
Media 
Perception 
Index 
Bhutan’s First Citizen Survey 
2025

Journalists’ Association of Bhutan
(JAB)



Media 
Perception 
Index 
Bhutan’s First Citizen Survey 
2025

Journalists’ Association of Bhutan
(JAB)



This survey is supported by the 
Department of Media, Creative Industry 
and Intellectual Property, Ministry of 
Industry, Commerce and Employment



iMedia Perception Index: Bhutan’s First Citizen Survey 2025

Acknowledgement

The Journalists’ Association of Bhutan (JAB) expresses its heartfelt gratitude to the 
Department of Media, Creative Industry and Intellectual Property (DoMCIIP) under the 
1MRMWXV]� SJ�'SQQIVGI�� -RHYWXV]�� ERH�)QTPS]QIRX� JSV� XLIMV� KIRIVSYW� ǖRERGMEP� WYTTSVX� MR�
GSRHYGXMRK� XLI� Ƅ1IHME�4IVGITXMSR� -RHI\��'MXM^IR�7YVZI]������ƅ�8LMW�QEVOW� XLI�ǖVWX�QIHME�
perception barometer conducted in Bhutan since the liberalization of media licenses in 2006.

We are also thankful to the Center for Local Governance and Research (CLG) for their 
collaboration, which enabled JAB to conduct the survey and supervise enumerators in 14 
Dzongkhags. Their support facilitated data analysis, interpretation, and the tabulation of 
WYVZI]�ǖRHMRKW�

We extend our appreciation to the National Statistics Bureau (NSB) for granting us ‘Survey 
Clearance’ to conduct our study in 14 Dzongkhags. Our sincere thanks also go to the Director 
General of the Department of Local Governance and Disaster Management, Ministry of Home 
Affairs, and the Director of the Department of School Education, Ministry of Education and 
Skills Development, for their generous support in facilitating local administrations, teachers, 
and students during the media perception survey. Their assistance made it possible for 
enumerators and supervisors to conduct timely face-to-face interviews.

We are grateful to the presidents and faculty members of Sherubtse College, Samtse College 
of Education, College of Natural Resources, College of Science and Technology, Gedu College 
of Business Studies, and Jigme Namgyel Engineering College, as well as the faculty of Paro 
College of Education and Taktse College of Language and Cultural Studies for facilitating 
face-to-face survey interviews with their students.

Our sincere appreciation extends to all principals, teachers, and students of higher and 
middle secondary schools in the 14 Dzongkhags, as well as to all individuals, including local 
PIEHIVW��(^SRKOLEK�SǘGMEPW��GMZMP�WIVZERXW��GSVTSVEXI�ERH�TVMZEXI�IQTPS]IIW��FYWMRIWWQIR�
and women, farmers, monks, lay monks, nuns, homemakers, and taxi and truck drivers, 
who actively engaged in the media perception survey. Your contributions were crucial to the 
successful completion of this assessment within the scheduled timeframe.

We thank all our stakeholders, 12 enumerators, and six supervisors for their meaningful 
involvement in this important initiative. This achievement was made possible by the 
dedication and hard work of our enumerators and supervisors, whose perseverance ensured 
smooth data collection even in challenging conditions. Together, we are shaping a more 
informed and vibrant media landscape in Bhutan, contributing to the strengthening of 
democracy.



ii Media Perception Index: Bhutan’s First Citizen Survey 2025

Abbreviations

BBS Bhutan Broadcasting Service
BMF Bhutan Media Foundation
BICMA Bhutan InfoCom and Media Authority
CLGR Centre for Local Governance and Research
CLCS College of Language and Culture Studies
CNR College of Natural Resources
CST College of Science and Technology
DoMCIIP Department of Media, Creative Industry and Intellectual Property
GNH Gross National Happiness
JAB Journalists’ Association of Bhutan
JNEC Jigme Namgyel Engineering College
MoICE Ministry of Industry, Commerce and Employment
MPI Media Perception Index
NC National Council of Bhutan
NSB National Statistics Bureau
NYAB National Youth Association of Bhutan
OTT Over-the-Top
RGoB Royal Government of Bhutan
RSF Reporters Without Borders
SCE Samtse College of Education
SMS  Short Message Service
TV Television
X Formerly Twitter
WPFI  World Press Freedom Index



iiiMedia Perception Index: Bhutan’s First Citizen Survey 2025

Contents

Acknowledgement................................................................................................................................ i
Abbreviations .........................................................................................................................................ii
Executive Summary ............................................................................................................................ 1
1.  Bhutan’s Media Background .................................................................................................. 4
2.  Bhutan’s Press Freedom Ranking  ........................................................................................ 8
3.  Objectives of MPI ..................................................................................................................... 8
4.  Methodology ............................................................................................................................. 9
5.  Limitations ..............................................................................................................................12
6.  Respondent Distribution .......................................................................................................13
7.  Respondent Demographics .................................................................................................15
8.  Print Media Consumption ....................................................................................................24
9.  Broadcast Media Consumption ..........................................................................................26
10. Media Consumption Language ...........................................................................................30
11. Media Use for Entertainment ..............................................................................................39
12. Primary Reasons for Using Media ......................................................................................41
13. Social Media Platforms Used  .............................................................................................44
14. Expenditure on Media Subscriptions .................................................................................47
15. Important Topics from Respondents for Bhutanese Media to Cover .........................49
16. Satisfaction with the Bhutanese Media.............................................................................53
17. Satisfaction Level Across Different Societal Sectors with Media Reporting .............55
18. Representation of Views of the Bhutanese People by the Media ................................58
19. Media’s Coverage of Diversity of Perspectives ................................................................66
20. Engagement with News Content ........................................................................................68
21. Cross Tabulation for Trust in Media ...................................................................................72
22. Education and Trust in Bhutanese Radio ..........................................................................74
23. Education and Trust in Bhutanese Newspapers .............................................................76
24. Education and Trust in the News Reports from Online/Website (General) ................80
25. Education and Trust in the News Reports from social media (for News)  .................82
26. Media Sources and Credibility .............................................................................................86
27. Top Three Preferred Bhutanese Media ..............................................................................97
���� &LYXERIWI�1IHME�-RǗYIRGI�SR�4YFPMG�3TMRMSR ............................................................. 105
���� 1IHME�-RǗYIRGI�SR�0ERKYEKI��(VIWW��&ILEZMSYV�ERH�%XXMXYHI .................................. 111
30. Respondent and Children  ................................................................................................. 118
31. Negative Effects from Internet/Mobile Phone Use by Children ................................. 124
32. Radio Listening in Bhutan ................................................................................................. 127
33. Overall Perception of Media in Bhutan ........................................................................... 133
34.  Way Forward for Bhutanese Media  ................................................................................ 141
Conclusion ....................................................................................................................................... 145
References ....................................................................................................................................... 146
Annexures ........................................................................................................................................ 147



iv Media Perception Index: Bhutan’s First Citizen Survey 2025iv Media Perception Index: Bhutan’s First Citizen Survey 2025

List of Figures
Figure 1 Respondent Distribution (Urban/Rural) Chart ..............................................................13
Figure 2 Gender of Respondents ....................................................................................................15
Figure 3 Age Distribution of Respondents ....................................................................................15
Figure 4 Marital Status of Respondents .......................................................................................16
Figure 5 Education of Respondents ...............................................................................................17
Figure 6 Occupation of Respondents ............................................................................................18
Figure 7 Estimated Monthly Family Income ................................................................................20
Figure 8 Estimated Monthly Family Expenditure .........................................................................21
Figure 9 Access to Own Mobile Phone .........................................................................................22
Figure 10 Access to Internet on Phone or at Home ...................................................................23
Figure 11 Print Media Consumption ..............................................................................................24
Figure 12 Broadcast & Streaming Media Use ..............................................................................26
Figure 13 International Media Consumption ...............................................................................28
Figure 14 Bhutanese Television & Languages .............................................................................31
Figure 15 Bhutanese Radio & Languages/Dialects ....................................................................32
Figure 16 Bhutanese Newspapers & Languages ........................................................................33
Figure 17 Online News Websites & Languages/Dialects ...........................................................34
Figure 18 Social Media & Languages/Dialects ............................................................................36
Figure 19 Media Primarily for Entertainment ...............................................................................39
Figure 20 Reasons for Using Media ...............................................................................................41
Figure 21 Types pf Phones Owned by Respondents ..................................................................43
Figure 22 Social Media Platforms Used by Respondents .........................................................44
Figure 23 Expenditure on Media .....................................................................................................47
Figure 24 Satisfaction with the Quality of Reporting by Bhutanese Media ............................53
Figure 25 Satisfaction Level with Media Reporting Across Different Societal Sectors .......55
Figure 28 Adequacy of Representation of Views of Bhutanese by Media .............................58
Figure 30 Adequacy of Representation of Views of Bhutanese by Television ......................59
Figure 31 Adequacy of Representation of Views of Bhutanese by Radio ..............................60
Figure 32 Adequacy of Representation of Views of Bhutanese by Newspapers ..................61
Figure 33 Adequacy of Representation of Views of Bhutanese by Websites ........................63
Figure 34 Adequacy of Representation of Views of Bhutanese by Movies/Films ................64
Figure 35 Coverage of Perspectives ..............................................................................................66
Figure 36 Media Engagement and Frequency .............................................................................68
Figure 37 Trust in News from Different Media Sources.............................................................69
Figure 38 Trust in News on Television ...........................................................................................70
Figure 39 Education & Trust in Television .....................................................................................72
Figure 40 Trust in Radio ...................................................................................................................73
Figure 41 Education & Trust on Radio ...........................................................................................74
Figure 42 Trust in Newspapers .......................................................................................................75
Figure 43 Education & Trust in Newspapers ................................................................................76
Figure 44 Trust in Indian Television ...............................................................................................77
Figure 45 Trust in Other Foreign Television ..................................................................................78
Figure 46 Trust in Online/Websites ................................................................................................79
Figure 47 Education & Trust in Online News/Websites .............................................................80
Figure 48 Trust in Social Media for News .....................................................................................81



vMedia Perception Index: Bhutan’s First Citizen Survey 2025 vMedia Perception Index: Bhutan’s First Citizen Survey 2025

Figure 49 Education & Trust in Social Media for News ..............................................................82
Figure 50 Most Preferred Source for News ..................................................................................83
Figure 51 Most Preferred Source of News & Perceived Bias ....................................................84
Figure 52 Media Sources & Credibility ...........................................................................................86
Figure 53 Credibility of BBS Television ..........................................................................................87
Figure 54 Credibility of BBS Radio ..................................................................................................88
Figure 55 Credibility of Kuensel Newspaper ................................................................................89
Figure 56 Credibility of The Bhutanese Newspaper ...................................................................90
Figure 57 Credibility of Business Bhutan Newspaper ................................................................91
Figure 58 Credibility of Bhutan Times Newspaper .....................................................................92
Figure 59  Credibility of Bhutan Today Newspaper .....................................................................93
Figure 60 Credibility of Gyalchi Sarshog Newspaper .................................................................94
Figure 61 Credibility of The Journalist Newspaper .....................................................................95
Figure 62 Credibility & Independence from Political/Commercial Interests ..........................99
Figure 63 Credibility & Breaking News ....................................................................................... 100
Figure 64 Credibility & Accuracy of Facts .................................................................................. 101
Figure 65 Credibility & Clear/Unbiased Language ................................................................... 103
*MKYVI����1IHME�-RǗYIRGI�SR�4YFPMG�3TMRMSR ........................................................................... 105
*MKYVI����1IHME�-RǗYIRGIW�SR�0ERKYEKI��(VIWW��&ILEZMSYV�
�%XXMXYHI .............................. 111
*MKYVI����1IHME�-RǗYIRGI�SR�0ERKYEKI .................................................................................... 112
*MKYVI����1IHME�-RǗYIRGI�SR�(VIWW ........................................................................................... 113
*MKYVI����1IHME�-RǗYIRGI�SR�&ILEZMSYV ................................................................................... 115
*MKYVI����1IHME�-RǗYIRGI�SR�%XXMXYHI ....................................................................................... 116
Figure 72 Respondents with/without Children ......................................................................... 118
Figure 73 Children of Respondents with Mobile Phone Access ........................................... 119
Figure 74 Children of Respondents with Internet Access ...................................................... 120
Figure 75 Daily Internet Use for Non-education Purposes by Children ................................ 122
Figure 76 Radio Listening ............................................................................................................. 127
Figure 77 Devices Used for Radio Listening ............................................................................. 128
Figure 78 Preferred Radio Stations ............................................................................................. 129
Figure 79 Preferred Locations to Listen to Radio ..................................................................... 130
*MKYVI����-RǗYIRGI�SJ�6EHMS�SR�0MJIWX]PI................................................................................... 131
Figure 81 Overall Media Perception ............................................................................................ 133
Figure 82 Dzongkhags & Media Perception .............................................................................. 134
Figure 83 Urban/Rural Setting & Media Perception ................................................................. 135
Figure 84 Gender & Media Perception ........................................................................................ 135
Figure 85 Age & Media Perception .............................................................................................. 136
Figure 86 Age & Mean Perception Scores ................................................................................. 137
Figure 87 Marital Status & Media Perception ........................................................................... 137
Figure 88 Education & Media Perception ................................................................................... 138
Figure 89 Occupation & Media Perception ................................................................................ 139
Figure 90 Family Income & Media Perception .......................................................................... 139
Figure 91 Family Expenditure & Media Perception .................................................................. 140



vi Media Perception Index: Bhutan’s First Citizen Survey 2025vi Media Perception Index: Bhutan’s First Citizen Survey 2025

List of Tables
Table 1 Dzongkhags Surveyed ........................................................................................................13
Table 2 Respondent Distribution (Urban/Rural) ..........................................................................14
Table 3 Gender of Respondents .....................................................................................................15
Table 4 Age Distribution of Respondents .....................................................................................16
Table 5 Marital Status of Respondents .........................................................................................16
Table 6 Education of Respondents ................................................................................................17
Table 7 Occupation of Respondents .............................................................................................18
Table 8 Estimated Monthly Family Income ..................................................................................20
Table 9 Estimated Monthly Family Expenditure ..........................................................................21
Table 10 Access to Own Mobile Phone .........................................................................................22
Table 11 Access to Internet on phone /at home .........................................................................23
Table 12 Print Media Consumption ...............................................................................................24
Table 13 Broadcast & Streaming Media Use ...............................................................................26
Table 14 International Media Consumption .................................................................................28
Table 15 Media Consumption & Languages ................................................................................30
Table 16 Bhutanese Television & Languages...............................................................................31
Table 17 Bhutanese Radio & Languages/Dialects ......................................................................32
Table 18 Bhutanese Newspaper & Languages ............................................................................33
Table 19 Online News Websites & Languages/ Dialects ...........................................................34
Table 20 Social Media & Languages/Dialects .............................................................................36
Table 21 Other Languages in Media Consumption ....................................................................37
Table 22 Media Primarily for Entertainment ................................................................................39
Table 23 Reasons for Using Media ................................................................................................41
Table 24 Types of Phones Owned by Respondents ...................................................................43
Table 25 Expenditure on Media ......................................................................................................47
Table 26 Satisfaction Rating on Quality of Reporting by Bhutanese Media ..........................53
Table 27 Satisfaction with Media Reporting Across Different Societal Sectors ...................55
Table 28 Non-users of Media ..........................................................................................................57
Figure 29 Adequacy Rating of Representation of Views of Bhutanese by Media ................58
Table 31  Adequacy Rating of Representation of Views of Bhutanese by Television ..........59
Table 32 Figure 31 Adequacy Rating of Representation of Views of Bhutanese by Radio .60
Table 33 Adequacy Rating of Representation of Views of Bhutanese by Newspapers ......62
Table 34 Adequacy of Representation of Views of Bhutanese by Websites .........................63
Table 35 Adequacy of Representation of Views of Bhutanese by Movies/Films .................64
Table 36  Coverage of Perspectives...............................................................................................66
Table 37 Media Engagement and Frequency ..............................................................................68
Table 38  Trust Rating on News from Different Media Sources ...............................................69
Table 39 Trust in News on Television ............................................................................................70
Table 40 Education & Trust in Television ......................................................................................72
Table 41 Trust in Radio .....................................................................................................................73
Table 42 Education & Trust on Radio ............................................................................................74
Table 43 Trust in Newspapers ........................................................................................................75
Table 44 Education & Trust in Newspapers .................................................................................76
Table 45 Trust in Indian Television .................................................................................................77
Table 46 Trust in Other Foreign Television ...................................................................................78
Table 47  Trust in Online/Websites ................................................................................................79



viiMedia Perception Index: Bhutan’s First Citizen Survey 2025 viiMedia Perception Index: Bhutan’s First Citizen Survey 2025

Table 48 Education & Trust in Online News/Websites ...............................................................80
Table 50  Trust in Social Media for News .....................................................................................81
Table 51 Education & Trust in Social Media for News ...............................................................82
Table 52  Most Preferred Source for News ..................................................................................84
Table 53  Most Preferred Source of News & Perceived Bias ....................................................85
Table 54 Credibility Rating & Media Sources ...............................................................................86
Table 55 Credibility of BBS Television ...........................................................................................87
Table 56 Credibility of BBS Radio ...................................................................................................88
Table 57 Credibility of Kuensel Newspaper ..................................................................................89
Table 58  Credibility of The Bhutanese Newspaper ....................................................................91
Table 59  Credibility of Business Bhutan Newspaper .................................................................92
Table 60  Credibility of Bhutan Times Newspaper ......................................................................93
Table 61 Credibility of Bhutan Today Newspaper .......................................................................94
Table 62 Credibility of Gyalchi Sarshog Newspaper ...................................................................95
Table 63 Credibility of The Journalist Newspaper ......................................................................96
Table 64 Top Three Preferred Media .............................................................................................97
Table 65 Credibility & Independence from Political/Commercial Interests ...........................99
Table 66 Credibility & Breaking News ......................................................................................... 100
Table 67 Credibility & Accuracy of Facts.................................................................................... 102
Table 68Credibility & Clear/Unbiased Language ...................................................................... 103
8EFPI����1IHME�-RǗYIRGI�SR�4YFPMG�3TMRMSR ............................................................................. 105
8EFPI����1IHME�-RǗYIRGIW�SR�0ERKYEKI��(VIWW��&ILEZMSYV�
�%XXMXYHI ................................ 111
8EFPI����1IHME�-RǗYIRGI�SR�0ERKYEKI ..................................................................................... 112
8EFPI����1IHME�-RǗYIRGI�SR�(VIWW ............................................................................................. 113
8EFPI����1IHME�-RǗYIRGI�SR�&ILEZMSYV ..................................................................................... 115
8EFPI����1IHME�-RǗYIRGI�SR�%XXMXYHI ......................................................................................... 116
Table 75 Respondents with/without Children ........................................................................... 118
Table 76 Children of Respondents with Mobile Phone Access ............................................. 119
Table 77 Children of Respondents with Internet Access ........................................................ 120
Table 78 Daily Internet Use for Non-education Purposes by Children ................................. 122
Table 79 Radio Listening ............................................................................................................... 127
Table 80 Devices Used for Radio Listening ............................................................................... 128
Table 81 Preferred Radio Stations .............................................................................................. 129
Table 82 Preferred Locations to Listen to Radio ...................................................................... 130
8EFPI����-RǗYIRGI�SJ�6EHMS�SR�0MJIWX]PI .................................................................................... 131
Table 84 Overall Media Perception .............................................................................................. 133
Table 85 Gender & Media Perception ......................................................................................... 136
Table 86 Marital Status & Media Perception ............................................................................. 137
Table 87 Education & Media Perception .................................................................................... 138



viii Media Perception Index: Bhutan’s First Citizen Survey 2025viii Media Perception Index: Bhutan’s First Citizen Survey 2025



1Media Perception Index: Bhutan’s First Citizen Survey 2025

Executive Summary

As Bhutan transitions into a more digitally connected era, understanding how citizens 
engage with and perceive media has become increasingly critical. To respond to this need, 
the Journalists’ Association of Bhutan (JAB) conducted a comprehensive Media Perception 
Index (MPI) Survey, covering 703 respondents across 14 dzongkhags. The study explored 
access to and usage of various media platforms, public trust in the media, perceptions of 
independence and credibility, and the evolving role of both traditional and digital platforms.

8LI� ǖRHMRKW� VIZIEPIH� XLEX� &LYXERIWI�QIHME� GSRXMRYIH� XS� IRNS]� VIPEXMZIP]� LMKL� PIZIPW� SJ�
public trust. Average credibility ratings ranged between 3.32 and 3.86 on a scale from 1 (very 
negative) to 5 (very positive), with television (TV) standing out as the most trusted format. 
BBS Television Channels 1 and 2 remained the most widely consumed media platforms. 
Channel 1 was watched daily by 7% and several times a week by 36% of respondents, while 
Channel 2 followed closely with 6% daily and 31% accessing it several times a week. Overall, 
over 60% of respondents engaged with BBS TV on a weekly or more frequent basis.

In contrast, the national OTT platform Samuh showed limited reach, with only 1% of 
VIWTSRHIRXW�VITSVXMRK�HEMP]�YWI�ERH��	�EGGIWWMRK�MX�WIZIVEP�XMQIW�E�[IIO��%�WMKRMǖGERX���	�
reported never using Samuh, and 15% cited unavailability or a lack of awareness regarding 
the platform. Local cable television was moderately used, with 3% reporting daily viewership 
and 11% engaging several times a week. However, 47% indicated they never used it, and 14% 
reported being unaware of or lacking access to it.

Radio, once a key information source in Bhutan, registered notably low usage. BBS Radio had 
only 1% daily listeners and 4% reporting listening several times a week, with 52% indicating 
they never used it. Other FM stations, including Kuzoo FM, Radio Valley, Centennial Radio, 
and Community Radio, recorded even lower engagement. Daily use for these stations ranged 
from 0% to 1%, while non-usage rates were considerably high: 60% for Kuzoo FM, 67% for 
Radio Valley, 73% for Centennial Radio, and 75% for Community Radio. Additionally, between 
16% and 20% of respondents reported either not using or being unaware of these stations.

Newspaper readership in Bhutan demonstrated considerable variation across different 
publications. Kuensel emerged as the most widely accessed newspaper, with 39% of 
respondents reporting weekly readership; however, 32% indicated they never read this 
publication. The Bhutanese showed the most dedicated readership, with 11% reporting 
that they read it multiple times a day. Conversely, 34% of respondents stated they never 
read The Bhutanese, and an additional 16% were either unaware of its existence or lacked 
access. Mid-tier engagement was observed for Business Bhutan, Bhutan Times, and 
Bhutan Today, which recorded weekly readership rates ranging from 20% to 30%. These 
publications also experienced relatively high non-readership, with rates between 36% and 
43%. In contrast, The Journalist and Gyalchi Sarshog had the lowest reach, with only 1-2% 
of respondents reporting daily readership, and nearly 50% indicating they never read these 
TYFPMGEXMSRW��8LIWI�HMWXMRGX�TEXXIVRW�LMKLPMKLXIH�WMKRMǖGERX�HMWTEVMXMIW�MR�EGGIWW��E[EVIRIWW��
and perceived relevance across Bhutan’s print media landscape. These challenges in print, 
however, were concurrent with a broader digital disruption that was reshaping the entire 
Bhutanese media landscape. Social media has become the dominant information source 
for many, surpassing traditional formats like print and television. This shift suggests that 
XVEHMXMSREP�QIHME�SYXPIXW��WYGL�EW�RI[WTETIVW�ERH�XIPIZMWMSR��EVI�PSWMRK�MRǗYIRGI�ERH�VIEGL��
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potentially facing gradual obsolescence, much like trends seen worldwide. The rise of social 
media highlights a preference for instant, accessible, and interactive content, attracting a 
FVSEHIV�ERH�QSVI�HMZIVWI�EYHMIRGI�ʓ

8LI� MQTPMGEXMSRW�SJ� XLMW�GLERKI�EVI�WMKRMǖGERX�JSV�QIHME�WXEOILSPHIVW�ERH�TSPMG]QEOIVW��
There is a clear need to adapt to new communication channels, improve digital literacy among 
citizens, and develop strategies to ensure the dissemination of credible and responsible 
information in the digital age. However, despite its widespread use, trust in social media 
remained low, revealing a substantial gap between the popularity of digital platforms and 
their perceived credibility.

The survey also showed that media played a powerful role in shaping language use, cultural 
expression, and behaviour. More than half of the respondents acknowledged that media 
affected how they spoke, dressed, and behaved. This illustrated a broader cultural shift 
MRǗYIRGIH�F]�KPSFEP�I\TSWYVI�ERH�HMKMXEP�GSRXIRX��TEVXMGYPEVP]�EQSRK�XLI�]SYXL��;LMPI�XLIWI�
changes can offer new learning opportunities, they also raise concerns about the dilution of 
traditional Bhutanese values as well as adoption of new ones.

Misinformation, media bias, and limited independence surfaced as recurring concerns. 
%PXLSYKL�VIWTSRHIRXW�KIRIVEPP]�I\TVIWWIH�GSRǖHIRGI�MR�XLI�GVIHMFMPMX]�SJ�&LYXERIWI�QIHME��
the presence of such concerns underscores the need to strengthen journalistic standards 
and promote media literacy to ensure more responsible media production and consumption.

The survey paid particular attention to youth and children’s digital habits. Data showed 
[MHIWTVIEH�EGGIWW�XS�QSFMPI�TLSRIW�ERH�XLI�MRXIVRIX�[LMGL�SJJIVIH�WMKRMǖGERX�FIRIǖXW�MR�
terms of education and connectivity. Simultaneously, it also indicated a median daily use of 
1 to 2 hours for non-educational purposes by over 31% of children. Many parents expressed 
concerns about excessive screen time and its ill effects on physical and mental wellbeing. 
These concerns included addiction, distraction from academic responsibilities, exposure to 
harmful or inappropriate content, and called for urgent action in the form of digital literacy 
education, parental guidance programmemes, and clear content regulation policies.

