

164. “Hungary,” Socialbakers. See http://www.socialbakers.com/facebook-statistics/hungary (accessed 30 November 2011) (hereafter Socialbakers,
Hungary).

165. Twiw géphéz 2009.

166. “Linkedin statisztika” (Linkedin statistics), 13 October 2011, Socialtimes.hu. See http://socialtimes.hu/linkedin-statisztika/ (accessed 30 No-
vember 2011).

167. Hotdog.hu. See http://www.hotdog.hu/ (accessed 30 November 2011).
168. Socialbakers, Hungary
169. “Statisztikdk” (Statistics), Network.hu, January 2011. See http://network.hu/mediaajanlat/statisztikak (accessed 30 November 2011).

170. Public opinion survey on news consumption 2011.
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referencing these two percentages to determine how many of those using social networks used them as a
source of news."”! But the 2011 news consumption survey contains some useful data: it shows that 6 percent
of the population used social networks as primary sources, and another 30 percent considered social networks

important to get news.'”

Internet users prefer the internet as a source of news over other media platforms, according to a non-
representative online survey in January 2007. It found 98.9 percent of respondents used online media outlets
frequently, 99 percent used online resources to get the latest news, and 98 percent frequently got the news

headlines via the internet.'”?

The internet expert Tamds Bodoky conducted another online survey in August 2007 among the readers of
Index.hu about their habits related to blogs. His survey was not representative since the sample was self-
selecting, but the results provide clues to blogosphere trends. He found that 79 percent of respondents read
blogs, 23 percent commented on blogs, and 21 percent were themselves bloggers. Respondents read blogs
because they were “entertaining” (49 percent), their style was “more informal” (47 percent), they had “strong

opinions” (45 percent), and “they interpret news items in a more appealing way” (43 percent). '7*

Those who read blogs are differentiated by gender. Men are most interested in hobbies, entertainment,
lifestyle, politics, and professional issues; women are most interested in blogs about hobbies, entertainment,

lifestyle, and private lives.'”

The majority of respondents agreed with the statements “blogs are entertainment, hobby, self-expression”
(70 percent), “the content matters, not the genre” (67 percent), and “blogs and the professional press
complement each other” (60 percent). Only 20 percent agreed with the statement: “blogs and the professional
press are competing for my attention,” and 42 percent believed that “blogging is civic journalism, it changes

the media.”'7

While there is anecdotal evidence of news content being shared by Facebook and other social network users,
there are no hard data as to the extent of this, or the extent to which they may or may not replace other

sources.

171. “Hirolvasdsra haszndljak a netet a magyarok” (Hungarians use the internet for news consumption), Index.hu, 1 March 2011. See http://index.
hu/tech/2011/03/01/hirolvasasra_hasznaljak_a_netet_a_magyarok/ (accessed 11 April 2011).

172. Public opinion survey on news consumption 2011.
173. T. Bodoky, Nincs tévém, nem olvasok papirijsdgot” (I don’t have a TV, I don't read a traditional newspaper), Médiakutats, summer 2007.

174. T. Bodoky, Tdmad a civilmédia: minden otidik Index-olvasé blogol (The civil media attacks: every fifth Index-reader blogs), Médiakutaté, summer
2008. (hereafter Bodoky 2008).

175. Bodoky 2008.
176. Bodoky 2008.
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3.2 Digital Activism

3.2.1 Digital Platforms and Civil Society Activism

As indicated earlier, the number of registered Facebook users in Hungary has been steadily increasing. This
social network has been a platform for civil society activism, particularly when it comes to politics.””” The
so-called “Facebook generation” used the social network site in early 2011 to organize demonstrations against
the new media regulation. The rally got coverage not only in the domestic mainstream media, but also from
international media.'”® A protest in mid-January 2011 brought several thousand participants to the venue,'”
organized by the Facebook group “One million for Hungarian press freedom.” The same group organized
further demonstrations on 15 March 2011 and 23 October 2011, both with the participation of “tens of
thousands of people”."® Several protests were organized by the civil sphere in December 2011, and a major

one on 2 January 2012.'%

The internet is increasingly used as a tool for advocacy. Two online petitions announced in 2011 included
a protest against the closure of Klubrddié (Club radio) (which lost the tender for its Budapest frequency in
December 2011: see section 5.1.2). This has collected more than 26,000 signatures online since early June
2011." The other, a protest against a proposed government public works program, was signed by more than
3,000 people between mid-July and August 2011."% It seems that the internet is becoming more widely used

as a tool by opposition groups.

Apart from protests, civil organizations use digital means to further their cause in other ways. The non-
governmental Hungarian Civil Liberties Union (7drsasdg a Szabadsdgjogokért, HCLU), in its “Active citizen”
program, provides addresses of authorities, forms and sample letters to request data of public interest, letters
protesting against decisions by politicians, complaint letters to the police, and so forth.'®> These actions can

be executed both off- and online.

177. Tamds Bodoky, e-mail interview, 16 January 2011.

178. For instance W. Mayr, “Facebook Generation Fights Hungarian Media Law,” Der Spiegel, 4 January 2011. See http://www.spiegel.de/interna-
tional/europe/0,1518,737455,00.html (accessed 25 January 2011). E. Facsar, “Online protest taking to streets in Hungary,” CNN, 14 January
2011. See http://www.cnn.com/2011/WORLD/europe/01/13/hungary.protest/index.html (accessed 25 January 2011).

179. K. Than, “Thousands protest against Hungary’s media law,” Reuters, 14 January 2011. See http://uk.reuters.com/article/idUKTRE-
70D51620110114 (accessed 25 January 2011).

180. “Thousands protest against Hungary’s media law that critics say restricts press freedoms,” 7he Guardian, 15 March 2011. See http://www.
theguardian.pe.ca/News/Canada%20-%20World/Society/2011-03-15/article-2332482/ Thousands-protest-against-Hungarys-media-law-that-
critics-say-restricts-press-freedoms/1 (accessed 16 March 2011).

181. Civil sphere and grassroot protests in Hungary: December, 2011. Thecontrarianhungarian.wordpress.com, 2 January 2012. See http://thecontrari-
anhungarian.wordpress.com/2012/01/02/civil-sphere-and-grassroots-protests-in-hungary-december-2011/ (accessed 5 January 2012).

182. A.L.B., Hungary steps out, 3 January 2012. See http://www.economist.com/blogs/easternapproaches/2012/01/protest-hungary (accessed 5 Janu-
ary 2012).

183. Mondj nemet a Klubridié megsziintetésére! (Say no to the closure of Klubrddio!), 7 June 2011. See http://www.peticiok.com/mondj_nemet_a_
klubradio_megszuntetesere (accessed 2 August 2011).

184. Munkaszolgdlat. Tiltakozds. (Public work. Protest.), 16 July 2011. See http://www.peticiok.com/munkaszolgalat (accessed 2 August 2011).
185. See http://tasz.hu/aktiv-polgar (accessed 2 August 2011).
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Tivadar Hiittl, HCLU’s head of Data Protection and Freedom of Information Program, cited two successful
stories—both based on Act LXIII of 1992 on Protection of Personal Data and Disclosure of Data of Public
Interest—when both the aim was achieved and media attention engaged. The first was in October 2008,
when more than 1,000 information e-mail requests were sent in two days to the Ministry of Economics
asking how HUF 190 billion (US$643 million) had been spent by the SAAB/Gripen group in Hungary. This
came out an agreement for Hungary to buy fighter planes from Gripen. In return, Gripen agreed to invest
this sum in the country. The other story concerned the feasibility study for a motorcycle racing project at

Sédvoly in early 2010, when almost 2,000 citizens requested information from the Prime Minister’s Office.'™

At the end 0f 2010, Women with Careers (INok a pdlydn, NAP), a Hungarian women’s group, started to collect
citizens’ signatures for a referendum on introducing a quota of women MPs. The initiative was launched on a
website, with downloadable forms to be signed, followed by several articles and reports as media outlets started
to cover the topic.'"” Mainstream media attention grew as celebrities joined the campaign. But the organizers

collected only 60,000-65,000 signatures, far short of the 200,000 necessary to trigger a referendum.'®®

It is not only human rights activists who harness the internet, however. Extreme right-wing groups use the
internet extensively and very effectively. The most famous example is the infamous racist and anti-Semitic
website Kuruc.info, which regularly published personal data, including mobile numbers of politicians
and judges, and is operated from an American host site. The site was shut down in 2008, but despite
government efforts the shut-down was only temporary.'® The extreme right also uses the internet to organize
demonstrations. For instance on 2 January 2010, when a massive opposition protest was organized, the

extreme right announced a counter-protest.'”

3.2.2 The Importance of Digital Mobilizations

According to Tamds Bodoky, such initiatives “reach a minority directly, but they infiltrate the mainstream
media.”"" The protests for press freedom were organized on Facebook, but in a relatively short period of time,
traditional media outlets reported them as well. Traditional media outlets, particularly Klubridid, contributed

to the organization of the 23 October 2011 anti-government demonstration by announcing the event.

Digital media appear to combat apathy by demonstrating more effectively the existence of a plurality of views
in society. As the number of Facebook users keeps growing, so does the number of possible participants of

online protests and mobilizations online.

186. Tivadar Hiittl, HCLU, e-mail interview, 19 July 2011.
187. “Népszavazds” (Referendum), Nék a pdlydn. See http://www.nokapalyan.hu/static/nepszavazas.jsf (accessed 25 January 2011).

188. “Nem lesz népszavazds a ndi kvotdrél” (There will be no referendum on quota for women), Index.hu, 28 January 2011. See htep://index.hu/
belfold/2011/01/28/nem_lesz_nepszavazas_a_noi_kvotarol/ (accessed 12 March 2011).

189. “A kormdny kérte a Kurucinfo ledllitdsét” (The government asked for Kurucinfo to be shut down), Origo.hu, 21 July 2008. See http://www.origo.
hu/itthon/20080721-magyar-keres-utan-allt-le-a-kurucinfo.html (accessed 4 March 2011).

190. Tisztitsuk meg az utcdt a szennytél! Jonnek a gérdistdk is! (Let’s clean the street from filth! The guardists are also coming!), Harcunk.com,
1 January 2012. See http://harcunk.com/tuntetes (accessed 5 January 2012).

191. Tamds Bodoky, e-mail interview, 16 January 2011.
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While some issues are still only relevant to a small minority of users, the use of the internet for advocacy
purposes by civil organizations may well increase in the future. Equally likely to increase, however, is the

online dissemination of extreme right-wing ideas.

Several actions organized on Facebook against government measures grabbed the attention of national and
international press. It is reasonable to expect further protests to follow. There is clearly potential for opposition

activism via social media to intensify, especially if other forms of public expression are curtailed.

The media law was slightly amended following the Facebook-inspired actions. However, it is not clear whether

this was primarily a result of the protests or of pressure from the European Union (EU).

3.3 Assessments

In 2010, nearly half the adult population used the internet, and an overwhelming majority of those users
consumed news online. A survey by Tamds Bodoky indicated that most readers consume blogs because
they provide a “stronger opinion” and interpret news in a more “enjoyable” way. It is possible that blog

consumption is based on style rather than content.

Digitization has not only contributed to the overall news offer by providing an additional platform for news
distribution and encouraging a different style for presenting news. For digital mobilization itself produces
news. A significant campaign organized on the internet can end up being covered by both offline and online
mainstream media. The examples above suggest that internet opposition actions and online petitions are

growing in popularity as a tool of civic activism.

However, since the majority of sites visited are commercial media outlets, they do not promote civil or
political activity. As Bodoky comments: “The online presence of the civil sphere is fragmented, there is no

central website which would provide a significant mobilizing power, but civil society is increasingly active on

Facebook.”1?

The emergence and the rapid growth of Facebook, along with Web 2.0 more generally, have created a new
media space, based on multi-way communications, which reaches mass audiences. Its features are promptness,
availability and little or no cost. It takes little more than a minute to create a group on Facebook, which may
quickly gain supporters. If the steep rise in the number of registered Facebook users continues, causes could

become easier and quicker to spread.

192. Tamds Bodoky, e-mail interview, 16 January 2011.
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4. Digital Media and Journalism

4.1 Impact on Journalists and Newsrooms

4.1  Journalists

Most of the journalists interviewed for this report'”

agreed that editorial work has changed a lot in the past
five years. This was thought to be mainly a result of the economic crisis and increased news competition, not
because of digitization, which is considered merely a technological improvement. The political polarization of

the media was another factor whose impact on news coverage was mentioned by nearly all our respondents.

The majority of respondents pointed to the increasing ratio of aggregated news content as opposed to original
news content. Most of them blamed news competition and the economic crisis. Many media outlets simply
cannot afford to send correspondents to events, instead using news items provided by the Hungarian News
Agency (MTI), or in the case of online written media they simply copy and paste articles, sometimes without

proper attribution.

Most of the interviewees complained about the increasing amount of unverified information, driven by
news competition. Eva Vajda, one of Hungary’s leading investigative journalists, asserted that the “basis of
journalism is that you check the information and work against a deadline. With the internet, the deadline

ceased to exist.”'%

In the online press, the “compulsion to publish news continuously” impedes the checking
of information."” The spread of unverified information is further enabled by the ease with which it can be

corrected and republished at any time.

Nevertheless, digitization has advantages: online databases, social networks, information gleaned from blogs,
and digital gadgets help journalists in their daily work. Ménika Téth, the editor of community radio station

Civil Ridié (Civil Radio) summarized life in the digital era: the recorder is becoming smaller, while the

193. In early 2011, we approached several editor-in-chiefs and journalists with questions related to this research. Some responded on condition of
anonymity.

194. Fva Vajda, personal interview, 17 February 2011.

195. Journalist A of a national daily newspaper, e-mail interview, 23 February 2011.
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microphone is becoming bigger."” Tamds Vajna, a journalist at /VG, warned that while smart phones and

mobile internet enabled journalists to be online continuously, they did not replace analysis and research.'”’

The freelance investigative journalist and internet expert Tamds Bodoky told us that integrated editorial
boards for print and online editions began appearing around the middle of the last decade. This happened
because media owners began to take online publishing seriously, because more databases became accessible

online,'”® and because editorial integration was intended to bring streamlining benefits.'”

None of our respondents believed there had been an increase in the range of voices in the media, but most

agreed that more resources were available for journalists.

4.1.2  Ethics

A change related to digitization mentioned by nearly all was plagiarism, which is common in some online
written media outlets. Several journalists mentioned tabloidization, as “the headline means everything on an
online site ... to this end it does not matter if the headline is ambiguous or distorted.”*® One journalist has
mentioned that even though some methods are ethically “borderline,” they are “allowed and accepted, even
necessary,” such as on the public affairs program Célponr (Target) on Hir TV, which frequently uses hidden

cameras to investigate corruption. Of course, he believes personal and moral rights should be respected.”!

Digitization has not in itself altered the principles of ethical journalism. In 2001, the major players in the
online media created the Hungarian Association of Content Providers (Magyar Tartalomszolgdltaték Egyesiilete,
MTE), a self-regulatory organization with a code of ethics, which basically adopted the ethical guidelines of
the print press.””> However, online journalism is often practiced by amateurs who may not know the rules
of the profession. Furthermore, journalism is often conducted from behind a desk, rather than in the field.

Repetition of content is also widespread.

Péter Bajomi-Ldzdr has assessed the impact of online written media on journalistic ethics in general.
His conclusions apply to Hungary, as supported by our examples. Among the positive changes, he lists:
“news agenda-setting” (issues are put on the news agenda by non-professional news sources—such as the
organization of the 23 October 2011 anti-government demonstration: see section 3.2.1); the “emergence of

the fifth power” (citizens increased influence on journalists—such as the appearance of the blogosphere: see

196. Ménika Téth, Civil Rddid, officer of Hungarian Federation of Free Radios (Szabad Ridiék Magyarorszdgi Szervezete), personal interview, 21
February 2011.

197. Tamds Vajna, HVG, personal interview, 16 February 2011.

198. Tamds Bodoky, personal interview, 23 February 2011.

199. Péter Szigeti, Kreativ, personal interview, 22 February 2011.

200. Journalist of a regional daily newspaper, e-mail interview, 23 February 2011.
201. Journalist B of a national daily newspaper, e-mail interview, 24 February 2011

202. MTE, Code of Content Providing. Regulation of Operations, Ethics and Procedures with Respect to Content Providing, Issued by the Hungarian
Association of Content Providers, 2001. See: http://www.mte.hu/dokumentumok/mte_kodex_eng.doc (accessed 3 March 2011).
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sections /.4 and 3.1.3); and the “emergence of online media critique” (forums where journalists can discuss
professional matters publicly, for example some Facebook groups, such as Szél a rddid). But he also lists
negative changes: the “shortened news cycle” (which means that news items get published online without
any in-depth investigation); “immediate access” (readers get to the news without mediation by professional
editor gate-keepers); “tabloidization” (increasing news competition pushes media outlets to focus on human
interest and feature stories); “copy and paste journalism” (plagiarism without double-checking the original

information); and the increasing number of fabricated stories (hoaxes to entertain the audience).**

4.2 Investigative Journalism

4.2.1 Opportunities

Eva Vajda points out that investigative journalism is “philosophically independent from digitization,” as
the journalist has to speak to people anyway. She said that digitization helped investigative journalism in
the sense that more information was available through the internet, but lots of it was inaccurate, so careful

checking was essential.**

Tamds Bodoky noted that digitization has helped investigative journalism significantly for several reasons:
= Public databases ease and speed up work.

*  One can easily retrieve the origins of a case with a search engine; there is no need for a library.

»  Experts are easily accessible via the web.

= Using PGP (Pretty Good Privacy) e-mails and Skype provides security for the source, as many people do

not dare speak freely on the phone.

Our respondents listed several tools helpful to investigative journalism: the online accessible court registry
(even though, due to a legal modification the owner of a company may ask for his or her name to be removed

205

from the registry), social networks, special databases (Feketelista.hu, K-monitor.hu), internet forums, and

search engines.

Two examples, among others cited, when digital tools were used for investigative journalism articles included
work by Tamds Vajna and Agnes Lampé. Mr Vajna used social networks to find the relationships between the
different parties in a story on how a valuable hunting ground was privatized in dubious circumstances.?*® Ms

Lampé received an e-mail with a tip-off about a professor, who had allegedly forged his academic application.*”’

203. P. Bajomi-Lézdr, Média és politika (Media and politics), 2010, PrincXBudavér Zrt, Budapest, pp.139-149 (hereafter Bajomi-Lazdr 2010).

204. Eva Vajda, personal interview, 17 February 2011.

205. Tamds Vajna, HVG, personal interview, 16 February 2011.

206. T. Vajna, “Nagyvadak” (Big game), HVG, 30 July 2008. See heep://hvg.hu/hvgfriss/2008.31/200831_Nagyvadak (accessed 16 February 2011).

207. A. Lampé, “Fantom professzor” (Phantom professor), 168 dra, 4 February 2011. See http://www.1680ora.hu/itthon/karoli-petho-sandor-habili-
tacio-professzor-egyetem-oneletrajz-palyazat-68870.html (accessed 16 February 2011).
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4.2.2 Threats

Digitization helps, but also threatens investigative journalism. Phones can be bugged, computers can be

hacked.