Differences in media perception were also noted across demographic groups. Rural 
respondents generally expressed more favourable views of media than their urban 
counterparts. Women were more likely than men to hold positive perceptions, and divorced 
or widowed individuals rated media more favourably compared to others. Interestingly, 
those with no formal education were more likely to express strong approval of the media, 
while those with higher education levels tended to offer more critical assessments. No major 
differences were found across age groups or occupational categories.

The consumption patterns across different media formats paint a mixed picture. BBS 
Channels 1 and 2 remain the most frequently used platforms, with over 60% of respondents 
engaging with them daily or several times a week. Samuh and local cable television recorded 
moderate weekly use of around 2%, while nearly half of respondents never used them. FM 
radio stations such as Kuzoo, Radio Valley, Centennial, and Community Radio showed 
high non-use rates ranging between 50% to 75%, indicating a low relevance compared to 
television.

When asked about media credibility, respondents rated domestic media like television, radio, 
and newspapers more favourably than foreign sources. Indian television channels and 
digital platforms, including social media and general websites, were met with much more 
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WOITXMGMWQ��8LMW� VIǗIGXW� E� KPSFEP� TEXXIVR� MR�[LMGL� TISTPI� EVI� MRGVIEWMRKP]� HITIRHIRX� SR�
digital media for information but are also more cautious about its reliability.

In summary, the MPI survey revealed a media environment in transition. Traditional platforms 
continue to anchor public trust, but digital innovation is rapidly reshaping engagement 
patterns. The average perception score of 3.81 out of 5 suggests that Bhutanese media 
is generally well-regarded. However, the differences in trust and usage across platforms 
indicate the need for strategic reforms.

To support a more robust and responsible media sector, the study recommends promoting 
culturally grounded content that balances tradition and modernity, improving journalistic 
integrity, and expanding access to regional and multilingual programmeming. It also 
highlights the importance of strengthening media and digital literacy, encouraging inclusive 
citizen engagement, and establishing regulatory frameworks to counter misinformation and 
promote independent media.

Bhutan stands at an important crossroads in its media development journey. With coordinated 
policy action, professional commitment, and active community participation, the media 
sector can play a transformative role in building an informed, resilient, and cohesive society 
prepared to navigate the complexities of the modern information landscape.

3Media Perception Index: Bhutan’s First Citizen Survey 2025
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1. Bhutan’s Media Background

Since the establishment of democracy in 2008, Bhutan’s information and communication 
PERHWGETI�LEW�I\TERHIH�WMKRMǖGERXP]��8LI�6S]EP�+SZIVRQIRX�SJ�&LYXER��6+S&
�MRMXMEXIH�XLMW�
NSYVRI]�[MXL�XLI�/YIRWIP�RI[WTETIV��[LMGL�TYFPMWLIH�MXW�ǖVWX�FYPPIXMR�MR������MR�XLI�REXMSREP�
language, Dzongkha, followed by English in 1967. Kuensel formally began weekly tabloid 
publications in 1986, catering to speakers of Dzongkha, Lhotsham, and English.

At this time, the Bhutan Broadcasting Service (BBS) radio evolved from the youth-led 
Radio NYAB (National Youth Association of Bhutan), which was founded in 1973. Initially, 
BBS primarily provided brief local and international news while focusing on entertainment 
programmeming, including music and traditional songs. For many decades, radio remained 
the preferred medium at the grassroots level due to its affordability, accessibility, and 
portability.

The introduction of television and the internet in 1999 further fuelled the growth of Bhutan’s 
media landscape. BBS began broadcasting news and entertainment programmemes. 
However, news hours remained unchanged, despite the addition of two more channels.

In 2003, mobile communications broadened the media landscape, personalising mass 
communication. The liberal licensing policy adopted by the RGoB in 2006 led to the 
emergence of private newspapers, ushering in an era of pluralism in news and viewpoints 
and resulting in the most vibrant media environment the country has ever experienced. 
8LI�WYFWIUYIRX� MRXVSHYGXMSR�SJ�TVMZEXI�VEHMS�WXEXMSRW�JYVXLIV�HMZIVWMǖIH�XLI�QIHME�WGIRI��
alongside newspapers, internet services, a national television channel, and numerous 
international cable channels.

Evolution of the Media Landscape

With the advent of parliamentary democracy, Bhutan saw the emergence of 12 newspapers, 
WM\�VEHMS�WXEXMSRW��X[S�QEKE^MRIW��ERH�E�REXMSREP�XIPIZMWMSR�RIX[SVO�F]������ʓ8LI�QIHME�[EW�
assigned a clear role in the democratic process, providing a public space for democratic 
discourse, a vital process for fostering a democratic culture. As an essential element of 
a Gross National Happiness (GNH) society, Bhutanese media were given an even greater 
mandate.

Bhutanese media were expected to be active participants in the process of change, creating 
new realities while sustaining traditional values. The Constitution of Bhutan, adopted in 
2008, guarantees “freedom of expression, freedom of media, and the right to information,” 
empowering the media to strengthen good governance, a key pillar of GNH.

Subsequent elected governments have recognised that a professional media is crucial 
for a vibrant democracy. A free and independent media is viewed as essential not only for 
advancing democracy but also for ensuring institutional accountability and transparency. 
Hence, the culture of “Meet the Press” was born in 2008 and has been practiced monthly 
between cabinet ministers and media personnel since then.

“Media - newspapers, television, radio, and the internet - must play a crucial role. I appreciate 
that while some media agencies are young and lack adequate resources, they have strived 
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to perform their duties with complete commitment. Moving forward, the media will be vital 
in keeping people well-informed and encouraging debate and participation, which are key to 
a vibrant democracy. Therefore, I have decided, through the exercise of my Royal Prerogative 
of Kidu, to strengthen media agencies so they can carry out their duties without fear or 
favour, in the interest of democracy.” His Majesty’s Parliament Address at the concluding 
ceremony of the 3rd Session of Parliament on July 30, 2009.

However, the rapid growth of media outlets has posed challenges to their sustainability. Given 
Bhutan’s small population and an even smaller audience, the proliferation of media houses 
ultimately became unsustainable. Furthermore, most media outlets were concentrated in 
Thimphu and heavily reliant on government advertising. This dependence led to the closure 
of six newspapers, three radio stations, and two magazines between 2012 and 2013. The 
remaining outlets have also experienced a high turnover of senior journalists and editors 
since then.

Today, Bhutan has seven licensed newspapers, including Kuensel’s daily publication, BBS’s 
national channels 1, 2, and 3, BBS radio, and three other radio stations, excluding community 
radios.

Broadcast Media

In Bhutan, the following licensed Information and Communication Technologies (ICT) and 
Media Service Providers are: 

Sl. 
No. 

Type  Licensees                  Coverage Launched

1 Broadcasting 
(TV) 

a) BBS 1
b) BBS 2
c) BBS 3

Nation Wide
Nation Wide
Nation Wide

1999
2012 
2021

2 Commercial 
FM Radio 

a) BBS Radio
b) Kuzoo FM
c) Centennial Radio
d) Radio Valley

Nation Wide
Nation Wide 
Thimphu
Thimphu

November 1973
1st September 2006
21 September 2008
12 April 2007

3 Community/
Campus 
Radio

a) Edi Community Radio 
(Tarayana Foundation)
b) Lhop Community Radio 
(Tarayana Foundation)
c) CST FM (Campus Radio) 
d) JNEC Campus Radio 
e) Rigzhung Lungta, College of 
Language and Culture Studies
f) Campus Sherig FM, Samtse 
College of Education 
g) Sherubtse Community 
Radio, Sherubtse College 

Dechen Pelri, 
Gelephu
Lhotukuchu, 
Dorokha, Samtse
CST Campus, 
Phuentsholing
JNEC Campus, 
Dewathang
CLCS Campus, 
Trongsa
SCE and nearby 
places
Sherubtse Campus, 
Kanglung

23 June 2016

23 June, 2016

12 July 2016
12 March 2021
12 March 2018

18 June 2020

8 May 2009

4 OTT 1. Samuh MediaTech Pvt Ltd   
2. Shangreela 
3. Songyala                                                                     
4. Educare Skill Pvt Ltd 

2020
2021  
2020      
2023 
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Print Media
Sl. 
No.

Type Licensees Language Launched

4 Newspaper 1. Kuensel 

2. Business Bhutan 
3. The Bhutanese 
4. Bhutan Times 
5. Bhutan Today 
6. The Journalist 
7. Gyalchi Sarshog 

Dzongkha & English 
(Daily)
English (Weekly)
English (Weekly)
English (Weekly)
English (Weekly)
English (Weekly)
Dzongkha (Weekly)

1965 & 1967

26 September 2009
21 February 2012
1 April 2006
30 October 2008
20 December 2009
12 November 2011

Name of the Magazine Location Launched
5 Magazine Bhutan Observer Focus

1. Yeewong Magazine
2. Bhutan Reel Stories
3. Entrepreneur Bhutan

Babesa, Thimphu
Babesa, Thimphu
Babesa, Thimphu
Semtokha, Thimphu

2016
2011
2022
2023

6 Cable Tele-
vision

1. Two MSOs
2. 92 Local Cable Operators

7 Mobile 
Operators

Bhutan Telecom Limited 
(Bmobile)
Tashi InfoCom Limited (T-cell)

Thimphu (HQ)
Thimphu (HQ)

GSM network in 2002
GSM services on April 
6, 2008

Source: BICMA (https://www.bicma.gov.bt/?page_id=539)

Social Media 

The introduction of the internet in Bhutan has transformed the media landscape, which 
continues to evolve. Historically, communication was primarily oral, relying on word of mouth. 
As literacy increased, advancements in audio-visual broadcast technology followed, leading 
to the introduction of the telegraph, radio, and television at the turn of the 20th century. A 
generation ago, Bhutanese grew up listening to oral stories; yet since 1999, a new generation 
has emerged that cannot imagine a world without television. Today, we are in the digital age, 
often referred to as the era of social media.

%GGSVHMRK� XS� XLI�2EXMSREP�'SYRGMPƅW� VIZMI[� VITSVX�SR� XLI�WXEXI�SJ�QIHME� MR������� XLI�ǖVWX�
social media platform was Six Degrees, launched in 1997, followed by several others such 
as Wikipedia (2002), YouTube (2005), Facebook (2006), WhatsApp (2009), WeChat (2011), 
and Tik Tok (2016).

%W�SJ�.ERYEV]�������&LYXER�LEH�ETTVS\MQEXIP]ʓ�������ʓWSGMEP�QIHME�YWIVW�� VITVIWIRXMRK�
over 59% of the total population. There were also 795,000 active cellular mobile connections 
in early 2025, equivalent to 100% of the total population (source: The State of Digital in 
Bhutan 2025).

A recent survey conducted by the Bhutan Media Foundation (BMF) revealed that social media 
TIRIXVEXMSR� MW�ZIV]�LMKL� MR�&LYXER��FSXL� MR� XIVQW�SJ�I\XIRWMZI�ERH� MRXIRWMZI�YWEKI�ʓ%FSYX�
��	�SJ�XLI�TSTYPEXMSR�EVI�EGXMZI�QIQFIVW�SJ�EX�PIEWX�SRI�WSGMEP�QIHMEʓTPEXJSVQ��8LI�VITSVX�
attributes this high penetration rate to widespread smartphone ownership and increased 
internet access. On average, Bhutanese spend 163 minutes daily on social media, with baby 
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boomers (ages 60+), persons with disabilities, and illiterate individuals being among the 
PIEWX�MRXIRWMZIʓYWIVW�

Social media encompasses a broad range of online interactions. Unlike traditional media 
(radio, TV, newspapers), where professionals create content for an audience, social media 
platforms allow individuals to consume, produce, and share content. This democratization of 
information enables thousands to connect instantaneously. Social media includes blogging, 
wikis, video-sharing sites like YouTube, photo-sharing sites like Flickr, and social networking 
sites like Facebook and Hi5.

As of December 2024, Bhutan had 536,800 Facebook users, which accounted for a little over 
60 % of its entire population. The majority of them were men with about 52%. A Facebook 
group functions like an online club, allowing members to contact one another and send 
mass messages to groups of up to 5,000 members. These groups are commonly used to 
promote events, causes, and political agendas.

Blogging refers to a website that features an online personal journal, where the writer shares 
VIǗIGXMSRW��GSQQIRXW��ERH�SJXIR�MRGPYHIW�L]TIVPMROW��

SMS, or Short Message Service, is a text communication feature within telephone or mobile 
communication systems, allowing users to exchange brief text messages between devices.

Spam denotes an electronic messaging system that sends unsolicited messages to 
thousands of recipients. The most common form is email spam, where advertisements 
clutter our inboxes. Instant messaging spam is also prevalent on certain mobile networks.

Twitter, now known as X, operates as a microblogging and social media platform where 
users can send messages, limited to 140 characters, known as “tweets.” Users can also 
follow others to read their tweets. Launched in 2007, Twitter can be accessed via phones 
and the Internet.

Social media create new opportunities for communities to connect, fostering civic awareness 
and engagement. Social networking sites provide a platform for individuals to express their 
opinions and discuss community issues that are often overlooked by newspapers and 
broadcast media.

-R�E�KISKVETLMGEPP]�GLEPPIRKMRK�GSYRXV]�PMOI�&LYXER��[LIVI�GSQQYRMGEXMSR�GER�FI�HMǘGYPX��
social media provides unprecedented access to information and communication, especially 
for those in remote areas. Users can engage with more media sources beyond the 
mainstream.

7SGMEP�QIHME�JEGMPMXEXI�VETMH�MRJSVQEXMSR�WLEVMRK��EPPS[MRK�MRHMZMHYEPW�XS�ǖRH�GSQQYRMXMIW�
and network easily. They are characterised by interaction, participation, and collaboration.
However, it is essential to note that while social media offer quick and powerful avenues for 
information dissemination, they do not serve as traditional news media.

7Media Perception Index: Bhutan’s First Citizen Survey 2025



8 Media Perception Index: Bhutan’s First Citizen Survey 2025

2. Bhutan’s Press Freedom Ranking 

Bhutan’s position in the World Press Freedom Index has dropped from 147th in 2024 to 152nd 
in 2025, a decline that has surprised many. The recent ranking released by Reporters Without 
Borders (RSF) on the eve of World Press Freedom Day on May 3, raises growing concerns 
about the state of press freedom in the country. Citizens, journalists, and civil society groups 
have expressed shock and disappointment, emphasizing the urgent need for reforms. 
Bhutan’s press freedom index has been steadily declining since 2021, falling from 33rd place 
in 2021 to 57th in 2022, then to 65th�MR�������ERH�ǖREPP]�XS����th in 2024, making it one of the 
steepest declines globally.

RSF indicates that while physical attacks on journalists are the most visible violations of press 
freedom, economic pressure presents a more insidious problem. The economic indicator 
in the RSF World Press Freedom Index has reached an unprecedented low, continuing its 
HIGPMRI� MR� ������ 'SRWIUYIRXP]�� XLI� KPSFEP� WXEXI� SJ� TVIWW� JVIIHSQ� MW� RS[� GPEWWMǖIH� EW� E�
ƈHMǘGYPX�WMXYEXMSRƉ�JSV�XLI�ǖVWX�XMQI�MR�XLI�-RHI\ƅW�LMWXSV]��%QSRK�XLI�ǖZI�QEMR�MRHMGEXSVW�XLEX�
HIXIVQMRI�XLI�;SVPH�4VIWW�*VIIHSQ�-RHI\�� XLI�SRI�QIEWYVMRK�XLI�ǖRERGMEP�GSRHMXMSRW�SJ�
NSYVREPMWQ�ERH�IGSRSQMG�TVIWWYVIW�LEW�WMKRMǖGERXP]�HVEKKIH�HS[R�XLI�SZIVEPP�KPSFEP�WGSVI�
in 2025. The economic indicator in the 2025 RSF World Press Freedom Index is at its lowest 
TSMRX�IZIV��JYVXLIV�GSRǖVQMRK�XLI�KPSFEP�WMXYEXMSR�EW�ƈHMǘGYPX�Ɖ

Coinciding with these developments, JAB’s review plans for the Media Landscape Rapid 
%WWIWWQIRX�KVI[�QSVI�YVKIRX�ERH�[EW�GSRHYGXIH�MR�%TVMP�������8LI�ǖRHMRKW�JVSQ�XLI�WXYH]�
further prompted a deeper study, resulting in a media perception survey that was conducted 
across 14 dzongkhags to develop the Media Perception Index 2025.

3. Objectives of MPI

The main objective was to develop a media perception index that assessed and measured 
public perceptions, opinions, and attitudes toward the media. This involved evaluating 
trust, reliability, and performance through face-to-face interviews, survey questionnaires, 
ERH�IRKEKIQIRXW�[MXL�IHYGEXMSREP�MRWXMXYXMSRW��KSZIVRQIRX�SǘGIW��ERH�FYWMRIWW�IRXMXMIW��
To facilitate this, JAB trained 12 enumerators on effective interviewing techniques prior to 
ǖIPH[SVO��WYTTSVXIH�F]�WM\�WYTIVZMWSVW�
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4. Methodology

Face-to-Face Interviews

The Media Perception Index (MPI) survey utilised a mixed-methods approach to assess 
public perceptions of the Bhutanese media landscape. Primary data collection consisted of 
a quantitative survey supplemented by desk research. A structured survey was conducted 
through face-to-face interviews using a pre-tested questionnaire to gather opinions, attitudes, 
and perceptions regarding various media platforms, including radio, television, print, internet, 
and social media. The target population included all residents of Bhutan.

According to the Bhutan Living Standards Survey 2017, the estimated adult population 
[EW� ��������� 8LI� WEQTPI� WM^I� [EW� GEPGYPEXIH� XS� IRWYVI� WXEXMWXMGEP� WMKRMǖGERGI� ERH�
VITVIWIRXEXMZIRIWW�� IQTPS]MRK� E� ��	� GSRǖHIRGI� PIZIP�� E� >�WGSVI� SJ� ������ ER� IWXMQEXIH�
proportion of 0.5, and a margin of error of 5%. This calculation indicated a required sample of 
approximately 665 respondents. To account for regional diversity and potential non-response, 
E�XEVKIX�SJ�����VIWTSRHIRXW�[EW�WIX��8LI�WEQTPMRK�HIWMKR�WXVEXMǖIH�XLI�TSTYPEXMSR�EGVSWW�
14 dzongkhags, aiming for 50 interviews per region, resulting in a total of 700 respondents. 
Within each dzongkhag, respondents were selected using a convenience sampling method.

Enumerators approached eligible individuals (aged 13 and above) in public spaces, markets, 
community centres, and other accessible locations, ensuring diversity across age, gender, 
and background while maintaining a random selection process. Twelve enumerators were 
XVEMRIH�ERH�EWWMKRIH�XS�WTIGMǖG�H^SRKOLEKW��IEGL�GSRHYGXMRK����MRXIVZMI[W��XLSYKL�WSQI�
exceeded this target. Training focused on understanding survey objectives, obtaining informed 
consent, accurately following the questionnaire, and ensuring diverse representation in their 
convenience samples.

Data Management and Analysis

Data collected through the questionnaires were systematically managed to ensure accuracy, 
GSRǖHIRXMEPMX]��ERH�IEWI�SJ�EREP]WMW��'SQTPIXIH�TETIV�FEWIH�UYIWXMSRREMVIW�[IVI�WIGYVIP]�
stored and subsequently digitized into a database, while online responses were directly 
recorded on the google form set up for the survey.

Data Entry and Cleaning

(EXE� IRXV]�[EW� IǘGMIRXP]�QEREKIH� XLVSYKL� E�+SSKPI� *SVQ��[MXL� VIWTSRWIW� JVSQ�TETIV�
WYVZI]W�IRXIVIH�ERH�GETXYVIH�MR�E�+SSKPI�7LIIX��*SPPS[MRK�ǖIPH[SVO��E�VMKSVSYW�HEXE�GPIERMRK�
process was initiated, involving comprehensive checks for inconsistencies, missing values, 
and outliers. This meticulous approach ensured the high quality and integrity of the dataset 
for subsequent analysis.
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Data Analysis

Quantitative data from closed-ended questions were analysed using descriptive statistics 
(frequencies, percentages, means, standard deviations) to summarize respondents’ 
demographics, media access, and perception levels. 

The quantitative data collected were entered, cleaned, and analysed using MS Excel. We 
employed descriptive statistics (frequencies, percentages, means, standard deviations) 
to summarize the sample’s demographic characteristics and overall media perceptions. 
Inferential statistics (e.g., chi-square tests, ANOVA) were utilised to explore relationships 
FIX[IIR� ZEVMEFPIW� ERH� MHIRXMJ]� WXEXMWXMGEPP]� WMKRMǖGERX� HMJJIVIRGIW� MR� QIHME� TIVGITXMSRW�
across various demographic groups and dzongkhags.

Qualitative Data

Responses from open-ended questions were thematically analysed to identify common 
themes, perceptions, and suggestions, providing contextual insights that complemented the 
UYERXMXEXMZI�ǖRHMRKW�

Additionally, qualitative data from open-ended questions were thematically analysed to 
TVSZMHI�HIITIV� MRWMKLXW�ERH�GSRXI\X� JSV� XLI�UYERXMXEXMZI�ǖRHMRKW��8LI� VIWYPXW�SJ� XLI�HIWO�
VIWIEVGL�[IVI�MRXIKVEXIH�XS�GVIEXI�E�GSQTVILIRWMZI�YRHIVWXERHMRK�SJ�XLI�JEGXSVW�MRǗYIRGMRK�
media perception in Bhutan.

Qualitative Desk Research

To enhance our understanding of the media landscape, we conducted desk research that 
included the following components:

• A review of the Bhutan Information, Communications and Media Act 2006 (BICMA) 
and its 2018 amendment, with a focus on content regulations, licensing, and complaint 
management.

• An examination of relevant institutional frameworks and policies pertaining to media in 
Bhutan.

• Media impact assessment on use of mainstream media for social advocacy campaign, 
2019.

• Social media landscape in Bhutan, 2020.

• An analysis of best practices and international standards regarding media perception 
indices and regulation from around the globe. For instance, Rwanda Media Barometer 
2021; Thinking about the media: A review of theory and research on media perceptions, 
media effects perceptions, and their consequences published by University of Wisconsin, 
Madison, in 2017.
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• An analysis of best practices and international standards regarding media perception 
indices and regulation from around the globe. Throughout the survey design and 
implementation process, we consulted with the NSB to ensure methodological rigor and 
compliance with national statistical standards.

Ethical Considerations

8LI�WXYH]�EHLIVIH�XS�FEWMG�WXERHEVHW�MR�TVSXIGXMRK�VIWTSRHIRXWƅ�VMKLXW�ERH�GSRǖHIRXMEPMX]��
Informed consent was obtained from all participants prior to data collection, clearly outlining 
XLI� WXYH]ƅW� TYVTSWI�� ZSPYRXEV]� TEVXMGMTEXMSR�� ERH� GSRǖHIRXMEPMX]� QIEWYVIW�� (EXE� [IVI�
anonymised, with access restricted to authorized personnel. 
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5. Limitations

Potential limitations of the study included respondent bias and logistical challenges 
in reaching remote or rural areas. Efforts were made to mitigate these issues through 
GSQTVILIRWMZI�IRYQIVEXSV�XVEMRMRK��GEVIJYP�WEQTPMRK��ERH�ǗI\MFPI�HEXE�GSPPIGXMSR�WXVEXIKMIW��
including online options where feasible. While surveys were conducted across a spread of 14 
dzongkhags, due to time and resource limitations, interviews were planned and conducted 
MR�QSWX�TSTYPEXIH�EVIEW�PIEHMRK�XS�E�PEVKIV�YVFER�VIWTSRHIRX�FEWI��,S[IZIV��WXVEXMǖGEXMSR�
of respondents (gender, occupation and literacy, etc) tried to minimize bias in choosing 
respondents.

Dzongkhags Surveyed

JAB proposed 14 dzongkhags for this study, selected based on their regional distribution: 

1. Mongar 
2.  Trashigang 
3.  Samdrupjongkhar 
4.  Wangduephodrang 
5.  Thimphu 
6.  Paro 
7.  Haa 
8.  Punakha 
9.  Trongsa 
10. Bumthang 
11. Samtse 
12. Tsirang 
13. Sarpang 
14. Chukha.
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6. Respondent Distribution

Table 1 Dzongkhags Surveyed
Dzongkhag Rural Urban Total
Bumthang 11 39 50
Chukha 16 33 49
Haa 21 29 50
Mongar 14 37 51
Paro 31 20 51
Punakha 28 24 52
Samdrup Jongkhar 16 34 50
Samtse 33 15 48
Sarpang 14 38 52
Trashigang 39 11 50
Thimphu 3 45 48
Trongsa 39 13 52
Tsirang 22 28 50
Wangduephodrang 21 29 50
Grand Total 269 434 703

8LI� WYVZI]� KEXLIVIH� VIWTSRWIW� JVSQ� E� XSXEP� SJʓ ���� MRHMZMHYEPWʓ EGVSWWʓ ��� H^SRKOLEKW��
IRWYVMRK� E� FVSEH� KISKVETLMG� VITVIWIRXEXMSR�� 3J� XLIWI�ʓ ���� VIWTSRHIRXW� ���	
ʓ VIWMHIH�
MRʓ YVFER� EVIEW�� [LMPIʓ ���� ���	
ʓ [IVI� JVSQʓ VYVEP� GSQQYRMXMIW�� 8LMW� SZIVEPP� HMWXVMFYXMSR�
VIǗIGXW�E�RSXEFPI�YVFER�FMEW��EXXVMFYXEFPI�XS�JEGXSVW�WYGL�EW�LMKLIV�TSTYPEXMSR�GSRGIRXVEXMSR�
in urban centres, greater ease of access for enumerators, or more frequent engagement 
with media and communication platforms among urban dwellers.