Respondents mentioned some other obstacles not connected to digitization, such as the lack of financial
resources to conduct investigations or to defend themselves in the event of legal action, the political and
economic interests of the actors, and the discouraging legal climate (potential sanctions mean that an

investigative report can have grave consequences).

Investigative journalism is further weakened by the 2010 media regulation, which enables the authorities,
including the media authority, to require media outlets to reveal their sources in order to protect “national

security and public order or uncovering or preventing criminal acts” (see section 7.1.2.1).2

As Eva Vajda put it, “in Hungary, journalism has always been made difficult by the incredibly strong self-
censorship caused by putative or real fears.” She believes that “Hungarian democracy is not at a stage where
the audience will support a journalist and democratic values against a powerful person.” Political scientist
Tamds Fricz coined the phrase “the country without consequences,” which refers to the fact that politicians

are not constrained by public opinion or the media.?”’

4.2.3 New Platforms

Journalism by bloggers is not common. One journalist wrote that “it might happen that a blogger knows a
given area better and ... processes information that might be a topic of an investigative report.”*'’ Eva Vajda
believes, as do most of our respondents, that a “blog is an opinion genre,” and as such, may only provide

ideas.

Both Agnes Lampé, a journalist at the weekly 768 dra, and Tamds Bodoky asserted that bloggers can publish a
piece of information anonymously without legal liability which may then become the lead in an investigative
report. Mr Bodoky added that when blogs publish information related to corruption (such as Vastagbor.
blog.hu or, earlier, Eastcasablanca.blog.hu), they do not provide in-depth analysis, nor do they feel obliged

to separate facts from opinions.

Nearly all the journalists said that blogs do not satisfy the criteria of journalism in several respects:
= Not all perspectives are presented.

*  The context is lacking.

208. Act CIV of 2010 on the Freedom of the Press and the Fundamental Rules on Media Content, Art. 6, para 3.

209. T. Fricz, Egy kivetkezmények nélkiili orszdg (avagy a magyar demokricia erkilcsi vdlsdga) (A country without consequences (or the moral crisis of
the Hungarian democracy)), 2004, Kairosz Konyvkiadé Budapest.

210. Journalist from public radio, e-mail interview, 23 February 2011.
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= There is no conclusion.
*  Facts and opinions are not separate.

= Blogs “publish opinions, informing is not the aim.”

4.2.4 Dissemination and Impact

Dissemination of materials has become radically easier: articles are distributed on sites, forums and social
networks. When Tamds Bodoky was summoned by police in 2011 as a result of a post (based on documents
received from a source) published on Atlatszo.hu, the story was covered in all of the major media outlets,
including the evening news bulletin of the market-leading commercial television channel R7L Klub, even

though the original news from atlatszo.hu itself was shared directly by only around 400 users until then.

Tamds Vajna added that an investigative article “rarely has immediate tangible effect” sometimes it takes
years until a criminal case reaches the police and charges are brought—as in the case of one of the actors in
his article from 2008.2"

Hence, investigative materials do appear on digital platforms but to date there are no independent data on
how frequently they appear or what impact they have. Overall, however, it can be concluded that investigative

journalism seldom has significant impact.

4.3 Social and Cultural Diversity

4.3.1 Sensitive Issues

Our respondents almost unanimously saw the Hungarian Roma minority as the most sensitive social issue.

Some respondents also mentioned sexual minorities and the poor.

As previously noted, the Roma are Hungary’s largest minority (see Context). Opinion surveys show that the
average Hungarian despises the Roma, and that the majority of people hold opinions such as: “criminality
is in the blood of the Roma,”*"* “Roma should be forced to live as Hungarians do,” and the problems facing
the Roma would be solved if “they finally started to work.”?"? As well as routine discrimination in education,
employment, the health-care system, and housing, in the late 2000s the houses of Roma people were targeted

in Molotov-cocktail attacks and shootings, in which six people died.**

211. Tamés Vajna, HVG, personal interview, 16 February 2011.

212. “Tovébbra is erés roma-ellenes eléitéletek” (Anti-Roma prejudices still strong), Zarki, 11 July 2006. See: http://www.tarki.hu/tarkitekin-
t0/20060201.html (accessed 6 September 2010).

213. “Cigdnyellenesség a tdrsadalom értékrendjében: a kézos nevez8” (Anti-Roma attitude in society’s values: the common denominator), Publicus
Research, 13 February See: http://www.publicus.hu/blog/ciganyellenesseg/ (accessed 6 September 2010).

214. “Hungary urged to thoroughly investigate attacks on Roma,” Amnesty International, 10 November 2010. See http://web.amnesty.hu/amnes-
ty-international/a-romak-diszkriminacioja-ellen/a-romak-elleni-tamadasok-melyrehato-kivizsgalasara-szolitottak-fel-magyarorszagot-/-hunga-
ry-urged-to-thoroughly-investigate-attacks-on-roma_(accessed 10 January 2011).
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In their coverage of Roma-related issues, Agnes Lampé concludes that here, too, the media is polarized:
“most outlets cover minority cases in line with their ideologies, perceptions, and interests ... which could
be felt even in the case of the serial murders of the Roma.”*> A public radio journalist was outraged that
some media outlets find the likely ethnic background of the perpetrator of a crime as having news value.?'
A journalist from a national daily lamented that in many cases, the way minorities are presented can be

“counterproductive, as it can strengthen stereotypes.”"”

The sociologist and media researcher Ferenc Hammer investigated the representation of the poor and poverty
in “the current affairs entertainment program” Fékusz of RTL Klub. He found that “poor people’s problems
are almost never contextualized in a wider societal context,” and that almost all poverty-related reports in the

period under review were “organized around the larger theme of suffering, misery, or sickness.”*'®

4.3.2 Coverage of Sensitive Issues

In the last decade and a half, research on media representation of the Roma found that stories about them
focused on conflicts and problems. Their voices were not heard, they were depicted as a homogeneous group,
the context was not presented, and the some media outlets chose to identify Roma ethnicity only in negative

stories, such as those on crime.

Journalists say that coverage of minorities is frequently designed to increase readership. Janos Dési, a journalist
from the national quality daily NVépszava, notes that in the analog era it was not that easy to publish an article
with extreme views; and readers would have to buy a newspaper. Now those boundaries have disappeared and
it is easy to spread ideas.””” Both Mr Dési and Tamds Bodoky mention that there was once a consensus on

how to cover minority issues, but a section of the media now ignores this, and chooses to exercise a “freedom

of hatred.”

4.3.3 Space for Public Expression
Under Act LXXVII of 1993 on the Rights of National and Ethnic Minorities, public service broadcasters must

provide programs for the Roma and the other 12 legally recognized national minorities. Like its predecessor,
the 2010 new media regulation requires that public service broadcasters satisfy the “media-related needs of
national and ethnic minorities ... present their culture, foster the mother tongues of national and ethnic

minorities,”*** and states that minorities “are entitled ... to be regularly informed in their mother tongue by

215. Agnes Lampé, 168 éra, e-mail interview, 11 February 2011.
216. Journalist at the public radio, e-mail interview, 23 February 2011.
217. Journalist A of a national daily newspaper, e-mail interview, 23 February 2011.

218. E Hammer, Poverty Portrayals Performing Social Exclusion in Hungarian Factual Entertainment Television Programs. A media regulation policy pro-
posal. Draft. 8 October 2002, Fellowship Program, Open Society Institute and Center for Policy Studies, Budapest, p. 9. See http://www.policy.
hu/hammer/policypaper.pdf (accessed 12 July 2011).

219. Jénos Dési, Népszava, personal interview, 23 February 2011.
220. Act CLXXXV 0f 2010, Art. 83, para le.
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means of specific programs aired by the public service media.”?*' Both MTV and Hungarian Radio fulfill
these requirements, providing regular programming for all national minorities.””> One of the tasks of MTI,
which produces news bulletins for all public service broadcasters, is to “report regularly and objectively on
the life of national and ethnic minorities living in Hungary.”*** The media regulation stipulates that “media
content may not incite hatred against persons, nations, communities, national, ethnic, linguistic and other
minorities or any majority*** as well as any church or religious groups,” and media content may not “offend or
discriminate against persons, nations, communities, national, ethnic, linguistic and other minorities or any

majority as well as any church or religious groups.”**

Some journalists consulted for this report noted that digitization has enabled minorities to make their voices
heard. However, others highlighted that digital media were detrimental in the sense that extreme voices were

r and ¢

stronge’ ™ “they talk more about minorities—but without them.”?*® There are some online media outlets
produced by Roma journalists (Romnet.hu, Sosinet.hu), and the news items issued by the Roma Press Center

are published in the national quality daily Népszava.

An example how digitization and the internet in particular can enhance the voices of the “unheard” is an
initiative of HCLU; the series “Make your voice visible!” contains short interviews with Roma people, aimed

at distributing the messages to a wider audience.

4.4 Political Diversity

4.4.1 Elections and Political Coverage

There have been no changes in the regulations on coverage of elections or politics in general. However the
mere fact that the 2010 media regulation now extends to the internet, treating it like other media, is in itself

a major change.

The internet brings innovations to the political process for both voters and professional journalists. One

227__was the first round of the 2010 national elections,

example—also singled out by one of our respondents
when the National Election Committee (Orszdgos Vilasztdsi Bizottsdg, OVB) banned the media from

publishing partial results announced by the National Election Office (Orszdgos Vilasztdsi Iroda) because the

221. Act CLXXXV of 2010, Art. 99, para. 1.

222. B. Téth, Minorities in the Hungarian Media. Campaigns, Projects, Programmes for the Integration. Center for Independent Journalism, Budapest,
2010, pp. 15-17. See http://www.cij.hu/hu/wp-content/uploads/2011/02/toth-b-kisebbmedia-web-eng_final.pdf (accessed 12 July 2011).

223. Act CLXXXV of 2010, Art. 101, para 1g.

224 (emphasis added here and for further references to “majority” in this context)
225. Act CIV of 2010, Art. 17, para 1, 2.)

226. Journalist of a regional daily newspaper, e-mail interview, 23 February 2011.

227. Journalist B from a national daily newspaper, e-mail interview, 26 February, 2011.
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polls were still open in some districts. Despite the ban, the results were posted on Twitter’”® by unknown
parties and distributed on blogs, while the national television channels and radio stations, with experts

standing by in the studios, could not report and comment on the preliminary results.””

4.4.2 Digital Political Communications

In his study of political campaigns on the internet, Andrds Burjén called Ferenc Gyurcsdny (MSZP prime
minister, 2004-2009) the “pioneer” of blogging by a politician, dating back to the 2006 election campaign.
The leader of Fidesz, Viktor Orbdn, launched his video-blog site in 2008, when he was leader of the
opposition. Mr Burjdn highlighted the fact that several blogs** tried to direct the political orientation of their
readers during the 2010 election campaign. All political parties produced their own videos to cut costs and to
“demonstrate” their Web 2.0 presence.”' The present author has calculated that no more than 50,000 users
Facebook sites of all the parties and politicians, and that Fidesz paid the most attention to social media. Mr
Burjdn found that Mr Orbdn (the then Fidesz candidate for prime minister) had more than 24,000 Facebook
supporters in spring 2010, while Attila Mesterhdzy (the MSZP candidate) had 1,200, Gdbor Vona of Jobbik,
The Movement for a Better Hungary (Jobbik Magyarorszdgért Mozgalom, Jobbik) had 9,000, and Andris
Schiffer of Politics Can be Different (Leher Mis a Politika, LMP) had 1,200. Mr Burjdn concluded that the
Web 2.0 internet communication by parties and politicians was in its infancy in the 2010 parliamentary

elections, as the use of Web 2.0 tools was “coerced” rather than a “conscious, deliberate strategy.”**

In discussing the use of new media by politicians, nearly all our respondents spoke of Mr Gyurcsiny’s blog
and of Prime Minister Viktor Orbdn’s Facebook presence. Most agreed that the parties use the internet quite
effectively. The Fidesz politician Tamds Deutsch gained attention through his “honest and direct” tweets.**
Jdnos Dési saw the question as “whether a party can or cannot say what the audience needs”—with the
internet being a tool in this process. He also said that the MSZP—the governing party in 2002-2010 which
lost the 2010 national elections—performs poorly not because it uses the internet poorly, but because it

performs poorly in the real world.?*

Péter Szigeti, the editor-in-chief of the magazine Kreativ, said the parliamentary opposition parties Jobbik
and LMP performed well in their use of the internet to reach their audiences. A journalist from public radio
believes that Jobbik and LMP won seats in parliament, because they made better use of the internet better
than other parties. Tamds Bodoky highlighted Jobbik and LMP as well, adding that “online popularity can

be converted into political popularity.”**

228. See http://twitter.com/valasztasok2010.

229. Voks 2.0. See http://facebookmarketing.hu/2010/04/12/voks-2-0/#more-196 (accessed 3 March 2011).
230. Such as piroslapok.blog.hu and gyurcsanyahibas.blog.hu.

231. A. Burjdn, Internetes politikai kampdny (Political campaign on the internet), autumn 2010, Médiakutats.
232. A. Burjdn, Internetes politikai kampdny 2. (Political campaign on the internet 2), winter 2010, Médiakutaté.

233. ALB, “Tamas’s tweets,” Eastern approaches, 4 April 2011. See http://www.economist.com/blogs/easternapproaches/2011/04/twitter_hungary
(accessed 11 April 2011).

234. Jénos Dési, Népszava, personal interview, 23 February 2011.
235. Tamds Bodoky, personal interview, 23 February 2011.
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Our respondents agreed that digitization provides more platforms for political parties, as politicians can and
do have blogs and websites, enabling messages to reach the public promptly, and because of interactivity.

There are no data to indicate an increased interest in politics among the public as a result of digitization.

4.5 Assessments

Our respondents agreed that the core principles of professional journalism have remained intact. Checking
information is even more important today than in the analog era since, for instance, forging a document
is easier in the digital world. The same is true of plagiarism. Some minor sites simply copy and paste, or
republish articles with minor changes. This is said to be due to the accelerated, or rather permanent, news
cycle and the lack of manpower. News competition and the need for immediacy create errors in the articles
of major online written media outlets, which may then republish updated versions of articles. Most blogs
undertake opinion journalism, but some may provide leads and sources for investigative journalism. Such

tools help journalists; however, they can also be used against them.

Digitization helps investigative journalism by providing a range of devices and online databases and, more
importantly, making it easier to render contact with sources more secure. On the other hand, the very same
tools could threaten the journalists themselves. Investigative journalism is also under threat from the new
media regulation, which allows the media authority to require outlets to reveal their sources of information.

At this time of writing, the fate of Tamds Bodoky’s source is unknown (see section 4.2.4).

Digitization enables those who want it to receive information through the internet. It can enhance the voices
of minorities—an example is the HCLU initiative to provide space for the unheard Roma. At the same time,
it amplifies extreme voices, such as that of the extremist Kuruc.info. In mainstream media, however, and on
their websites, there is little context and background, or deeper social analysis when the Roma, the poor, and

sexual minorities are covered.

Web 2.0 tools (social networks, videos) became widespread during the 2010 parliamentary election campaign;
all political parties used them, and this is predicted to become more important in upcoming elections.
Digitization enhanced the flow of information during the election, when preliminary and partial results were

not published in traditional media outlets, but tweets and blogs brought the data online.
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5. Digital Media and Technology

5.1  Spectrum

5.1.1  Spectrum Allocation Policy

Between 1996 and 2010, broadcasting frequencies were allocated by the National Radio and Television
Commission, ORTT. Since 2010, they have been allocated by the National Media and Infocommunications
Authority (Nemzeti Média- és Hirkozlési Hatdsdg, NMHH). The members of ORTT were nominated and
elected by all parliamentary parties, whereas the members of NMHH’s Media Council have been nominated
and elected by the governing parties (see section 7.2.2). ORTT’s members could balance each other politically,
but the virtually one-party NMHH does not have to take any other party into account. (See sections 7.2.1
and 7.2.2 for an analysis of the relationships between Hungary’s different regulatory bodies, past and present.)

The 2010 media regulation does not specify the exact conditions for spectrum allocation; it leaves room for
the Media Council to define the criteria, as this authority organizes the frequency tender, determines the
conditions, and decides on the winner. The applications are evaluated against the principles listed in the

tender announcement, that the criteria “shall be transparent, free from discrimination and proportionate.”**

The spectrum usage fee (i.e. the media service provision fee for commercial radio stations) used to be
disproportionately high, so the new media authority reformed the fee calculation system in June 2011. The
new, unified fee system is expected to result in a just and proportionate system, which is meant to foster real
competition in the radio market. The average concession fee became 23 HUF/person.”” Between October

38

2010 and early 2012, decisions will have been made on 100 frequencies.*

236. Act CLXXXV of 2010, Art. 60, para 3.
237. 'This fee varied between HUF 16-78/person.

238. Media Council, “Megutjulds el8tt a rédiés piac” (The radio market is about to be renewed), 19 July 2011. See http://www.mediatanacs.hu/hirek.
php?hir_id=664 (accessed 2 August 2011).
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Nevertheless, community media service providers do not have to pay the media service provision fee.* In
the Budapest coverage area in October 2011 there were several non-fee payer broadcasters, such as Civil
Rddié, Fénix TV (Phoenix TV), Gazdasdgi Ridié (Economic Radio), Mdria Rddié (Radio Maria), Magyar
Katolikus Ridié (Hungarian Catholic Radio), Ridié Q, Tilos Ridié (Forbidden Radio), and Ldnchid Ridié
(Radio Chain Bridge).*** In December 2011, the Media Council gave the status of community media service

provider to 66 media service providers.?*!

5.1.2 Transparency

Before 2010, there were some dubious frequency allocations by ORTT. In 2009, bidders applying with
“unrealistic business plans™* won two national radio frequencies in 2009, despite both having conflicts of

interest (see section 6.1.2).

The frequency allocation process was and is transparent in the sense that the process of allocation is known.
But there is no consistent set of requirements for the tenders, leading to arbitrary decisions. The example of
the two national commercial radio station frequencies described in section 6. 1.2 suggests that the Hungarian
allocation policy is not well-defined. The new media regulation does not change much in this sense; the calls
for tenders are prepared by the authority. A more recent example is the case of the left-wing regional radio,
Klubrddis, which got its frequency license renewed for two months at a time, on a temporary basis—which
many believe was for political reasons.**® Klubrddid lost its Budapest frequency in December 2011 in a much

debated process.

239. Under Act I of 1996, public program providers and non-profit program providers did not have to pay a fee for their frequencies. These broadcast-
ers (both radios and televisions) needed to request their recognition as community media service providers from the Media Council before 30
June 2011, and until the decision of the Media Council they can enjoy their status (Act CLXXXV of 2010, Art. 209, par. 1.). The community
media service providers need to broadcast public service content in two-thirds of their air time (see section 2.2.2), and they can broadcast only
six minutes of advertising per hour.

240. “Foldfelszini sugdrzdst helyi és korzeti misorszolgdltat6k” (Terrestrial broadcast local and regional media service providers), NMHH, 20 Octo-
ber 2011. See http://www.mediatanacs.hu/nyilvantartasok/1319115732_helyi_korzeti_mszolg _20111020.xls (accessed 5 January 2012).

241. “A Médiatandcs decemberben 66 médiaszolgéltatonak adott kdzdsségi statuszt” (The Media Council gave the community media service provider
status to 66 media service providers in December), Media Council. See http://www.mediatanacs.hu/hirek.php?hir_id=814 (accessed 5 January
2012).

242 B.A. Kovécs and B. Molnér, Hungary, Freedom House, Nations in Transit, 2010, p. 241. See http://freedomhouse.org/images/File/nit/2010/
NIT2010Hungaryfinal1.pdf (accessed 20 November 2010) (hereafter Freedom House Hungary 2010).

243. “Statement. Hungary: KlubRadio case demonstrates censorship of the recent media law,” Arzicle 19, 8 September 2011. See http://www.arti-
cle19.org/resources.php/resource/2723/en/hungary:-klubradio-case-shows-recent-media-laws-censoring (accessed 27 October 2011).
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The case of Klubrddié

The history of Klubrddié goes back to 1998, when the Hungarian Auto Club (Magyar Autéklub) won
the 95.3 MHz frequency in Budapest to broadcast transport news. However, the radio station was
sold in 2001, and only the name and the frequency remained, while a completely new program
structure was created, different from what the media authority (ORTT) accepted in 1998. Klubrddid,
with its current liberal, talk-radio profile, started broadcasting in 2001 and got other frequencies in
the country in the following years. As the Budapest frequency was to expire in February 2011, the
management applied for and won a different frequency (92.9 MHz) in April 2010, declaring that
it ceased broadcasting on 95.3 MHz. A contract for the new frequency was never signed.?4 Losing
advertisers after the 2010 parliamentary elections, the radio introduced a funding scheme (see
section 6.2.2). In December 2010, the Media Council declared that Klubrddié's tender application
was invalid, withdrew the frequency, and meanwhile announced a tender for the 95.3 MHz frequency.
The tender FOR 95.3 MHz called for a “music radio station that presents some local information
and values,” which is far removed from Klubrddid's talk radio profile with little music.?4 Meanwhile,
the 95.3 MHz frequency kept being renewed every two months. The decision on the new tender
was made in December 2011, resulting in Klubrddid losing its frequency in Budapest.?#¢ Annamaria
Szalai, the president of the media authority, claimed that the radio station was being “provocative”
in submitting a “weak application.” Klubrddié got one point less in the evaluation process than the
winner. As the five tender applications for this frequency are not public — except for Klubrddid, which
published it on its website — the neutrality of the evaluation process cannot be assessed. The winner
of the frequency, Autoradio Ltd., is a company founded in 2011, with no experience in broadcasting,
which is due to start broadcasting in the first quarter of 2012.247 Klubrddié claims around 500,000
listeners, and plans to take the case to the court. It also says it will continue broadcasting temporarily
online and/or via other alternative means.>?

244,

245.

246.

247.

248.

The contract was not signed either due to the “chaotic status at ORTT after the Parliamentary elections” (Bayer J., see next footnote), or—as
Jdnos Auer, a member of the Media Council put it—because Klubrddié wanted to use its “old” frequency until it could broadcast on the “new”
one. See “A Fidesz hdtorszdgdrél semmiféle informdciém nincs” (“I have no information on the hinterland of Fidesz”), Magyar Narancs, XXIV.,
Nr.1, 5 January 2012. p. 20-22.

J. Bayer, Hungary: A popular talk radio loses its licence to a music radio—Ilayoffs at the public service media, Medialaws.eu, 12 July 2011. See
heep://www.medialaws.eu/hungary-a-popular-talk-radio-loses-its-licence-to-a-music-radio-%E2%80%93-layoffs-at-the-public-service-media/
(accessed 31 December 2011).

E. Balazs, Hungarian watchdog takes away frequency from opposition radio, 21 December 2011. See http://www.bloomberg.com/news/2011-12-
21/hungarian-watchdog-takes-away-frequency-from-opposition-radio.html (accessed 31 December 2011) (hereafter Balazs 2011).

For the critiques of Annamdria Szalai and the responses of Klubridid’s management see “Szdndékosan gyenge...” (Deliberately weak...),
Klubridié, 3 January 2012. heep://www.klubradio.hu/cikk.php?id=16&¢cid=136963 (accessed 5 January 2012).

“Nem hagyjuk abba” (We won't stop!), Klubridié, 5 January 2012. See http://www.klubradio.hu/cikk.php?id=168&cid=137093 (accessed
5 January 2012).
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Klubridié's loss of its Budapest frequency generated a national and international reaction,?® such that the
p q Y &
Media Council claimed that domestic and international political organizations were trying to exert political
p g ying p
pressure on them to give the frequency to the radio station.”” The Media Council’s decision will be assessed

by the high-level group on media pluralism established by the European Commission.”!

5.1.3 Competition for Spectrum

Four bids from three companies were submitted in the 2008 tender (see section 5.2.2), for the digital terrestrial
operation of the five television multiplexes and one radio multiplex. Digital Broadcasting Ltd submitted a bid
for television broadcasting, Magyar Ridié Zrt. (Hungarian Radio) made a bid for radio broadcasting, and AH

made a bid for both television and radio broadcasting.”*

AH won both tenders and got 12-year concessions for the operation of both television and radio digital
terrestrial broadcast systems in September 2008. The process appeared to be transparent, with genuine

competition among the three companies. AH is not identified with any political parties.

The media authority decides how the multiplexes get filled.>* The name of AH’s service is MinDigTV. Until
the digital switch-over, AH was to use the two multiplexes for television and a third one for mobile television
(DVB-H), the latter being stopped in September 2011.%* The remaining two multiplexes will be used after
the analog switch-off.

In AH’s two multiplexes for digital terrestrial television, the MinDigTV package distributes the must-carry
television channels and the national commercial channels free of charge (see section 5.2.2.); the MinDigTV

Extra package distributes encrypted television channels for a monthly subscription fee.”

249. Balazs 2011.

250. “A Klubrddié tigyében tudatos politikai provokdcié folyik” (In the Klubrddié case there is a delibeerate political provocation), Media Council,
28 December 2011. See http://www.mediatanacs.hu/hirek.php?hir_id=817 (accessed 5 January 2012).

251. G. Sebag, M. Malhere, “Commission ‘studying’ Budapest’s response, weighing legal options,” 4 January 2012. See http://www.curopolitics.info/
institutions/commission-studying-budapest-s-response-weighing-legal-options-art322293-36.html (accessed 5 January 2012).

252. NHH, “Négy ajdnlat érkezett a digitdlis miisorszéré halézatok iizemeltetésére” (Four bids were made for the operation of digital broadcasting
systems), 24 April 2008. See_http://www.nmhh.hu/index.php?id=hir&cid=4350 (accessed 8 March 2011) (hereafter NHH 2008).

253. See Act LXXIV of 2007, Art. 14, 15.

254. “Mobile television (DVB-H) pilots,” Antenna Hungdria. See http://ahrt.hu/Digitalis_atallas/Digitalis%20kiserletek/DVB-H.aspx (accessed 25
November 2011).

255. “Elérheté misorok” (Accessible programs), MinDigTV. See http://www.mindigtv.hu/Elerheto_musorok.aspx (accessed 8 March 2011).
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5.2 Digital Gatekeeping

5.2.1 Technical Standards

Hungary has adopted MPEG-4 compression for television and DAB+ for radio, whereas MPEG-2 and DAB
are used in neighboring countries and Western Europe.”® Because decoding devices are not interoperable, a

car sold in Hungary with a built-in DAB+ decoder cannot receive digital radio signals in neighboring countries.
The DVB-T standard is used for terrestrial digital television.

There were no debates in public or the media related to the adoption of technical standards for platforms

that carry news.

5.2.2 Gatekeepers

The key gatekeeper in digital broadcasting is AH, bound by the law in its contracts with television channels
and radio stations. The Act on the Digital Switch-over stipulates a so-called “must-carry” rule for the digital
multiplexes involving the public broadcast channels and the national generalist broadcasts.”>” AH decides
how the television channels and radio stations are to be distributed, except for the must-carry channels. Its

main task is to transmit and distribute terrestrial television and radio signals as well as satellite signals.**®

Tenders for the operation of the five digital terrestrial television station broadcast systems and the one digital
terrestrial radio station broadcast system were announced on 24 March 2008, five months later than stipulated
in the original Act on the Digital Switch-over, on account of a lack of consensus among the parties. Finally,
once a multi-party political consensus was reached, the tender on the operation of the digital multiplexes
was launched. This consensus, ratified by a document signed by four out of five parties, and entitled The

Agreement Concerning the Legislative Tasks Related to Media Issues, was published in April 2007.

The agreement included a provision requiring that the tender call for the multiplexes’ operations establish a
must-carry condition for “at least two television program providers broadcasting news or programs of public
interest serving the information needs of citizens, and operating for at least four years.”? This provision has
been added to the Act on the Digital Switch-over. Only two television channels, Hir TV and Magyar ATV,
both connected to major political parties, met these conditions at the time, thus they became part of the

multiplexes’ offer.*® Ddniel Pataki, the then president of the former NHH, saw the presence of these must-

256. Gergely Okros, telecommunications expert, personal interview, 22 February 2011.
257. Act LXXIV of 2007, Art. 39.
258. “Activity,” AH. See http://www.ahrt.hu/Cegunkrol/Tevekenyseg.aspx?sc_lang=en (accessed 12 July 2011).

259. “Megéllapodds a médiaiigyeket érinté jogalkotdsi feladatokrél” (Agreement concerning the legislative tasks related to media issues), Prime Min-
ister’s Office. 25 April 2007. See http://www.kim.gov.hu/szolgaltatasok/kozlemenyek/media20070425.html (accessed 8 March 2011) (hereafter
Prime Minister’s Office 2007).

260. Z. Szabé, “Kisztrt a politika az AT V-vel és a Hir TV-vel” (Politics interfered with ATV and Hir TV), Index.hu, 29 September 2008. See htep://
index.hu/kultur/media/tv0929/ (accessed 8 March 2011).
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carry “party television channels” as a necessary evil, a means to a higher end: “If this is the price of more than

one-quarter of the population receiving high-quality television, then one can live with it.”*!

Press reports recalled that during the debate on the draft bill on switch-over, many experts had warned that
the advertising market could not be sustained with several dozen channels accessible free of charge, so it was

unlikely that new channels would appear.*?

Hir TV and Magyar ATV asked to become accessible only through a special prepaid subscription to their digital
terrestrial output, for the reason that “they realize significant revenue from cable and satellite distribution,
and making them terrestrially receivable free of charge would have led to the possible loss of that revenue”,

according to Rudolf Kérpdti, the broadcast and technical services director of Antenna Hungdria Zrt.**

It took a while before the market-leading national commercial television channels, RTL Klub and TV2,
joined the multiplexes. The alleged reason for their “digital aversion” was a concern that they would lose their

264

dominant position in the analog market.”** However, the two commercial television channels did join the

multiplexes, which may make digital terrestrial broadcasting more “attractive” to other channels.”

5.2.3 Transmission Networks

Some of the transmission networks (the cable operators) and the owners of the major broadcasters operate
several principally thematic niche channels. Chello Central Europe is a transmission network but owns
several niche channels (Sportl, Sport2, Spektrum, Tv Paprika, Filmmiizeum, Deko, Zone Romantica, Zone
Reality, Zone Club).**® RTL Klub, the market-leading national commercial television channel is owned by
M-RTL Zrt. IKO Média Holding Zrt has a 31 percent share in M-RTL, and it owns other niche television
channels (Sport Klub, Cool, Reflektor TV, Film+, Film+2, PRIZMA, Sorozat+, The Fishing and Hunting, DoQ,
Muzsika TV).*7 2% TV2, the second largest national commercial television channel has since 2007 been
owned by SBS Broadcasting Europe B.V. 7V2 is member of ProSiebenSat.1,* which also includes channels
FEM3 and PRO4.>°

261. T. Bodoky, “Az olimpidra el tud indulni” (It can be launched for the Olympic Games), Index.hu, 15 December 2007. See htep://index.hu/tech/
jog/nhh1536/ (accessed 8 March 2011) (hereafter Bodoky 2007).

262. Z. Szabé, “Haldoklik a digitdlis 4tdllds” (Digital switchover is dying), Index.hu, 4 May 2009. See http://index.hu/kultur/media/2009/05/04/
haldoklik_a_digitalis_atallas/ (accessed 9 March 2011) (hereafter Szabé 2009).

263. A. Lampé, “Atdllashirad6” (Switchover news), Antenna Magazin, January 2009. See http://www.antennamagazin.hu/2009-01/03_digitalis_atal-
las_karpati_rudolf.html (accessed 8 March 2011) (hereafter Lampé 2009).

264. Szabé 2009.

265. “Az RTL Klub mégis beszdllt a digitdlis drdlldsba” (RTL Klub has finally joined the digital switchover), ndex.hu, 8 May 2009. See http://index.
hu/kultur/media/2009/05/08/az_rtl_klub_megis_beszallt_a_digitalis_atallasba/ (accessed 9 March 2011).

266. See http://www.atmedia.hu/sajto.pdf (accessed 12 July 2011).

267. See http://ikosh.hu/main.php?subm=402 (accessed 12 July 2011).

268. M-RTL and IKO is going to merge after the latter was purchased by M-RTL. See 6.1.2.
269. See http://tv2.hu/ceginformaciok (accessed 12 July 2011).

270. See http://sales.tv2.hu/csatornaink (accessed 12 July 2011).
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These national commercial television channels and niche television channels cover a major part of the
Hungarian television market. They can bundle their television channels in packages for carriage by the
other transmission networks (cable operators for instance), thereby pushing other television channels off the
packages offered by the operators, while at the same time offering a strong common portfolio for advertising

purposes.

As of August 2011, the major wireless transmission networks (satellite and terrestrial microwave service) were
Digi (42,6 percent), T-Home (28.6 percent), UPC Direct (21.7 percent) and MinDigTV Extra (3.8 percent)
(n=899,724 subscriptions). The major wired transmission networks (cable and IPTV) were UPC Hungary
(27.8 percent), T-Home (18.8 percent), Digi (15.1 percent). In both instances a handful of minor players
make up the balance (n=1,833,016 subscriptions).””! These networks cover the majority of the market, and
the way they structure their packages for the audience could be considered as an act of gate-keeping. One
example was when UPC excluded Echo TV from its analog offer, which raised objections among the public

and led to accusations of a “political attack” on Echo TV.?"?

5.3 Telecommunications

5.3.1 Telecoms and News

Given that over 50 percent of households receive television channels via cable broadcasting (see section
1.1.2), cable companies play a major role in the distribution of media content. Cable operators have formed
a lobby group to convince the government to rethink the principle of platform neutrality, as cable can also

distribute digital signals, and the majority of households have cable.

In August 2011 UPC was the market-leading transmission company in the television market (26 percent),
followed by Digi (23.3 percent), and T-Home (21.7 percent)—regardless of technology, among both wired

and wireless networks.?”3

In September 2011 there were 11,668,700 mobile subscriptions, which means that mobile penetration was
117.1 percent in a market of three players: T-Mobile (a member of Magyar Telekom Group), Telenor and
Vodafone.”* In 2012 a new actor, Tesco Mobile, a mobile virtual network operator, will appear in cooperation
with Vodafone, which will provide the infrastructure.””” A tender for a mobile frequency was announced, but

only one applicant stayed in the competition after two others were ruled out by the media authority due

271. NHH, Flash report on television, August 2011.

272. Z. Szabé, “Ki védi meg az Echo TV-t2” (Who will defend Echo TV?), Index.hu, 20 March 2011. See http://index.hu/kultur/media/2011/03/20/
ki_vedi_meg_az_echotv-t/ (accessed 12 July 2011).

273. NHH, Flash report on television, August 2011.
274. NHH, Flash report on mobile phone, September 2011.

275. “Tesco Mobile Magyarorszdgon” (Tesco Mobile in Hungary), Mobilport.hu, 21 September 2011. See http://www.mobilport.hu/tesco-mobile-
magyarorszagon.html (accessed 27 September 2011).
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to formal deficiencies. This single applicant is a consortium of state-owned companies (Hungarian Post,
Hungarian Development Bank, and MVM Group).””® Some mobile companies offer news via SMS, MMS

or other services.?”’

In July 2011 the government approved a decree under which mobile operators can offer Long Term Evolution
(LTE) or WiMAX, i.e. 4G service for users of smart phones. At the time of writing only Telenor has the
capacity for that, but the other mobile operators may get the necessary additional frequency range if they
want to, as the government will sell the unused frequencies. Through this 4G service, mobile operators could

have a greater impact in news distribution in Hungary.

Apart from the infrastructure itself, Magyar Telekom Group has started to offer other services such as the
popular website Origo, the e-mail system Freemail, and the social network Iwiw.hu. The company has also
launched the commercial television channels Life Network and Ozone Network. However, these involvements

do not significantly influence media activity or output.”’®

5.3.2 Pressure of Telecoms on News Providers

Cable companies have turned to the telecommunications market, while telecoms companies have turned
to the television market. Cable companies have started to offer internet and telephone, while telephone
companies have started to offer IPTV in a competition for clients. Experts do not believe that the mergers
that caused the convergence of cable and telecoms companies have an effect on the independence of the

media.””?

5.4 Assessments

In Hungary, the spectrum allocation process is politicized, as some frequency distributions have allegedly
resulted from back-room deals between political parties. As noted earlier, the tender invitations are based on
the ambiguous conditions of the new media regulation, leaving the interpretation to the media regulatory
authority executing the government’s frequency allocation policy. Until the exact details of spectrum allocation

are made public, scandals similar to the Klubridié case can happen again.

The emergence of AH as a digital terrestrial operator has resulted in greater competition, speeding up

digitization on other platforms.

276. G. G. Varga, “Mobiltender verseny nélkiil” (Mobile tender without competition), Nol.hu, 5 January 2012. See http://nol.hu/gazdasag/20120105-
mobiltender_verseny_nelkul (accessed 5 January 2012).

277. “Informdcids szolgdltatdsok” (Information services), 7-mobil. See http://www.t-mobile.hu/lakossagi/mobilszorakozas/informacios (accessed 17
March 2011); and “Hirek” (News), Vodafone. See http://vodafone.hu/lakossagi/live/rovatok/hirek (accessed 17 March 2011).

278. Gdbor Juhdsz, HVG, personal interview, 18 February 2011.

279. Gergely Okros, telecommunications expert, personal interview, 22 February 2011.

64 MAPPING DIGITAL MEDIA m HUNGARY



The official contract between a broadcaster and the authority is based on “public interest,” and the authority
“shall check compliance with the provisions of the official contract.”?** The media regulation does not specify

the meaning of “public interest.”
g

The former NHH stipulated that the public interest is served when citizens have access to a wider offer of
broadcasters and the quality of transmission is better (see section 7.1.1.3). The latter may not be ensured,
given the 31 December 2014 target date for digital switch-over. The approximately 800,000 households
receiving their television signal via terrestrial analog transmission in 2011 are believed to belong to a lower
socio-economic section of the population who might not be able to prepare for the digital switch-over on

their own without subsidies.