Figure 1 Respondent Distribution (Urban/Rural) Chart
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Table 2 Respondent Distribution (Urban/Rural)
Area No. of Respondents Percentage

Urban 434 61.7%

Rural 269 38.3%

%X� XLI� H^SRKOLEK� PIZIP�� XLIVI� [IVI� GPIEV� TEXXIVRW� MR� VYVEP�YVFER� GSQTSWMXMSR�ʓ 8LMQTLY��
the capital and most urbanized region, unsurprisingly had the highest urban share with 
��� SYX� SJ� ��� VIWTSRHIRXW� GSQMRK� JVSQ� YVFER� EVIEW�ʓ 1SRKEVʓ ERHʓ &YQXLERKʓ WMQMPEVP]�
had urban majorities, suggesting that the sampling in these areas targeted urban centers 
WYGL� EW�1SRKEV� XS[R� ERH�'LEQOLEV�� -R� GSRXVEWX�� H^SRKOLEKW� PMOIʓ 8VSRKWE�ʓTrashigang, 
ERHʓ7EQXWIʓ[IVI�HSQMREXIH�F]�VYVEP�VIWTSRHIRXW��[MXL�VYVEP�TVSTSVXMSRW�VERKMRK�JVSQ���	�
to over 75%. These areas are known for their more dispersed rural settlements and limited 
urban infrastructure.
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7. Respondent Demographics

Gender of Respondents 

Figure 2 Gender of Respondents

Table 3 Gender of Respondents
Gender No. of Respondents Percentage

Male 367 52.35%

Female 333 47.50%

Prefer not to say 1 0.14%

Males constituted a marginally higher proportion of respondents (52%) compared to females 
(4%). This indicates relatively balanced gender participation with a slight male dominance. 
Only 1 respondent chose not to specify gender, suggesting high clarity and willingness to 
disclose gender information. The near-equal distribution suggests gender is well-represented 
in the survey, providing a balanced perspective for media perception analysis. 

Age of Respondents 

Figure 3 Age Distribution of Respondents
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Table 4 Age Distribution of Respondents
Age Groups No. of Respondents Percentage
13-22 182 26%
23-32 180 26%
33-42 182 26%
43-52 82 12%
53-62 45 6%
63-72 17 2%
73-82 10 1%
83 and above 5 1%

8LI� ǖVWX� XLVII� EKI� KVSYTW� �������� ������� �����
� IEGL� GSQTVMWIH� ETTVS\MQEXIP]� ��	�
of respondents, indicating a balanced representation of young adults, capturing the 
perspectives of early to mid-career individuals and students. The survey shows that older 
age groups are less represented, with the 43-52 group constituting 12%, and the subsequent 
groups progressively decreasing to just 1% in the 83+ category. 

Marital Status of Respondents 

Figure 4 Marital Status of Respondents

Table 5 Marital Status of Respondents
Status No. of Respondents Percentage

Married 346 49%

Single 311 44%

Divorced 25 4%

Widowed 18 3%

Nearly half of the respondents (49%) were married. A close proportion (44%) were single 
and divorced respondents made up 4% while widowed respondents accounted for 3%. In 
summary, the respondent group was almost evenly split between married and single, with 
a smaller representation of divorced and widowed individuals. This diversity offered an 
STTSVXYRMX]�XS�I\TPSVI�LS[�VIPEXMSRWLMT�WXEXYW�MRǗYIRGIW�QIHME�TIVGITXMSRW�ERH�TVIJIVIRGIW�
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Education of the Respondents 

Figure 5 Education of Respondents

Table 6 Education of Respondents
Sl. No. Education No. of Respondents Percentage

1 PhD 2 0.28%
2 Master’s Degree 59 8.39%
3 Post Graduate Diploma 14 1.99%
4 4SWX�+VEHYEXI�'IVXMǖGEXI 10 1.42%
5 Bachelor’s Degree 103 14.65%
6 Higher Secondary 223 31.72%
7 Middle Secondary 74 10.53%
8 Lower Secondary 54 7.68%
9 Monastic Education 38 5.41%
10 Diploma 29 4.13%
11 'IVXMǖGEXI 7 1.00%
12 Vocational 4 0.57%
13 Non-Formal Education (NFE) 14 1.99%
14 No Formal Education 72 10.24%

8LI� PEVKIWX� WIKQIRX� SJ� VIWTSRHIRXW� ���	
� LEH� GSQTPIXIHʓ,MKLIV� 7IGSRHEV]� IHYGEXMSR��
indicating that nearly one-third of the sample had attained education up to the high school 
PIZIP��8LMW� VIǗIGXW�E� VIPEXMZIP]� PMXIVEXI�TSTYPEXMSR� XLEX� MW� PMOIP]� XS�EGGIWW�ERH�GSQTVILIRH�
KIRIVEP� QIHME� GSRXIRX�� %� GSQFMRIHʓ ��	ʓ SJ� VIWTSRHIRXW� LEH� GSQTPIXIHʓ YRMZIVWMX]�PIZIP�
IHYGEXMSR��[MXLʓEFSYX���	�LSPHMRK�E�&EGLIPSVƅW�HIKVIIʓERHʓQSVI�XLER��	�E�1EWXIVƅW�HIKVII�
MR�EHHMXMSR�XS�4SWXKVEHYEXI�'IVXMǖGEXIW��SZIV��	
��ERHʓ4SWXKVEHYEXI�(MTPSQEW��EFSYX��	
��
8LMW�WYKKIWXW� XLEX�E�WMKRMǖGERX�TSVXMSR�SJ� XLI�TSTYPEXMSR� MW�IHYGEXIH�FI]SRH�WIGSRHEV]�
school, with potential for engaging in more analytical and critical media consumption. A very 
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WQEPP�TVSTSVXMSR�SJ�X[S�VIWTSRHIRXW������	
�LIPH�Eʓ4L(��MRHMGEXMRK�PMQMXIH�VITVIWIRXEXMSR�SJ�
highly specialized academic professionals.

6IWTSRHIRXW� [MXLʓ 1MHHPI� 7IGSRHEV]� �SZIV� ��	
ʓ ERHʓ 0S[IV� 7IGSRHEV]� ��	
ʓ IHYGEXMSR�
PIZIPW�EPWS�JSVQIH�TEVX�SJ�XLI�FVSEHIV�WIGSRHEV]�IHYGEXMSR�FEWI��ERH�XLSWI�[MXLʓ2S�*SVQEP�
)HYGEXMSR� �SZIV� ��	
ʓ VITVIWIRXIH� KVSYTW� XLEX�QE]� JEGI� PMXIVEG]� FEVVMIVW� SV� LEZI� PMQMXIH�
access to formal media platforms. These groups may depend more on oral, visual, or local-
language media for information.

2SR�GSRZIRXMSREP�IHYGEXMSR�TEXL[E]W�[IVI�EPWS�MRXIVZMI[IH�[MXLʓ1SREWXMG�)HYGEXMSR��SZIV�
�	
ʓ ERHʓ2SR�*SVQEP� )HYGEXMSR� �EFSYX� �	
ʓ XLEX� LMKLPMKLXIH� &LYXERƅW� YRMUYI� IHYGEXMSREP�
context, where spiritual and community-based learning systems complement formal 
education. These groups may engage more with culturally or spiritually oriented media.

6IWTSRHIRXW�[MXLʓXIGLRMGEP�ERH�TVSJIWWMSREP�XVEMRMRK��WYGL�EWʓ(MTPSQEW���	
�ʓ'IVXMǖGEXIW�
��	
�ʓ :SGEXMSREP� IHYGEXMSR (0.57%) formed a small but notable segment that may have 
WTIGMǖG�MRJSVQEXMSREP�RIIHW�VIPEXIH�XS�XLIMV�TVSJIWWMSRW�SV�XVEHIW�

Occupations of the Respondents 

Figure 6 Occupation of Respondents

Table 7 Occupation of Respondents
Sl. No. Occupation No. of Respondents Percentage

1 Student 149 21.23%

2 Farmer 45 6.41%

3 Homemaker 26 3.70%

4 Monk/Nun 47 6.70%

5 Civil Servant 154 21.94%

6 Businessman/woman (Self-employed) 125 17.81%

7 Private employee 66 9.40%
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Sl. No. Occupation No. of Respondents Percentage

8 Labourer 1 0.14%

9 Corporate employee 32 4.56%

10 LG Leader 20 2.85%

11 Dependent/Unemployed 11 1.57%

12 Lay monk/Lay nun 8 1.14%

13 Armed Forces 13 1.85%

14 Retired 3 0.43%

15 Temporary Job 1 0.14%

16 Carpenter 1 0.14%

The occupational distribution of respondents reveals a diverse representation across various 
WIGXSVW�� VIǗIGXMZI� SJ� XLI� WSGMS�IGSRSQMG� WXVYGXYVI� SJ� &LYXER�� 8LI� PEVKIWX� TVSTSVXMSR� SJ�
respondents were civil servants (about 22%), followed closely by students (21%). Together, 
XLIWI� X[S� KVSYTW�QEHI� YT� RIEVP]� ��	� SJ� XLI� XSXEP� WEQTPI�� MRHMGEXMRK� XLEX� E� WMKRMǖGERX�
segment of the population was either employed in the public sector or engaged in formal 
education. Their strong presence suggests high levels of civic awareness and potential 
engagement with media and public discourse.

A substantial portion of respondents (18%) were self-employed or ran their own businesses, 
pointing to the growing prominence of entrepreneurial activity and the informal economy 
in Bhutan. These individuals were likely to consume media content related to economic 
opportunities, policies, and market trends. Private sector employees (over 9%) and corporate 
workers (5%) made up a smaller but notable share of the respondents, together accounting 
for around 14%, indicating moderate participation from the formal private sector in the 
national workforce.

Monks and nuns constituted 7% of the respondents, while lay monks and lay nuns accounted 
JSV�ER�EHHMXMSREP��	��8LIMV� MRGPYWMSR� VIǗIGXW�&LYXERƅW�WXVSRK�WTMVMXYEP� JSYRHEXMSR�ERH� XLI�
continued relevance of religious institutions in shaping public values and perspectives. 
These groups may engage with media differently, possibly favouring content that is spiritual, 
cultural, or delivered through community-based channels.

Farmers made up about 7% of the sample, highlighting the presence of rural respondents 
within the survey. Given the country’s agricultural base, this group remains an important 
voice, even though its representation here is relatively modest. Homemakers accounted for 
nearly 4% of respondents, suggesting some degree of gender-based division of roles, with 
potential implications for how different segments of society access and interpret media.

Smaller proportions of respondents included local government leaders (3%), individuals in 
the armed forces (2%), and those who were dependent or unemployed (1%). These groups, 
while less represented numerically, still add to the diversity of perspectives captured in the 
data. Very few respondents were retired (0.43%) or worked in temporary or manual jobs such 
as laborers, carpenters, or casual workers each representing a meager 0.14% of the total. 
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Estimated Monthly Family Income

Figure 7 Estimated Monthly Family Income

Table 8 Estimated Monthly Family Income
Income No. of Respondents Percentage

Less than Nu.10,000 101 16.58%

Nu.10,000 - 29,999 173 28.41%

Nu.30,000 - 49,999 156 25.62%

Nu.50,000 - 69,999 93 15.27%

Nu.70,000 - 89,999 39 6.40%

Nu.90,000 and above 47 7.72%

8LI�MRGSQI�HMWXVMFYXMSR�SJ�VIWTSRHIRXW�TVIWIRXIH�E�ZEVMIH�IGSRSQMG�TVSǖPI�[MXL�E�QSHI�
of Nu. 10,000 – 29,999 and a median income of Nu.30,000 – 49,999. Majority fell within the 
low to middle-income brackets. Among the 636 respondents, 46 individuals opted not to 
disclose their family income, leaving 590 valid responses for analysis. 

The largest share of respondents (28%) reported a monthly family income between Nu.10,000 
ERH�2Y���������MRHMGEXMRK�XLEX�E�WMKRMǖGERX�TVSTSVXMSR�SJ�XLI�TSTYPEXMSR�IEVRIH�[MXLMR�XLI�
lower-middle income range. Closely following this group were those earning Nu.30,000 to 
Nu.49,999, comprising 26% of the respondents. These two brackets together accounted for 
more than half of the sample, suggesting that most respondents fell within modest income 
categories potentially balancing affordability with access to basic services and media.

Approximately 17% of respondents earned less than Nu.10,000 per month. This group may 
face challenges in accessing digital technologies or paid media content and could be more 
reliant on traditional or state-supported information channels.

Respondents earning between Nu.50,000 and Nu.69,999 represented 15% of the sample, 
while those earning Nu.70,000 to Nu.89,999 made up a little over 6%. A relatively small group 
(about 8%) reported earning Nu.90,000 or more per month, indicating the presence of a 
high-income segment with greater economic stability and potentially more diverse media 
consumption habits, including international or subscription-based services.
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The income data suggests that while there was the presence of higher-income respondents, 
the majority were concentrated in the lower to middle tiers. This has important implications 
for content accessibility, pricing models for media and public services, and the design of 
communication strategies that cater to affordability and inclusivity. Given the notable 
portion of respondents who chose not to disclose their income (over 7% of the total), it also 
LMKLPMKLXW�XLI�WIRWMXMZMX]�WYVVSYRHMRK�ǖRERGMEP�HMWGPSWYVIW��[LMGL�QE]�RIIH�XS�FI�LERHPIH�
[MXL�KVIEXIV�GSRǖHIRXMEPMX]�MR�JYXYVI�WYVZI]W��

Estimated Monthly Family Expenditure

Figure 8 Estimated Monthly Family Expenditure

Table 9 Estimated Monthly Family Expenditure
Expenditure No. of Respondents Percentage

Less than Nu.10,000 155 24.37%

Nu.10,000 - 29,999 267 41.98%

Nu.30,000 - 49,999 137 21.54%

Nu.50,000 - 69,999 54 8.49%

Nu.70,000 - 89,999 12 1.89%

Nu.90,000 and above 11 1.73%

The expenditure patterns of respondents revealed a concentration of spending within lower to 
mid-range categories, offering insights into household budgeting and cost-of-living realities 
for most families. Of the 636 individuals surveyed, 67 chose not to disclose information 
about their monthly household expenditure, leaving 569 valid responses for analysis. 

The largest segment of respondents (42%) reported monthly household expenditures 
between Nu.10,000 and Nu.29,999. This was followed by 24% of respondents reporting 
spending less than Nu.10,000 per month. These two groups together constituted more 
XLER���	�SJ�XLI�WEQTPI��VIǗIGXMRK�E�TVIHSQMRERGI�SJ�QSHIWX�WTIRHMRK�TEXXIVRW�EGVSWW�XLI�
population.
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The median expenditure range, Nu. 10,000 – 29,999, further highlights this trend, as it contains 
the middle point of the respondents’ spending habits. Additionally, 22% of respondents fell 
within the Nu.30,000 to Nu.49,999 expenditure range, pointing to a group with slightly more 
HMWTSWEFPI�MRGSQI�SV�LMKLIV�PMZMRK�GSWXW�PMOIP]�VIǗIGXMRK�YVFER�PMZMRK��PEVKIV�LSYWILSPH�WM^IW��
or greater economic engagement. Meanwhile, only 8% reported spending between Nu.50,000 
and Nu.69,999 per month, with a very small percentage of over 3% spending Nu.70,000 or 
more. This suggests that high-consumption households are relatively rare within the sample.
8LI� HEXE� TEMRXW� E� TMGXYVI� SJ� KIRIVEPP]� GEYXMSYW� LSYWILSPH� WTIRHMRK�� PMOIP]� MRǗYIRGIH�
by income constraints, cultural saving norms, and varying levels of access to goods and 
services. The fact that 67 respondents (about 10%) opted not to share their expenditure 
HEXE�EPWS�WYKKIWXW�E�HIKVII�SJ�WIRWMXMZMX]�SV�TVMZEG]�GSRGIVR�WYVVSYRHMRK�TIVWSREP�ǖRERGMEP�
matters.

Access to Own Mobile Phone

Figure 9 Access to Own Mobile Phone

Table 10 Access to Own Mobile Phone
Do you have access to your own mobile phone? Yes No
No. of Respondents 696 7
Percentage 99% 1%

An overwhelming majority of respondents (99%) reported having access to their own mobile 
phone, while only 1% indicated they did not. This near-universal mobile phone ownership 
suggests high levels of personal connectivity and digital accessibility across the surveyed 
TSTYPEXMSR�� -X� VIǗIGXW� XLI� [MHIWTVIEH� TIRIXVEXMSR� SJ� QSFMPI� XIGLRSPSK]� MR� &LYXER�� IZIR�
across diverse socio-economic and occupational groups.

With such a high rate of ownership, mobile phones serve as a key medium for communication, 
information dissemination, media consumption, and public engagement. This also points to 
strong potential for leveraging mobile platforms for digital services, surveys, civic education, 
and targeted outreach, particularly through social media, messaging apps, and mobile-
friendly websites. 
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Access to Internet on Phone/Home

Figure 10 Access to Internet on Phone or at Home

Table 11 Access to Internet on phone /at home
Do you have access to the Internet on your phone / at home? Yes No
No. of Respondents 682 21
Percentage 97% 3%

%�WMKRMǖGERX�QENSVMX]�SJ� VIWTSRHIRXW� ���	
� VITSVXIH�LEZMRK�EGGIWW� XS� XLI� MRXIVRIX�IMXLIV�
on their mobile phones or at home, while only 3% indicated they did not. This high rate of 
internet connectivity suggests that digital access has become nearly ubiquitous among the 
surveyed population, supporting widespread use of online platforms for information, com-
munication, education, and entertainment.

The prevalence of internet access whether through mobile data or home Wi-Fi indicates 
strong potential for digital engagement and content delivery via online media. It also aligns 
[MXL�XLI�IEVPMIV�ǖRHMRK�XLEX���	�SJ�VIWTSRHIRXW�S[R�QSFMPI�TLSRIW��VIMRJSVGMRK�XLI�VSPI�SJ�
smartphones as the primary gateway to the internet for most individuals.
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8. Print Media Consumption

Figure 11 Print Media Consumption

Table 12 Print Media Consumption

Frequency of use Kuensel The 
Bhutanese

Business 
Bhutan

Bhutan 
Times

Bhutan 
Today

The 
Journalist

Gyalchi 
Sarshog

Multiple times a 
day

23 
(3%)

78 
(11%)

10
(1%)

12
(2%)

15 
(2%)

6 
(1%)

6 
(1%)

Daily 75 
(11%)

22 
(3%)

24 (
3%)

31 
(4%)

35 
(5%)

15 
(2%)

8 
(1%)

Several times a 
week

93 
(13%)

81 
(12%)

40 
(6%)

69 
(10%)

66 
(9%)

35 
(5%)

25 
(4%)

Once or twice a 
week

82 
(12%)

78 
(11%)

47 
(7%)

66 
(9%)

66 
(9%)

39 
(6%)

35 
(5%)

Rarely 120 
(17%)

97
(14%)

132 
(19%)

145 
(21%)

137 
(20%)

138 
(20%)

111 
(16%)

Never 223 
(32%)

236 
(34%)

303 
(43%)

252 
(36%)

259 
(37%)

318 
(45%)

348 
(50%)

Not available/
Don’t know

87 
(12%)

110 
(16%)

143 
(29%)

126
(18%)

121 
(17%)

150 
(21%)

166 
(24%)

8LI�HEXE�SR�RI[WTETIV�VIEHIVWLMT�JVIUYIRG]�VIZIEPW�WMKRMǖGERX�ZEVMEXMSR�MR�LS[�&LYXERIWI�
print media outlets are consumed, highlighting patterns of public engagement, visibility, and 
VIPIZERGI��/YIRWIPʓVIQEMRIH�XLI�QSWX�[MHIP]�EGGIWWIH�RI[WTETIV��XLSYKL�MXW�VIEHIVWLMT�MW�
not overwhelmingly frequent. Only 3% of respondents reported reading it multiple times a 
day, and 11% daily. However, when combined with those who read it several times a week 
(13%) and once or twice a week (12%), about 39% of respondents engaged with Kuensel at 
least weekly. Despite this, a notable 32% never read it, and another 17% do so only rarely, 
suggesting that while Kuensel maintained a strong presence, its reach is not universal.

8LI�&LYXERIWIʓWLS[IH�E�HMJJIVIRX�H]REQMG��[MXL�E�LMKLIV�TVSTSVXMSR�SJ�JVIUYIRX�VIEHIVW��
11% reported reading it multiple times daily, the highest among all publications suggesting a 
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loyal and engaged readership. An additional 12% read it several times a week, and 11% once 
or twice weekly. However, 34% of respondents never read The Bhutanese, and 16% either 
did not use, did not know about, or did not have access to it. This indicates a mix of strong 
core followers and broad unfamiliarity among others, possibly due to its focus on more 
investigative or politically-oriented content.

&YWMRIWW�&LYXER�ʓ&LYXER�8MQIW��ERHʓ&LYXER�8SHE]ʓSGGYTMIH�E�QMHHPI�KVSYRH��[MXL�IEGL�
having about 20–30% of respondents engaging weekly or more. For Business Bhutan, 6% 
read it several times a week and 7% once or twice weekly. However, 43% never read it, the 
second-highest “never” rate after Gyalchi Sarshog, suggesting limited mass appeal or niche 
content. Bhutan Times and Bhutan Today show similar patterns: 10% and 9% read them 
several times a week, but 36% and 37% never read them, and nearly 20% fell into the “not 
EZEMPEFPI�HSRƅX� ORS[Ɖ� GEXIKSV]�� 8LIWI� ǖKYVIW�QE]� VIǗIGX� QSHIVEXI� ZMWMFMPMX]� FYX� PMQMXIH�
penetration beyond core readership zones or digital platforms.

8LI�.SYVREPMWXʓERHʓ+]EPGLM�7EVWLSKʓLEH�XLI�PS[IWX�PIZIPW�SJ�IRKEKIQIRX�SZIVEPP��3RP]��	�SJ�
respondents read The Journalist multiple times daily, and 2–6% do so weekly. The situation 
was even more stark for Gyalchi Sarshog, with half of the respondents (50%) reported they 
never read it. It also had the highest percentage (24%) of respondents who were unaware of 
it or did not access it, pointing to serious visibility and reach challenges.

3ZIVEPP�ʓ/YIRWIPʓERHʓ8LI�&LYXERIWIʓQEMRXEMRIH�VIPEXMZIP]�WXVSRK�VIEHIVWLMT�FEWIW��EPFIMX�[MXL�
different audience dynamics—one broader, the other more loyal and frequent. The rest of the 
RI[WTETIVW�JEGIH�QSHIVEXI�XS�PS[�PIZIPW�SJ�IRKEKIQIRX��[MXLʓ8LI�.SYVREPMWXʓERHʓ+]EPGLM 
7EVWLSKʓWXVYKKPMRK�XLI�QSWX�MR�XIVQW�SJ�VIEGL�ERH�VIGSKRMXMSR��8LI�LMKL�ƈRIZIVƉ�ERH�ƈHSRƅX�
know” responses across several outlets highlight potential issues around distribution, 
content relevance, or digital accessibility, all of which are critical factors in Bhutan’s evolving 
media landscape.

Recommendations 

8.1  Prioritise digital transformation and accessibility to broaden reach by enhancing online 
EGGIWWMFMPMX]�JSV�EPP�TYFPMGEXMSRW��MRGPYHMRK�/YIRWIP��F]�MQTPIQIRXMRK�ǗI\MFPI�TE][EPPW��
mobile-friendly websites, and leveraging social media. This approach addresses the 
high “never” and “don’t know” rates, particularly for outlets like Gyalchi Sarshog, by 
engaging a wider, digitally-inclined audience.

8.2  Strategically tailor content and distribution to niche audiences after conducting audits.

8.3  Invest in Dzongkha content development for print and digital platforms by increasing 
Dzongkha content across both print and digital formats, supported by journalism 
training and updated terminology. Offering bilingual or multimedia formats could 
boost its currently low readership and enhance cultural representation and public 
trust.
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9. Broadcast Media Consumption

Figure 12 Broadcast & Streaming Media Use

Table 13 Broadcast & Streaming Media Use

Frequency 
of use

BBS Tel-
evision 

Channel 1

BBS 
Television 
Channel 2

Samuh 
(OTT)

Local Cable 
Television

BBS 
Radio

Kuzoo 
FM 

Radio

Radio 
Valley

Cen-
tennial 
Radio

Com-
munity 

Radio

Multiple 
times a day

51 
(7%)

45 
(6%)

5 
(1%)

21 
(3%)

8 
(1%)

7 
(1%)

5 
(1%)

2 
(0.28%)

2 
(0.28%)

Daily 250 
(36%)

216 
(31%)

16 
(2%)

77 
(11%)

30 
(4%)

15 
(2%)

7 
(1%)

2 
(0.28%)

4 
(1%)

Several 
times a 
week

152 
(22%)

145 
(21%)

55 
(8%)

61
 (9%)

52 
(7%)

32 
(5%)

26 
(4%)

8 
(1%)

4 
(1%)

Once or 
twice a week

116 
(17%)

152 
(22%)

74 
(11%)

79 
(11%)

95 
(14%)

60 
(9%)

35 
(5%)

16 
(2%)

9 
(1%)

Rarely 27 
(14%)

26 
(4%)

35 
(5%)

35 
(5%)

43 
(6%)

52 
(7%)

40 
(6%)

29 
(4%)

18 
(3%)

Never 70 
(10%)

79 
(11%)

412 
(59%)

333 
(47%)

364 
(52%)

422 
(60%)

468 
(67%)

508 
(73%)

522 
(75%)

Not avail-
able/Don’t 
know

36 
(5%)

39 
(6%)

103 
(15%)

96 
(14%)

110 
(16%)

113 
(16%)

119 
(17%)

135 
(19%)

141 
(20%)

The data illustrates clear distinctions in the consumption patterns of television, radio, 
ERH�IQIVKMRK�SZIV�XLI�XST� �388
�TPEXJSVQW�EQSRK�&LYXERIWI�EYHMIRGIW�� VIǗIGXMRK�FSXL�
generational shifts and technological access. BBS Television Channel 1 emerged as the most 
frequently used media outlet. A substantial 7% of respondents reported watching it multiple 
times a day, while 36% watched it daily and another 22% several times a week. Altogether, 
82% of respondents engaged with BBS 1 on at least a weekly basis (including 17% once or 
X[MGI�[IIOP]
��GSRǖVQMRK�MXW�VSPI�EW�XLI�QSWX�HSQMRERX�ERH�EGGIWWMFPI�XIPIZMWMSR�GLERRIP�
in the country. This aligned with BBS’s status as the national broadcaster, offering news and 
programmeming in Dzongkha and English.
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BBS Television Channel 2 followed closely in terms of audience engagement. It too recorded 
high daily viewership (31%), with a further 21% watching several times a week and 22% once 
SV�X[MGI�[IIOP]��8LI�JVIUYIRG]�SJ�YWI�JSV�FSXL�&&7�GLERRIPW�VIǗIGXIH�XLIMV�FVSEH�VIEGL�ERH�
continued relevance in a media landscape that was slowly diversifying.