On the other hand, as experts warned, the Hungarian advertising market would not be able to support several
dozen free-to-air television channels. Nevertheless, the majority of niche cable channels are in the hands
of a few owners, who might be able to develop a strategy to cope with the situation. The analog switch-off
does not suit the market-leading commercial television channels, as supposedly they cannot maintain their

diminishing, but still dominant, positions in terms of audience and advertising revenues.

280. Act CLXXXV 0f 2010 Art. 161, para 1.
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6. Digital Business

6.1 Ownership

6.1.1 Legal Developments in Media Ownership

The 2010 media regulation authorizes the Media Council (Médiatandcs) of the National Media and
Infocommunications Authority (NMHH) to monitor market concentration and instances of media market
distortion. The act stipulates that the concentration of media providers can be constrained to preserve diversity
in the media market and to prevent the creation of information monopolies. The Media Council examines
market conditions, especially the audience share of linear media providers, to prevent media concentration,
and for this purpose the Media Council might require the providers to provide certain data.”® Along with
the Media Council, the Hungarian Competition Authority (Gazdasdgi Versenyhivatal, GVH) also supervises
the market. The activities of the GVH are ruled by Act LVII of 1996 on the Prohibition of Unfair Trading

Practices and Unfair Competition, which regulates market concentration.

Act I of 1996 on Radio and Television, which was mainly repealed, limited media concentration between
1996 and 2010, as does the 2010 media regulation.

The difference between the old and the new regulation is that the former did not permit cross-ownership;
the owner of a national newspaper could not have a controlling share in a media program provider operating
in national broadcasting, and vice versa. The present regulation does not have a provision banning cross-
ownership. Given that the 2010 media regulation could be seen as a set of rules intended to bring existing
law in line with the requirements of the digital age, this new development can be considered an indirect

consequence of digitization.

Both the former and the new regulations ban national broadcasters from obtaining a controlling share in
other broadcasters. Major linear media service providers (with at least 35 percent of audience share on average

per year) cannot initiate a new media service or get a share in a firm providing media content; additionally

281. Act CLXXXV of 2010 on Media Services and Mass Media, Art. 67, 70, 169.
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they must act to promote the diversity of the media market (by modifying the program structure, increasing

the number of Hungarian programs etc.).*

6.1.2 New Entrants in the News Market

In 2009, two major players disappeared and two new players entered the national commercial radio
market. After 12 years, the frequencies of two national commercial radio stations, Sldger Ridié (Hit Radio)
and Danubius Ridid, expired.*®> ORTT decided to announce a new tender for the frequencies. The two
frequencies were won for seven years by the FM1 Consortium (Est Media Group, Econet Nyrt) and Advenio
Zrt (Lanchid Keresked6hdz Kft, later Infocenter.hu) in October 2009. The FM1 Consortium received the
frequency of Skiger Rddid and operates the Neo Fm radio station on the same frequency; Advenio received the

frequency of Danubius Ridié and operates Class FM.**

The public was outraged, and the chair of the ORTT, Ldszl6 Majtényi, who later resigned in protest, opposed
awarding the frequencies to FM 1 Consortium and Advenio Zrt. He noted that the two bidders had submitted
“unrealistic business plans.”*® Another problem was that at the time of the tender, Advenio Zrt was part-
owner of a regional radio station Ldnchid Ridié, and FM1 Consortium had a share in another regional radio
station, Rddidcafé—Dboth cases violating the rule against concentration. Both issues were resolved, one of
them with the active involvement of the politically affiliated members of the ORTT.?¢ Advenio’s share in
Linchid Ridid was later sold to the Magyar Nemzet—Hir TV group,” and Econet Nyrt sold Rididcafé to KV
Bardt Vagyonkezel Ltd in April 2010.%

The tender procedure was considered highly questionable; a Freedom House report qualified it as “the year’s
biggest media-related scandal.”?*’ As one bidder was “linked to business interests reportedly close to the (then)
governing Socialist Party,” and the “other to a business holding with links to the (then) opposition Fidesz,”

this “quickly led to speculation about backroom deals between the two largest parliamentary parties.””

282. Act CLXXXV 0f 2010, Art. 68, para 1.

283. “Botrdnyban sziilettek az 6j rddidk” (The new radio stations were born in scandal), Origo.hu, 19 November 2009. See http://www.origo.hu/
itthon/20091118-egy-eves-huzavona-vegen-hallgat-el-a-slager-es-a.html (accessed 28 February 2011) (hereafter Origo.hu 2009).

284. “Frekvenciapélydzat: az FM1 Konzorcium és az Advenio Zrt. nyert” (Frequency tender: FM1 Consortium and Advenio Zrt won), Inforadio.hu,
28 October 2009. See http://www.inforadio.hu/hir/belfold/hir-311727 (accessed 20 November 2010).

285. Freedom House Hungary 2010, p. 241.
286. Origo.hu 2009.

287. Infocenter.hu wanted to buy IKO Média Holding Zrt, which owns 31 percent of M—RTL Zrt, and operates the market-leading national com-
mercial television channel, R7L Klub. In the end the bid failed. Z. Szabé and J. Spirk, “Mégsem tud beszéllni az RTL-be Fellegi volt cége”
(Fellegi’s former firm cannot join RTL), Index.hu, 10 November 2010. See http://index.hu/kultur/media/2010/11/10/nem_vette_meg_az_rtl_
klubot_a_miniszter_volt_cege (accessed 22 November 2010).

288. “Eladta a rddi6cafét a NeoFM tulajdonosa” (Rddidcafé sold by the owner of NeoFM), Nolhu, 29 April 2010. See http://nol.hu/gazdasag/
eladta_a_radiocafet_a_neofm_tulajdonosa (accessed 28 February 2011).

289. Freedom House Hungary 2010, p. 241.
290. Freedom House Hungary 2010, p. 241.
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The owners of Sliger Ridid and Danubius Ridié challenged the decision at the International Centre for
Settlement of Investment Disputes (ICSID) after a Hungarian appeals court ruled that ORTT should
have rejected the bids of FM1 Consortium and Advenio Zrt. for not complying with the formal tender
requirements. The Court refused to reverse the ORTT decision.””' In early 2011, the Hungarian Supreme
Court declared that ORTT acted incorrectly when it gave the frequency of Danubius Ridid to Advenio Zrt.,
as the latter company had a conflict of interest by owning a part of Ldnchid Rddié. But in the other case,
the Supreme Court reversed the decision of the appeals court and declared that the decision of ORTT was
lawful when it gave the frequency to FM1 Consortium, despite the fact that this company also had a conflict
of interest. The rationale for the two different rulings was that FM1 Consortium attached a declaration on
ceasing the conflict of interest to its frequency application, while Advenio Zrt. did not. Based on the decision

of the appeals court, neither of the frequencies was returned to the previous frequency holders.*”

In late 2011, the Media Council distributed three frequencies in Budapest among 20 applicants. The
former frequency of Juventus Ridié was granted to Prodo Voice Studio Service Provider, that of Klubridid to
Autoradio Ltd, and that of Rddié I to Juventus Ridid.** As Ridié 1, a popular commercial music radio (see

section 1.3.1.3) lost its frequency in Budapest, some changes might occur in the radio market.

In 2005, the businessman Gédbor Széles purchased the liberal daily newspaper Magyar Hirlap from the
members of the editorial board and converted it into a conservative newspaper—which involved replacing
most of the senior editorial staff. In 2005, Széles also launched a commercial cable television channel Echo
TV and the Echo News Agency. Not much is known about the agency, but reportedly it only provides content
for Echo TV and Magyar Hirlap.”*

In 2010, Ringier AG and Axel Springer AG created a joint venture for Eastern Europe: Ringier Axel Springer
Media AG became at once the largest media company in Eastern Europe. In Hungary, among other outlets,
Ringier owns the tabloid daily Blikk, the sports news daily Nemzeti Sport, and is part-owner of the quality daily
Népszabadsdg.* Axel Springer owns, among other outlets, eight regional dailies and the national economic

daily Vildggazdasdg.*® Press reports suspected that some newspapers would have to be sold after the merger,”

291. “Sldger és Danubius: tizmillidrdokra perelhetik a magyar dllamot” (Sldger and Danubius: they can sue the Hungarian state for 10 billion), Nép-
szava, 8 November 2010. See http://www.nepszava.hu/articles/article.php?id=364149 (accessed 22 November 2010).

292. “A Danubius nyert, a Sldger vesztett a frekvenciaperben” (Danubius won, Sldger lost in the frequency lawsuit), Origo.hu, 23 February 2011. See
htep://www.origo.hu/itthon/20110223-jogserto-volt-az-ortt-kereskedelmi-radiok-szamara-kiirt-frekvenciapalyazata.html (accessed 28 February
2011).

293. “Megsziinik a Klub Ridi6 és a Rddié 17 (Klubrddié and Rédi6 1 are closing down), Gazdasagiradio.hu, 20 December 2011. See http://gazdasa-
giradio.hu/cikk/72225/ (accessed 5 January 2012).

294. Mediapiac.com, 7évézé lapkiadék (Publishers go TV), Nr. 4, 2006. See http://www.mediapiac.com/digitalis-lap/2006-4-szam/Tevezo-lapki-
adok/250/ (accessed 27 February 2011).

295. “Termékek” (Products), Ringier. See http://ringier.hu/ringier_termekek (accessed 18 March 2011).
296. “Napilapok” (Dailies), Axel Springer. See http://axelspringerb2b.hu/termekek/print/periodika-szerint/napilapok (accessed 18 March 2011).

297. Z. Szabo, “Eladdsok nélkiil Magyarorszdgon nem egyesiilhet az Axel Springer és a Ringier” (Axel Springer and Ringier cannot merge in Hungary
without selling assets), Index.hu, 2 April 2010. See http://index.hu/kultur/media/2010/04/02/nem_ussza_meg_eladasok_nelkul_a_ringier-
axel_springer (accessed 22 November 2010).
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which ended up being rejected by the Media Council of the NMHH because “the deal would ‘unequivocally
and significantly’ endanger the right to diverse sources of information.”*® Ringier Axel Springer Media AG

has properties in Poland, Czech Republic, Slovakia and Serbia.””

A merger that was accepted by the Media Council was that of M-RTL and IKO, as M-RTL purchased IKO
(for a list of the television channels operated by these two companies, see section 5.2.3). The Hungarian

Competition Authority’s consent is still needed for this arrangement.’®

One news outlet, Fiiggetlen Hiriigynokség (Independent News Agency), in existence since 2004, left the
market in 2011. The agency decided to end its operations after the Hungarian News Agency MTT started
offering news items for free.”® MTI now has a virtual monopoly for news agency content provision in the

b .
country’s media market.

Sanoma Bupapest merged its Hir24.hu website with another online property Fn.hu into one site called

htep://fn.hir24.hu/.>*

6.1.3 Ownership Consolidation

The media are clearly divided along political lines. Partisanship is widespread among media outlets, many of

which are ideologically left- or right-wing oriented. As the sociologist Istvin Hegedds notes,

...polarization tendencies in the media sphere have been strengthened following the sharp
division of political elites and their electorates into competing ideological camps. Especially
in the case of the right side of the political scale, advocacy journalism has emerged always loyal
to the major conservative party and its charismatic leader by the turn of the century. On the
other hand, some left-wing newspapers also linked together more closely with the Socialist

Party in terms of ownership or moved to an uncritical platform regarding the activities of the
left-liberal political block.’*

298. “Media Council blocks Ringier-Axel Springer merger in Hungary,” Budapest Business Journal, 15 April 2011. See http://www.bbj.hu/business/
media-council-blocks-ringier-axel-springer-merger-in-hungary_57235 (accessed 12 July 2011).

299. See http://www.ringieraxelspringer.com/ (accessed 12 July 2011).

300. “Indulhat az RTL Klub &sszeolvaddsa” (“The merger of RTL Klub can go ahead”), Napi.hu, 5 October 2011. See http://www.napi.hu/ma-
gyar_vallalatok/indulhat_az_rtl_klub_osszeolvadasa.497803.html (accessed 5 January 2012).

301. Z. Szabé, “Erdeklddés hidnydban megsziinik a Fiiggetlen Hiriigynokség” (Due to lack of interest Fiiggetlen Hiriigynokség is closed down), /ndex.
hu, 25 May 2011. See http://index.hu/kultur/media/2011/05/25/erdeklodes_hianyaban_megszunik_a_fuggetlen_hirugynokseg/ (accessed 12
July 2011).

302. G. Csuday, “A nagy lenytldsok éve” (The year of big larcenies), Kreativ.hu, 29 December 2011. See http://www.kreativ.hu/media/cikk/a_nagy_
lenyulasok_eve (accessed 5 January 2012).

303. 1. Hegedts, Political Clientelism in Hungarian Journalism, presentation at conference of International Communication Association, Dresden, 22
June 2006. See http://www.europatarsasag.hu/index.php?option=com_content&task=view&id=858&Itemid=32 (accessed 12 July 2011) (here-
after Heged(is 2006).
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Other media outlets try to avoid the coverage of political news, becoming apolitical and focusing more on

human interest stories.

Gabor Juhdsz, a journalist from the weekly HVG reckoned that the structure of Hungarian media has been
relatively stable over the past 20 years. Nevertheless, while in the 1990s there were two to three regional
newspapers in each county, consolidation led to the presence of only one newspaper in a given region, even
though the population of some regions could absorb more than one newspaper. (It has to be noted that in
March 2011, the Hungarian Competition Authority launched an investigation against the publishers of
regional dailies based on the suspicion they formed a cartel, under which the publishers agreed, among other

things, not to enter each other’s markets.)***

Mr Juhdsz points out that regional daily newspapers were in a difficult situation, as in many cases the local
authorities exerted pressure on them, which sometimes were resolved by the publisher simply handing a page
over to the local authority to fill. On a national level, he was not aware of any cases where an owner had
forced a journalist to kill a story. More likely were scenarios of editorial pressure, where journalists had to

interview potential advertisers>®

In the 2000s business actors linked to the political right attempted to create a media empire, that is, a
grouping of media outlets aligned with right-wing political forces. The move to create a “right-conservative
media empire” can be seen as a reflection of the view, widely-shared by right-conservative politicians and
intellectuals, that there was a “left-liberal media supremacy,” i.e. most media were loyal to left-liberal parties
and critical of right-conservative ones. While three out of the four nationwide broadsheets in the 1990s
(Népszabadsdg, Népszava, Magyar Hirlap) could have been labeled sympathizers to left-liberal views, this
trend had been reversed by 2010. By then, a right-conservative media grouping had emerged that included
daily newspapers Magyar Nemzet, Magyar Hirlap, the weeklies Heti Vilasz and Magyar Demokrata, the radio
station Ldnchid Ridié, and the cable news television channels H7r 7V and Echo TV.

So the trend seems to have turned into a “right-conservative media supremacy,” partly due to the efforts of

business interests linked to right-wing parties.**

6.1.4 Telecoms Business and the Media

In recent years, there were no significant mergers or acquisitions in the telecommunications industry that

would have had an effect on the performance of the media.

304. “Suspected cartel between newspaper publishers,” Hungarian Competition Authority, 23 September 2011. See http://www.gvh.hu/gvh/
alpha?do=2&st=2&pg=133&m5_doc=7313 (accessed 26 October 2011).

305. Gdbor Juhdsz, HVG, personal interview, 18 February 2011.

306. G. Juhdsz, “Sajtémérleg: jobbkonzervativ médiatalstly” (Press balance: right-conservative media supremacy), 18 June 2010, in HVG. See http://
hvg.hu/hvgfriss/2010.24/201024_sajtomerleg (accessed 28 February 2011).
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6.1.5 Transparency of Media Ownership

The new media regulation stipulates: “the media service provider shall make available to the public at all
times” the name or business name of the company, the mailing address of the headquarters, its e-mail address,

phone number and the name and address of the regulatory or supervisory authorities.*”’

Under the 2010 media regulation, all media outlets have to register with the NMHH, including online
web products, and news sites, which is a new development.’® They have to provide data on the legally
responsible personnel and that information is not publicly available, although the publisher/owner is.
However, documents for all companies are deposited with the Registry Courts (this has not been affected by
the 2010 media regulation) and are available to the public. Most of the major media outlets’ websites indicate
the owner. Thus citizens can learn through publicly available information who the owners of the media are.

Obscure ownership is not an issue in Hungary.

6.2 Media Funding

6.2.1 Public and Private Funding

Public funding is indirectly used to support politically friendly media, as state-owned companies advertise
in media outlets that are close/loyal to the government of the day. This heavily distorts the economics of
the media market. In private funding, the total spend on media advertising has undergone some structural
changes in recent years, as indicated in Table 17, with internet advertising dramatically growing in recent

years to take third place after TV and radio.

307. Act CLXXXV of 2010, Art. 37, para 1.

308. Act CLXXV 0f 2010, Art. 41, para 4. See the list of websites registered “Nyilvdntartdsba vett internetes sajtotermékek adatai” (Data of registered
online media outlets), NMHH. See http://www.nmhh.hu/dokumentum.php?cid=26946 (accessed 27 July 2011).
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Table 17.

Estimated shares of media advertising spend (%)

2006 2007 2008 2009 Change (%)
2006-2009
Television 40.8 40.1 39 40.4 -1
Radio 5.7 5.1 5.8 5.1 -10.5
Print press 36.6 36.2 34.5 30.9 -15.6
Internet 5.5 7.5 10 14.4 +161.8
Qutdoor 10.8 10.7 10.2 8.9 -17.6
Cinema 0.5 0.5 0.4 0.5 o
Total net figure 176.3 187 200.6 162 -8.1
(billion forints) (US$837.5 million)  (US$1.01 billion) (US$1.17 billion)  (US$800.1 million)
Total figure 538.3 551.2 600.5 583.5 +8.4
in rate card (billion  (US$2.6 billion) (US$3billion) (US$3.5billion) (US$2.6billion)
forints)>*® price
Source: Hungarian Advertising Association.*'

Looking at the estimated data of the Hungarian Advertising Association (Magyar Reklimsziverség—MRSZ),
advertising spending in television has not changed significantly in recent years. The ratio of advertising in the
print press decreased by 16 percent, in radio it decreased by 10 percent, while on the internet it increased by
160 percent. The economic crisis caused a drop in the advertising market, indicated by the 8 percent decrease
in the total net figures of 2009 compared to 2006. This tendency is not reflected in rate card prices, which

display an 8 percent growth for this period.

The economic crisis appears to have had an effect on the advertising spending of state institutions and local
authorities as there was a sharp drop in 2009 as data based on rate card spending received from Kantar Media
indicate. In the period studied (2006-2010) the spending based on rate cards shrank by nearly a third.
Some segments were preferred to others: television advertising spending increased by 33 percent, that of the
internet grew by 12 percent, and that of cable television grew by a quarter. Meanwhile, both radio and daily

newspapers advertising decreased by 20 percent between 2006 and 2010.

There seems to have been a delayed effect of the economic crisis, as the advertising spending of the four major
state-owned companies dropped from 2009 to 2010.*"" From 2006 to 2010, the total spends decreased by a
fifth. Television advertising spending decreased by a third, and daily newspaper spending fell by 3 percent.