By contrast, Samuh, Bhutan’s leading OTT platform, had yet to establish comparable reach. 
Although 8% of respondents reported using it several times a week and 11% once or twice 
[IIOP]��SRP]��	�YWIH�MX�QYPXMTPI�XMQIW�E�HE]�ERH��	�SR�E�HEMP]�FEWMW��%�WMKRMǖGERX���	�SJ�
respondents reported never using Samuh, with another 15% citing non-availability or lack 
SJ�E[EVIRIWW��8LIWI�ǖKYVIW�WYKKIWXIH�XLEX�[LMPI�7EQYL�[EW�KEMRMRK�XVEGXMSR��TEVXMGYPEVP]�
among urban, tech-savvy users, its penetration remained limited compared to traditional 
broadcast media.

Local Cable Television enjoyed moderate usage, with 11% of respondents watching daily 
and 9% several times a week. However, it also recorded high rates of non-use: 47% reported 
never using it, and 14% either lacked access or awareness. This could be attributed to 
regional differences in cable infrastructure and a shift toward digital and mobile platforms.

When it came to radio, usage had clearly declined across all stations. BBS Radio, though 
still the most frequently used among radio options, was only accessed daily by 4% of 
respondents and several times a week by 7%, while a large majority (52%) reported never 
listening to it. Kuzoo FM, once popular among the youth, recorded even lower engagement, 
with just 2% daily users and 5% weekly listeners; 60% of respondents reported never using 
it. Radio Valley, Centennial Radio, and Community Radio had very limited reach, with 67%, 
73%, and 75% respectively reporting they never used them, and very few indicating daily or 
frequent listening (typically 0-1% daily and 1-4% several times a week).

The consistent trend across all radio stations was high non-engagement, suggesting that 
radio, once a key medium in Bhutan, was experiencing a steep decline in relevance, likely due 
to shifts toward television, internet-based media, and mobile consumption. Meanwhile, OTT 
platforms like Samuh faced the dual challenge of limited digital access and competition with 
entrenched broadcasters like BBS.

Overall, BBS Channels 1 and 2 dominated Bhutan’s broadcast media landscape, maintaining 
widespread and regular usage. Samuh and local cable television were moderately used, 
with potential for growth, especially if digital infrastructure and content relevance improved. 
Radio, in contrast, was rapidly declining, with very limited daily or weekly users across all 
stations surveyed, signaling a need for reinvention if it was to remain a viable medium in the 
country’s media ecosystem.

Recommendations 

9.1 Broadcast media must upgrade traditional TV formats into mobile-friendly, on-demand 
platforms to keep pace with evolving viewer habits. This includes enhancing youth-
centric and bilingual content will help engage younger audiences, promote inclusivity 
across demographics, and not only sustain its position as the most consumed media 
but also expand its reach.

9.2 Radio stations need to revitalize through digital transformation and interactivity, which 
would include adopting podcasting, live-streaming, and cross-platform formats to 
reach wider audiences. Some initiatives are already visible with BBS Radio streaming 
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on Facebook. To stay relevant in rural and low-connectivity areas, they could enhance 
listener engagement for instance using SMS and Interactive Voice Response (IVR) 
tools.

International Media Consumption

Figure 13 International Media Consumption

Table 14 International Media Consumption

Usage
International 

Newspapers (print)
International 

Television
International 

Radio

Daily 16 (2%) 95 (14%) 13 (2%)

Several times a week 38 (5%) 127 (18%) 16 (2%)

Weekly 19 (3%) 61 (9%) 5 (1%)

Occasionally (1-3 times a month) 44 (6%) 124 (18%) 25 (4%)

Rarely (less than once a month) 114 (16%) 113 (16%) 102 (15%)

Never 472 (67%) 183 (26%) 542 (77%)

The usage data for international media indicates stark contrasts in how different formats 
EVI�GSRWYQIH��VIǗIGXMRK�FSXL�EGGIWW�PIZIPW�ERH�GLERKMRK�QIHME�TVIJIVIRGIW�EQSRK�&LYXE-
RIWI�EYHMIRGIW��-RXIVREXMSREP�XIPIZMWMSRʓMW�F]�JEV�XLI�QSWX�JVIUYIRXP]�EGGIWWIH�JSVQ�SJ�MRXIV-
national media. While 183 respondents (26%) reported never watching international televi-
sion, a substantial number engaged with it regularly. 14% watched it daily, and an additional 
18% several times a week. When including weekly and occasional users, over 27% reported 
at least some degree of engagement with international TV content. 

This suggests that international television through cable, or online streaming platforms 
has established a meaningful presence in Bhutanese media habits. It likely appeals due 
to the availability of diverse entertainment, news, and lifestyle programmeming in multiple 
languages. In addition to BBC, CNN, CNA, Al Jazeera, NDTV, NHK, CGTN, Arirang, National 
Geographic, Animal Planet and Discovery channels, most foreign channels are from India 
including both news and entertainment. As of March 2025, there were 60 television channels 
that included 51 foreign channels and the rest made up by local channels BBS 1, 2 and 3, and 
Samuh and other local radio channels.
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-R� GSRXVEWX�ʓ MRXIVREXMSREP� RI[WTETIVW� MR� TVMRXʓ LEH� JEV� QSVI� PMQMXIH� VIEGL�� 3RP]� �	� VIEH�
them daily, and 5% several times a week. A total of 472 respondents, 67% stated they never 
accessed international newspapers in print. This is not surprising given the increasing 
digitisation of news, the logistical challenges and costs associated with importing physical 
copies, and the dominance of local or online content. International newspapers appear to 
be consumed only by a niche audience, likely more educated or professionally connected 
individuals who require or value foreign news coverage.

-RXIVREXMSREP� VEHMSʓ WLS[IH� XLI� PS[IWX� PIZIPW� SJ� IRKEKIQIRX� EQSRK� XLI� XLVII� [MXL� ����
respondents (77%) indicating they never listened to it. International radio clearly plays a 
minimal role in the media habits of Bhutanese audiences. Only 2% listened daily, and another 
�	�WIZIVEP�XMQIW�E�[IIO��)ZIR�SGGEWMSREP�YWI�VIQEMRW�PMQMXIH��8LMW�QE]�VIǗIGX�FSXL�E�KPSFEP�
decline in radio consumption and language barriers, as well as the limited accessibility of 
international radio channels in local contexts.

3ZIVEPP��XLI�HEXE�MPPYWXVEXIW�XLEXʓMRXIVREXMSREP�XIPIZMWMSR�LEW�E�QSHIVEXI�ERH�KVS[MRK�JSSXLSPH��
[LMPIʓMRXIVREXMSREP�RI[WTETIVW�ERH�VEHMS remained marginal, especially in traditional print 
and broadcast forms. This pattern aligns with global trends: visual, digital, and on-demand 
content are increasingly favoured over static and less accessible media. It also emphasises 
the importance of language, convenience, and platform compatibility in shaping media 
consumption behaviours in Bhutan.

Other Media Source Consumption

The vast majority of respondents (298 out of 305) did not use any additional news sources 
beyond those already listed. For the few who did, “Word of mouth” was the most frequently 
cited alternative, followed by “Through friends,” “Friends and staff members,” “From friends 
and family,” “From people,” “Friends,” “Through other individuals,” and “Community or Friends.” 
This suggests that while formal news outlets are prevalent, personal networks also play a 
minor role in news dissemination for a small segment of the surveyed population.

Building upon the previous observation that only a small minority of respondents utilised 
news sources beyond those initially listed, the data on consumption frequency further 
elaborates on this point. Among the nine individuals who reported using “other” sources, the 
frequency of engagement varied, with “Occasionally (1-3 times a month)” being the most 
common, cited by four respondents. Other frequencies mentioned include “Never,” “Rarely 
(less than once a month),” “Weekly,” “Daily,” and “Several times a week,” each reported by one 
or two individuals. This suggests that while these alternative sources are uncommon, when 
used, their consumption is generally infrequent.
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10. Media Consumption Language

Table 15 Media Consumption & Languages

Language/Dialect
Bhutanese 
Television

Bhutanese 
Radio

Bhutanese 
Newspaper

Online News 
Websites

Social 
Media

English 54 24 295 394 367
Dzongkha 304 210 75 50 72
Tsanglakha 0 17 0 0 7
Lhotshamkha 0 28 0 2 6
Dzongkha, English 57 293 208 129 62

The data reveals clear trends in media consumption across various platforms. Television, 
radio, newspapers, online news, and social media based on the language or dialect preferred 
by audiences in Bhutan. Dzongkha, Bhutan’s national language, remains the most dominant 
PERKYEKI�JSVʓXIPIZMWMSR�ERH�VEHMS�GSRWYQTXMSR��4VSKVEQQIQMRK�MR�(^SRKOLE�EPWS�LEW�XLI�
PSRKIWX�LSYVW��%�WMKRMǖGERX�QENSVMX]�SJ� VIWTSRHIRXW������ JSV� XIPIZMWMSR�ERH����� JSV� VEHMS�
consumed media content in Dzongkha, pointing to its central role in traditional broadcast 
QIHME��,S[IZIV�� MXW�YWI�HIGPMRIH�GSRWMHIVEFP]� MRʓTVMRX�ERH�HMKMXEP�TPEXJSVQW��[MXL�SRP]ʓ���
newspaper readers,ʓ���SRPMRI�RI[W�YWIVW��ERHʓ���WSGMEP�QIHME�YWIVWʓTVIJIVVIH�(^SRKOLE�

-R�GSRXVEWX�ʓ)RKPMWLʓMW�XLI�PIEHMRK�PERKYEKI�JSVʓRI[WTETIVW��SRPMRI�RI[W��ERH�WSGMEP�QIHME��
%R� SZIV[LIPQMRKʓ ���� RI[WTETIV� VIEHIVWʓ ERHʓ ���� SRPMRI� RI[W� YWIVWʓ TVIJIVVIH� )RKPMWL��
EPSRKWMHIʓ����WSGMEP�QIHME�YWIVW��8LMW�WYKKIWXW�XLEX�XLI�PMXIVEXI�SV�YVFER�TSTYPEXMSR�[LS�
are more likely to be digitally literate consumes media primarily in English, especially on 
platforms that involve reading or interaction.

6IWTSRHIRXW�[LS�GSRWYQIH�QIHME�MR�FSXLʓ(^SRKOLE�ERH�)RKPMWLʓEPWS�JSVQIH�E�WMKRMǖGERX�
KVSYT��TEVXMGYPEVP]�JSVʓVEHMS�[MXL�����YWIVWʓERHʓRI[WTETIVW�[MXL�����YWIVW��8LMW�FMPMRKYEP�
media consumption pattern suggests a segment of the population that is equally comfortable 
navigating content in both languages, possibly indicating higher literacy and educational 
levels.

0ERKYEKIW�PMOI�8WERKPEOLE�ERHʓ0LSXWLEQOLE�LEHʓZIV]�PMQMXIH�VITVIWIRXEXMSR��8WERKPEOLE�
is used slightly in radio with 17 respondents and social media with 7 respondents, while 
0LSXWLEQOLE�WLS[IH�QMRSV�IRKEKIQIRX��IWTIGMEPP]�MRʓVEHMS�[MXL����YWIVWʓERHʓWSGMEP�QIHME�
with 6 users.

3ZIVEPP�� XLI�� �HEXE�� �YRHIVWGSVIW�EʓFMPMRKYEP�QIHME�PERHWGETI��[MXL��(^SRKOLEʓHSQMREXMRKʓ�
XVEHMXMSREP� EYHMS�ZMWYEP� QIHME�� [LMPIʓ )RKPMWLʓ MW� XLI� TVMQEV]�QIHMYQ� JSVʓ TVMRX� ERH� HMKMXEP�
platforms. The insights point to both opportunities and challenges in ensuring inclusive 
media access and content creation across Bhutan’s diverse linguistic population.

Recommendations 

10.1  Develop policies and invest in localized Dzongkha content for news portals, social 
media platforms, and mobile applications to reach broader audiences. Simultaneously, 
improve font compatibility, device usability, and ensure content accessibility for people 
with disabilities to reduce technical barriers.
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10.2 Develop and promote balanced bilingual content for inclusivity by developing bilingual 
formats that cater to mixed-language audiences, ensuring both Dzongkha and 
English-speaking viewers are meaningfully served.

10.3 Consider national media language policy that encourages multilingualism, mandates 
language diversity in publicly funded media, and ensures that broadcasters and 
WYTTSVXIH�TPEXJSVQW�VIǗIGX�&LYXERƅW�PMRKYMWXMG�HMZIVWMX]�

Bhutanese Television and Language/Dialect

Figure 14 Bhutanese Television & Languages

Table 16 Bhutanese Television & Languages
Language No. of Respondents Percentage
English 53 13%
Dzongkha 299 73%
Dzongkha, English 57 14%

8LI�HEXE�SR�PERKYEKI�TVIJIVIRGI�JSVʓ&LYXERIWI�XIPIZMWMSR�ZMI[IVWLMTʓWLS[W�XLEXʓ(^SRKOLE�
HSQMREXIW�XLI�WGVIIR��[MXLʓ��	�SJ�ZMI[IVW������VIWTSRHIRXW
ʓGSRWYQMRK�XIPIZMWMSR�GSRXIRX�
TVMQEVMP]�MR�(^SRKOLE��8LMW�VIEǘVQW�XLI�GIRXVEP�VSPI�SJ�XLI�REXMSREP�PERKYEKI�MR�QEMRWXVIEQ�
media and public broadcasting.

%� WQEPPIV� FYX� QIERMRKJYP� TSVXMSR� SJ� ZMI[IVW�ʓ ��	� ���� VIWTSRHIRXW
�� VITSVXIH� [EXGLMRK�
XIPIZMWMSR�MRʓFSXL�(^SRKOLE�ERH�)RKPMWL��LMKLPMKLXMRK�EʓFMPMRKYEP�EYHMIRGIʓXLEX�QE]�W[MXGL�
between languages depending on the programmeme type or context.

1IER[LMPI�ʓ ��	� ���� VIWTSRHIRXW
ʓ ZMI[IH� &LYXERIWI� XIPIZMWMSR� I\GPYWMZIP]� MRʓ )RKPMWL��
indicating preference and limited English-language TV content. Overall, the dominance of 
Dzongkha aligns with national identity and policy, but the presence of bilingual and English-
SRP]�ZMI[IVW�WYKKIWXW�XLEXʓQIHME�HMZIVWMǖGEXMSR�IWTIGMEPP]�MR�QYPXMPMRKYEP�SV�YVFER�WIXXMRKW�
could help broaden viewer engagement and inclusivity. The dominance of Dzongkha may 
also be attributed to government policy, translating into longer hours of content availability. 
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Bhutanese Radio and Language/Dialect

Figure 15 Bhutanese Radio & Languages/Dialects

Table 17 Bhutanese Radio & Languages/Dialects
Sl. No. Language No. of Respondents Percentage

1 English 52 10.30%
2 Dzongkha 290 57.43%
3 Tshanglakha 17 3.37%
4 Lhotshamkha 28 5.54%
5 Dzongkha, English 98 19.41%
6 Dzongkha, English, Lhotshamkha 10 1.98%
7 Dzongkha, English, Tshanglakha 7 1.39%
8 Dzongkha, English, Tshanglakha, Lhotshamkha 3 0.59%

%�WMKRMǖGERXʓ�����	�����VIWTSRHIRXW
ʓVITSVXIH�PMWXIRMRK�XS�XLI�VEHMS�MR�FSXLʓ(^SRKOLE�ERH�
)RKPMWL��MRHMGEXMRK�EʓFMPMRKYEP�EYHMIRGIʓXLEX�PMOIP]�IRKEKIW�[MXL�E�ZEVMIX]�SJ�GSRXIRX�VERKMRK�
from government bulletins and local talk shows in Dzongkha to educational, entertainment, 
or international segments in English. 

)RKPMWL�SRP]�PMWXIRIVWʓQEHI�YTʓ�����	�����VIWTSRHIRXW
��LMKLPMKLXMRK�XLI�VIEGL�SJ�)RKPMWL�
language radio content, possibly via FM stations or online streaming services that cater to 
youth, professionals, and the globally connected population. Listeners who consume radio 
GSRXIRX�MRʓ0LSXWLEQOLE�WXSSH�EX�SZIV��	�����VIWTSRHIRXW
�ERH�8WLERKPEOLE�EX�EFSYX��	�
����VIWTSRHIRXW
��;LMPI�XLIWI�ǖKYVIW�EVI�QSHIWX��XLI]�VIǗIGX�MQTSVXERXʓVIKMSREP�PMWXIRMRK�
KVSYTWʓ [LSWI� RIIHW� GSYPH� FI� FIXXIV� QIX� [MXLʓ QSVI� PSGEPM^IH� VEHMS� TVSKVEQQIQMRK�
especially in southern and eastern Bhutan, where such dialects are spoken.

8LIVI�EVI�EPWS�WQEPP�FYX�RSXEFPIʓQYPXMPMRKYEP�EYHMIRGIW��MRGPYHMRK��	ʓ[LS�YWIH�(^SRKOLE��
)RKPMWL��ERH�0LSXWLEQOLE���	ʓ[LS�YWIH�(^SRKOLE��)RKPMWL��ERH�8WLERKPEOLE�ERH�PIWW�XLER�
�	ʓ[LS�YWIH�EPP�JSYV�PERKYEKIW��(^SRKOLE��)RKPMWL��8WLERKPEOLE��ERH�0LSXWLEQOLE��8LIWI�
QYPXMPMRKYEP� PMWXIRIVW�VITVIWIRXʓGVSWW�GYPXYVEP�LSYWILSPHWʓERH� MPPYWXVEXI�&LYXERƅW� PMRKYMWXMG�
complexity. 

3ZIVEPP��VEHMS�VIQEMRW�E�ZMXEP�QIHMYQ�MR�&LYXER��IWTIGMEPP]�JSV�VYVEP�SYXVIEGL��8LI�ǖRHMRKW�
suggest that while Dzongkha should remain the primary language of broadcast, there is 
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KVS[MRK�HIQERH�JSVʓFMPMRKYEP�ERH�VIKMSREP� PERKYEKI�TVSKVEQQIQMRK��)\TERHMRK�GSRXIRX�
in English, Tshanglakha, and Lhotshamkha, as visible through some initiatives, could help 
radio stations better serve Bhutan’s diverse and multilingual population, thereby enhancing 
information access, education, and cultural preservation.

Bhutanese Newspaper and Language/Dialect

Figure 16 Bhutanese Newspapers & Languages

Table 18 Bhutanese Newspaper & Languages
Sl. No. Language No. of Respondents Percentage

1 English 299 45.53%
2 Dzongkha 77 10.95%
3 Dzongkha, English 208 29.59%
4 None 119 16.93%

The language preferences of the respondents for the Bhutanese newspapers reveal 
WMKRMǖGERX�MRWMKLXW�MRXS�QIHME�EGGIWWMFMPMX]��GYPXYVEP�VITVIWIRXEXMSR��ERH�PMRKYMWXMG�MRGPYWMSR�
in the country. According to the data, nearly half of the respondents (46%) read print media 
TVMQEVMP]�MR�)RKPMWL��8LMW�HSQMRERGI�VIǗIGXW�XLI�GSRXMRYIH�VSPI�SJ�)RKPMWL�EW�XLI�QIHMYQ�SJ�
education and also suggests that much of the newspapers publish their content in English. 

In contrast, only 11% of respondents reported reading newspapers exclusively in Dzongkha, 
&LYXERƅW�REXMSREP� PERKYEKI��8LMW� MW�E� PS[�ǖKYVI��TEVXMGYPEVP]� MR� PMKLX�SJ�REXMSREP�IJJSVXW� XS�
promote and preserve Dzongkha as a vital element of Bhutanese identity. One key reason 
may be the very limited availability of newspaper content published in Dzongkha. The scarcity 
of Dzongkha-language journalism both in volume and thematic diversity reduces its reach 
and relevance for many readers. This, combined with challenges such as limited Dzongkha 
vocabulary for contemporary news discourse and a broader preference for English due to 
its global utility, raises concerns about the long-term viability of Dzongkha in the print media 
landscape.

)RGSYVEKMRKP]��E�WMKRMǖGERX�TSVXMSR�SJ�VIWTSRHIRXW����	
�VITSVXIH�VIEHMRK�MR�FSXL�(^SRKOLE�
and English. This bilingual segment of readers represents a crucial bridge between tradition 
and modernity. This group could play a crucial role in encouraging the normalization of 
Dzongkha use in formal and intellectual domains.
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However, it is also concerning that 17% of respondents indicated they do not read 
newspapers at all. This could stem from several factors, including illiteracy, lack of access 
to print materials, digital substitution, or disengagement from traditional media altogether. 
For media practitioners and policymakers, this underscores the need for alternative formats, 
WYGL� EW� EYHMS�ZMWYEP� QIHME�� GSQQYRMX]� VEHMS�� SV� WMQTPMǖIH� TVMRX� GSRXIRX� XS� VIEGL� XLMW�
segment of the population.

Recommendations 

10.4 Implement bilingual formats, such as digital editions with language toggle features, to 
promote cross-language engagement and make newspapers more inclusive for both 
Dzongkha and English readers.

10.5 Print media should actively offer news in alternative formats, such as audio or video 
summaries, disseminated via popular platforms like social media or radio, to engage 
XLI�WMKRMǖGERX�WIKQIRX�SJ�RSR�VIEHIVW�ERH�EHETX�XS�IZSPZMRK�GSRWYQTXMSR�LEFMXW�

Online News Websites and Language/Dialect

Figure 17 Online News Websites & Languages/Dialects

Table 19 Online News Websites & Languages/ Dialects
Sl. No. Language No. of Respondents Percentage

1 English 399 70.25%
2 Dzongkha 51 8.98%
3 Lhotshamkha 2 0.53%
4 Dzongkha, English 113 19.89%
5 Dzongkha, English, Lhotshamkha 1 0.18%
6 English, Lhotshamkha 1 0.18%
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8LI�HEXE�SR�SRPMRI�RI[W�VIEHIVWLMT� MR�&LYXER�TVIWIRXW�EʓGPIEV�HSQMRERGI�SJ�XLI�)RKPMWL�
PERKYEKIʓMR�XLI�HMKMXEP�QIHME�WTEGI��%�WXVMOMRKʓ��	������VIWTSRHIRXW
ʓEGGIWWIH�SRPMRI�RI[W�
GSRXIRXʓ I\GPYWMZIP]� MR� )RKPMWL��QEOMRK� MX� XLI�QSWX�[MHIP]� YWIH� PERKYEKI� JSV� HMKMXEP� RI[W�
GSRWYQTXMSR��8LMW�XVIRH�VIǗIGXW�&LYXERƅW�MRGVIEWMRK�HMKMXEP�PMXIVEG]��KPSFEP�I\TSWYVI��ERH�XLI�
prominence of English in online platforms, particularly among urban, literate, and younger 
demographics.

-R�GSRXVEWX�ʓ(^SRKOLE��XLI�REXMSREP�PERKYEKI�[EW�YWIH�F]�SRP]��	�����VIWTSRHIRXW
ʓEW�XLIMV�
WSPI�PERKYEKI�JSV�EGGIWWMRK�SRPMRI�RI[W��8LMW�GSQTEVEXMZIP]�PS[�ǖKYVI�QE]�TSMRX�XS�EʓPEGO�
SJ�WYǘGMIRX�(^SRKOLE�GSRXIRX�MR�HMKMXEP�RI[W�QIHME��YWIV�TVIJIVIRGI�JSV�)RKPMWL�MR�VIEHMRK�
intensive formats like websites or technical challenges with Dzongkha script integration 
online.

%�RSXEFPIʓ��	� ����� VIWTSRHIRXW
ʓGSRWYQIH�SRPMRI�RI[W� MRʓFSXL�(^SRKOLE�ERH�)RKPMWL��
MRHMGEXMRK�E�WMKRMǖGERX�FMPMRKYEP�HMKMXEP�EYHMIRGI��8LIWI�YWIVW�PMOIP]�WIIO�FSXL�REXMSREP�ERH�
international perspectives, preferring Dzongkha for local governance and community issues, 
and English for broader topics and analysis.

Smaller segments of the population consumed online news in regional languages or 
combinations. For instance, 0.53% (2 respondents) indicated that they accessed news 
via online websites in Lhotshamkha, 0.18% (1 respondent) in Dzongkha, English, and 
Lhotshamkha, and similarly, 0.18% (1 respondent) accessed news via online websites in 
)RKPMWL� ERH� 0LSXWLEQOLE��8LIWI�QMRMQEP� ǖKYVIW� LMKLPMKLX� XLIʓ RIEV� EFWIRGI� SJ� VIKMSREP�
language content in the digital news space.

8LI�SRPMRI�RI[W�PERHWGETI�MR�&LYXER�MWʓLIEZMP]�WOI[IH�XS[EVH�)RKPMWL��VIǗIGXMRK�XLI�KPSFEP�
nature of digital communication and the educational background of its users/content 
GVIEXSVW��;LMPI�E�WM^EFPI�FMPMRKYEP�WIKQIRX�I\MWXW�ʓ(^SRKOLE�ERH�VIKMSREP�PERKYEKI�GSRXIRX�
remain underrepresented online. Media houses and policymakers have an opportunity to 
EHHVIWW� XLMW� MQFEPERGI� F]ʓ I\TERHMRK� (^SRKOLE� ERH� PSGEP� PERKYEKI� HMKMXEP� GSRXIRX�� ERH�
promoting inclusive digital journalism to ensure broader access and cultural preservation in 
Bhutan’s evolving digital ecosystem.