309. Rate cards are defined in the advertising industry as a list of tariffs for advertising provided by media outlets to interested advertisers.

310. J. Skriba, “Sajtékozlemény, Reklimkoltési adatok 2009—MRSZ becslés” (Press release, Advertisement spending data 2009—MRSZ estima-
tion), MRSZ.hu. See http://www.mrsz.hu/download.php?oid=Tc2e6e91975712159f04ab7ebfa36844;2id=Tb2b6699955b1d1799084¢c2cbade
69bc (accessed 15 February 2011).

311. These are: MAV Hungarian railway company, MVM electricity company, Hungarian Post, and Szerencsejdték Zrt, a gambling service provider.
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But radio advertising increased by more than 70 percent, while internet advertising almost quadrupled,

though its ratio is still low. Advertising on cable television also increased by a third in 2006-2010.%'2

The following trends can be identified from the advertising market of both total and public advertising

spending:

= Advertising in the printed press decreased.

*  Advertising on the internet increased.

= Television and the print press are still the most important media for advertisers.

* The economic crisis caused a drop in the advertising market.

The HVG journalist Gdbor Juhdsz points out that the level of state advertising has always been relatively
high in the political press. State support switches to whichever the media outlets are favored by the party in
the government. This is indeed a long-standing “tradition” in Hungary: after elections, the funds move from
one ideological wing of media outlets to another. This happened in 1998 when Fidesz won and the funds
were transferred to right-wing media outlets.*'® Again, in 2002 when MSZP won, the advertising funds were

314 This has a detrimental effect on

reallocated from the right-wing media outlets to left-wing media ones.
the diversity of voices and encourages partisan journalism, or “political clientelism” as Istvain Hegedds put
it.*” That segment of advertising spend represented 8—10 percent of the total advertising spending in 2002,

according to experts cited by the media economist Mihdly Gdlik.*'¢

Gdbor Juhdsz notes that the present situation is interesting, because between 2002 and 2010 some leftist
media outlets “probably became spoiled” by the state support they received. In the upcoming years some
of these media outlets could cease to exist or could change their profiles by moving away from politics.>”
Jédnos Dési, a journalist at the left-wing newspaper Népszava noted that “state advertisements were withdrawn

immediately after the election™"*—referring to the 2010 parliamentary elections.

At the time of writing, most of the left-wing media outlets’ daily operation were under threat due to the
scarcity of advertising contracts (such as the weekly 168 dra, the daily Népszava, and Klubridié). Right-wing
newspapers faced similar problems after 2002 (after the elections won by the MSZP), but they ended up

getting some state advertisement money during that period.

312. Kantar Media, e-mail, 17 February 2011.

313. A. Monori, Médiahdborik (Media wars), in: Magyar médiatirténet a késé Kiddr-kortél az ezredforduldig (Hungarian media history from late-
K4d4r period until the millennium), ed: P. Bajomi-Ldzdr, Akadémia Kiadd, Budapest, p. 280, (hereafter Monori 2005).

314. Zs. Antal and T. Kubinyi, “A napilapok és hetilapok hirdetdi 1998-2002, avagy a pénz, amely politizal 1” (The advertisers of dailies and weeklies
1998-2002, or the money engaged in politics 1). See http://www.freeweb.hu/mkdsz1/n31/media030201.html (accessed 12 July 2011).

315. Hegedis 2006.

316. M. Gélik, Hungary, In: Media Ownership and its Impact on Media Independence and Pluralism, ed. Brankica Petkovi¢, Peace Institute, Institute
for Contemporary Social and Political Studies, Ljubljana, pp. 192-217. p. 200.

317. Gébor Juhdsz, HVG, personal interview, 18 February 2011.
318. Jénos Dési, Népszava, personal interview, 23 February 2011.
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Table 18.

State support to public service broadcasters, in billion HUF
20073 20083*° 20093 %#2010%* *201133
Total 52.2 51.3 53.7 47.15 58.7

Note: * Planned budget.
Source: Budget Acts.

State support for public service broadcasters has been relatively stable over the past few years (see Table 18).
To fund public service broadcasting, the state budget provided HUF 24.9 billion (US$ 123 million) in
2009,%** as a replacement for the license fee that was canceled in 2002 (see section 2.2.1). This amount was
distributed among the public service broadcasters: 40 percent was given to Hungarian Television, 28 percent
to Hungarian Radio, 24 percent to Duna Television, 1 percent to ORTT, 1 percent to the three public
foundations of the three public service broadcasters (divided equally), and 6 percent was allocated to tenders
to support public service programs.*” The financing of the public service broadcasters is non-transparent.
Most of them don’t comply with the “glass pocket” law, which stipulates that institutions financed by the

state should publish their annual financial reports on their website.

Until 2000, Act I of 1996 stipulated that public service broadcasters are financed directly from the state
budget.’* Since January 2011, the Public Service Fiscal Council (Kozszolgdlati Kiltségetési Tandcs) determines
the distribution of funds between the public service broadcasters,”” which are now drawn from the Media
Service Funding and Asset Management Fund (Médiaszolgiltatds- tamogaté é Vagyonkezeld Alap, MTVA)
under the control of the one-party Media Council. The Fund is responsible for the production of public
service programs, and the financial support of public service broadcasting. This Fund is expected to receive
HUF 64 billion (US$ 307 million) from the state budget for 2011°?® and HUF 68 billion (US$ 338 million)
in 2012.%% The advertisements of all public service broadcasters are sold via a centralized agency, MTVA Sales

House.?*°

319. Act LXXVIII of 2008 on the execution of the 2007 budget of the Republic of Hungary, supplement.
320. Act CXXIX of 2009 on the execution of the 2008 budget of the Republic of Hungary, supplement.
321. Act XCVIII of 2010 on the execution of the 2009 budget of the Republic of Hungary, supplement.
322. Act CXXX 0f 2009 on the 2010 budget of the Republic of Hungary, supplement.

323. Act CLXIX of 2010 on the 2011 budget of the Republic of Hungary, supplement.

324. Act XCVIII of 2010, supplement 1.

325. Act I of 1996, Art. 84, para 2.

326. Act 1 of 1996, Art. 75, para 1.

327. Act CLXXXV 0f 2010, Art. 108, para 2.

328. Act CXLVI of 2010 on the budget of the National Media and Infocommunications Authority and the Media Council of the National Media
and Infocommunications Authority, supplement 3.

329. Act CLXXXIII of 2011 on the 2012 integrated budget of the National Media and Infocommunications Authority, supplement 3. US$ counted
based on 2011 yearly average exchange rate.

330. “Egy kézben a kdzmédidk értékesitése” (The sales of public service media in one pair of hands), /ndex.hu, 4 March 2011. See htep://index.hu/
kultur/media/2011/03/04/egy_kezben_a_kozmediak_ertekesitese/ (accessed 4 March 2011).
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Additional public funding in the past came from ORTT’s Broadcasting Fund, which supported several media
outlets in ad hoc tenders from the concession fees received by the media regulatory authority. Between 1997
and 2010 it announced 157 such tenders and distributed HUF 32.26 billion (US$ 144.8million) to support
television and radio programs, the development of local television, radio and cable infrastructure, and the

operation of non-profit broadcasters.*

The existence of politically biased government support—either that of public funds or frequencies—was
clearly undesirable, even when all key political forces were represented in the regulating body. But Mr Juhdsz
suggests that a system based on agreement among parties was working, at least until 2010. But now it is an

open question how the system will work under the new media regulation and its ruling party bias.’*

6.2.2 Other Sources of Funding

During interviews with journalists, a couple of new funding models were mentioned. One is the “minute-
adoption” program of the regional Klubridis, launched in 2010. The radio station asks its audience to
“adopt” (or sponsor) minutes of programs.’ Between October 2010 and 31 July 2011, the “minute-
adoption” program raised HUF 128 million (US$ 656,625).** Another model is being introduced by a
local commercial radio station that has started to focus on using social networks, as they can easily reach the
audience and have direct feedback. Currently the station has made no profit from this; the director expects

to develop future complex media offers for advertisers based on this model.?*

Gyorgy Szabd, the Chief Executive Officer of Sanoma Budapest, a leading publisher, believes the economic
crisis “upgraded the importance of consumer purchases” as opposed to advertising revenue in contributing to
the total revenue of the company. He also noted that while “the money is flowing rapidly towards the internet

...new models of funding have not appeared.”**

While not a source of funding, it has to be noted that both market-leading commercial television channels
needed to restructure their businesses and introduce cuts as a result of the economic crisis by autumn 2011.
I'V2 announced collective redundancies,®” while R7Z Klub canceled or reduced the frequency of some of its

programs.**®

331. ORTT Report 2010, p. 311.
332. Gébor Juhdsz, HVG, personal interview, 18 February 2011.

333. “Fogadjon &érokbe néhdny percet” (Adopt some minutes), Klubradio.hu. See http://www.klubradio.hu/fogadjonorokbe/ (accessed 13 April
2011).

334. Rudolf Szilvésy, president of board of trustees of Szabad Sdvért Foundation, telephone interview, 3 August 2011.
335. Director of a local commercial radio station, personal interview, 28 February 2011.
336. Gyorgy Szabd, Sanoma Budapest, personal interview, 16 February 2011.

337. Z. Szabé, “Magdra hagytdk a TV2-t” (TV2 is left alone), Index.hu, 28 September 2011. See http://index.hu/kultur/media/2011/09/28/maga-
ra_hagytak_a_tv2-t/ (accessed 26 October 2011).

338. “Csak a f8miisoridére van pénze az RTL Klubnak” (RTL Klub has money only for prime time), /ndex.hu, 19 October 2011. See http://index.
hu/kultur/media/2011/10/19/csak_a_fomusoridore_van_penze_az_rtl_klubnak/ (accessed 26 October 2011).
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6.3 Media Business Models

6.3.1 Changes in Media Business Models

Data on total and public advertising spending indicate that despite rapid growth, the ratio of advertisements
on the internet is still relatively low (see section 6.2). Smart phones and tablets are spreading; half a million
smart phones had been sold in Hungary by early 2011.%* Interviews for this report confirmed that media
outlets increasingly offer smart phone applications, but currently no one really knows how such developments
will change the media landscape. There are several constraints as well: the Hungarian language, the low digital

literacy of the population, and the high number of functionally illiterate people.

Mr Szabé has observed several changes resulting from the economic crisis: the growing importance of
consumers; the restructuring of advertising budgets; the tendency of advertisers to turn to outlets with a
massive audience reach (the two national commercial television channels, major online media outlets and
a couple of magazines); and the fact that only those media outlets that keep operating costs low can turn
a profit. He reflected that revenues depended on the purchasing power of the consumers. If, as in the case
of Hungary, this power is weak, consumption is low and advertising dries up. Mr Szabé also notes that the

Hungarian advertising market was underdeveloped even before the economic crisis.

Mr Szabé fears that if consumers read magazines online for free, they will be unwilling to buy the printed
versions. The introduction of online subscriptions is unlikely in Hungary without coordination with rival
media outlets. Sanoma Budapest is investing money in the development of smart phone applications, even
though the future is unclear. Mr Szabé believes such experimentation is necessary: “One day a business model
will develop, but currently we are in a transition period, and publishers must make a profit to survive.” He
expects the development of the internet market to have several phases. In the current phase, the internet
erodes the market positions of daily newspapers and magazines, while having a de-monopolizing effect. The
next phase may be the consolidation of the internet market due to economies of scale. At that stage, people

may be happy to pay for edited content, as not all consumers will proactively seek out the information they

need.3%

According to the director of a local commercial radio station, the economic crisis and the expansion of
internet advertising resulted in the revenues of radio stations falling by 4050 percent. This led to cuts in
promotional spending and staff numbers. Radio stations had to “radically restructure their expenditures ...

everyone started to save where they could.”*!

339. "Nem szabad csak az okostelefonokra koncentrdlni” (One cannot concentrate only on smart phones), Hvg.hu, 27 January 2011. See http://hvg.
hu/napi_merites/20110126_okostelefonok_media (accessed 18 March 2011). HVG 2011.

340. Gyorgy Szab6, Sanoma Budapest, personal interview, 16 February 2011.

341. The director of a local commercial radio station, personal interview, 28 February 2011.
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6.4 Assessments

In general, there are two factors hurting the financial independence and sustainability of the media: the
economic crisis, which has heavily affected nearly all media outlets, and the discriminatory public funding
in the advertising market. It is widely accepted that the spending of public advertising funds depended on
the political leaning of the incumbent government, which is detrimental to private media companies—either
because they get used to the “easy support” or because those media outlets not clearly pro-government are

being “bled out” by funds “drying up.”

Hungary’s media landscape has been politically biased or apolitical roughly since the 1990s. So-called “client
journalism” (or partisan journalism) is widespread. The attempts to counterbalance the “left-liberal media
supremacy” by building up a “right-wing media empire” are a development of the 2000s, but the basic

structure of the media landscape has not changed in recent years.

Since the economic crisis began in 2008, the proportion of advertising in print fell, while that in online
media outlets rose—but it still remains relatively low. Nevertheless, advertising funds are still spent mainly in
print and television. The decreasing advertising pie makes the advertising accounts of state-owned companies

even more important to the media companies.

Most of the traditional media outlets went online in addition to maintaining their original outlet. New
online media have been launched too, which further diluted the advertising market. The proportion of
internet advertising in the overall advertising spend is increasing. In general, the economic crisis and the
reduced advertising budgets, which have resulted in much fiercer competition for advertisers, could lead to

the consolidation of the media with fewer outlets in the market.

Sustainable financing models cannot develop under insecure circumstances. The uncertainty and lack of
predictability frighten investors away and constrain current players. If given an equal playing field (i.e. either
state funds transferred to both left- and right-wing media outlets, regardless of the color of the incumbent
government, or no funds transferred at all) and with a (reasonably) predictable economic situation, the media

industry players would function more according to the rules of the market.

There is a helpful source of funding that enhances the diversity, pluralism and independence of the media as
awhole: the subsidies given to media outlets for programming and infrastructure development, based on bids
to the Media Service Promotion and Asset Management Fund, earlier known as the Broadcasting Fund (see

section 6.2.1.). These are not expected to change under the new regulation.
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7. Policies, Laws, and Regulators

7.1 Policies and Laws
7.1.1  Digital Switch-over of Terrestrial Transmission

7.1.1.1 Access and Affordability

The 2010 media regulation originally postponed the digital switch-over for television broadcasters; a
modification in July 2011 amended the target date to 31 December 2012, but another modification set
the date back to 31 December 2014.>* The digital switch-over in the case of audiovisual media services

(television) will happen in a way that:

at least 94 percent of the population has access to public service broadcasting via the digital
television free-to-air broadcasting service, and that devices required for accessing such digital

television free-to-air broadcasting service ... are available in retail sales.*

As 95 percent of the population has the opportunity to receive free-to-air digital television broadcasting
in Hungary** and set-top boxes are available in stores, the switch-over for television broadcasting should

happen on time as set out in the law.

The target date for the switch-over for radio is also 31 December 2014, if by then at least 94 percent of the
population is capable of receiving public service programs through digital radio broadcasting, and at least 75
percent have the “devices required for accessing digital free-to-air broadcasting services.” If these conditions
are not met by the end of 2014, the digital switch-over for radio broadcasting will take place when these

conditions are met. For the radio switch-over, the law does not specify a final date as it does for television.’®

342. Act CCI 0f 2011 on the modification of some laws related to the Basic Law, Art. 303, para 1. This law has been in operation since 31 December
2011.

343. Act LXXIV of 2007 on the Rules of Broadcasting and Digital Switchover, Art. 38, para 1.

344. “DVB-T in Hungary,” Antenna Hungaria. See http://www.ahrt.hu/Digitalis_atallas/Digitalis%20televiziozas/ DVB-T%20Ma,-d-,-on.aspx?sc_
lang=en (accessed 5 January 2012).

345. Act LXXIV of 2007, Art. 38, para 2.
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The Act on Digital Switch-over defined the rules of switch-over and promised a decree on the division of
tasks. As mentioned in section 2.1.3, this decree is yet to come, thus the tasks have not been divided among

the authorities.

According to a modification introduced in July 2011, the president of the authority is entitled to determine
the technical requirements and the rules of installing and subsidizing the devices capable of receiving digital

programming.>

Before the adoption of Act on the Digital Switch-over, the Government Decree 1014/2007 (III. 13.) on
the various responsibilities for digital switch-over had been adopted, including a Strategy for the Digital
Switch-over (hereafter Switch-over Strategy). It assigned the related tasks to various government agencies and
ministries and set deadlines for their execution. The strategy defines the criteria for state support for set-top
boxes. The support must be allocated in a competition- and platform-neutral way, for those in need only;

the support must also enhance interactivity and interoperability, and the set-top boxes must be capable of

decoding MPEG-4.3

The Act on Digital Switch-over stipulates that digital operators must carry the programs of the public service

broadcasters free-to-air via the system that reaches the largest audience.’*

The financial support from the ORTT Broadcasting Fund that was spent on infrastructure development
helped some rural areas to prepare for the digital switch-over, and the additional funds to be spent by NMHH

will support the digital switch-over, too (see section 2.1.3).

7.1.1.2 Subsidies for Equipment

There are no specific provisions on when and how the support for the purchase of set-top boxes should be
distributed. The Act on Digital Switch-over stipulates that to ensure that public service programs are digitally
accessible to all, state support for the purchase of set-top boxes must be determined in a separate act, three
months prior to the completion of analog switch-off, in a competition-neutral manner, for means-tested

households that only have an analog terrestrial signal.>*

An action plan prepared in 2010 by the Ministry of National Development scheduled the implementation
of the “social support of set-top boxes purchase” for 2011 and the first half of 2012.>*° The tasks involve

346. Act LXXIV of 2007, Art. 53.

347. Governmental Decree 1014/2007 (III. 13.), supplement, 175.
348. Act LXXIV of 2007, Art. 3, 4.

349. Act LXXIV 0f 2007, Art. 44, para 5.

350. “Digitalis megujulds cselekvési terv 2010-2014. Az infokommunikacids dgazat cselekvési terve a tdrsadalom és a gazdasdg megujuldsaére” (Digi-
tal renewal action plan 2010-2014. The action plan of the infocommunications sector for social and economic renewal), Ministry of National
Development, December 2010, p. 104. See http://nfm.gov.hu/data/cms2089529/Digitalis_Megujulas_Cselekvesi_Terv.pdf (accessed 31 January
2011). (Hereafter Digital renewal action plan 2010-2014).
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establishing the definition and numbers of those in need and a communication plan to inform the public
about these subsidy opportunities. There is no information available on how households’ eligibility for state

support to purchase a set-top box will be tested, and by whom.

7.1.1.3 Legal Provisions on Public Interest

The notion of public interest is not defined in the regulation of digital switch-over. The former NHH described
the aims of digital switch-over as: enriching the program choice, promoting competition, improving service
for consumers, and making a more economical use of the frequency spectrum.*! This suggests that the public
interest is served when the number of accessible broadcasters is increased, the quality of the transmission
is better, and the electronic program guide offers greater flexibility—assuming that all this happens in a

transparent way.