Recommendations

10.6 Digital media platforms should consider improving user experience for Dzongkha 
readers by addressing technical barriers such as font compatibility, keyboard access, 
and mobile responsiveness. 

10.7 Develop media policies that offer incentives, such as grants or awards, for media 
outlets that consistently publish high-quality content in Dzongkha on digital platforms.

10.8 Complement policy efforts with targeted training in digital journalism, focusing on 
script handling, translation accuracy, and related skills for Dzongkha content. 

Social Media and Language/Dialect
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Figure 18 Social Media & Languages/Dialects

Table 20 Social Media & Languages/Dialects
Sl. No. Language No. of Respondents Percentage

1 English 371 59.27%
2 Dzongkha 73 11.66%
3 Tsanglakha 7 1.12%
4 Lhotshamkha 6 0.96%
5 Dzongkha, English 134 21.41%
6 Dzongkha, English, Tshanglakha 12 1.92%
7 Dzongkha, English, Tshanglakha, Lhotshamkha 14 2.24%
8 Dzongkha, Tshanglakha 9 1.44%

8LI�HEXE�SR�WSGMEP�QIHME�PERKYEKI�YWEKI�MR�&LYXER�VIZIEPW�EʓGPIEV�HSQMRERGI�SJ�)RKPMWL��
XLSYKL� [MXL� RSXEFPIʓ FMPMRKYEP� ERH� QYPXMPMRKYEP� IRKEKIQIRX�� %� QENSVMX]� SJʓ ��	� �����
VIWTSRHIRXW
ʓ YWIHʓ )RKPMWL� I\GPYWMZIP]ʓ SR� WSGMEP� QIHME�� QEOMRK� MX� XLIʓ QSWX� HSQMRERX�
PERKYEKIʓSR� XLIWI�TPEXJSVQW��8LMW� XVIRH� MW� PMOIP]�HVMZIR�F]�)RKPMWLƅW� WXEXYW�EW� XLI�KPSFEP�
language of the internet, and its widespread use among Bhutan’s literate and urban 
population who are most active on social media.

-R�GSRXVEWX�ʓSRP]���	�����VIWTSRHIRXW
�YWIH�(^SRKOLE�EPSRI��HIWTMXI�MX�FIMRK�XLI�REXMSREP�
language. This relatively low number is due mainly because of several factors such as the 
dominance of English in social media apps, limited Dzongkha content, and script compatibility 
challenges on certain platforms.

%�WMKRMǖGERXʓ��	������VIWTSRHIRXW
ʓYWIHʓFSXL�(^SRKOLE�ERH�)RKPMWL��MRHMGEXMRK�E�WM^EFPI�
RYQFIV�SJʓFMPMRKYEP�HMKMXEP�EYHMIRGI��

Among the respondents, a small but notable segment reported using multiple languages on 
WSGMEP�QIHME��%�XSXEP�SJʓEFSYX��	�����VIWTSRHIRXW
ʓMRHMGEXIH�XLEX�XLI]�YWIHʓ(^SRKOLE��)RKPMWL��
ERH� 8WLERKPEOLE�� WYKKIWXMRK� E� XVMPMRKYEP� TVSǖGMIRG]� ERH� HMZIVWI� PMRKYMWXMG� IRKEKIQIRX��
7PMKLXP]�SZIV��	�����VIWTSRHIRXW
ʓVITSVXIH�YWMRK�ER�IZIR�FVSEHIV�VERKI�SJ�PERKYEKIW��[LMGL�
MRGPYHIH�(^SRKOLE��)RKPMWL��8WLERKPEOLE��ERH�0LSXWLEQOLE��VIǗIGXMRK�XLI�LMKLIWX�PIZIP�SJ�
multilingualism in this data subset.
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1IER[LMPI�� E� WQEPPIV� TVSTSVXMSRʓ SJ� SZIV� �	� ��� VIWTSRHIRXW
ʓ VITSVXIH� YWMRKʓ (^SRKOLE�
and Tshanglakha, and a minimal share of respondents relied solely on regional languages 
�	� ��� VIWTSRHIRXW
ʓ YWIHʓ 8WLERKPEOLE� SRP]�� ERHʓ ERSXLIV� �	� ��� VIWTSRHIRXW
ʓ used 
SRP]ʓ0LSXWLEQOLE�� MRHMGEXMRK� PMQMXIH�QSRSPMRKYEP�WSGMEP�QIHME�YWI��8LIWI�ǖKYVIW� VIǗIGX�
a predominantly multilingual population among the respondents, with only a small fraction 
using a single local language, emphasizing the importance of linguistic inclusivity in digital 
communication strategies.

8LIWI�ǖKYVIW��XLSYKL�WQEPP��WYKKIWX�XLEXʓWSGMEP�QIHME�SJJIVW�E�WTEGI�JSV�QMRSVMX]�PERKYEKI�
speakers to engage and express themselves, possibly more so than traditional media 
GLERRIPW�� -X�EPWS�TSMRXW�XS�E�XVIRH�SJʓGSHI�W[MXGLMRK�ERH�QM\IH�PERKYEKI�YWEKI��[LMGL� MW�
common in informal digital communication.

Recommendation

10.9 Collaborate with social media platforms and developers to improve Dzongkha script 
compatibility and keyboard access, thereby reducing technical barriers for users. 

Use of Other Languages/Dialects in Media Consumption

Table 21 Other Languages in Media Consumption
Sl. No. Language/Dialect No. of Respondents

1 Hindi 81
2 Korean 7
3 Chinese 4
4 Japanese 4
5 Nepali 3
6 Thai 3
7 Tibetan 2
8 Khengkha 1
9 Choekyed 1

10 FilipiNone 1
11 Turkish 1
12 Choe-cha-nga-cha 1
13 Brokpakha 1

-R�EHHMXMSR�XS�(^SRKOLE�ERH�)RKPMWL��E�HMZIVWI�VERKI�SJʓJSVIMKR�ERH�PSGEP� PERKYEKIWʓ[IVI�
also used by respondents to consume media, highlighting Bhutan’s multicultural media 
PERHWGETI�ERH�KVS[MRK�KPSFEP�I\TSWYVI��,MRHMʓWXSSH�SYX�EW�XLI�QSWX�[MHIP]�YWIH�JSVIMKR�
PERKYEKI��[MXLʓ���VIWTSRHIRXWʓMRHMGEXMRK�XLI]�GSRWYQIH�QIHME�MR�MX��8LMW�VIǗIGXW�MRǗYIRGI�
SJ�-RHMER�QIHME�MR�&LYXER��TEVXMGYPEVP]�XLVSYKL�XIPIZMWMSR��ǖPQW��ERH�QYWMG��*SPPS[MRK�XLEX��E�
small number of respondents reported consuming media in popular East Asian languages 
WYGL�EWʓ/SVIER����VIWTSRHIRXW
�ʓChinese (4), ERHʓ.ETERIWI���
��E�XVIRH�XLEX�EPMKRW�[MXL�XLI�
global popularity of K-pop, K-dramas, anime, and Asian cinema.

0ERKYEKIW�WYGL�EWʓ2ITEPM����VIWTSRHIRXW
�ʓ8LEM���
��ERHʓ8MFIXER���
ʓEPWS�JIEXYVIH�EQSRK�
QIHME� GSRWYQTXMSR� TVIJIVIRGIW�� VIǗIGXMRK� FSXL� IXLRMG� HMZIVWMX]� [MXLMR� &LYXER� ERH�
regional cultural ties. A few respondents reported consuming media in indigenous dialects 
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MRGPYHMRKʓ/LIRKOLE�ʓChoekyed,ʓBrokpakha, andʓ'LSI�GLE�RKE�GLE��IEGL�[MXLʓ��VIWTSRHIRX��
These responses underscore the presence of minority language speakers and hint at 
localized media or oral content circulation. Interestingly, there were also isolated mentions 
SJʓ*MPMTMRS�ERHʓ8YVOMWL��3ZIVEPP��[LMPI�,MRHM�HSQMREXIH�EQSRK�RSR�&LYXERIWI�PERKYEKIW��XLI�
ZEVMIX]�SJ�PERKYEKIW�PMWXIH�VIǗIGXW�&LYXERIWI�EYHMIRGIWƅ�I\TERHMRK�EGGIWW�XS�MRXIVREXMSREP�
media, alongside the continued relevance of local dialects in certain communities.

Recommendations 

10.10 Invest in initiatives that encourage the creation and dissemination of media content in 
indigenous dialects such as Khengkha, Choekyed, Brokpakha, and Choe-cha-nga-cha. 
This could involve supporting community radio, local storytelling projects, or digital 
platforms that provide a space for these minority languages, thereby preserving 
GYPXYVEP�LIVMXEKI�ERH�WIVZMRK�WTIGMǖG�GSQQYRMX]�RIIH�
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11. Media Use for Entertainment

Figure 19 Media Primarily for Entertainment

Table 22 Media Primarily for Entertainment
Sl. No. Media No. of Respondents Percentage

1 Television 34 20%
2 Social Media (e.g.,YouTube, TikTok, Facebook, 

Instagram) 38 23%
3 7XVIEQMRK�7IVZMGIW��I�K��2IXǗM\��7EQYL��SXLIV�388W
 14 8%
4 :MHISW�*MPQW��I�K���(:(��PSGEP�ǖPQ�HS[RPSEHW
 17 10%
5 Music/Drama/Live shows 26 16%
6 Radio 15 9%
7 Podcasts 7 4%
8 Online Gaming 16 10%

8LI� HEXE� VIZIEPW� XLEXʓ WSGMEP�QIHMEʓ MW� XLI�QSWX� TSTYPEV� WSYVGI� SJ� IRXIVXEMRQIRX� EQSRK�
respondents, with 23% (38 respondents) identifying platforms such as YouTube, TikTok, 
*EGIFSSO��ERH�-RWXEKVEQ�EW�XLIMV�TVMQEV]�QIHME�JSV�PIMWYVI�ERH�IRNS]QIRX��8LMW�VIǗIGXW�E�
clear shift toward short-form, visual, and on-demand content, particularly among younger 
and digitally connected audiences who are increasingly drawn to interactive and personalized 
media experiences.

'PSWIP]�JSPPS[MRK�WSGMEP�QIHME�MWʓXIPIZMWMSR��WIPIGXIH�F]���	�����VIWTSRHIRXW
��YRHIVWGSVMRK�
its continued relevance despite growing digital alternatives. Television remains a stable 
medium, likely preferred for family viewing and traditional programmeming in local languages, 
particularly Dzongkha as well as foreign channels for news as well as entertainment. This 
suggests a dual pattern of consumption where newer platforms dominate among the tech-
savvy, but television still holds cultural and generational value.
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1YWMG�� HVEQE�� ERH� PMZI� WLS[Wʓ [IVI� GMXIH� F]� ��	� ���� VIWTSRHIRXW
� EW� E� TVIJIVVIH�
entertainment source. This points to the importance of performance-based entertainment in 
Bhutan’s cultural landscape, likely encompassing both traditional events and contemporary 
performances.

:MHISW�ERH�ǖPQW�[LIXLIV�XLVSYKL�(:(W�SV�PSGEPP]�HS[RPSEHIH�GSRXIRX�VIQEMRIH�QSHIVEXIP]�
YWIH��[MXL���	�����VIWTSRHIRXW
�VIP]MRK�SR�XLMW�JSVQEX��7MQMPEVP]�ʓSRPMRI�KEQMRK��MHIRXMǖIH�F]�
��	�����VIWTSRHIRXW
��WLS[IH�E�KVS[MRK�RMGLI�MRXIVIWX��TVSFEFP]�VIǗIGXMRK�FVSEHIV�KPSFEP�
trends in recreational screen time.

7XVIEQMRK�WIVZMGIWʓWYGL�EW�2IXǗM\��7EQYL��ERH�SXLIV�SZIV�XLI�XST� �388
�TPEXJSVQW�[IVI�
YWIH�F]��	� ���� VIWTSRHIRXW
��;LMPI� WXMPP� E� WQEPPIV� WIKQIRX�� XLMW� VIǗIGXW�E�KVS[MRK�WLMJX�
toward subscription-based, curated digital content. As internet access improves and digital 
literacy rises, this category is expected to expand.

Radio, once a dominant source of entertainment, was now used by just 9% (15 respondents), 
highlighting its decline in favour of more visual or interactive formats. Even more marginal 
MWʓTSHGEWX�GSRWYQTXMSR��WIPIGXIH�F]�SRP]��	����VIWTSRHIRXW
��WYKKIWXMRK�XLEX�WTSOIR�[SVH�
digital content is yet to gain widespread traction in Bhutan.

3ZIVEPP�ʓ WSGMEP�QIHME� ERH� XIPIZMWMSRʓ GSRXMRYI� XS� HSQMREXI� &LYXERƅW� IRXIVXEMRQIRX�QIHME�
PERHWGETI�� XLSYKL� XLI]� GEXIV� XS� HMJJIVIRX� WIKQIRXW�ʓ )QIVKMRK� TPEXJSVQW� PMOI� WXVIEQMRK�
WIVZMGIW� ERH� KEQMRKʓ EVI� KVEHYEPP]� GEVZMRK� SYX� WTEGI�� [LMPIʓ XVEHMXMSREP� QIHME� WYGL� EW�
VEHMSʓERH�RI[IV�JSVQEXW�PMOIʓTSHGEWXWʓVIQEMR�PMQMXIH�MR�VIEGL��8LIWI�ǖRHMRKW�YRHIVWGSVI�
a dynamic but uneven media environment where digital engagement is rising, but legacy 
formats still play an important role.

Recommendations 

����� 'SRXMRYI� XS� PIZIVEKI� XLI� KVS[MRK� MRǗYIRGI� SJ� WSGMEP� QIHME� ERH� HMKMXEP� XSSPW� F]�
supporting local content creators to produce high-quality, culturally resonant content 
by providing training in digital storytelling and media production, and encourage 
innovation across platforms such as YouTube, TikTok, and Instagram. The recent 
policy initiatives under the Economic Stimulus Plan are seen as a positive step 
towards this.

11.2 Broadcast media need to consider modernising traditional platforms like TV and 
radio by integrating them with digital services, interactive features, and age-inclusive 
programmeming to ensure they remain relevant and accessible across generations.

����� 4VSQSXI�XLI�GVIEXMSR�SJ�PSGEP�388�GSRXIRX�XLEX�VIǗIGXW�&LYXERIWI�GYPXYVI��PERKYEKI��
and narratives on platforms like Samuh. Encourage affordable bundling of OTT 
subscriptions with data plans to boost accessibility and expand outreach for less 
digitally literate users. Simultaneously, foster the development of local music, drama, 
ERH�ǖPQ�GSRXIRX�JSV�WXVIEQMRK��IRWYVMRK�MX�MW�VIEHMP]�EZEMPEFPI�ERH�TVSQSXIH�SR�XLIWI�
emerging platforms to cater to a growing audience segment.
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12. Primary Reasons for Using Media

Figure 20 Reasons for Using Media

Table 23 Reasons for Using Media
Sl. No. Reasons for using media No. of Respondents Percentage

1 News 627 23.65%
2 Learning about issues 459 17.31%
3 Entertainment 602 22.71%
4 Communication 440 16.60%
5 Advertising/Shopping 273 10.30%
6 *SPPS[MRK�WTIGMǖG�MRXIVIWXW�LSFFMIW 250 9.43%

The data highlights the diverse motivations driving media consumption among respondents, 
[MXLʓ RI[W� ERH� IRXIVXEMRQIRXʓ IQIVKMRK� EW� XLI� X[S� QSWX� HSQMRERX� VIEWSRW�� 8LI� QSWX�
JVIUYIRXP]�GMXIH�VIEWSR�JSV�QIHME�YWI�[EW�XSʓWXE]�MRJSVQIH�EFSYX�RI[W��[MXL�����QIRXMSRW�
accounting for 24% of total responses. This indicates that media continues to serve a critical 
role in public information dissemination, with people relying on it to keep up with current 
EJJEMVW�[LIXLIV�REXMSREP��VIKMSREP��SV�KPSFEP��8LMW�EPWS�VIǗIGXW�E�PIZIP�SJ�GMZMG�E[EVIRIWW�ERH�
engagement within the population.

'PSWIP]�JSPPS[MRK�RI[W�ʓIRXIVXEMRQIRXʓEGGSYRXIH�JSV���	�SJ�VIWTSRWIW������QIRXMSRW
��8LMW�
suggests that media also functions as a vital source of leisure and emotional engagement, 
SJJIVMRK�ER�IWGETI�SV�E�VIGVIEXMSREP�SYXPIX�JSV�QER]��7SGMEP�QIHME��XIPIZMWMSR��ǖPQW��ERH�PMZI�
WLS[W�EVI�PMOIP]�TVMQEV]�GSRXVMFYXSVW�MR�JYPǖPPMRK�XLMW�IRXIVXEMRQIRX�RIIH�
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%RSXLIV�WMKRMǖGERX�YWI�SJ�QIHME�[EW�JSVʓ PIEVRMRK�EFSYX� MWWYIW�� MRGPYHMRK�WSGMEP��TSPMXMGEP��
and cultural topics, which accounted for 17% (459 mentions). This indicates that a notable 
portion of the population engages with media not just for facts, but for deeper understanding 
and awareness pointing to the media’s educational value and its role in shaping public 
perspectives.

'SQQYRMGEXMSRʓ[EW�ERSXLIV�TVSQMRIRX�VIEWSR�JSV�QIHME�YWEKI��VITSVXIH�F]�����VIWTSRHIRXW�
(17%). This includes messaging, video calls, and other forms of online interaction facilitated 
by mobile phones and social media platforms, underscoring the central role of digital media 
in personal and social connectivity.

%HZIVXMWMRK�ERH�WLSTTMRKʓ[IVI�GMXIH�F]���	�SJ� VIWTSRHIRXW� �����QIRXMSRW
�� VIǗIGXMRK�E�
growing trend of using media particularly online platforms for consumer purposes. This 
includes browsing products, comparing prices, and making purchases, indicating the rise of 
digital marketplaces and the commercialization of media spaces.

0EWXP]�ʓ JSPPS[MRK� WTIGMǖG� MRXIVIWXW� SV� LSFFMIWʓwas mentioned by 250 respondents (9%), 
suggesting a smaller but active group of users who engaged with media to pursue personal 
TEWWMSRW��8LIWI�QE]�MRGPYHI�GSRXIRX�VIPEXIH�XS�XVEZIP��WTSVXW��VIPMKMSR��ǖXRIWW��SV�EVXW��SJXIR�
XLVSYKL�RMGLI�[IFWMXIW��=SY8YFI�GLERRIPW��SV�LSFF]�WTIGMǖG�WSGMEP�QIHME�GSQQYRMXMIW�

3ZIVEPP��[LMPIʓRI[W�ERH�IRXIVXEMRQIRXʓHSQMREXI�QIHME�YWEKI�TEXXIVRW��WMKRMǖGERX�TSVXMSRW�
SJ� VIWTSRHIRXW� EPWS� YWI� QIHME� JSVʓ IHYGEXMSR�� GSQQYRMGEXMSR�� ERH� GSRWYQIV�VIPEXIH�
EGXMZMXMIW�� 8LMW� YRHIVWGSVIW� XLIʓQYPXMJYRGXMSREP� VSPIʓ SJ�QIHME� MR� &LYXERIWI� WSGMIX]� EW� E�
WSYVGI�SJ�MRJSVQEXMSR��IRNS]QIRX��GSRRIGXMSR��ERH�IZIR�GSQQIVGI�VIǗIGXMRK�FVSEHIV�KPSFEP�
media trends.

Recommendation 

12.1 Develop or reinforce policies that support a multifunctional media ecosystem 
by enabling diverse content formats, cross-sector collaboration, and platform 
interoperability to amplify media’s role in education, empowerment, and social change.

Other Reasons for Using Media

The data shows that for the vast majority of respondents (281 out of 305), there were no 
EHHMXMSREP�VIEWSRW�JSV�QIHME�YWI�FI]SRH�XLSWI�TVIZMSYWP]�PMWXIH��%QSRK�XLI�JI[�[LS�WTIGMǖIH�
other reasons, “Educational purpose” (including variations) was by far the most common, 
accounting for 20 responses. Other less frequently mentioned reasons included “Relaxation” 
(2 responses), and single mention for “To build connection with others,” “Emotional support,” 
“Job vacancies,” and “Awareness purpose.” This indicates that while education is a notable 
secondary use of media for some, other non-listed purposes are very marginal.
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Types of Phones Owned

Figure 21 Types pf Phones Owned by Respondents

Table 24 Types of Phones Owned by Respondents
Sl. No. Phone Type No. of Respondents Percentage

1 Smartphone 686 97.58%
2 Feature phone 10 1.42%
3 No phone 7 1.00%

8LI�HEXE�WLS[W�XLEXʓWQEVXTLSRI�S[RIVWLMT� MW�RIEVP]�YRMZIVWEP��[MXL���	�SJ�VIWTSRHIRXW�
(686 out of 703) reporting that they used a smartphone. This overwhelming majority 
highlights the deep penetration of modern mobile technology in Bhutan, suggesting that the 
vast majority of individuals are equipped to access internet-based services, social media, 
mobile applications, and multimedia content.

3RP]� E� WQEPP� JVEGXMSR�SJ� VIWTSRHIRXW�SZIV� �	� ���
� VITSVXIH� YWMRKʓ JIEXYVI� TLSRIW��[LMGL�
are basic mobile devices with limited or no internet capability. An even smaller group of 
EFSYX��	���
�VITSVXIH�LEZMRKʓRS�TLSRI�EX�EPP��MRHMGEXMRK�XLEX�QSFMPI�GSRRIGXMZMX]�LEW�VIEGLIH�
almost all corners of society, with very few still excluded. These individuals may face barriers 
related to affordability, digital literacy and preferences.

3ZIVEPP�� XLI�RIEV�XSXEP�S[RIVWLMT�SJ�WQEVXTLSRIW� VIǗIGXW�&LYXERƅW� VETMHP]�IZSPZMRK�HMKMXEP�
PERHWGETI�ERH�YRHIVWGSVIW�XLI�WXVSRK�TSXIRXMEP�JSV�QSFMPI�ǖVWX�GSQQYRMGEXMSR�WXVEXIKMIW��
digital media delivery, online learning, and e-governance. The marginal presence of non-
smartphone users suggests that digital inclusion efforts can now shift focus toward quality 
of access, skills development, and meaningful usage rather than basic connectivity.
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13. Social Media Platforms Used 

Figure 22 Social Media Platforms Used by Respondents

The data reveals a dynamic and diverse landscape of social media usage among respondents, 
highlighting both widespread adoption and varying engagement levels across platforms. 
*EGIFSSO�ERH�1IWWIRKIV�HSQMREXIH�EW�XLI�QSWX�EGXMZIP]�YWIH�TPEXJSVQW��[MXLʓZIV]�LMKL�
HEMP]�IRKEKIQIRXʓERHʓQE\MQYQ�YWIV�MRXIRWMX]��[LMPI�TPEXJSVQW�PMOI�0MROIH-R��<��8[MXXIV
��ERH�
Snapchat showed relatively low engagement and niche usage. 

Daily users of Facebook were recorded as 534 respondents and those using Messenger 
was 531 respondents, which is the highest in the dataset. Among all social media 
TPEXJSVQW�ʓ*EGIFSSO�ERH�1IWWIRKIV�I\LMFMXIH�XLI�LMKLIWX�YWIV�MRXIRWMX]�WGSVIW�SJ������ERH�
�����VIWTIGXMZIP]�WMKREPPMRK�XLEX�YWIVW�RSX�SRP]�LEZI�EGGSYRXW�FYX�EPWS�IRKEKI�[MXL�XLIQʓSR�
E�RIEV�HEMP]�FEWMW�[MXL�LMKL�JVIUYIRG]��8LMW�WYKKIWXW� XLEX� XLIWI�TPEXJSVQW�VIQEMRʓHIITP]�
woven into the routines of everyday digital life. Despite global patterns that show younger 
audiences gravitating toward trendier platforms like Instagram and TikTok, Facebook 
GSRXMRYIW�XS�QEMRXEMR�EʓWXVSRKLSPH�MR�XLMW�GSRXI\X��-XW�IRHYVMRK�TSTYPEVMX]�MW�PMOIP]�EXXVMFYXIH�
XS� XLI� TPEXJSVQƅWʓ QYPXMJYRGXMSREP� IGSW]WXIQ� IRGSQTEWWMRK� RI[W� GSRWYQTXMSR�� WSGMEP�
networking, event coordination, and messaging all within a single interface. 

1IWWEKMRK�TPEXJSVQW�GSRXMRYI�XS�TPE]�E�TMZSXEP�VSPI�MR�HMKMXEP�GSQQYRMGEXMSR��[MXLʓ;LEXW%TT�
and Telegram emerging as two of the most EGXMZIP]�YWIH�WIVZMGIW��;LEXW%TT�VIGSVHWʓ����
YWIVW�� [MXLʓ ���� SJ� XLIQ� IRKEKMRK� HEMP]�� VIǗIGXMRK� Eʓ LMKL� YWI� MRXIRWMX]� WGSVI� SJ� ������
8IPIKVEQ��QIER[LMPI��RSX�SRP]�LEH�EʓWPMKLXP]�PEVKIV�YWIV�FEWI�SJ�����VIWTSRHIRXW�FYX�EPWS�
WYVTEWWIH�;LEXW%TT� MRʓHEMP]�EGXMZI�YWIVW�SJ�����VIWTSRHIRXWʓERHʓSZIVEPP� MRXIRWMX]�WGSVI�
SJ�������8LIWI�ǖKYVIW� MRHMGEXI�E�WYFXPI�FYX�WMKRMǖGERX�WLMJX� MR�TPEXJSVQ�TVIJIVIRGI��;LMPI�
WhatsApp remains an integral messaging app, Telegram seems to be gaining traction as a 
more dominant or adaptable platform. Its growing appeal mainly stems from features that 
I\XIRH�FI]SRH�FEWMG�QIWWEKMRK�WYGL�EWʓPEVKI�KVSYT�GETEGMX]��EHZERGIH�TVMZEG]�GSRXVSPW��
IǘGMIRX�ǖPI�WLEVMRK� etc., making it particularly attractive for both community coordination 
and content dissemination. 
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=SY8YFI�WXERHW�SYX�EW�SRI�SJ�XLI�QSWX�[MHIP]�YWIH�TPEXJSVQW��[MXLʓ����YWIVW�VEROMRK�NYWX�
FILMRH�*EGIFSSO��1IWWIRKIV�ERH�8IPIKVEQ�MR�SZIVEPP�VIEGL��,S[IZIV��MXWʓHEMP]�IRKEKIQIRX�
�����YWIVW
ʓERHʓYWI�MRXIRWMX]������
ʓJIPP�WPMKLXP]�FIPS[�XLI�PIZIPW�WIIR�MR�QIWWEKMRK�TPEXJSVQW�
PMOI� 8IPIKVEQ� ERH�;LEXW%TT�� 8LMW� TEXXIVR� WYKKIWXW� XLEXʓ =SY8YFI� JYRGXMSRW�QSVI� EW� E�
HIWXMREXMSR�TPEXJSVQ�XLER�E�LEFMXYEP�SRI��9WIVW�X]TMGEPP]�EGGIWW�MX�[MXL�MRXIRX�XS�[EXGL�WTIGMǖG�
videos, tutorials, or entertainment content rather than for constant, real-time interaction. 
9RPMOI�QIWWEKMRK�SV�WSGMEP�RIX[SVOMRK�ETTW�XLEX�HIQERH�JVIUYIRX�IRKEKIQIRX�ʓ=SY8YFI�
supports more passive and episodic consumption, making it highly valuable for targeted 
content delivery but less central to users’ daily digital routines.

-RWXEKVEQ�VIKMWXIVIH�E�QSHIVEXI�PIZIP�SJ�YTXEOI��[MXLʓ����YWIVW�SZIVEPP�ERH�����IRKEKMRK�
HEMP]��-XWʓYWI�MRXIRWMX]�WGSVI�SJ�������[LMPI�VIWTIGXEFPI�� PEKKIH�FILMRH�XLI�QSVI�JVIUYIRXP]�
YWIH�QIWWEKMRK�TPEXJSVQW��VIǗIGXMRK�E�HMJJIVIRX�TEXXIVR�SJ�MRXIVEGXMSR��8LMW�XVIRH�WYKKIWXW�
XLEX�[LMPIʓ-RWXEKVEQ�VIQEMRW�E�TSTYPEV�TPEXJSVQ��MXW�ETTIEP�QE]�FI�QSVIʓHIQSKVETLMGEPP]�
segmented TEVXMGYPEVP]� EQSRK� ]SYRKIV� SV� YVFER� YWIVWʓ [LS� EVI� HVE[R� XS� MXW� ZMWYEP� ERH�
aesthetic nature. 

8MO8SO�TVIWIRXIH�ER�MRXIVIWXMRK�YWEKI�TEXXIVR�ʓ%PXLSYKL�MXWʓSZIVEPP�YWIV�FEWI�WXSSH�EX������
[LMGL�[EW�QSHIVEXI�GSQTEVIH�XS�SXLIV�TPEXJSVQW�� MXWʓHEMP]�EGXMZI�YWIVW�SJ����ʓERHʓLMKL�
YWI�MRXIRWMX]�WGSVI�SJ�����ʓTSMRX�XS�EʓHIITP]�IRKEKIH�ERH�PS]EP�WYFWIX�SJ�YWIVW��8LMW�QEOIW�
TikTok one of the most intensively used platforms among those who do adopt it.

%X�XLI�WEQI�XMQI��XLIVI�MW�EʓRSXEFPI�TSVXMSR�SJ�XLI�TSTYPEXMSR�XLEX�HSIW�RSX�WIIQ�MRXIVIWXIH�
MR� XLI�TPEXJSVQ��[MXLʓ���VITSVXMRK� XLI]�RIZIV�YWIH� MXʓERHʓ��� MRHMGEXMRK� XLI]�HMH�RSX�YWI� MX�
EX� EPP�� 8LMW� HMZIVKIRGI� WYKKIWXW� XLEX� 8MO8SOƅWʓ TSTYPEVMX]� MW� GSRGIRXVEXIH� [MXLMR� WTIGMǖG�
demographic groups, most likely those drawn to its short-form, entertainment-driven content 
and tailored feeds.  

WeChat exhibited relatively low uptake and engagement within the broader user base, with 
SRP]ʓ����YWIVW�ʓ����SJ�[LSQ�YWIH�MX�HEMP]��ERH�EʓQSHIWX�YWI�MRXIRWMX]�WGSVI�SJ������ What 
WXSSH�SYX�QSVI��LS[IZIV��[EW�XLI�LMKL�RYQFIV�SJ�VIWTSRHIRXW�[LSʓVITSVXIH�RIZIV�YWMRK�
XLI�TPEXJSVQ�����
ʓSV�[LSʓI\TPMGMXP]�WXEXI�XLI]�HMH�RSX�YWI�MX�EX�EPP�����
��8LMW�TEXXIVR�WXVSRKP]�
WYKKIWXW� XLEXʓYRPMOI�QSVI�QEMRWXVIEQ�SV� PSGEPP]�IQFIHHIH�TPEXJSVQW�ʓ;I'LEX�HSIW�RSX�
ETTIEV�XS�LEZI�FVSEH�GVSWW�HIQSKVETLMG�ETTIEPʓMR�XLMW�GSRXI\X��

0MROIH-R�IQIVKIH�EW�SRI�SJ�XLI�PIEWX�JVIUYIRXP]�YWIH�TPEXJSVQW�MR�XLI�HEXEWIX��[MXL�EʓWQEPP�
user base of only 124 and aʓlow use intensity score of 2.77, tied with X (formerly Twitter) for 
XLI�PS[IWX�SZIVEPP�IRKEKIQIRX��8LMW�VIǗIGXW�0MROIH-RƅWʓHMWXMRGX�TSWMXMSRMRK�EW�E�TVSJIWWMSREP�
networking XSSP�VEXLIV�XLER�E�WSGMEP�SV�IRXIVXEMRQIRX�TPEXJSVQ��-XW�YWEKI�MW�PMOIP]ʓWTSVEHMG�
ERH� TYVTSWI�HVMZIR�� [MXL� YWIVW� IRKEKMRK� HYVMRK� WTIGMǖG� TIVMSHW� WYGL� EW� TVSJIWWMSREP�
announcements rather than as part of their daily digital routine. The data suggests that 
[LMPIʓ0MROIH-R�LSPHW�ZEPYI�[MXLMR�TVSJIWWMSREP�ERH�GEVIIV�JSGYWIH�GSRXI\XW��MX�HSIW�RSX�WIVZI�
as a platform for continuous interaction, content sharing, or communication in the way other 
mainstream apps do. 

X (formerly Twitter) and Snapchat appear to occupy smaller margins of the social media 
PERHWGETIʓMR�XLMW�GSRXI\X��[MXLʓPMQMXIH�YWIV�FEWIW�ERH relatively low engagement levels. X 
VIGSVHIHʓSRP]�����YWIVW��ERH�[EW�QEVOIH�F]�ERʓI\GITXMSREPP]�LMKL�RYQFIV�SJ�RSR�YWIVW��
[MXLʓ���� MRHMGEXMRK� XLI]�RIZIV�YWIH�XLI�TPEXJSVQ�� -XWʓYWIV� MRXIRWMX]�WGSVI�SJ� NYWX������ XLI�
lowest in the dataset further underscores its minimal relevance or utility for the majority of 
respondents.
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7RETGLEX� TIVJSVQW� WSQI[LEX� FIXXIV��[MXL� Eʓ YWIV� FEWI� SJ� ���ʓERH� EʓQSHIVEXI� MRXIRWMX]�
score of 3.64, suggesting more active engagement among its limited user pool. However, 
MX�XSS�WYJJIVW�JVSQʓWMKRMǖGERX�PIZIPW�SJ�RSR�YWEKI��TSMRXMRK�XS�E�PEGO�SJ�[MHIWTVIEH�ETTIEP��
8SKIXLIV�� XLIWI�ǖKYVIW�WYKKIWX� XLEXʓFSXL�TPEXJSVQW�EVI�IMXLIV� MR�HIGPMRI�SV�RIZIV�KEMRIH�
WYFWXERXMEP� XVEGXMSRʓ EQSRK� XLI� WYVZI]IH� TSTYPEXMSR��8LIMVʓ PS[� ZMWMFMPMX]� ERH engagement 
may be attributed to the rise of newer, more immersive platforms like TikTok. 

Recommendations 

13.1 Utilise the widespread daily use of dominant social media and messaging platforms 
to drive public communication, service delivery, and community engagement. This 
includes leveraging their diverse capabilities for both broad information dissemination 
and direct, localized interaction, while continuously monitoring usage trends to adapt 
outreach strategies in real time.

����� (IZIPST�TPEXJSVQ�WTIGMǖG� GSRXIRX� WXVEXIKMIW�� JSGYWMRK�SR� ZMWYEP� WXSV]XIPPMRK�� WLSVX�
form engagement, and on-demand viewing styles. This involves promoting local 
creators and cultural content tailored for each platform to amplify reach and visibility.

13.3 Develop inclusive outreach and education programmemes to ensure equitable access 
to social media across age groups, regions, and literacy levels, and promote responsible 
digital behaviour by raising awareness on privacy, safety, and misinformation tailored 
to the unique risks and features of each platform. 
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14. Expenditure on Media Subscriptions

Figure 23 Expenditure on Media

Table 25 Expenditure on Media
Average Minimum Maximum

Television Subscription (Cable/DTH): Nu. 389 150 4,000
7XVIEQMRK�7IVZMGIW��I�K���2IXǗM\��7EQYL��SXLIV�
OTTs)

592 50 6,000

Internet Service (Home Broadband/Fiber) 1,573 100 9,000
Mobile Phone Data/Recharge (personal) 1,205 49 20,000
Newspapers and Magazines (subscriptions/pur-
chases)

586 99 5,000

Books (purchases) 1,486 75 100,000
Cinema/Movie Rentals/Purchases 493 50 5,000
Music Streaming/Downloads 453 30 1,500

8LI�HEXE�TVSZMHIW�MRWMKLX�MRXS�XLIʓǖRERGMEP�TVMSVMXMIW�ERH�GSRWYQTXMSR�LEFMXWʓSJ�MRHMZMHYEPW�
EGVSWW�ZEVMSYW�JSVQW�SJ�QIHME�ERH�GSQQYRMGEXMSR�WIVZMGIW��3ZIVEPP��MX�WYKKIWXW�EʓHMKMXEPP]�
active lifestyle, with marked variation in expenditure across categories ranging from 
essential connectivity to discretionary entertainment. Internet service (home broadband/
ǖFVI
ʓ GSQQERHW� XLI� LMKLIWX� EZIVEKI� QSRXLP]� WTIRHMRK� EXʓ 2Y�� ������� GPSWIP]� JSPPS[IH�
F]ʓQSFMPI�TLSRI�HEXE�VIGLEVKI��2Y�������
��8LMW�VIǗIGXW�XLIʓWMKRMǖGERGI�SJ�MRXIVRIX�EGGIWW�
in daily life, as it underpins communication, education, work-from-home arrangements, and 
access to other media platforms.

;MXL�ERʓEZIVEKI�QSRXLP]�I\TIRHMXYVI�SJ�2Y���������FSSOW�IQIVKIH�EW�EʓQENSV�GYPXYVEP�SV�
IHYGEXMSREP�MRZIWXQIRX�LMKLIV�XLER�GMRIQE��RI[WTETIVW��SV�IZIR�XIPIZMWMSR��8LIʓQE\MQYQ�
VITSVXIH�I\TIRHMXYVI�SJ�2Y���������ʓF]�SRI�VIWTSRHIRX�JVSQ�YVFER�8LMQTLY��MW�ZIV]�LMKL�
GSQTEVMRK� XS� SXLIV� I\TIRWIW�� PMOIP]� VIǗIGXMRK� IMXLIV� EGEHIQMG�� VIPMKMSYW�� SV� TVSJIWWMSREP�
purchases. This also has contributed to a raised average monthly expenditure which would 
otherwise have been much lower at Nu.878 and also closer to average expenditure.
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%ZIVEKI�WTIRHMRK�SRʓ388�TPEXJSVQW��2Y�����
ʓI\GIIHW�XVEHMXMSREPʓXIPIZMWMSR�WYFWGVMTXMSRW�
�2Y�� ���
�� MRHMGEXMRK�EʓKVEHYEP� WLMJX� E[E]� JVSQ�GEFPI�(8,� XS�SR�HIQERH�HMKMXEP� GSRXIRX��
,S[IZIV��XLIʓQE\MQYQ�388�I\TIRHMXYVI��2Y�������
ʓMQTPMIW�XLEX�WSQI�YWIVW�WYFWGVMFI�XS�
QYPXMTPI� TPEXJSVQW��8LMW� VIMRJSVGIW� XLI� MHIE� SJʓ TIVWSREPM^IH�� GLSMGI�FEWIH� IRXIVXEMRQIRX�
consumption, particularly among younger or tech-savvy groups.

2I[WTETIVW�ERH�QEKE^MRIWʓVIGSVHIH�EʓQSHIVEXI�EZIVEKI�SJ�2Y�������FYX�[MXL�E�QE\MQYQ�
SJ�2Y���������WYKKIWXMRK�YWEKI�EQSRKʓMRWXMXYXMSRW�SV�IRXLYWMEWXMG�VIEHIVWʓVEXLIV�XLER�XLI�
KIRIVEP�TSTYPEXMSR��'MRIQE�QSZMI�VIRXEPWʓLEZI�EʓPS[�EZIVEKI��2Y�����
ʓTIVLETW�MRǗYIRGIH�
by location access to cinemas or preference for digital movie purchases.

Spending on music streaming and downloads remained relatively low, with an average of 
Nu. 453, suggesting that many users may depend on free versions or access music through 
bundled services included with other digital subscriptions. Television subscriptions recorded 
the lowest average expenditure at Nu. 389, reinforcing the diminishing role of traditional 
broadcast media particularly among urban and younger audiences who are increasingly 
shifting toward on-demand and digital content platforms. 

Recommendations 

14.1 Promote and integrate digital media content directly through internet service and 
mobile data packages like encouraging affordable bundling of OTT subscriptions, 
digital news, and music streaming with existing data plans to boost accessibility 
and drive adoption of paid digital content, capitalizing on consumers’ primary media 
expenditure.

14.2 Support in developing libraries, digital lending platforms and affordable book access 
initiatives to expand readership, and promote local publishing and translation to 
increase the availability of books in Dzongkha and regional languages. Further, partner 
with institutions to sustain Bhutan’s strong cultural investment in reading and literacy.

����� 388�TPEXJSVQW�QE]�GSRWMHIV�TVSQSXMRK�XLI�GVIEXMSR�SJ�PSGEP�388�GSRXIRX�XLEX�VIǗIGXW�
Bhutanese culture, language, and narratives.
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15. Important Topics from Respondents for 
Bhutanese Media to Cover

Education & Learning (100 mentions)

Survey responses highlighted key topics that Bhutanese media should cover more 
extensively. These included education and learning, such as teaching for higher classes, 
career development, youth empowerment, online tutoring, information on scholarships, 
learning resources for children and awareness on online scams. Additional focus areas 
MHIRXMǖIH� [IVI� KIRIVEP� ORS[PIHKI�� IHYGEXMSREP� ZMHISW�� PERKYEKI� ERH� PMXIVEXYVI�� WGLSSP�
and teacher-related topics, opportunities for studying various subjects, and strengthening 
virtual learning platforms. Covering these topics can help raise awareness and support the 
development of a well-informed, skilled, and empowered citizenry.

News & Public Information (97 mentions)

Survey feedback indicated that Bhutanese media should focus more on news and public 
information covering topics such as parliament, information on development plans 
and programmemes, local and international news, more live broadcasts, and public 
announcements. Other areas included research, good practices, public opinions, and 
discussions on laws and current issues. Additional emphasis on transparency, investigative 
journalism, debates, and public engagement could enhance awareness and accountability. 
Covering these topics will help inform and involve the community effectively.

Politics & Governance (74 mentions)

Survey responses highlighted the need for media coverage on politics and governance, 
including topics like government function, reforms, public policies and public service 
delivery. Emphasis on democracy, parliament activities, national and local development, 
PIKEP�NYHKQIRXW�ERH�PE[W�[IVI�MHIRXMǖIH�EW�MQTSVXERX��'SZIVEKI�SJ�MWWYIW�PMOI�GSVVYTXMSR��
discrimination, transparency, accountability, and foreign relations can foster informed 
citizen participation. Highlighting government performance, national plans, and key political 
debates will strengthen public understanding of governance and national progress.

Health & Well-being (64 mentions)

Survey insights emphasised the importance of media coverage on health and well-being, 
including topics such as health services, wellness, and mental health. Highlighting issues 
related to diseases, non-communicable conditions, and health awareness could promote 
LIEPXLMIV� PMJIWX]PIW�� 'SZIVEKI� SJ� JEQMP]� TPERRMRK�� L]KMIRI�� LIEPXL� JEGMPMXMIW�� ERH� ǖXRIWW�
activities is vital for public health. Highlighting accidents as health concerns and sharing 
health talks can further enhance community awareness and encourage proactive health 
practices.

Social Issues & Community (66 mentions)

Survey feedback underscores the need for media focus on social issues, including poverty, 
gender equality, women and children’s welfare, youth and parenting. Covering youth 
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engagement, employment challenges, and development is crucial for community growth. 
Highlighting issues like substance abuse, cyber threats, social media safety, crime, sexual 
harassment, racism, and cyberbullying can raise awareness and promote safer, more 
inclusive societies. Tackling population dynamics, rural-urban migration, and village concerns 
provides a comprehensive view of societal change. Emphasizing mental health, social 
welfare, poverty alleviation, and human rights fosters societal wellbeing and encourages 
positive behavioural change, especially among youth and vulnerable groups.

Culture, Religion & Heritage (58 mentions)

Survey insights highlight the importance of media coverage on cultural and religious 
topics, including Bhutanese history, traditions, and spiritual practices. Media covering old 
entertainment forms like Tsangmo and Lozey, as well as cultural expressions such as art, 
architecture, and cuisine could contribute towards preserving national identity. Highlighting 
religious events, sacred places, and teachings like Driglam Namzha could reinforce 
cultural heritage and spiritual values. By showcasing Bhutanese folktales and cultural 
programmemes and highlighting Bhutan’s geography as part of its cultural landscape and 
promoting awareness of Buddhist practices and etiquette could contribute to strengthening 
national identity and cultural continuity.

Economy & Development (58 mentions)

Survey feedback highlighted the need to actively showcase Bhutan’s economic growth 
and development initiatives including entrepreneurship, creating job opportunities, and 
boosting youth employment to drive progress. Covering innovations in the digital economy, 
including cryptocurrency, efforts to expand agriculture, farming, and animal husbandry to 
strengthen rural livelihoods, and investment. Highlight processes for facilitation of land 
transaction, tax payment and loan processes to support business development. Showcase 
urban development projects, quality construction, and infrastructure improvements to 
HIQSRWXVEXI�QSHIVRM^EXMSR��)RGSYVEKI�E[EVIRIWW�SJ�IGSRSQMG�HMZIVWMǖGEXMSR�WXVEXIKMIW�
ERH�TVSQSXI�STTSVXYRMXMIW�[MXLMR�XLI�NSF�QEVOIX��3ZIVEPP��YWI�QIHME�XS�MRWTMVI�GSRǖHIRGI��
attract investment, and propel Bhutan’s economic resilience and growth.

Entertainment & Sports (47 mentions)

Survey feedback urged promoting vibrant entertainment and sports sectors to engage and 
inspire audiences. Media could highlight Bhutanese movies, series, and music to celebrate 
local culture and talent. Promotion of live programmemes and broadcasts to foster real-
time engagement and community participation by media could deepen public engagement. 
Provide platform for talent promotion initiatives to nurture emerging artists and performers. 
Emphasise the importance of producing short, high-quality dramas and documentaries 
to enrich entertainment options. By encouraging active participation in sports, eSports, 
ERH� ǖXRIWW� EGXMZMXMIW�� GSRXVMFYXI� XS� TVSQSXI� LIEPXL]� PMJIWX]PIW� ERH� XIEQ[SVO�� 9WI�QIHME�
to energize audiences, showcase diverse talents, and elevate Bhutan’s entertainment and 
sports landscape.

Environment & Disaster Management (34 mentions)

Survey feedback emphasised the urgency of protecting Bhutan’s environment and 
effectively managing disasters. Highlight initiatives addressing climate change, wildlife 
conservation, and preserving natural heritage to foster ecological balance. Promote waste 
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management programmemes and sustainable resource use, including irrigation and water 
GSRWIVZEXMSR�MR�VYVEP�EVIEW��6EMWI�E[EVIRIWW�EFSYX�LYQER�[MPHPMJI�GSRǗMGXW�ERH�WXVEXIKMIW�
to mitigate them, ensuring harmonious coexistence. Showcase efforts to improve disaster 
preparedness and response to safeguard communities and natural resources. Use media 
to inspire environmental stewardship, educate on climate resilience, and reinforce Bhutan’s 
commitment to sustainable development and ecological preservation.

Crime & Justice (22 mentions)

Survey feedback highlighted the importance of strengthening crime prevention and justice 
systems to ensure safety and fairness. Focus on addressing issues such as corruption, 
drug abuse, sexual harassment, and violence through effective enforcement and legal 
reforms. Promote awareness campaigns on social media safety, cyberbullying prevention, 
and responsible digital behaviour. Emphasise the need for accessible legal services and 
transparent justice processes to uphold citizens’ rights. Encourage community involvement 
in crime prevention and foster a culture of safety. Use media to educate the public about 
crime risks, legal rights, and the importance of justice to build a secure and just society.

Rural & Agriculture (22 mentions)

Survey feedback highlighted the need for media to cover the vital role of rural development 
and agriculture in Bhutan’s progress. Programmemes could focus on improving farming 
practices, supporting animal husbandry, and enhancing irrigation and water management 
XS�FSSWX�TVSHYGXMZMX]��1IHME�GSYPH�EHZSGEXI�JSV�ZMPPEKI�WTIGMǖG�MWWYIW�ERH�JEVQIVWƅ�VMKLXW�
and needs to promote sustainable livelihoods, highlighting challenges faced in rural areas 
such as access to resources, infrastructure, and markets, and promote innovative solutions 
for rural empowerment. Use media to showcase success stories, promote agricultural 
techniques, and foster community participation, ensuring rural communities thrive and 
contribute to national development.

Youth Focus (18 mentions)

Survey feedback highlighted the importance of media’s role in empowering youth by covering 
targeted initiatives that promote employment, education, and active engagement in society. 
Programmemes could emphasise expanding opportunities such as scholarships, vocational 
training, and skills development to prepare youth for the future. By highlighting issues faced 
by young people, including mental health, substance abuse, social participation and help 
create supportive environments. Media could also engage youth in sharing their opinions 
and stands related to community activities to foster leadership and responsibility. By doing 
so, media could help raise awareness about youth opportunities, success stories, and the 
importance of investing in youth development for a prosperous and inclusive society.

Technology & Innovation (9 mentions)

7YVZI]� JIIHFEGO� IQTLEWMWIH� XLI� WMKRMǖGERGI� SJ� IQFVEGMRK� XIGLRSPSK]� ERH� MRRSZEXMSR�
to drive progress. Media could focus on expanding access to digital platforms, highlight 
the need to improve internet connectivity and reduced internet charges to enhance service 
delivery. It could also raise awareness and adoption of emerging technologies such as AI 
ERH�HMKMXEP�XSSPW�XS�FSSWX�IǘGMIRG]�EGVSWW�WIGXSVW��1IHME�GSYPH�WYTTSVX�XLI�HIZIPSTQIRX�SJ�
digital literacy and skills among all age groups. This could encourage innovative solutions to 
societal challenges. Media could showcase technological advancements, success stories in 
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MRRSZEXMSR��ERH�XLI�FIRIǖXW�SJ�E�HMKMXEPP]�GSRRIGXIH�WSGMIX]��XLIVIF]�LIPT�JSWXIV�E�GYPXYVI�SJ�
continuous technological growth.

Recommendations

15.1 Bring more focus on educational content including career development, scholarships, 
and online safety, alongside comprehensive news and public information on 
government functions, development plans, and policy reforms. 

15.2 Expand reporting on social issues (poverty, gender equality, youth welfare, cyber threats, 
mental health), health and well-being (services, diseases, hygiene), and environmental 
concerns (climate change, waste management, disaster preparedness).

15.3 Increase coverage of Bhutanese history, traditions, and arts, alongside economic 
growth (entrepreneurship, job creation, digital economy) and rural/agricultural 
development. Simultaneously, integrate discussions on technology and innovation, 
WLS[GEWMRK� EHZERGIQIRXW� ERH� TVSQSXMRK� HMKMXEP� PMXIVEG]�� XS� MRWTMVI� GSRǖHIRGI��
preserve heritage, and support sustainable national progress.
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16. Satisfaction with the Bhutanese Media

Figure 24 Satisfaction with the Quality of Reporting by Bhutanese Media

Table 26 Satisfaction Rating on Quality of Reporting by Bhutanese Media
*SV�XLI�XSTMGW�MQTSVXERX�XS�]SY��LS[�WEXMWǖIH�EVI�]SY�[MXL�XLI�UYEPMX]�SJ�VITSVXMRK�F]�&LYXERIWI�
media?
Issue Rating
Social issues 3.53
Political issues 3.32
Environmental issues 3.67
Religious & Cultural issues 3.86
Economic issues 3.49
Governance issues 3.44
Health issues 3.82
Education issues 3.70

8LI�HEXE�VIǗIGXWʓQSHIVEXI�XS�TSWMXMZI�WEXMWJEGXMSR�PIZIPWʓEQSRK�VIWTSRHIRXW�VIKEVHMRK�LS[�
Bhutanese media covers issues that matter to them. Overall, the average ratings hovered 
FIX[IIRʓ�����ERH������� MRHMGEXMRK�XLEX�[LMPI�XLI�QIHME� MW�KIRIVEPP]�ZMI[IH�EW�TIVJSVQMRK�
EHIUYEXIP]��XLIVI�MWʓVSSQ�JSV�MQTVSZIQIRX�TEVXMGYPEVP]�SR�TSPMXMGEP�ERH�KSZIVRERGI�VIPEXIH�
topics.