As discussed in section 5.1.2, the regulation prescribes a “must-carry” rule for other television channels (the

two politically affiliated channels) as well.

The Act on Digital Switch-over stipulates that the president of the media authority may license a company,
without an open tender-based procedure, to operate a local or regional transmitter for a limited period of
time of no longer than three years, in order to provide public services. Public duties are defined as providing
information on disasters, and serving special cultural and educational needs of communities, especially those

of ethnic minorities.??

Competition may serve the public interest. Krisztina Rozgonyi, the former president of the NHH, claimed
that the tender announced for the terrestrial digital platform also accelerated digitization on other platforms,
since several larger cable broadcasters have started to provide digital broadcasting and premium services. She
concluded that the “real winner” of the launch of terrestrial digital broadcasting was the consumer, who could

choose among an increasing variety of digital services.”

In 2009, NHH fined AH, the provider of digital terrestrial broadcasting, HUF 40 million (US$ 197,765),
as the digital broadcaster had not met the commitments in its contract with the authority. This included
not complying with the commitments related to DVB-T, DVB-H (not including at least one new generalist
television channel in the choice of television channels, and the distribution of subsidized set-top boxes)
and DAB (there was no contract with public service radio).?>* This measure may also be seen as an effort to

safeguard the public interest.

351. “Az NHH megbirsigolta az Antenna Hungdridt, és meghallgatdst indit a helyi televizidk digitdlis 4tdlldsarél” (The NHH penalized Antenna
Hungdria, and launches a hearing on the digital switch-over of local television), NHH, 22 October 2009. See http://www.nmhh.hu/index.
php?id=hir&cid=9152 (accessed 31 January 2011) (hereafter NHH.hu 2009).

352. Act LXXIV of 2007, Art. 43/M.

353. K. Rozgonyi, “Els6 oldal” (First page), In: Infokommunikdcié é Jog, Nr. 27, October 2008. See http://www.infojog.hu/szam/27 (accessed 31
January 2011).

354. NHH.hu 2009.
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7.1.1.4 Public Consultation

There were public consultations about the draft Switch-over Strategy organized by the Prime Minister’s Office
in 20006, and about the Digital renewal action plan 2010-2014 (the action plan of the communications sector
for social and economic renewal) organized by the Ministry of National Development in 2010. Another
example of public consultation was organized by the former NHH in 2006 about the strategy for regulating
electronic communications for 2006-2010. Seventeen stakeholders (telecommunications companies,
ministries, private citizens etc.) submitted their opinions about the draft, which were then incorporated into

the final version of the paper.’>

In May 2011, the Ministry of National Development responsible for audiovisual policies announced a public
consultation on the draft of the amendments of several acts related to telecommunications (including the
acts of the 2010 media regulation). Extra-parliamentary stakeholders had six days to read and formulate their
opinions on the 87-page draft. In the end, the draft—with minor changes—was submitted as an individual

t,2¢ which did not require the statutory public consultation with extra-

proposal by members of parliamen
parliamentary stakeholders. This practice of individual MPs, rather than the government, introducing bills
has been repeatedly used under the Orbdn government, effectively circumventing the requirement for public

consultation.

7.1.2 The Internet

7.1.2.1 Regulation of News on the Internet

Prior to 2011, the internet was not explicitly regulated. In some cases, Act II of 1986 on the Press (which
was amended after the 1989/90 democratic transition and contained basic rules for the printed press, and
was applied to online media outlets and news agencies, but it did not contain sanctions), the Civil Code and
the Penal Code were applied to articles published online. The media community had long awaited a new
media regulation, as the media landscape had changed significantly since the adoption of Act I of 1996 on
Radio and Television, in particular because of the internet. But the broadcasting act requires a two-thirds
parliamentary majority, and parliamentary parties could not agree on a common draft*’ for years until April

2010, when Fidesz and its ally KDNP won the required super-majority.

The new government of Prime Minister Viktor Orbdn significantly changed the media regulation in five
successive moves (hereafter, collectively, the 2010 media regulation).’*® The new media regulation regulates

the internet as well.

355. The National Communication’s Authoritys Strategy on Electronic Communications Regulation 2006-2010, NHH, 7 September 2006. See http://
www.nmhh.hu/dokumentum.php?cid=10753&letolt (accessed 12 July 2011).

356. “Egyes elektronikus hirkézlési tdrgyt torvények médositdsdrdl (az Mttv. médositdsa)” (On the modification of some telecommunications acts
(the modification of Act CLXXXV of 2010)), Médiajogfigyeld, 19 July 2011. See http://mediajogfigyelo.hu/index.php?do=a&id=1691 (accessed
22 July 2011).

357. The discarded drafts from previous years did not regulate the internet.

358. For a detailed Chronology of Events Related ro the Hungarian Media Law by the South and East Europe Media Organisation, see http://hungary-
pressfreedom.org/ (accessed 13 April 2011).
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*  Actlof 1996 was modified to create the new media authority, the National Media and Infocommunications
Authority (Nemzeti Média- és Hirkizlési Hatosdg, NMHH), and the Media Council (Médiatandcs), the
successor to ORTT.

= Act CIV of 2010 on the Freedom of the Press and the Fundamental Rules on Media Content (also
known as the “Media Constitution”) was adopted, which is about the basic obligations and content
requirements of media content providers, covering all media, including radio and television, newspaper

and online outlets.

»  Act CLXXXV of 2010 on Media Services and Mass Media was passed, which regulates among other
things competition issues, fines and penalties imposable upon media outlets, and the operation of the
new authority; this new act replaced Act II of 1986 on the Press and most of the provisions of Act I of

1996.%?

*  The parliamentary majority modified two articles of the constitution. By virtue of these latter amendments,
“everyone has the right to proper information on public issues,”** and the president of NMHH has the

right to issue decrees that can then be enforced.*!

The government claimed that there were no elements in the media regulation that could not be found in
other EU member countries’ media laws. However, a comparison of the Hungarian and some European
countries’ laws revealed that “Hungary’s media laws are largely inconsistent with the (...) European practices

and norms.”3%?

The new media regulation has generated international outrage on account of its anti-democratic nature,**
and media experts formulated criticisms such as the paper by Dr Karol Jakubowicz commissioned by the
Organization for Security and Co-operation in Europe (OSCE)**; or comments by Dunja Mijatovic, Media

Freedom Representative for the OSCE;*® or Frank La Rue, UN Special Rapporteur on the Promotion

359. The act was officially announced on 31 December 2010, and came into force on 1 January 2011. Before that date, the public and the actors
of the media market could only access a draft version that was modified on more than 200 points (see the website of the Parliament: htep://
www.parlament.hu/internet/plsql/ogy_iromany.irom_lekerd_egysz?P_CKL=39&P_TIP=NULL&P_FOTIP=null&P_KISZ=CLXXXV&P_
KIDA=2010 (accessed 31 January 2011). Thus the full text of the law could not be read until the last day of the year when it was published in
the Hungarian Official Journal Publisher, Magyar Kizliny—one day before the act came into force. Since its adoption, the media regulation has
been modified several times, and it is a common notion that the newest versions of the laws are not easily available for both researchers and the
general public.

360. Act XX of 1949, the Constitution of the Republic of Hungary, Art. 61, 3; as of January 2011.

361. Act XX of 1949, Art. 7/A, 2. Fidesz—KDNP, the governing party alliance, drafted and accepted the new constitution in 2011, which came into
force on 1 January 2012.

362. A. Brouillette, Hungarian Media Laws in Europe. An Assessment of the Consistency of Hungarys Media Laws with European Practices and Norms.
Center for Media & Communication Studies, 2012. See https://cmcs.ceu.hu/sites/default/files/field_attachment/news/node-27293/Hungari-
an_Media_Laws_in_Europe.pdf (accessed 5 January 2012).

363. A collection of criticism can be found in E. Hume, Caught in the Middle: Central and Eastern European Journalism at a Crossroads. A Report to
the Center for International Media Assistance. 20 January 2011, Center for International Media Assistance, pp. 37-38. See http://cima.ned.org/
sites/default/files/ CIMA-Central_and_Eastern_Europe-Report_6.pdf (accessed 12 July 2011).

364. K. Jakubowicz, Analysis and Assessment of a Package of Hungarian Legislation and Draft Legislation on Media and Telecommunications, Warsaw,
September 2010. See http://www.osce.org/fom/71218 (accessed 12 July 2011).

365. See collection of Seemo.org, OSCE. See http://www.seemo.org/hungary/osce.html (accessed 12 July 2011).
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and Protection of the Right to Freedom of Opinion and Expression.*® Some commentators regarded it
as threatening Hungary’s rotating presidency of the European Union, between January and June 2011.3¢

Amnesty International Hungary warned of the threat to freedom of expression®® and Freedom House
gary

downgraded Hungary’s independent media index rating in 2011.>%

Eva Simon, the media law expert of the HCLU, identified potentially unconstitutional issues and points of

the new media regulation that may not be in line with EU law in early 2011.7° These were:
*  the new media regulation uses ambiguous language;

= compulsory registration for online and print outlets, even for professional blogs (anonymity may not be

ensured on the internet);
= source protection does not prevail;
* sanctioning, heavy fines on all media outlets;
= websites can be suspended;
*  the president of NMHH can issue a decree;
* the authority may launch an investigation without a complaint being received;

= the country of origin principle (the scope of the regulation reaches beyond Hungary’s national borders:
whatever is in Hungarian may be tackled);

*  the lack of transparency in the public service broadcasters’ finances;

371

= the postponement of the digital switch-over.

Some issues introduced by the new regulation have been scrutinized by the European Union. Neelie Kroes, the

Vice-President of the European Commission responsible for the Digital Agenda, summarized the concerns:

366. Full text of the press statement delivered by the UN Special Rapporteur on the promotion and protection of the right to freedom of opinion
and expression, Frank La Rue, after the conclusion of his visit to Hungary, 5 April 2011. See http://www.google.hu/url?sa=t&source=web&cd=
28ved=0CCQQFjAB&url=http%3A%2F%2Fwww2.ohchr.org%2Fenglish%2Fissues%2Fopinion%2Fdocs%2F2011-04-05_Hungary_Free-
dex_EndMission.doc&ei=RO-hTdWel4PVsgbU7rnmAQ&usg=AFQjCNGQGTsWJikh1Z8YA5QOiW_0uYsfIQ (accessed 13 April 2011).

367. See for instance “Hungary to create new media watchdog,” BBC, 21 December 2010. See http://www.bbc.co.uk/news/world-europe-12051665
(accessed 4 January 2011); “Hungary passes law boosting government control of media,” Reuters, 21 December 2010. See http://www.reuters.
com/article/idUSTRE6BK6KF20101221 (accessed 4 January 2011); “Hungary’s new media law puts EU presidency in doubt,” 7he Telegraph,
23 December 2010. See http://www.telegraph.co.uk/news/worldnews/europe/hungary/8220836/Hungarys-new-media-law-puts-EU-presiden-
cy-in-doubt.html (accessed 4 January 2011).

368. “Sweeping new media law threatens freedom of expression in Hungary,” Amnesty.hu, 3 January 2011. See http://www.amnesty.
hu/kampanyok/emberi-jogaink/item/340-az-els%C3%B6pr%C5%91-erej%C5%B1-m%C3%A9diat%C3%B6rv%C3%A9ny-a-
52jt%C3%B3szabads%C3%A1got-fenyegeti-magyarorsz%C3%A1gon-/-sweeping-new-media-law-threatens-freedom-of-expression-in-hunga-
ry (accessed 12 July 2011).

369. B.A. Kovdcs, E Hevesi, Hungary, Nations in Transit 2011, Freedom House, p. 238. See http://www.freedomhouse.org/images/File/nit/2011/
NIT-2011-Hungary.pdf (accessed 12 July 2011).

370. Eva Simon, presentation held at a press event, 06 January 2011. A part of the critiques can be found at HCLU, “Concerns about media legisla-
tion in Hungary (part I),” 3 January 2011. See http://tasz.hu/en/szolasszabadsag/concerns-about-media-legislation-hungary-part-i (accessed 23
January 2011).

371. Eva Simon, presentation held at a press event, 6 January 2011.

OPEN SOCIETY MEDIA PROGRAM = 2012 83



“a large number of commentators have alleged that the Hungarian Media Law risks jeopardizing fundamental

rights in a number of ways:
* by requiring registration of all media, including online media such as forums, blogs and so on;
* by mandating that all media engage in balanced coverage of national and European events;

* by, after the landslide victory of conservative Fidesz, making the media authority subject to political

control through the appointment process.”*?

Neelie Kroes also found three issues when analyzing the compliance of the Hungarian media regulation with
the EU’s Audiovisual Media Services Directive. First, the media law seems to depart from the country of origin
principle, i.e. that the regulations of the country of origin of the media service provider should apply. Second,
it is not clear whether the provision of the law that media outlets “need to ensure balanced information” would
apply to a “simple video blogger,” and this uncertainty “may leave too much discretion in individual cases.”

Third, the rules on media registration may be “over-extensive ... due to the lack of limiting criteria.””

Some parts of the media regulation have been amended based on the objections of the European
Commission.”* However, further restrictions—among others related to penalization of media outlets and
frequency allocation tender calls—were introduced in July 2011 when several acts of media regulation were
modified by Act CVII of 2011.%7° Below, we highlight the criticisms that affect the rules applying to online
written journals and the modifications based on the objections of the European Commission, introduced in
March 2011 to tackle these issues.

The new media regulation applies to television channels, radio stations, printed press, and online media

outlets. The Media Constitution stipulates that written press products are:

individual issues of daily newspapers and other periodicals as well as online newspapers and
news portals provided as a service for profit, for the content of which a natural or legal person
or a business association without legal personality bears editorial responsibility, the primary
objective of which is to distribute textual or image contents to the public for information,
entertainment or training purposes in a printed form or via an electronic communications
network. Editorial responsibility shall refer to responsibility for control over the selection and
compilation of media content, however, it does not necessarily imply legal liability in relation

to printed press materials.””

372. Neelie Kroes, Vice-President of the European Commission responsible for the Digital Agenda State of play of Commission’s examination of
Hungarian Media Law Extraordinary meeting of the European Parliament’s Civil Liberties, Justice and Home Affairs Committee, Strasbourg,
17 January 2011. See http://europa.eu/rapid/pressReleasesAction.do?reference=SPEECH/11/22&format=HTML&aged=0&language=EN &g
uiLanguage=en (accessed 23 January 2011) (hereafter Neelie Kroes, 17 January 2011).

373. Neelie Kroes, 17 January 2011.

374. “Médositottdk a médiatorvényt” (Media act has been modified), Index.hu, 7 March 2011. See http://index.hu/belfold/2011/03/07/
modositottak_a_mediatorveny/ (accessed 15 March 2011).

375. Act CVII of 2011 on the Modification of Some Laws of Electronic Communication.
376. Act CIV of 2010, Art. 1, para 6. (Emphasis added).
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In March 2011, this paragraph was narrowed down by stipulating that “service for profit” is carried out by
media outlets that operate on a profit-seeker and regular basis, assuming economic risks. This means that
a professional (profit-making) blog has editorial responsibility, just like a daily newspaper. According to a
member of the Media Council a blog is considered to be a press product, if it is done for a living.”’” NMHH

issued a publication, in which Hungary’s new media regulation is explained in detail.?”®

In December 2011, the Hungarian Constitutional Court annulled the provisions of the media regulation
in relation to written press products as of 31 May 2012 leaving only audiovisual media services under the
operation of this law: “This act shall apply to media services and written press products provided by a media
content provider established in the Republic of Hungary.”””” Parliament has until May 2012 to elaborate
the regulation in relation to written press products. It has to be noted that the Constitutional Court ruling
was based on Act XX of 1949 the Constitution of the Republic of Hungary (amended after the 1989/90
democratic transition), which was replaced by the new constitution (Fundamental Law of Hungary) in force

since 1 January 2012.

On-demand audiovisual and radio media services, online written media outlets, and news portals (as well
as television channels, radio stations and print materials) are recorded in an administrative register.® One
highly controversial provision universally criticized for its breadth of scope was that media service providers
can keep their sources secret provided “the publication of the data was in the public interest.” This was also
annulled by the Constitutional Court, so journalists again have the right not to reveal their sources in every
case.”?®! But if classified data is included, or the aim is to investigate or to prevent a threat to national security
and public order, a court or an investigating authority, including the media authority, may force a media

service provider under “exceptionally justified cases” to reveal their sources.**?

For not obeying the rules in these acts, online written media outlets (as well as traditional media) can be
heavily penalized, the latter with fines up to HUF 25 million (US$ 120,105).%*3 Those who violate the law
may be required to publish the authority’s decision on the home page of their website. The media operation
may be suspended for a period of time ranging from 15 minutes to one week. If the online written media

outlet does not comply with the penalty imposed, the “intermediary service provider” may be forced to

377. “Tandcsnokok és bloggerek” (Members and bloggers), Mediatanacs.blog.hu, 11 January 2011. See http://mediatanacs.blog.hu/2011/01/11/
tanacsnokok_es_bloggerek (accessed 23 January 2011).

378. Hungarys new media regulation. National Media and Infocommunications Authority, November 2011. See http://www.mediatanacs.hu/
uploads/9/12/1321457199hungary_new_media_regulation_eng_web.pdf (accessed 5 December 2011).

379. Decision of the Constitutional Court, 1746/B/2010, 19 December 2011.
380. Act CLXXXV of 2010, Art. 41, para 4.

381. Decision of the Constitutional Court, 1746/B/2010, 19 December 2011.
382. Act CIV of 2010, Art. 6.

383. Based on Act CLXXXYV of 2010, the following fines can be imposed: for a media outlet with a controlling share and “media service provider
under the regulations of the limitation of media market concentration,” up to 200 million forints; for a national daily, maximum 25 million
forints; for a national weekly and journal, up to 10 million forints; other dailies, weeklies and journals, up to 5 million forints; online written
media products, up to 25 million forints; broadcasters, up to 5 million forints; intermediary service providers, up to 3 million forints (Act
CLXXXV 0f 2010, Art. 187, para 3).
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suspend the broadcasting of that online outlet.®®* In the event of “repeated grave infringement,” the media
service can be removed from the administrative register, and as a consequence the website has to be made
unavailable to the public.’® If there is a complaint against media content, the consumer may turn to the
NMHH, but the Commissioner for Media and Communications (Média- és Hirkiozlési Biztos) may also
initiate “measures ex officio when made aware of any harm to the interests” of the public even if a violation
of the law is not suspected.’® The Constitutional Court annulled the institution of the Commissioner as of
31 May 2012.5%

Another provision that was changed: “Linear media content providers engaged in news coverage operations
shall provide comprehensive, factual, up-to-date, objective and balanced coverage on local, national and
European issues”;*® the stipulation was valid for on-demand media content providers, but after the amendment
process only the language “linear media content providers” was left. In March 2011 a modification was added
to the law: “the media system as a whole is responsible for authoritative, accurate and fast information on

these issues and events.”*®

The 2010 media regulation has been effective since 1 January 2011, but the rules on sanctions for media
services only came into effect on 1 July 2011. Unitil its provisions have been repeatedly interpreted and tested
in practice, the media can be expected to exercise self-censorship to avoid sanctions. The long-term outcomes
and effects of the regulation are difficult to predict. So far there was one instance when the Media Council
imposed a fine on a media service provider, namely Echo 7V in 2011 as in one of its programs the speaker
made racist remarks about the Roma population, because it harmed “human dignity and incited hatred.” The
fine was 500,000 HUF (US$ 2419).