6IPMKMSYW� ERH� GYPXYVEP� MWWYIWʓ VIGIMZIH� XLI� LMKLIWX� EZIVEKI� VEXMRK� SJʓ ������ MRHMGEXMRK� XLEX�
respondents felt most positively about how Bhutanese media reported on traditions, religious 
IZIRXW��ERH�GYPXYVEP�QEXXIVW��8LMW�PMOIP]�VIǗIGXW�XLI�QIHMEƅW�EPMKRQIRX�[MXL�&LYXERIWI�ZEPYIW�
ERH�MXW�WXVSRK�GSZIVEKI�SJ�JIWXMZEPW��VMXYEPW��ERH�REXMSREP�MHIRXMX]�XLIQIW��,IEPXL�MWWYIWʓEPWS�
WGSVIH�LMKL��[MXL�E�VEXMRK�SJʓ������WYKKIWXMRK�XLEX�TYFPMG�LIEPXL�VITSVXMRK�LEW�FIIR�IJJIGXMZI�
ERH�XVYWXIH��)HYGEXMSR�MWWYIWʓJSPPS[IH�[MXL�E�VEXMRK�SJʓ������WLS[MRK�XLEX�XLI�QIHME�MW�WIIR�
as performing fairly well in covering topics such as schooling, youth development, and 
IHYGEXMSR�VIJSVQ��)RZMVSRQIRXEP�MWWYIW��VEXIH�EXʓ������MRHMGEXIH�VIPEXMZIP]�WXVSRK�WEXMWJEGXMSR��



54 Media Perception Index: Bhutan’s First Citizen Survey 2025

This may be due to growing national and global attention to climate and conservation issues 
in Bhutan, and the media’s consistent coverage of environmental sustainability.

7SGMEP�MWWYIW��[MXL�E�WGSVI�SJʓ������JIPP�MR�XLI�QMH�VERKI��WYKKIWXMRK�FEPERGIH�FYX�TSWWMFP]�
inconsistent coverage. This includes reporting on inequality, gender, youth, and vulnerable 
populations, which may not always be deeply investigated or followed through. Economic 
MWWYIW��EXʓ������WYKKIWX�VIWTSRHIRXW�JIPX�WSQI[LEX�RIYXVEP��8LMW�GSYPH�VIǗIGX�GSRGIVRW�SZIV�
PMQMXIH�HITXL��GSQTPI\MX]��SV�GVMXMGEP�TIVWTIGXMZIW�MR�XLI�GSZIVEKI�SJ�MRǗEXMSR��YRIQTPS]QIRX��
trade, and development topics.

+SZIVRERGI� MWWYIW�� [MXL� ER� EZIVEKI� VEXMRK� SJ� ����� ERHʓ TSPMXMGEP� MWWYIW�� [MXL� ER� EZIVEKI�
VEXMRK�SJ������[IVI�XLI�PS[IWX�VEXIH��MRHMGEXMRK�XLEX�VIWTSRHIRXW�[IVIʓIMXLIV�PIEWX�WEXMWǖIH�
with how Bhutanese media reported on government affairs, policy processes, and political 
dynamics. The relatively low scores may stem from perceived lack of investigative reporting, 
limited editorial independence, or cautious media behaviour in dealing with authority and 
public accountability.

3ZIVEPP�� VIWTSRHIRXW� KIRIVEPP]ʓ XVYWX� &LYXERIWI� QIHME� XS� VITSVX� SR� GYPXYVEPP]� WIRWMXMZI�
and socially relevant issues, especially in areas like religion, health, education, and the 
IRZMVSRQIRX�� ,S[IZIV�ʓ WEXMWJEGXMSR� HVSTTIH�[LIR� MX� GEQI� XS� GVMXMGEP� ERH� EGGSYRXEFMPMX]�
JSGYWIH�VITSVXMRK��TEVXMGYPEVP]�VIKEVHMRK�TSPMXMGW�ERH�KSZIVRERGI��8LMW�TEXXIVR�VIǗIGXW�XLI�
current state of Bhutan’s media ecosystem responsible and culturally rooted, but constrained 
when engaging in more probing or politically sensitive journalism.
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17. Satisfaction Level Across Different 
Societal Sectors with Media Reporting

Figure 25 Satisfaction Level with Media Reporting Across Different Societal Sectors

Table 27 Satisfaction with Media Reporting Across Different Societal Sectors
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:IV]�YRWEXMWǖIH
16 

(2%)
34 

(5%)
11 

(2%)
5 

(1%)
20 

(3%)
24 

(4%)
10 

(1%)
19 

(3%)

9RWEXMWǖIH
59 

(9%)
89 

(14%)
55 

(8%)
52 

(8%)
84 

(13%)
81 

(12%)
49 

(7%)
81 

(12%)

Neutral
228 

(34%)
230 

(35%)
189 

(28%)
160 

(24%)
207 

(31%)
223 

(34%)
158 

(23%)
150 

(22%)

7EXMWǖIH
293 

(44%)
225 

(35%)
313 

(46%)
274 

(41%)
249 

(38%)
250 

(38%)
288 

(43%)
261 

(39%)

:IV]�WEXMWǖIH
76 

(11%)
71 

(11%)
109 

(16%)
184 

(27%)
98 

(15%)
85 

(13%)
168 (
25%)

164 
(24%)

Don’t Use/Don’t 
follow issue 31 54 26 28 45 40 30 28

Total 672 649 677 675 658 663 673 675

The data provides a detailed look into how respondents evaluate the Bhutanese media’s 
TIVJSVQERGI�MR�GSZIVMRK�E�VERKI�SJ�MQTSVXERX�REXMSREP�MWWYIW��;LMPIʓSZIVEPP�WEXMWJEGXMSR�MW�
VIPEXMZIP]�LMKL��E�GPSWIV�I\EQMREXMSR�VIZIEPWʓZEVMEXMSR�MR�TIVGIMZIH�UYEPMX]��[MXL�WSQI�XSTMGW�
receiving stronger approval than others.

6IPMKMSYW�
�'YPXYVEP� -WWYIWʓWXSSH�SYX�EW� XLI�QSWX�TSWMXMZIP]� VEXIH��[MXLʓ���� VIWTSRHIRXW�
���	
�ZIV]�WEXMWǖIH ERHʓ�������	
�WEXMWǖIH��8SKIXLIV��RIEVP]ʓ��	ʓSJ�VIWTSRHIRXW�I\TVIWWIH�
TSWMXMZI�ZMI[W��8LMW�VIǗIGXW�XLI�QIHMEƅW�WXVSRK�EPMKRQIRX�[MXL�REXMSREP�ZEPYIW�ERH�IJJIGXMZI�
GSZIVEKI� SJ� VIPMKMSYW� GIVIQSRMIW�� JIWXMZEPW�� ERH� GYPXYVEP� XVEHMXMSRW�� ,IEPXL� 6ITSVXMRKʓ MW�
EPWS�LMKLP]�VEXIH��[MXLʓ����VIWTSRHIRXW����	
�ZIV]�WEXMWǖIHʓERHʓ�������	
�WEXMWǖIH�[MXL�E�
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GSQFMRIH�WEXMWJEGXMSR�PIZIP�SJʓ��	��8LMW�PMOIP]�VIǗIGXW�WXVSRK�LIEPXL�QIWWEKMRK�HYVMRK�XLI�
pandemic and public trust in coverage of health-related issues.

)RZMVSRQIRXEP� -WWYIWʓJSPPS[IH��[MXLʓ����VIWTSRHIRXW����	
�WEXMWǖIHʓERHʓ�������	
�ZIV]�
WEXMWǖIH��XSXEPPMRK�SZIVʓ��	ʓTSWMXMZI�VIWTSRWIW��+MZIR�&LYXERƅW�MHIRXMX]�EW�ER�IRZMVSRQIRXEP�
PIEHIV��MX�MW�PMOIP]�XLEX�QIHME�VITSVXMRK�LEW�VIǗIGXIH�TYFPMG�MRXIVIWX�MR�GSRWIVZEXMSR��GPMQEXI��
ERH�FMSHMZIVWMX]� XSTMGW�� )HYGEXMSR�6ITSVXMRKʓ WLS[W�WXVSRK� WEXMWJEGXMSR�EW�[IPP��[MXLʓ ����
���	
�WEXMWǖIHʓERHʓ�������	
�ZIV]�WEXMWǖIH��EHHMRK�YT�XSʓ��	ʓETTVSZEP��8LMW�WYKKIWXW�XLEX�
coverage of schools, youth, and education reforms is generally well-received.

7SGMEP� -WWYIWʓ VIGIMZIHʓ ���� ���	
� WEXMWǖIHʓ ERHʓ ��� ���	
� ZIV]� WEXMWǖIHʓ VIWTSRWIW��
XSXEPPMRKʓ ��	ʓ TSWMXMZI� WIRXMQIRX�� ,S[IZIV�� ��� ��	
� [IVI� ZIV]� YRWEXMWJMIH� ERH� ��� ��	
�
unsatisfied, indicating some dissatisfaction with the depth or frequency of coverage on 
MWWYIW�PMOI�MRIUYEPMX]��KIRHIV��ERH�ZYPRIVEFPI�KVSYTW��)GSRSQMG�-WWYIWʓWLS[IHʓ�������	
�
WEXMWǖIHʓ ERHʓ ��� ���	
� ZIV]� WEXMWǖIH��[MXL� RIEVP]ʓ ��	ʓSJ� VIWTSRHIRXW� TSWMXMZI��,S[IZIV��
E�GSQFMRIHʓ���� ���	
ʓI\TVIWWIH�HMWWEXMWJEGXMSR��8LI� VIPEXMZIP]� PEVKI�RIYXVEP�KVSYT� ����
�
suggests that many felt the coverage is adequate but not particularly strong or in-depth.

+SZIVRERGI�-WWYIWʓVIGIMZIH�XLIʓPS[IWX�WEXMWJEGXMSR�VEXMRKW��*SVʓ+SZIVRERGI���������	
�[IVI�
WEXMWǖIH�ERH�SRP]�������	
�ZIV]�WEXMWǖIH��1IER[LMPI�ʓ�����	
�[IVI�ZIV]�YRWEXMWǖIHʓERHʓ���
���	
�YRWEXMWǖIH��[MXL��������	
�RIYXVEP��8LMW�TSMRXW�XS� PYOI[EVQ�GSRǖHIRGI�MR�LS[�XLI�
media handles reporting on public administration, accountability, and service delivery. 
7MQMPEVP]�� 4SPMXMGEP� -WWYIWʓ EPWS� VIGIMZIH� XLI� PS[IWX� SZIVEPP� WEXMWJEGXMSR� [MXL� SRP]ʓ ��� ��	
�
ZIV]�YRWEXMWǖIHʓERHʓ������	
�YRWEXMWǖIH��[LMPIʓ�������	
�[IVI�WEXMWǖIHʓERHʓ������	
�ZIV]�
WEXMWǖIH��2IEVP]ʓ����VIWTSRHIRXW����	
�VIQEMRIH�RIYXVEP��MRHMGEXMRK�TSWWMFPI�HMWGSQJSVX�SV�
uncertainty in judging political reporting, perhaps due to perceived media self-censorship or 
limited independent analysis.

'YPXYVEP��LIEPXL��ERH�IHYGEXMSR�MWWYIW�[IVI�XLI�WXVSRKIWX�EVIEWʓSJ�QIHME�VITSVXMRK�MR�&LYXER��
earning the highest satisfaction levels. Social, environmental, and economic topics received 
moderate approval, but with room for deeper, more inclusive coverage. Governance and 
TSPMXMGEP�VITSVXMRK�[IVI�XLI�PIEWX�WEXMWJEGXSV]��VIǗIGXMRK�TYFPMG�GSRGIVRW�EFSYX�XLI�QIHMEƅW�
independence, depth, or freedom to report critically on power structures.

Recommendations 

17.1 Invest in training journalists in investigative techniques, data analysis, and ethical 
reporting on sensitive topics. Foster an environment that encourages more probing 
and independent coverage of government functions, policy processes, and political 
dynamics, thereby addressing the lowest satisfaction ratings in these critical areas 
and enhancing accountability.

17.2 Develop specialized reporting capabilities for complex social and economic issues 
�I�K���TSZIVX]��KIRHIV�IUYEPMX]��IQTPS]QIRX��MRǗEXMSR��XVEHI
��4VSQSXI�MR�HITXL�EREP]WMW��
QYPXMTPI�TIVWTIGXMZIW��ERH�JSPPS[�YT�VITSVXMRK�XS�QSZI�FI]SRH�WYTIVǖGMEP�GSZIVEKI��
thereby improving satisfaction and providing a more comprehensive understanding 
of these challenges.
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17.3 Continue to prioritise and expand high-quality reporting on religious and cultural 
issues, health, education, and the environment, where satisfaction is already strong. 
Explore innovative storytelling formats (e.g., documentaries, interactive features) 
and community engagement initiatives in these areas to reinforce public trust and 
PIZIVEKI�I\MWXMRK�WXVIRKXLW�JSV�FVSEHIV�WSGMIXEP�FIRIǖX�

Non-users of Media

Table 28 Non-users of Media
Sl. No. Don’t Use/Don’t follow issue No. of Respondents Percentage

1 Social 31 4.61%
2 Political 54 8.32%
3 Environmental 26 3.84%
4 Religious & Cultural 28 4.15%
5 Economic 45 6.84%
6 Governance 40 6.03%
7 Health 30 4.46%
8 Education 28 4.15%

8LI�WYVZI]�I\TPSVIH�[LIXLIV�XLIVI�[IVI�VIWTSRHIRXW�[LS�HMHʓRSX�JSPPS[�GIVXEMR�MWWYIWʓEGVSWW�
ZEVMSYW� XLIQEXMG� EVIEW�� 8LIʓ LMKLIWX� TVSTSVXMSRʓ SJ� ��� VIWTSRHIRXW� ��	
� MRHMGEXIH� XLEX�
XLI]�HMHʓRSX�IRKEKI�[MXL�TSPMXMGEP� MWWYIW��WYKKIWXMRK�E�RSXEFPI� PIZIP�SJ�HMWIRKEKIQIRX�SV�
HMWMRXIVIWX� MR�TSPMXMGEP�HMWGSYVWI�SV�EGXMZMXMIW��8LMW�[EW� JSPPS[IH�F]ʓIGSRSQMG� MWWYIW�[MXL�
���VIWTSRHIRXWʓ�EFSYX��	
�RSX�JSPPS[MRK�IGSRSQMG�MWWYIW�ERHʓ���VIWTSRHIRXW������	
��RSX�
WLS[MRK�ER]� MRXIVIWX� MR�KSZIVRERGI�VIPEXIH�QEXXIVWʓ MRHMGEXMRK�XLEX�XLIWI�XSTMGW�QE]�EPWS�
JEGI�GLEPPIRKIW�MR�EXXVEGXMRK�TYFPMG�MRXIVIWX�SV�XVYWX�ʓ7SGMEP�MWWYIWʓ[IVI�RSX�JSPPS[IH�F]����
VIWTSRHIRXW������	
��[LMPIʓLIEPXLʓERHʓVIPMKMSYW�
�GYPXYVEP�MWWYIWʓ[IVI�IEGL�RSX�JSPPS[IH�F]�
30 respondents (4%) and 28 respondents (4%) respectively.

)RZMVSRQIRXEP� MWWYIWʓ WE[� XLIʓ PS[IWX� VEXI� SJ� HMWIRKEKIQIRXʓ [MXL� ��� VIWTSRHIRXW� ��	
��
which could imply relatively higher awareness or concern for environmental matters among 
XLI�TSTYPEXMSR�ʓ)HYGEXMSR�� VIPMKMSYW�ERH�GYPXYVEP� MWWYIWʓFSXL�LEH�SZIV��	�SJ�VIWTSRHIRXW��
who indicated disinterest, highlighting moderate levels of disengagement in these areas. 
Overall, political disengagement stood out as the most prominent among the respondents.

Recommendations

17.1 Transform how political, governance, and economic issues are presented, moving 
beyond dry reporting to more accessible, relatable, and human-centric storytelling. 
Utilise diverse formats (e.g., explainer videos, infographics, interactive Q&A sessions, 
debates) that clarify complex topics and demonstrate their direct impact on daily life, 
thereby reducing disinterest and fostering civic participation.

17.2 For all topics, including social, health, education, and religious/cultural issues, 
implement strategies that ensure content is easily discoverable and relevant to diverse 
demographics, particularly those currently disengaged. This includes exploring 
community-led reporting, simplifying language, and distributing content through 
various platforms (including local community channels) to bridge access gaps and 
cultivate broader interest.
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18. Representation of Views of the 
Bhutanese People by the Media

Figure 28 Adequacy of Representation of Views of Bhutanese by Media

Figure 29 Adequacy Rating of Representation of Views of Bhutanese by Media
Sl. No. Media Rating

1 Bhutanese Television 3.48
2 Bhutanese Radio 3.34
3 Bhutanese Newspapers 3.32
4 Bhutanese Websites 3.38
5 Bhutanese Movies/Films 3.36

When asked to rate how well different forms of media represent the views of the Bhutanese 
people (on a scale likely ranging from 1 to 5), the responses revealed a moderate level of 
satisfaction across platforms, with no single medium emerging as a clear leader. Bhutanese 
television received the highest average rating at 3.48, indicating that it is perceived as 
XLI�QSWX�IJJIGXMZI�EQSRK�XLI�QENSV�QIHME�X]TIW� MR�VIǗIGXMRK�TYFPMG�STMRMSR��%W�E�[MHIP]�
accessible and established medium, television continues to maintain relevance and trust, 
possibly due to its visual reach and coverage of national events and issues.

&LYXERIWI�[IFWMXIW� JSPPS[IH�GPSWIP]�[MXL� E� VEXMRK�SJ� ������ VIǗIGXMRK� XLI� KVS[MRK� VSPI� SJ�
digital platforms in capturing and amplifying diverse voices, especially among tech-savvy 
and younger audiences. This suggests that online media may be playing an increasingly 
MQTSVXERX�VSPI�MR�SJJIVMRK�WTEGI�JSV�TYFPMG�HMWGSYVWI��&LYXERIWI�ǖPQW�ERH�QSZMIW�VIGIMZIH�
a 3.36, showing that even entertainment media is seen as a cultural mirror to some extent. 
;LMPI�RSX�I\TPMGMXP]�NSYVREPMWXMG��&LYXERIWI�ǖPQW�QE]�VIWSREXI�[MXL�EYHMIRGIW�F]�TSVXVE]MRK�
social issues, values, and everyday realities.

Radio (3.34) and newspapers (3.32) had the lowest scores, though the differences are 
minimal. This could suggest that while these traditional formats still serve informational 
VSPIW�� XLI]� QE]� FI� TIVGIMZIH� EW� PIWW� VIǗIGXMZI� SJ� XLI� FVSEHIV� VERKI� SJ� TYFPMG� STMRMSRW�
possibly due to editorial constraints, limited diversity in voices, or less interactive formats. 
3ZIVEPP�� XLI�WGSVIW� MRHMGEXI�QSHIVEXI�GSRǖHIRGI�MR�XLI�QIHMEƅW�EFMPMX]�XS�VITVIWIRX�TYFPMG�
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sentiment, but they also highlight room for improvement particularly in increasing inclusivity, 
diversity of perspectives, and public engagement across all platforms.

Recommendation

18.1 Implement interactive features and feedback mechanisms across television, websites, 
radio, and newspapers to actively solicit and integrate diverse public opinions. This 
includes hosting more public forums, call-in shows, online polls, and citizen journalism 
MRMXMEXMZIW� XS� IRWYVI�E�FVSEHIV� WTIGXVYQ�SJ� ZSMGIW� MW� LIEVH�ERH� VIǗIGXIH� MR�QIHME�
content.

Representation of People’s Views by Bhutanese Television 

Figure 30 Adequacy of Representation of Views of Bhutanese by Television

Table 31  Adequacy Rating of Representation of Views of Bhutanese by Television
Bhutanese Television No. of Respondents Percentage
Very adequately 119 18%
Largely adequately 191 29%
Moderately adequately 246 37%
Slightly adequately 88 13%
Not at all adequately 14 2%

%�XSXEP�SJ�����VIWTSRHIRXW�WLEVIH�XLIMV�ZMI[W�SR�LS[�[IPP�&LYXERIWI�8IPIZMWMSR�VIǗIGXIH�XLI�
perspectives of ordinary citizens. The responses revealed a generally positive perception, with 
RIEVP]�LEPJ�SJ� XLI�VIWTSRHIRXW� MRHMGEXMRK�GSRǖHIRGI� MR�XLI�FVSEHGEWXIVƅW�VITVIWIRXEXMSREP�
role.

7TIGMǖGEPP]����	�SJ�VIWTSRHIRXW�JIPX�XLEX�&LYXERIWI�8IPIZMWMSRʓƈZIV]�EHIUYEXIP]ƉʓVITVIWIRXIH�
XLI� ZMI[W� SJ� SVHMREV]� &LYXERIWI� TISTPI�� [LMPI� ERSXLIV� ��	� FIPMIZIH� MX� HSIW� WSʓ ƈPEVKIP]�
EHIUYEXIP]�Ɖʓ 8SKIXLIV�� XLMW� QIERW� XLEXʓ ��	ʓ SJ� XLI� EYHMIRGI� TIVGIMZIH� XLI� GLERRIP� EW�
performing well in capturing public sentiment and representing the broader population.

8LI� PEVKIWX�TVSTSVXMSR�SJ� VIWTSRHIRXW�� LS[IZIV�� WIPIGXIHʓ ƈQSHIVEXIP]�EHIUYEXIP]Ɖʓ ���	
��
This suggests a substantial segment of the population held a more cautious or reserved 
view acknowledging that while Bhutanese Television did represent ordinary voices to some 
extent, it may not fully capture the diversity or depth of public opinion.
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3R�XLI�SXLIV�IRH�SJ� XLI�WTIGXVYQ�ʓ��	ʓSJ� VIWTSRHIRXW�WEMH� XLI�FVSEHGEWXIV� VITVIWIRXIH�
TYFPMG� ZMI[W� SRP]ʓ ƈWPMKLXP]� EHIUYEXIP]�Ɖʓ ERH� E� WQEPP�QMRSVMX]� SJʓ �	ʓ JIPX� MXʓ ƈHSIW� RSX� EX� EPP�
EHIUYEXIP]Ɖʓ VITVIWIRX� XLI�ZMI[W�SJ�SVHMREV]�&LYXERIWI�TISTPI��8LSYKL�VIPEXMZIP]� PS[�� XLMW�
GSQFMRIHʓ ��	ʓ WMKREPW� XLEX� E� RSXEFPI� KVSYT�QE]� JIIP� YRHIVVITVIWIRXIH� SV� HMWGSRRIGXIH�
from the narratives presented on national television.

3ZIVEPP��XLI�ǖRHMRKW�TSMRX�XS�EʓQSHIVEXI�PIZIP�SJ�XVYWX�ERH�GVIHMFMPMX]ʓMR�&LYXERIWI�8IPIZMWMSR��
with most respondents believing it does an adequate job of representing the people’s voice. 
However, the high proportion of “moderate” and “slightly adequate” responses also indicates 
room for improvement particularly in ensuring broader inclusivity, diversity of perspectives, 
and deeper engagement with communities across the country.

Recommendations

18.2 Actively seek out and feature a broader spectrum of voices, including those from 
rural areas, minority groups, youth, and other underrepresented segments of the 
population. Train journalists to conduct more in-depth interviews and discussions 
that capture the nuances and complexities of public opinion, thereby addressing the 
feeling of being “slightly adequately” or “not at all adequately” represented.

18.3 Establish clear and accessible channels for public feedback on programmeming 
and content, such as dedicated hotlines, online portals, or regular public forums. 
Regularly communicate how this feedback is incorporated into programmeming 
decisions to build greater trust and demonstrate the broadcaster’s commitment to 
truly representing the views of ordinary Bhutanese citizens.

Representation of People’s Views by Bhutanese Radio 

Figure 31 Adequacy of Representation of Views of Bhutanese by Radio

Table 32 Figure 31 Adequacy Rating of Representation of Views of Bhutanese by Radio
Bhutanese Radio No. of Respondents Percentage
Very adequately 65 16%
Largely adequately 112 27%
Moderately adequately 151 36%
Slightly adequately 73 18%
Not at all adequately 14 3%
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%�XSXEP�SJʓ����VIWTSRHIRXWʓTVSZMHIH�JIIHFEGO�SR�XLIMV�TIVGITXMSR�SJ�&LYXERIWI�6EHMS�EW�
a platform for public representation. The results showed a generally favourable outlook, 
EPXLSYKL�GSRǖHIRGI�ETTIEVW�WSQI[LEX�PS[IV�XLER�XLEX�JSV�XIPIZMWMSR�

%FSYXʓ ��	ʓ SJ� VIWTSRHIRXW� FIPMIZIH� XLEX� &LYXERIWI� 6EHMSʓ ƈZIV]� EHIUYEXIP]Ɖʓ VITVIWIRXIH�
XLI� ZMI[W� SJ� SVHMREV]� &LYXERIWI� TISTPI�� [LMPIʓ ��	ʓ XLSYKLX� MX� HSIW� WSʓ ƈPEVKIP]�
EHIUYEXIP]�Ɖʓ 'SQFMRIH�ʓ ��	ʓ SJ� VIWTSRHIRXW� I\TVIWWIH� E� TSWMXMZI� ZMI[� SJ� XLI� VEHMSƅW�
VSPI� MR� EQTPMJ]MRK� TYFPMG� ZSMGIW�� %� JYVXLIVʓ ��	ʓ WEMH� &LYXERIWI� 6EHMSʓ ƈQSHIVEXIP]�
EHIUYEXIP]Ɖʓ VITVIWIRXIH� TISTPIƅW� ZMI[W�� 8LMW� WMKRMǖGERX� QMHHPI� WIKQIRX� WYKKIWXW� XLEX�
many listeners see the radio as doing a reasonable job, though not necessarily excelling in 
inclusivity or depth of representation.