7.1.2.2 Legal Liability for Internet Content

The intermediary service provider “may be obliged to suspend the broadcasting of media services and online
media products” in the event that the publisher of the online media outlet does not comply with the decision

of the media authority.*

Act CVIII of 2001 on Certain Issues of Electronic Commerce Services and Information Society Services
stipulates that the service provider shall be held liable “for making available unlawful information,” where the

service provider is a natural or legal person or organization providing information society services. However,

384. Act CLXXXV of 2010, Art. 189, para 4.

385. Act CLXXXV 0f 2010, Art. 187, para 3, e.

386. Act CLXXXV of 2010, Art. 140.

387. Decision of the Constitutional Court, 1746/B/2010, 19 December 2011.
388. Act CIV of 2010, Art. 13.

389. Act CIV of 2010, Art. 10.

390. Act CLXXXV 0f 2010, Art. 189, para 4.
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the intermediary service provider will not be held liable under several conditions, especially if the information

was not produced by the intermediary service provider.*”!

The “intermediary service provider” cannot be liable in the event of several conditions:
» ifit did not initiate the transmission of the information;
= the service provider does not modify the information;

*  if the intermediary service provider “does not have actual knowledge of unlawful activity related to the

information and is not aware of the fact that the information infringes the right or legitimate interest of

any party.”*”*

The 2010 media regulation includes online media outlets, applying similar rules to them as to traditional
media outlets. Online editorial boards will need to think twice before publishing a piece of information since
they could risk losing their place in the register. The introduction of such liability may coerce online media

outlets to exercise self-censorship.

7.2 Regulators

7.2.1  Changes in Content Regulation

As part of the reorganization of the public service broadcast system, in 2011 all news items and news programs
are to be produced by MTTI. The reorganization is being implemented gradually. On 14 February 2011, the
“professional supervision” of news production at Hungarian Radio was taken over by MTL,*** and the process
for all public service media was to be completed by end of January 2012.* According to the plan, the “MTI
news center” provides news bulletins and news items to the public service broadcasters, and creates a shared
website for all public service broadcasters.’” Csaba Belénessy, the head of MT], said in an interview that the
aim is a more rational, economic and efficient operation, and that “a public service media outlet has to be

loyal to the government and fair to the opposition.”**

391. Act CVIII of 2001, Art. 7.
392. Act CVIII of 2001, Art. 8a—10a.

393. “A kézmédiarendszer dralakitdsa Gjabb szakaszhoz érkezett—Az MTI Zrt és az MR Zrt kdzleménye” (The transformation of the public me-
dia system has arrived at a new stage—announcement of MTI Zrt and MR Zrt), Radio.hu, 14 February 2011. See http://radio.hu/index.
php?option=com_content&task=view&id=546&Itemid=41 (accessed 15 March 2011).

394. “Egy év alatt teljesen megujul a magyar kézmédia” (The Hungarian public media will be completely renewed in a year), Hvg.hu, 23 December
2010. See http://hvg.hu/itthon/20101223_magyar_kozmedia_megujulas (accessed 15 March 2011).

395. L. Bedndrik, “Hircentrum az MTI-ben” (News center in MTT), Nol.hu, 15 January 2011. See http://www.nol.hu/lap/mo/20110115-hircent-
rum_az_mti-ben (accessed 15 March 2011).

396. A. Lampé, “Kormanyfeliigyelet a médidn: ‘Most tessziik le a magyar BBC alapjait” (Government control over the media: “We are laying the
foundations of the Hungarian BBC”), 168 dra, 13 December 2010. See http://www.168ora.hu/itthon/kovetkezik-a-hirado-kapcsoljuk-az-mti-
t-66216.html (accessed 15 March 2011).
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The 2010 Media Regulation changed the structure of the media content regulators by establishing the
NMHH, which merged the ORT'T and NHH into one institution. (See section 7.2.2.)

The media regulation contains extensive content regulation. It stipulates that “media content may not incite
hatred against persons, nations, communities, national, ethnic, linguistic and other minorities or any majority
as well as any church or religious groups,” and media content may not “offend or discriminate against persons,
nations, communities, national, ethnic, linguistic and other minorities or any majority as well as any church
or religious groups.””” While exercising press freedom, one shall respect human dignity, the constitutional
order, and human rights, and one cannot violate privacy.””® Additionally, the “exercise of the freedom of the
press may not constitute or abet an act of crime, violate public morals (emphasis added) or prejudice the

inherent rights of others.”” The law does not define what “public morals” or “any majority” mean.

In addition, the law on the protection of families stipulates that “media service providers are obliged to provide
their services respecting the institution of marriage, the values of family and child-raising”. Additionally, the

state promotes media content presenting the values of child raising.*”

7.2.2 Regulatory Independence

Since its creation, the media authority has never been independent from political parties. However, whereas
between 1996 and 2010 all parties delegated members of the ORTT, the newly created the NMHH has been

converted into a one-party authority, therefore losing any semblance of independence.

The former regime of the ORTT consisted of party delegates, but the new regime gives almost all power to
the Head of the Authority, who is appointed by the Prime Minister; the other members have been appointed
by the governing party for a period that extends more than two parliamentary cycles. The Media Council has

absolute power over the entire media landscape.

Until 2011, the electronic communications market was overseen by the NHH, which was a government
agency supervised by the minister of communications. It was funded by broadcasting fees, the authority
process fees and supervision fees. Among the NHH’s responsibilities were: to assess the need for the creation or
modification of an act related to electronic communications; to review the communications market as a basis
of policy-making; to make proposals strengthening competition in the market; and to address—based on a
complaint or ex officio—violations of the law. The NHH also managed frequencies; it published information
on fees, tenders, criteria and conditions of the use and distribution of frequencies; and it administered a

database on the frequency spectrum.®"

397. Act CIV of 2010, Art. 17, para 1, 2. The original act stipulated that “the media content may not offend or discriminate against—either openly
or covertly—persons...”. The expression “cither openly or covertly” was removed upon the request of the European Commission.

398. Act CIV of 2010, Art, 14, 16, 18.

399. Act CIV of 2010, Art. 4, para 3.

400. Act CCXI of 2011 on the protection of families, Art. 5.

401. Act C of 2003, on Electronic Infocommunications, Art. 9, 10, 12.
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The NHH had two parts: the National Communications Authority Council (Nemzeti Hirkiozlési Hatdsdg
Tandcsa, NHH Council) and the National Communications Authority Bureau (Nemzeti Hirkizlési Hatdsdg
Hivatala, NHH Bureau). The six members of the NHH Council were appointed by the minister of
communications for five years, and the president was appointed by the prime minister for five years. All seven
members could be re-appointed for an unlimited number of times. The director general of the NHH Bureau

was appointed by the minister responsible for communications for a term of five years.*"?
pp y P y

In 2010, the new media regulation introduced the NMHH, which is an autonomous regulatory agency not
answerable to any authorities other than the courts, should the legality of its acts be challenged. The NMHH
participates in managing frequencies and executes the telecommunications policies of the government. The
authority has “three entities with independent powers”: the president of the NMHH, the Media Council and
the Bureau of the NMHH. %3

The president of the authority is appointed by the prime minister for a term of nine years, and may be re-
appointed an unlimited number of times. Since 2010, the president has been Annamdria Szalai, a former
member of Fidesz and a former Fidesz-delegate in the ORTT. She appoints two vice-presidents for an
unspecified period of time, and has the power to dismiss or recall them without explanation. The president
appoints, dismisses, and recalls the deputy director generals of the Bureau of the NMHH on the proposal
of the director general of the Bureau of the NMHH.** The Bureau supports the work of the president, the

vice-presidents of the authority, the Media Council, and the members of the Media Council .

The Media Council of the Authority (Nemzeti Média- és Hirkizlési Hatdsdg Médiatandcsa) is a legal entity
reporting to Parliament, and the successor of ORTT. The president and the four members of the Media
Council are elected by “a two-thirds majority of the votes of MPs present” for a tenure of nine years. The
members are nominated by an ad hoc nominating committee of parliament by unanimous vote. If the
nominating committee cannot recommend four member candidates to the Media Council, there is a second
nominating round and if the second round fails too, a new nominating committee must be set up. The ratio
of the votes of the members of the nominating committee is weighted according to the proportion of the

parliamentary parties.*

Based on the parliamentary decree concerning the nominating committee, each party can delegate one
member to the nominating committee, appointed by the leaders of the parliamentary parties. The committee’s

president is appointed by the governing party or parties, and the vice-president by the opposition parties.

402. Act C of 2003, Art. 9, 14, 17.

403. Act CLXXXV 0f 2010, Art. 109.

404. Act CLXXXV 0f 2010, Art. 111, para 2, 3, 5.
405. Act CLXXXV 0f 2010, Art. 139.

406. Act CLXXXV of 2010, Art. 123, 124.
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There is no parliamentary debate before electing the members of the committee. The nominating committee
can be formed and the nomination process can be initiated without the participation of all parliamentary

parties, but the ratio of the votes remains intact.*””

Following the July 2011 amendment to the media regulation, the nine-year tenure of the president and the
members of the Media Council can be extended—in effect indefinitely—if the parliamentary parties at the

time either renominate them or cannot select the new nominees.®

The appointed president of the NMHH automatically becomes the presidential candidate for the Media
Council. The president and the members of the Media Council can be re-appointed if their mandates have

not been terminated due to conflict of interest, dismissal, or expulsion. The duration of the mandate of the
President of the Media Council is linked to that of the NMHH President, so if the mandate of the NMHH

President ends, so does his or her mandate as President of the Media Council %

The NMHH’s financial resources are: concession fees for frequencies, and other fees paid to the authority for

supervisory activities. The national assembly decides upon the “integrated budget” of the authority.*!°

e Media Service Promotion and Asset Management Fund (Médiaszolgdltatds-tamogaté és Vagyonkezeld Alap)
is the successor to the ORTT’s Broadcasting Fund. This new fund’s financial resources are: media service fees,
tender fees, penalties and compensations levied for breaching broadcasting contracts, fines, public service
contributions, surplus frequency fee amounts, subsidies from the central government budget, proceeds from
the disposal of assets and from commercial activities, interest and voluntary payments. The main task of the
Fund is to support public service broadcasting, the production of public service programs, the Public Service

Foundation, and community media outlets. The Fund is operated by the Media Council.*"

Both the old and the new structures allowed for political domination of the media authorities. But, as
the media researcher Péter Bajomi-Ldzdr notes: “the old structure provided for a multi-party supervisory
mechanism in which no party had exclusive discretionary powers and the various parties’ representatives
could mutually limit one another’s efforts to enforce their particular interests. The new structure allows for
a one-party supervisory mechanism in which the opposition parties cannot exert any influence on the work of
the media regulatory authorities.” As a result, he adds, “it is at best questionable whether the new institutional
framework will be capable of acting as a buffer between the media and the government to eliminate political

pressure on the media, including the internet.”*

407. Parliamentary decree 81/2010 (IX. 15.) on the setting up of an @4 hoc nominating committee for the members of the National Media and
Infocommunications Authority.

408. Act CLXXXV 0f 2010, Art. 216, para 8.
409. Act CLXXXV 0f 2010, Art. 125, para 3.
410. Act CLXXXV 0f 2010, Art. 134, para 2, 4.
411. Act CLXXXV of 2010, Art. 136.

412. Péter Bajomi-Ldzdr, personal interview, 7 February 2011.
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As reported in earlier sections, all major international stakeholders, from the OSCE to the European
Commission, expressed their concerns about the new media regulation, especially about the media regulatory
authority (see Section 7.1.2.1). In Hungary, local non-governmental organizations (HCLU and Amnesty
International Hungary) and citizen grassroots movements also protested against the 2010 media regulation

(see section 3.2.1).

7.2.3 Digital Licensing

Licensing in the analog era was regulated by Act I of 1996. The general tender conditions were announced
by the ORTT, first as a draft and then at public hearings. The tender for a frequency could specify a certain
ratio of public service programs that were to be aired in order to serve national, ethnic and other minority
needs. The ORTT could also allow a non-profit company owned by the self-governments of the national and
ethnic minorities to provide weekly broadcasting of between four and eight hours weekly without a tender, if

the needs of national and ethnic minorities were not met elsewhere.*!?

The ORTT decided upon the bids” formal and substantive requirements.*'* The broadcasting rights were
valid for 10 years for television channels, and seven years for radio stations. These terms could be extended

once more for a further five years without a tender.*”

The former regulation of licensing was often abused, as in the case of the licensing of the national commercial
television channels in 1996*'¢ and the tender for the national radio frequencies in 2009 (for details see section
6.1.2).

According to the new media regulation, in order to provide “public duties” the authority can license a
company to broadcast without a tender procedure up to three years, public duties being “media service
provision in the event of a natural catastrophe affecting a sizeable proportion of the country,” an industrial
accident, or “serving a community’s special educational, cultural, information needs, or needs associated with
a specific event affecting the given community.” The analog broadcasting rights gained by winning a tender
are valid for 10 years for audiovisual media services, and seven years for radio stations. These terms can be

extended once only for an additional five years without a tender.*"”

The Media Council asks the Bureau to draw up frequency plans before announcing a tender. The Media
Council prepares a draft tender call, organizes a public hearing and, based on the comments and proposals,
decides on the final version of the tender announcement. The invitation to the tender includes among other
things the objective of the tender, the fundamental rules of the procedure, the minimum amount of the

media service provision fee, the evaluation criteria, and possibly the following:

413. Act 1 of 1996, Art. 91, 93, 94, 95.
414. Act I of 1996, Art. 98.

415. Act 1 0of 1996, Art. 107.

416. Bajomi-L4zdr 2005, p. 816.

417. Act CLXXXV 0f 2010, Art. 48.
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* a predefined ratio of public service programs;
= aratio of programs on subjects related to public life or facilitating local daily events;
= a predefined extent of service to national and ethnic minorities and other minority needs;

* an obligation to provide news services.

The bid must include, among other things, data on the bidder, a statement on the ratio of any direct or
indirect share in other media services, basic data on the planned media service, the minimum amount of
time allotted for public service programs, and regular news and programs to satisfy the needs of the national
and ethnic minorities etc. The Media Council examines whether the bid meets its substantial and formal
requirements, and if a document is missing, the bidder has 15 days to make the submission.*'® The bid is

invalidated if it does not meet the substantial and formal requirements or if it is judged to be unrealistic."”

The evaluation process is based on the principles listed in the tender announcement, which includes the
stipulation that “the evaluation principles shall be transparent, free from discrimination and proportionate.”

The winner of the tender is determined by a decision by the Media Council .

The previous system of licensing was neither legally nor ethically fair, as indicated by the examples of national
commercial broadcasters cited earlier (sections 5.7.2 and 6.1.2). The new system of licensing already showed
its deficiencies (lack of transparency in the tender applications,) as the debated decision of Klubridid’s ex-
frequency indicates (see section 5.1.2). The abuse of the system is almost inevitable under both the previous
and current regulation; the allocation criteria are not specified in the media regulation. Thus it is up to the
Media Council to define allocation criteria, meaning the regulation leaves room for arbitrary and unfair
decisions—or at least it leaves room for suspicion, especially in the (always) heated political situation arising

from the cleavages in society.

7.2.4 Role of Self-regulatory Mechanisms

The major media outlets in Hungary have codes of ethics. A journalist may also observe the codes of journalists’
associations, if he or she is a member. The four Hungarian journalists’ associations*' have created a joint code

of ethics, but it does not provide procedures for handling complaints.**

The Association of Hungarian Journalists (Magyar Ujsa’gz’ro’k Orszdgos Szovetsége, MUOSZ) also has a more

detailed code of ethics of its own.*” If a reader has a complaint, he or she may submit it to the MUOSZ

418. Act CVII of 2011 introduced stricter regulation for the frequency allocation process.
419. Act CLXXXV of 2010, Art. 49, 50, 52, 56, 57, 59, 60, 62.
420. Act CLXXXV 0f 2010, Art. 60, 61, 62.

421. Association of Hungarian Journalists (Magyar Ujsdgirék Orszdgos Sziversége, MUOSZ), Community of Hungarian Journalists (Magyar Ujsdgirok
Kozdssége, MUK), Hungarian Catholic Association of the Press (Magyar Katolikus (‘/j:dgz'rék Szovetsége), Press Union (Sajtdszakszervezet).

422. “Etikai kédex” (Code of Ethics), 2003. See http://muk-press.hu/?page_id=26 (accessed 2 February 2011).
423. “Ujsagiréi Etikai Kédex” (Journalist Code of Ethics), MUOSZ. See http://muosz.hu/kodex.php?page=etikai (accessed 2 February 2011).
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Ethics Committee. If the article’s author is a MUOSZ member, the Ethics Committee may impose sanctions;

if the author is not a member, the body can only issue a non-binding opinion.**

So far the only self-regulatory code of ethics specifically for online media outlets is that of the Hungarian
Association of Content Providers (Magyar Tartalomszolgdltatok Egyesiilete, MTE), which combines the
market-leading news websites. If the provisions of the code are breached, the organization can impose a
sanction on its member, for example demanding that the sanctioned member reimburse the claimant for the
procedural costs of filing the claim, or it can exclude the member from the association. MTE’s decisions can

be appealed in case of infringement of procedural rules.”

The new media regulation stipulates that the Media Council should co-operate with professional self-
regulatory organizations and other alternative mediatory forums of media outlets under the control of the
Media Council. This is to ensure the “effective realization” of the principles of the media regulation, to
“promote voluntary legal compliance” and to make the law enforcement system more flexible. The Media
Council may sign a “public administrative agreement” with the self-regulatory body; the agreement must
contain a code of conduct. The self-regulatory body may decide on procedures, but the Media Council
monitors whether this decision complies with the agreement.**® Since the introduction of the 2010 media
regulation the NMHH has signed such public administrative agreements with the MTE, the Advertising
Self-regulatory Body (Onszabilyozi Reklim Testiilet, ORT), the Association of Hungarian Publishers (Magyar
Lapkiaddk Egyesiilete, MLE), and the Association of Hungarian Electronic Broadcasters (Magyar Elektronikus
Miisorszolgdltaték Egyesiilete, MEME).%?

7.3 Government Interference

Most of the examples of state interference listed in this sub-section are not associated with digitization, in the
sense that interference existed prior to digitization, and therefore will likely continue to exist in the digital

media market.

7.3.1  The Market

There are several instances of state interference that distort the media market. First, state advertising funds are
usually spent in media outlets favored by the government of the day; most of the funds get shifted from some

media outlets to others after every election (see section 6.2.1). Second, the media regulatory authority decides

424. P. Bajomi-Lazdr and K. Kertész. Media Self-Regulation Practices and Decriminalization of Defamation in Hungary, in Freedom of Speech in South
East Europe: Media Independence and Self-Regulation, 2007, .ed. Kashumov, Alexander. Sofia: Media Development Center, pp. 160-190.

425. MTE, Code of Content Providing. Regulation of Operations, Ethics and Procedures with Respect to Content Providing, Issued by the Hungarian
Association of Content Providers, 2001. See http://www.mte.hu/dokumentumok/mte_kodex_eng.doc (accessed 2 February 2011).

426. Act CLXXXV 0f 2010, Art. 125, para 3.

427. G. Raskd, Hungary. Co-regulatory agreements between the Hungarian media self-regulatory bodies and the media authorities. IRIS, 2011-9:1/23. See
htep://merlin.obs.coe.int/iris/2011/9/article23.en.html (accessed 5 January 2012).
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which outlets will be supported via the Media Service Promotion and Asset Management Fund (see section
7.2.2). Prior to the new media regulation, the ORTT’s Broadcasting Fund distributed the resources, and as
every parliamentary party could delegate somebody to the ORT'T, the influence of party representatives was
balanced. Under the new regulation, the one-party media authority’s Fund decides which media outlets will
receive support. Third, the new media regulation allows the Media Council to impose heavy fines on media

outlets, which could paralyze the outlets’ operations.

Finally there is the issue of a “media service provision fee” paid by linear media services to the media authority.
The media law expert Mdrton Nehéz-Posony points out that the 2010 media regulation does not exclude
radio and television transmitted on the internet from this fee. However, as they do not use frequencies “that
looks very much like a tax,” he said. The fee is determined by the media authority.**® It is a question whether

this is an intended concept in the law or a codification mistake.

7.3.2 The Regulator

Current sources of likely abuse are the political allegiances of the media regulatory authority. The members of
the Media Council only represent the dominant governing party, so the “checks and balances” of the former
system have disappeared. As noted in section 7.2.3, the regulatory authority has ample room for making
arbitrary calls for tenders, as frequency allocation criteria are not specified in the media regulation. However,
no national frequencies have been allocated since the introduction of the 2010 media regulation. The tender
for the 95.3 MHz frequency at Budapest indicates that the system lacks transparency, thus it cannot be

objectively analyzed.

7.3.3 Other Forms of Interference

There is no record of state interference arising from state authorities exerting extra-legal pressure on the media.
Tamds Bodoky argued that most of his investigative reports published on /ndex.hu “remained unnoticed,
because there was no interest in keeping the issue on the table in the politically controlled mainstream
press”*? (see section 4.2.2). The most recent representative research conducted among journalists by the
sociologist Mdria Vésdrhelyi in 2006, which included a survey on the attempts to exert pressure by economic
and political means, revealed the following results (no specific examples were discussed; only the existence of

such pressures).

428. M. Nehéz-Posony, The Hidden Treasures of Hungarys Media Legislation, Seemo.org. See http://www.seemo.org/hungary/publicpersons/public-
personsl1.html (accessed 23 October 2011).

429. T. Bodoky, From Endangered to Extinct, 25 January 2011. See http://www.tol.org/client/article/22117-from-endangered-to-extinct.html (ac-
cessed 4 March 2011).

94 MAPPING DIGITAL MEDIA HUNGARY



Table 19.

Pressure on journalists working for different types of media outlets (as % of respondents)

Frequency Daily Weekly Online site Radio Television Average
Attempts to apply ...never 40 60 66 61 45 57
political pressure
...rarely 48 37 27 37 46 37
...frequently 12 3 7 2 9 6
Attempts to apply ...never 39 65 59 73 54 59
economic pressure
...rarely 50 30 34 24 44 35
...frequently 1 5 7 3 2 5

Note: (N=940)
Source: Visérhelyi, 2006.%°

As Table 19 shows, in 2006 journalists on daily newspapers were in the most difficult situation, followed by
journalists at television channels, while online journalists experienced significantly less pressure. Attempts
to exert pressure were successful to an extent: 53 percent of those who replied (59 percent responded to this
question) claimed that political pressure/exertion was partly or completely successful; while 73 percent of
those who replied (37 percent responded to this question) said that economic pressure/exertion was partly or

completely successful.*!

Local authorities exert pressure on journalists of local media outlets that are financed by the local authority
itself. It is “almost natural” that the journalists are working according to the expectations of the authority.*

(See section 6.1.3.)

Jédnos Dési, a journalist with the leftist daily Népszava, mentioned an example of extra-legal pressure that
is impossible to prove. “The advertisers from the private sector disappeared. On one hand because they
don’t have money, on the other because—and it is difficult to prove—Dbut if someone wants to advertise [at
Népszava), a nice female voice calls that company: “a tax investigation would be very embarrassing....”, and

they don’t even actually have to tell the tax authority, word spreads. But I can never prove this.”**

430. M. Visérhelyi, Foglalkozdsa: #jsdgiré (Profession: journalist), Magyar Ujsgirék Orszdgos Szovetsége, Budapest, 2007, p. 84 (hereafter Visérhelyi
2006).

431. Visérhelyi 2006, p. 85.

432. D. Matalin, “Politikailag megosztottak, anyagilag kiszolgaltatottak a magyar jsdgirék” (Hungarian journalists are politically divided, financially
vulnerable), Nol.hu, 13 March 2010. See http://www.nol.hu/belfold/20100313-a_csavargyar_hamarosan_bezar (accessed 12 July 2011).

433. Jénos Dési, Népszava, personal interview, 23 February 2011.
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7-4 Assessments

Having a two-thirds parliamentary majority, the governing party was able to draft and accept a new media
regulation without involving parliament. There was no public consultation on the new media regulation as
a whole, the drafting process was not transparent at all: the public still does not know who wrote the 2010

media regulation.

Annamdria Szalai, the president of the NMHH and a former member of the governing Fidesz party, has been
appointed by the Prime Minister. The NMHH’s four members have been nominated and elected by Fidesz.
The new regulation has established single-party control over the media, as opposed to the multi-party control
under the previous regulation. The authority’s president and members have been appointed for a term of nine

years, compared to the four-year mandates of the president and members of the previous media authority.

Most of the provisions of the 2010 media regulation apply, without distinction, to radio stations, television
channels, print press, and online media outlets—apart from the media type-specific regulations. The new
media regulation was heavily criticized by both domestic and international media freedom organizations,
including Freedom House, the Media Freedom Representative of the OSCE, the European Commission
and the UN Special Rapporteur on the Promotion and Protection of the Right to Freedom of Opinion and

Expression.

Under the previous regulation, the internet was not regulated separately. Neither was the press subject to
regulatory supervision. In some cases, Act II of 1986 on the Press, the Civil Code and the Penal Code was

applied to articles published in online media outlets.

The public interest is not served by the 2014 digital switch-over (except for those less affluent households,
which still rely on the analog terrestrial signal and might not be able to purchase a device to receive digital
terrestrial signals). The public interest will be served to the extent that the legislator obliges digital operators

to carry the programs of public service television channels and radio stations for free.**

The introduction of the so-called “must-carry” provision of two television channels that broadcast news and
current affairs programs was a legal provision intended to enhance diversity. However, these channels happen
to be broadcasters connected to the major political parties, namely the governing Fidesz and the MSZP (The
Socialist Party, in government between 2002 and 2010).

434. Act LXXIV 0of 2007, Art. 44, para 3.
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8. Conclusions

8.1 Media Today

The independence of the Hungarian news media has been seriously endangered by the new media regulation
introduced in 2010. New regulations had been long-awaited. Since the ratification of Act I of 1996 on Radio
and Television, the media landscape had changed radically, partly due to digitization. But the new 2010
media regulation does not move towards liberalization as one might expect, given the wider range of available
media outlets. Instead, it applies similar rules to radio stations, television channels, the printed media and

online written media outlets.

The members of the Media Council of the new media regulatory authority, the NMHH, say that they are
independent. However, all of them have been nominated by the governing party Fidesz for a nine-year term.
Annamidria Szalai, the president of the Media Council and NMHH, is a former member of Fidesz. The new
authority has far wider powers than its predecessor. Its powers range from arbitrary decisions on frequency
allocation, investigation, and accessing data, to the penalization of media outlets either through heavy fines
or suspension in the case of online written media outlets. It keeps a registry of online written media outlets.
It may impose heavy fines on editorial boards, it may require a media outlet to reveal the identity of a source
thus undermining source protection and investigative journalism, and it may apply the more ambiguous
aspects of the new regulation selectively, leading to editorial self-censorship. One such example is that media
outlets must obey the rule that the media content must not harm any minorities or “any majority.” The
resulting climate of uncertainty will certainly not promote quality journalism; politically biased and advocacy

journalism, meanwhile, are expected to become even stronger.

The diversity of news media may be affected in the future, as the one-party Media Council, which controls
funds and spectrum allocation, has much latitude when defining the conditions of tender invitations.
Spectrum allocation in Hungary has been politicized for the past 15 years. However, under the former media
regulation all parliamentary parties delegated members to the authority providing some checks and balances.

The frequency allocation is lacking transparency, which increases mistrust.
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Digitization has not affected the principles of journalism, but copy-and-paste journalism flourishes and
plagiarism is widespread on certain minor websites. Shorter news cycles and greater competition force
editorial boards to publish articles as soon as possible, leaving room for mistakes. Inaccurate information can
spread in minutes over the internet, while corrections may not reach the same audience. There is a generation
gap in internet use; younger generations tend to consume online media outlets, while older audiences prefer

traditional ones. The internet could, at least theoretically, be a forum for everyone.

In addition to politics, the economic crisis is also affecting the diversity of the news media. The advertising
market has been shrinking since 2008, causing a decrease in the revenues of print media. This, coupled with
the fact that paid circulation has also been falling, could force some media outlets to cease publication. Some
leftist media outlets may find the situation further exacerbated, as they relied heavily on advertising paid for
by state-owned companies. Since the 2010 elections brought a shift in power, they no longer receive money

from that source.

Social networks such as Facebook, and more generally Web 2.0, have enhanced multi-way communication
within society, as the messages posted there can reach a mass audience immediately and at low cost. Some
people use the internet as a primary news source, and more than a third of the population consumes news
on the social networks. Specialized information is available for those interested. Pluralism exists, as many
voices can appear in the media thanks to digitization. But extreme (especially anti-Roma) voices have been
magnified by the internet. Which voices are heard depends largely on the audience; ideas will spread to
those most receptive to them. However, opposition movements could speed up digitization and internet use
further, since the relative lack of other outlets available to them may force parties and other stakeholders to

move to online platforms.

The Hungarian media have been polarized; partisan journalism is the norm. In the political sense, media
pluralism has been achieved, given the number of outlets with different political allegiances. The remaining
media outlets tend to be apolitical, focusing on human interest and feature stories. The earlier idea of an
alleged “left-liberal media supremacy” has been dismissed with the emergence in the 2000s of a right-

conservative media grouping,.

8.2 Media Tomorrow

The digital switch-over is expected to happen on 31 December 2014 in television broadcasting. The regulation
specifies no final date for radio broadcasting. In upcoming years, more television channels and radio stations
are likely to join the digital multiplexes. The ratio of programs produced in HD or SD format is likely to

increase as more and more households will have equipment to decode the digital signal.
The number of media outlets offering applications for smart phones is expected to grow as the number of

smart phones and tablets used in Hungary continues to rise. It is still unknown what contribution these

applications will make to the total revenue of a media outlet.
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There are major questions relating to the consequences of the new media regulation as it is tested over
time. Will the Media Council impose heavy fines for violations on media outlets? If so, can these media
outlets survive in a fragile financial climate? Will the regulation’s ambiguities be clarified? Will transparency
increase in the frequency allocation? Amendments based on the critique of the European Commission were
introduced to the media regulation in February 2011. In a non-binding resolution in March that year,
the European Parliament urged the Hungarian parliament to make further modifications. The Hungarian
parliament complied by making it more restrictive, amending CLXXXV of 2010 in 196 places in July 2011,

which was followed by further modifications.
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9. Recommendations

9.1 Policy
9.1.1 Media Policy

9.1.1.1 Digital Switch-over

Issue

The target deadline for digital television switch-over is 31 December 2014, when:

i. 94 percent of the population must be able to receive the programs of the public service broadcasters via

digital terrestrial broadcasting, and

ii. devices (digital television sets and set-top boxes) must be available in retail shops.

These two conditions have already been met, but as the regulation does not set a minimum penetration ratio
for devices, that portion of the public which does not receive the TV signal through satellite or cable, and

that cannot afford the devices, will still not be ready for switch-over.

Recommendation
Parliament should set a third condition for analog switch-off to take place, defining the minimum proportion

of the population that must be able to receive a digital signal via satellite, cable or set-top box.

Also, the president of the media authority should develop, publish and publicize the scheme of subsidies for

households that cannot afford set-top boxes.

When these further conditions have been met, digital switchover can take place before 31 December 2014.
9.1.2 Spectrum Policy

9.1.2.1 Reform of Spectrum Allocation

Issue
Spectrum allocation policy is ambiguous, lacks transparency, and is subject to arbitrary interpretation by the

media authority.
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Recommendation

Parliament should amend the media regulation to establish specific and transparent criteria of eligibility,
defining the process of receiving a frequency. The tender applications should be made public after the
submission deadline—so that public scrutiny provides a check and balance function to the decision-making

the frequencies which are public goods.

Tendering, licensing and spectrum allocation should be taken out of the hands of the media authority and
given to an independent committee of experts pending a permanent solution (one option could be a lottery

with participation of candidates satisfying a set of preliminary criteria).

9.1.2.2 Spectrum Policy for Linear Media Services

Issue

By law, linear media service providers must pay a media service provision fee determined by the Media
Authority. The 2010 media regulation does not exclude radio stations or television channels operating online
from the category of media service providers, and these channels also need to pay the fee to the Authority,

even though they do not use frequencies.

Recommendation
The concept of linear media service providers should be re-defined in law to exclude radio stations and

television channels broadcasting online.

9.2 Media Law and Regulation

9.2.1 Media Regulation

9.2.1.1 Adoption of New Media Regulation
Issues

i. Like Hungarian society and its elites, much of the media are deeply divided along political lines. The
media authority is politically controlled, as its members have been appointed and elected by the ruling
party. The 2010 media regulation introduced ambiguous content provisions such as the protection of
“public morals.” Fearing heavy fines and the possible suspension of their licenses, editorial boards tend to

exercise self-censorship.

ii. The 2010 media regulation was drafted and adopted in a non-transparent way, after minimal public

consultation with academia, professional organizations and the wider public.
iii. The 2010 media regulation imposes similar rules on all types of media outlets, regardless of their platforms.
Recommendations

i. Parliament should prepare a new media regulation in consultation with civil society, media scholars, and

professional organizations, to meet the standards of an open society.
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ii. At the very least, parliament should amend the media regulation and introduce well-defined content
provisions, consistent with international norms, ensuring that editorial boards are able to observe the

rules without facing legal ambiguities that might encourage self-censorship.

iii. Parliament should amend the current media regulation and abolish all provisions on print publications

and online outlets, as spectrum scarcity—which could justify strict regulation—is a thing of the past.

9.2.1.2 The Registry of Online Media Outlets

Issue
The 2010 media regulation introduced a registry for online media outlets. If a given outlet does not comply
with the law, as a final retaliation, it may be deleted from the registry—which means that the site must be

made inaccessible to the public.

Recommendation
This registry should be abolished. Nothing can justify the need for a registry of online media outlets. However,

online media outlets should be required to include an imprint or masthead with proprietary information.

9.2.1.3 The Elimination or Reduction of Fines on Media Outlets

Issue

The 2010 media regulation entitles the media authority to impose heavy fines on all media outlets, including
print, broadcast, and online. In the context of today’s financial and economic crisis, these fines could force
vulnerable outlets to close. The mere possibility of incurring a fine may have a chilling effect on media

independence.

Recommendation

Parliament should reduce or eliminate the fines that can be imposed.

9.2.1.4 Appointing the Media Authority Members

Issue
The 2010 media regulation enables the prime minister and the ruling party to abuse its two-thirds majority of
seats in parliament in order to nominate and elect the president and the members of the all-powerful media

authority.

Recommendation
Parliament should amend the media regulation to ensure that a multi-party nomination system prevents one-

party control and enables parties and their nominees to mutually constrain each other.

The legislator should also reduce the mandates of the media authority’s members from nine to five years,

while ensuring that the appointment system remains staggered in relation to parliamentary terms.
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9.3 Public Service in the Media

9.3.1 Independence of Public Service Broadcasters

Issue
All public service broadcasters have been united under the Media Service Funding and Asset Management
Fund, with economic efficiency given as the rationale. Their news bulletins are created centrally by the

Hungarian News Agency’s news center (and display a clear pro-government bias).

Recommendation
Parliament should amend the media law to restore the independence of the public service media outlets, and

to abolish the monopoly of the news center in supplying the public service broadcasters.

The economic independence of public service broadcasters must also be restored, and their management

must regain control over their own assets.

9.3.2 Transparency of Public Service Broadcasters

Issue

The funding and spending of public service broadcasters lacks transparency.

Recommendation

The prosecution service should investigate why some public service broadcasters, funded largely from the
state budget, publish their budgets online either incompletely and with large delays, or not at all. The Media
Service Funding and Asset Management Fund—administering the assets of the public service broadcasters
and coordinating program production—should be transparent in disclosing its sources of funding and its

spending.

The legal framework exists,”® but the implementation is lacking. Enforcement of the law would enhance the

transparency of the spending of public service broadcasters and the Fund, about which little is yet known.

9.3.3 Public Service Broadcasting in HD

Issue

Broadcasting in HD format demands considerably more spectrum than broadcasting in standard format.
As long as most public service programs are recorded in standard definition, it makes no sense to broadcast
public service television output in HD. The suspension of broadcasting in HD format would allow significant

savings of taxpayers’ money.

Recommendation
The public service broadcaster’s contract with Antenna Hungaria to broadcast in HD should be suspended

until such time as most of MTV’s programs are recorded in HD format.

435. Act XXIV 0f 2003 on the amendment to certain acts on the use of public moneys and on disclosure, transparency and increased control in regard
to the use of public property; Act XC of 2005 on the freedom of electronic information.
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9.4 Journalism

9.4.1 Source Protection

Issue

The 2010 media regulation undermines source protection and thereby harms investigative journalism.

Recommendation
Parliament should amend the 2010 media regulation to ensure that only the courts can compel journalists

to reveal their sources.

9.4.2 Independent Support for the Media

Issue
Due to the financial and economic crisis, and to digital migration, the quality press has been shrinking.
Advertising by state-owned companies and administrative units switches from one side of the political press

to the other after changes in government.

Recommendation
The Government should consider establishing legal procedures for the transparent and fair allocation of state-

funded advertising.
Independent actors (see below) should establish a press fund—in addition to the existing journalists’ awards,
grants, and scholarships—to support the publication of dailies, weeklies, and magazines and to promote

diversity and pluralism, regardless of the political preferences of the incumbent government.

To weaken the role of the state in financing the press, this fund should be financed by third parties independent

from the state, for instance as a part of private companies’ social responsibility strategy.
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