1IER[LMPI�ʓ ��	ʓ SJ� VIWTSRHIRXW� JIPX� XLI� VEHMS� VITVIWIRXIH� TYFPMG� ZMI[W� SRP]ʓ ƈWPMKLXP]�
EHIUYEXIP]�ƉʓERHʓ�	ʓWEMH� MX�HMHʓ ƈRSX�EX�EPP�EHIUYEXIP]Ɖ� VITVIWIRX� XLI�ZSMGIW�SJ� XLI�KIRIVEP�
TYFPMG�ʓ8SKIXLIV��XLMWʓ��	ʓVIǗIGXW�E�WM^IEFPI�KVSYT�[LS�TIVGIMZIH�XLI�QIHMYQ�EW�MRWYǘGMIRXP]�
VIǗIGXMZI�SJ�SVHMREV]�&LYXERIWI�TIVWTIGXMZIW�

Recommendations

18.4 Implement more localized and interactive programmemes, such as live call-in shows, 
community forums, and mobile reporting from diverse regions. This will directly solicit 
and feature public input from various demographics, ensuring that local concerns and 
YRMUYI�TIVWTIGXMZIW�EVI� VIKYPEVP]� EQTPMǖIH�SR�&LYXERIWI�6EHMS��QSZMRK�FI]SRH�E�
“moderately adequate” representation.

18.5 Explore new and interactive radio formats, such as short-form audio documentaries 
on local issues, dedicated segments for public grievances, or collaborative storytelling 
initiatives. 

Representation of People’s Views by Bhutanese Newspapers

Figure 32 Adequacy of Representation of Views of Bhutanese by Newspapers
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Table 33 Adequacy Rating of Representation of Views of Bhutanese by Newspapers
Bhutanese Newspapers No. of Respondents Percentage
Very adequately 66 13%
Largely adequately 132 27%
Moderately adequately 206 42%
Slightly adequately 74 15%
Not at all adequately 15 3%

%� XSXEP� SJʓ ���� VIWTSRHIRXWʓ WLEVIH� XLIMV� ZMI[W�SR� XLI� VITVIWIRXEXMSREP� VSPI�SJ�&LYXERIWI�
RI[WTETIVW�� 8LI� ǖRHMRKW� VIZIEPIH� E�QM\IH� TIVGITXMSR�� [MXL� E� PIERMRK� XS[EVH�QSHIVEXI�
GSRǖHIRGI�FYX�[MXL�VIPEXMZIP]�JI[�VIWTSRHIRXW�I\TVIWWMRK�WXVSRK�WEXMWJEGXMSR��3RP]ʓ��	ʓSJ�
VIWTSRHIRXW� JIPX� XLEX� RI[WTETIVWʓ ƈZIV]� EHIUYEXIP]Ɖʓ VITVIWIRXIH� XLI� ZMI[W� SJ� SVHMREV]�
&LYXERIWI�TISTPI��[LMPIʓ��	ʓFIPMIZIH�XLI]�HMH�WSʓƈPEVKIP]�EHIUYEXIP]�Ɖʓ'SQFMRIH��XLMW�KMZIW�
E�XSXEP�SJʓ��	ʓI\TVIWWMRK�E�KIRIVEPP]�TSWMXMZI�EWWIWWQIRX�SJ�LS[�RI[WTETIVW�VIǗIGX�TYFPMG�
opinion.

8LI� PEVKIWX� KVSYT� SJ� ��	� JIPX� RI[WTETIVW� VITVIWIRXIH� TYFPMG� ZMI[Wʓ ƈQSHIVEXIP]�
EHIUYEXIP]�Ɖʓ8LMW�WYKKIWXW�XLEX�QER]�VIEHIVW�VIGSKRMWIH�WSQI�IJJSVX�MR�VITVIWIRXMRK�GMXM^IR�
voices, but also sensed a lack of strong resonance or inclusivity in the coverage. On the less 
JEZSYVEFPI�WMHI�ʓ��	ʓWEMH�RI[WTETIVW�VITVIWIRXIH�ZMI[W�SRP]ʓƈWPMKLXP]�EHIUYEXIP]�ƉʓERHʓ�	ʓJIPX�
XLI]ʓ ƈHS� RSX� EX� EPP� EHIUYEXIP]Ɖʓ VIǗIGX� SVHMREV]� &LYXERIWI� TISTPIƅW� TIVWTIGXMZIW�� 8LMW�
GSQFMRIHʓ ��	ʓ MRHMGEXIW� E� RSXEFPI� WIKQIRX� XLEX� ǖRHW� XLI� TVMRX� QIHME� HMWGSRRIGXIH� SV�
MRWYǘGMIRXP]�VITVIWIRXEXMZI�SJ�IZIV]HE]�GSRGIVRW��8S�MQTVSZI�TYFPMG�TIVGITXMSR��&LYXERIWI�
RI[WTETIVW�QE]�FIRIǖX� JVSQʓKVIEXIV�GSQQYRMX]�IRKEKIQIRX�ʓmore inclusive reporting, 
ERHʓMRGVIEWIH�JSGYW�SR�VYVEP��]SYXL��ERH�QEVKMREPM^IH�TIVWTIGXMZIW�

Recommendations

18.6 Implement proactive strategies to reach out to diverse communities, including rural 
areas, youth, and marginalized populations, to solicit their views and stories directly. 
This involves increasing on-the-ground reporting, hosting community forums, and 
developing participatory journalism initiatives to ensure their perspectives are 
regularly featured in newspapers.

18.7 Broaden the range of voices and perspectives featured in newspaper content by 
actively seeking out and publishing opinions, commentaries, and reports from a wider 
array of citizens, experts, and community leaders. Focus more on grassroots issues 
and everyday concerns that resonate with a larger segment of the population, thereby 
EHHVIWWMRK�XLI�TIVGITXMSR�SJ�FIMRK�HMWGSRRIGXIH�SV�MRWYǘGMIRXP]�VITVIWIRXEXMZI�

18.8 Leverage digital platforms associated with newspapers (e.g., websites, social media) 
to create accessible and interactive channels for public feedback, comments, and 
submissions. This will allow readers to engage directly with the content and express 
XLIMV�ZMI[W��LIPTMRK�RI[WTETIVW�XS�FIXXIV�VIǗIGX�ERH�VIWTSRH�XS�XLI�TYFPMG�WIRXMQIRX�
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Representation of People’s Views by Bhutanese Websites

Figure 33 Adequacy of Representation of Views of Bhutanese by Websites

Table 34 Adequacy of Representation of Views of Bhutanese by Websites
Bhutanese Websites No. of Respondents Percentage
Very adequately 84 16%
Largely adequately 143 27%
Moderately adequately 220 41%
Slightly adequately 72 13%
Not at all adequately 18 3%

%� XSXEP� SJʓ ���� VIWTSRHIRXWʓ IZEPYEXIH� LS[� [IPP� &LYXERIWI� RI[W� [IFWMXIW� VITVIWIRXIH�
XLI� ZMI[W� SJ� SVHMREV]� &LYXERIWI� GMXM^IRW�� 8LI� VIWTSRWIW� VIǗIGXIH� E� KIRIVEPP]�QSHIVEXI�
PIZIP� SJ� GSRǖHIRGI�� [MXL� VIPEXMZIP]� FEPERGIH� WIRXMQIRXW� EGVSWW� XLI� WTIGXVYQ� XLSYKL�
WOI[IH� WPMKLXP]� XS[EVH� XLI� QMHHPI�� %FSYXʓ ��	ʓ SJ� VIWTSRHIRXW� JIPX� XLEX� &LYXERIWI�
[IFWMXIWʓ ƈZIV]� EHIUYEXIP]Ɖʓ VITVIWIRXIH� TYFPMG� ZMI[W�� ERH� ERSXLIVʓ ��	ʓ WEMH� XLI]� HMH�
WSʓƈPEVKIP]�EHIUYEXIP]�Ɖʓ8LMW�QIERWʓ��	ʓSJ�VIWTSRHIRXW�LEZI�EʓTSWMXMZI�TIVGITXMSRʓSJ�XLI�
representational role of online news platforms.

8LI�PEVKIWX�WLEVI���	�FIPMIZIH�XLEX�&LYXERIWI�[IFWMXIWʓƈQSHIVEXIP]�EHIUYEXIP]ƉʓVITVIWIRXIH�
ordinary people. This suggests that while many users acknowledged efforts to represent 
diverse perspectives, they may also have perceived limitations in the breadth, depth, or 
EYXLIRXMGMX]�SJ�XLEX�VITVIWIRXEXMSR��1IER[LMPI�ʓ��	ʓJIPX�XLIWI�[IFWMXIW�VITVIWIRXIH�ZMI[W�
SRP]ʓ ƈWPMKLXP]� EHIUYEXIP]�Ɖʓ ERHʓ �	ʓ WEMH� XLI]ʓ ƈHS� RSX� EX� EPP� EHIUYEXIP]Ɖʓ VIǗIGX� XLI� ZMI[W�
SJ� XLI� &LYXERIWI� TYFPMG�� 8SKIXLIV�� XLMWʓ ��	ʓ MRHMGEXIW� E� QMRSVMX]� [MXL� GSRGIVRW� EFSYX�
underrepresentation or disconnect between digital media content and ordinary people’s 
realities.

Recommendations

18.9 Bhutanese websites need to promote interactive and participatory features by 
integrating comment sections, reader polls, and Q&A forums that allow citizens to 
express their views and engage with news content. They should also host live chats 
or virtual town halls on key national issues to facilitate direct audience interaction and 
engagement.
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18.10 Bhutanese websites need to increase transparency in editorial processes by openly 
sharing their editorial policies to build trust regarding story selection and voice 
inclusion. They should also publish behind-the-scenes “story diaries” or journalist 
VIǗIGXMSRW�XS�HIQSRWXVEXI�XLIMV�GSQQMXQIRX�XS�JEMV�ERH�FEPERGIH�VITSVXMRK�

18.11 Bhutanese websites need to prioritise mobile-friendly and vernacular content by 
ensuring their sites are easily accessible on mobile devices, particularly for rural 
readers. They should also include content in Dzongkha and regional dialects to 
broaden reach and enhance relatability.

Representation of People’s Views by Bhutanese Movies/Films

Figure 34 Adequacy of Representation of Views of Bhutanese by Movies/Films

Table 35 Adequacy of Representation of Views of Bhutanese by Movies/Films
Bhutanese Movies/Films No. of Respondents Percentage
Very adequately 110 18%
Largely adequately 158 26%
Moderately adequately 197 33%
Slightly adequately 110 18%
Not at all adequately 26 4%

%�WMKRMǖGERX�TSVXMSR�SJ� VIWTSRHIRXW�FIPMIZIH�XLEX�&LYXERIWI�ǖPQW�VITVIWIRXIH�XLI�ZMI[W�
SJ�SVHMREV]�TISTPIʓEX� PIEWX� XS�E�QSHIVEXI�I\XIRX��%QSRK� XLIQ�� XLI� PEVKIWX�KVSYT�SJ���	 
JIPX� XLEX� XLI� VITVIWIRXEXMSR� MWʓ ƈQSHIVEXIP]� EHIUYEXIP]�Ɖ� WYKKIWXMRK� XLEX� [LMPI� &LYXERIWI�
ǖPQW�GETXYVIH�WSQI�EWTIGXW�SJ�SVHMREV]�PMJI��XLI]�QE]�RSX�JYPP]�FI�VIǗIGXMZI�SJ���XLI�FVSEHIV�
VERKI�SJ�TYFPMG�I\TIVMIRGIW�SV�WIRXMQIRXW��%RSXLIVʓ��	ʓJIPX�XLEX�&LYXERIWI�ǖPQWʓƈPEVKIP]�
EHIUYEXIP]ƉʓVITVIWIRXIH�TYFPMG�ZMI[W��ERHʓ��	ʓGSRWMHIVIH�XLIQ�XS�HS�WSʓƈZIV] adequately,” 
MRHMGEXMRK�E�PIZIP�SJ�ETTVIGMEXMSR�JSV�XLI�IJJSVX�ǖPQQEOIVW�QEOI�XS�QMVVSV�WSGMIXEP�VIEPMXMIW��
8LMW�VIǗIGXW�E�JEMV�PIZIP�SJ�XVYWX�MR�XLI�GYPXYVEP�VIPIZERGI�ERH�VIWSRERGI�SJ�&LYXERIWI�GMRIQE�

,S[IZIV�� RSX� EPP� VIWTSRWIW� [IVI� TSWMXMZI�� %� GSQFMRIHʓ ��	ʓ SJ� VIWTSRHIRXW� JIPX� XLEX�
ǖPQWʓ ƈWPMKLXP]ʓ EHIUYEXIP]Ɖ� VITVIWIRXIH� SVʓ HMH� ƈRSX� EX� EPPƉʓ VITVIWIRX� XLI� ZMI[W� SJ� SVHMREV]�
Bhutanese people. This suggests that for some, Bhutanese cinema still fell short of capturing 
EYXLIRXMG��VIPEXEFPI��SV�HMZIVWI�PMZIH�I\TIVMIRGIW��3ZIVEPP��[LMPI�&LYXERIWI�ǖPQW�[IVI�WIIR�
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by many as a medium that gave voice to ordinary people, the feedback indicated room for 
MQTVSZIQIRX�TEVXMGYPEVP]�MR�IRWYVMRKʓQSVI�MRGPYWMZI��KVSYRHIH��ERH�HMZIVWI�WXSV]XIPPMRKʓXLEX�
resonates more deeply with different segments of society.

Recommendations

������)RGSYVEKI�&LYXERIWI�ǖPQW�ERH�QSZMIW�XS�HMZIVWMJ]�WXSV]XIPPMRK�XLIQIW�F]�IRGSYVEKMRK�
WXSVMIW�XLEX� VIǗIGX� VYVEP� PMJI��]SYXL� MWWYIW��QEVKMREPM^IH�GSQQYRMXMIW��ERH�IZIV]HE]�
struggles, rather than focusing solely on traditional or romantic themes. They should 
also highlight social change, modern challenges, and intergenerational perspectives 
to connect with a broader audience.

������4VSZMHI�QIRXSVWLMT��JYRHMRK��ERH�TPEXJSVQW�JSV�IQIVKMRK�ǖPQQEOIVW�XS�I\TIVMQIRX�
with new genres and storytelling approaches that challenge conventional narratives 
ERH�SJJIV� JVIWL�TIVWTIGXMZIW��8LMW� MRGPYHIW�I\TPSVMRK�HSGYQIRXEV]�ǖPQQEOMRK�ERH�
shorter digital content formats to capture more niche or underrepresented views, 
thereby expanding the breadth of representation in Bhutanese cinema.
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19. Media’s Coverage of Diversity of 
Perspectives

Figure 35 Coverage of Perspectives

Table 36  Coverage of Perspectives
Do you feel that the media covers a diverse range of 
perspectives on issues? No. of Respondents Percentage

Very often 86 12%

Often 263 37%

Sometimes 265 38%

Rarely 66 9%

Never 23 3%

8LI�TYFPMGƅW�TIVGITXMSR�SJ�QIHME�HMZIVWMX]�MR�&LYXER�ETTIEVIH�XS�FIʓQSHIVEXIP]�TSWMXMZI�FYX�
with important reservations. From the total of 703 respondents, a majority of 38% believed 
XLEX�XLI�QIHME�GSZIVIH�E�HMZIVWMX]�SJ�TIVWTIGXMZIWʓEX�PIEWX�ƈWSQIXMQIWƉ�JSPPS[IH�F]���	�[LS�
believed that they did so “often.” This suggests that people do recognise efforts by Bhutanese 
media to present varied viewpoints, though the strength of that recognition varied.

The fact that the highest proportion of respondents selected “sometimes” points to 
EʓGEYXMSYW�SV�GSRHMXMSREP�ETTVSZEP�[LIVI�QER]�JIPX�XLEX�[LMPI�QIHME�HMZIVWMX]�I\MWXIH��MX�[EW�
not consistent or comprehensive across all issues. Only a small minority of 12% believed the 
QIHMEʓƈZIV] SJXIRƉʓGSZIVIH�E�[MHI�VERKI�SJ�TIVWTIGXMZIW��MRHMGEXMRK�XLEX�E�JI[�WE[�XLI�QIHME�
as consistently inclusive or pluralistic.

1IER[LMPI�ʓE�GSQFMRIH���	�SJ�VIWTSRHIRXWʓJIPX�XLEX�HMZIVWMX]�SJ�TIVWTIGXMZIW�[EWʓƈVEVIP]Ɖ�
or ƈRIZIVƉʓVIJPIGXIH�MR�XLI�QIHME��8LMW�WMKREPW�E�PIZIP�SJʓHMWXVYWX�SV�HMWWEXMWJEGXMSR��TSWWMFP]�
pointing to a perception that certain voices such as those from marginalized communities, 
rural populations, or dissenting opinions may be underrepresented or overlooked.
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Recommendations

19.1 Implement policies and provide training to ensure that journalists actively seek out and 
feature voices from all segments of Bhutanese society, including rural populations, 
minority groups, youth, and those with dissenting opinions. 

19.2 Develop editorial guidelines that mandate the inclusion of multiple viewpoints across 
all news and public affairs reporting, not just “sometimes.” Encourage balanced 
reporting that explores various sides of an issue, and invest in specialized beats that 
focus on topics relevant to a broader range of communities to ensure consistent and 
comprehensive diversity.

19.3 Establish clear, accessible channels (e.g., dedicated hotlines, online feedback forms, 
community outreach programmemes) for citizens to report on perceived gaps in 
VITVIWIRXEXMSR� SV� PEGO� SJ� HMZIVWI� TIVWTIGXMZIW�� 6IKYPEVP]� TYFPMWLMRK� ǖRHMRKW� JVSQ�
audience feedback and demonstrating how media organisations are actively working 
to improve the breadth and depth of perspectives covered, could contribute to building 
KVIEXIV�XVYWX�ERH�GSRǖHIRGI�MR�XLIMV�GSQQMXQIRX�XS�TPYVEPMWQ�
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20. Engagement with News Content

Figure 36 Media Engagement and Frequency

Table 37 Media Engagement and Frequency
How often do you engage with news content (comments, 
shares, discussion)? No. of Respondents Percentage
Very often 82 12%
Often 135 19%
Sometimes 285 41%
Rarely 100 14%
Never 100 14%

8LI�HEXE�VIZIEPW�XLEX�IRKEKIQIRX�[MXL�RI[W�GSRXIRX�MW�QSHIVEXI��[MXL�E�WMKRMǖGERX�TSVXMSR�
SJ� XLI� TSTYPEXMSR� MRXIVEGXMRK� [MXL� RI[W� MR� WSQI� JSVQ�� 7TIGMǖGEPP]�ʓ ��	� SJ� VIWTSRHIRXW�
VITSVXIH� IRKEKMRK� [MXL� RI[W� GSRXIRX� ƈZIV]� SJXIR�Ɖ� [LMPIʓ ��	� WEMH� XLI]� IRKEKIH� ƈSJXIR�Ɖ�
ERHʓ ��	� MRHMGEXIH they engaged sometimes. However, the fact that the largest group 
IRKEKIH�SRP]� ƈWSQIXMQIWƉ� WYKKIWXW� XLEX�[LMPI� MRXIVEGXMSR� I\MWXW�� MX� XIRHW� XS� FIʓ MVVIKYPEV�
rather than consistent. News engagement may depend on the topic, platform, or perceived 
relevance, and may not yet be a regular habit for most respondents.

3R� XLI� SXLIV� LERH�ʓ E� GSQFMRIH� ��	� SJ� VIWTSRHIRXW� WXEXIH� XLEX� XLI]� ƈVEVIP]Ɖ� SV� ƈRIZIVƉ�
IRKEKIHʓ [MXL� RI[W� GSRXIRX�� 8LMW� VIǗIGXW� E� GSRWMHIVEFPI� WLEVI� SJ� XLI� TSTYPEXMSR� XLEX�
remained largely passive in their consumption of news. Possible reasons could include 
limited trust in media, digital access barriers, or reluctance to express opinions in public 
spaces.
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Trust in the News Reports from Various Media Sources

Figure 37 Trust in News from Different Media Sources

Table 38  Trust Rating on News from Different Media Sources
On a scale of 1 to 5, how much do you trust the news reports from the following 
sources? Rating
Bhutanese Television 3.87
Bhutanese Radio 3.78
Bhutanese Newspapers 3.74
Indian Television 2.42
Other Foreign Television 2.91
Online/Website (General 2.79
Social Media (for news) 2.76

The data shows a clear preference for domestic media when it comes to trust in news 
reporting. Bhutanese television received the highest trust rating at 3.87, followed closely by 
Bhutanese radio at 3.78 and newspapers at 3.74. This suggests that traditional Bhutanese 
QIHME� GSRXMRYI� XS� IRNS]� VIPEXMZIP]� LMKL� PIZIPW� SJ� TYFPMG� GSRǖHIRGI�� PMOIP]� HYI� XS� XLIMV�
established presence, national relevance, and perceived accountability.

-R� GSRXVEWX�� JSVIMKR� QIHME� WSYVGIW� [IVI� ZMI[IH� [MXL� WMKRMǖGERXP]� QSVI� WGITXMGMWQ��
Indian television scored just 2.42, the lowest among all options, indicating widespread 
distrust possibly due to perceived bias, sensationalism, less or virtually no coverage or 
misrepresentation of Bhutanese issues. Other foreign television outlets fared slightly better 
at 2.91, but still remained below the mid-point of the scale.

Online platforms, including general websites (2.79) and social media (2.76), also scored 
PS[�MR�XIVQW�SJ�XVYWX[SVXLMRIWW��8LIWI�VIWYPXW�VIǗIGX�KPSFEP�XVIRHW�[LIVI�HMKMXEP�TPEXJSVQW��
though widely used, are often seen as unreliable due to misinformation, lack of editorial 
SZIVWMKLX��ERH�EPKSVMXLQ�HVMZIR�GSRXIRX��(IWTMXI�XLIMV�KVS[MRK�MRǗYIRGI��WYGL�TPEXJSVQW�EVI�
yet to gain the same level of public trust as traditional media in Bhutan.
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3ZIVEPP��XLI�ǖRHMRKW�LMKLPMKLX�E�WXVSRK�TVIJIVIRGI�JSV�&LYXERIWI�WSYVGIW�SJ�RI[W�ERH�WYKKIWX�
that traditional media especially television and radio remain central to informing the public. 
However, the relatively low trust in online and foreign media points to the need for greater 
media literacy, fact-checking mechanisms, and responsible journalism across all platforms.

Recommendations

20.1 Support and strengthen the editorial independence, journalistic standards, and ethical 
practices of Bhutanese Television, Radio, and Newspapers. Promote their content as 
authoritative and reliable sources of national and local news to capitalise on their 
existing high trust, and explore cross-platform distribution to reach wider audiences, 
especially for critical public information.

����� (IZIPST�ERH� MQTPIQIRX� VSFYWX� JEGX�GLIGOMRK� MRMXMEXMZIW�WTIGMǖGEPP]� XEVKIXMRK�SRPMRI�
and social media content. Collaborate with platform providers to address the 
spread of misinformation and educate the public on identifying unreliable sources. 
)RGSYVEKI� VITYXEFPI� &LYXERIWI� RI[W� SVKERMWEXMSRW� XS� IWXEFPMWL� WXVSRK�� ZIVMǖEFPI�
online presences to counter distrust in general online news.

20.3 Launch nationwide media literacy campaigns to educate citizens across all 
demographics on how to critically evaluate news sources, discern credible information 
from misinformation, and understand the potential biases in foreign and digital media.

Trust in the News Reports from Bhutanese Television

Figure 38 Trust in News on Television

Table 39 Trust in News on Television
On a scale of 1 to 5, how much do you trust the news 
reports from the Bhutanese Television? No. of Respondents Percentage
Very trustworthy 221 33%
Largely trustworthy 210 31%
Moderately trustworthy 178 27%
Slightly trustworthy 53 8%
Not at all trustworthy 7 1%
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8LI�ǖRHMRKW�VIZIEP�XLEX�E�QENSVMX]�SJ�VIWTSRHIRXW�I\LMFMXIH�E�KIRIVEPP]�LMKL�PIZIP�SJ�XVYWX�
MR� &LYXERIWI�8IPIZMWMSR� RI[W� VITSVXW�� 7TIGMǖGEPP]�ʓ ��	ʓof respondents (221 individuals) 
GSRWMHIVIH�XLI�VITSVXW� XS�FIʓ ƈZIV]� XVYWX[SVXL]�Ɖ�[LMPI�ERSXLIVʓ��	ʓ����� MRHMZMHYEPW
� VEXIH�
XLIQ�EWʓƈPEVKIP]�XVYWX[SVXL]�Ɖ�'SQFMRIH��XLMW�QIERW�XLEXʓRIEVP]�X[S�XLMVHW�SJ�XLI�VIWTSRHIRXW�
���	
ʓI\TVIWWIH�E�WXVSRK�HIKVII�SJ�XVYWX�MR�XLI�REXMSREP�FVSEHGEWXIV�

%�JYVXLIVʓ��	ʓ�����MRHMZMHYEPW
�JSYRH�XLI�VITSVXW�XS�FIʓƈQSHIVEXIP]�XVYWX[SVXL]�Ɖ�MRHMGEXMRK�
E� RIYXVEP� SV� GEYXMSYW� XVYWX��[LMPIʓ �	ʓ ���� MRHMZMHYEPW
� VIKEVHIH� XLI� RI[W� EW� SRP]ʓ ƈWPMKLXP]�
XVYWX[SVXL]�Ɖ�%�ZIV]�WQEPP�QMRSVMX]�SJ� NYWX��	ʓ���VIWTSRHIRXW
�WXEXIH�XLEX�XIPIZMWMSR�RI[W�
reports were “not at all trustworthy.” Overall, these results suggest that Bhutanese Television 
enjoys a relatively high level of public trust, with only a small fraction expressing skepticism 
or distrust.
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21. Cross Tabulation for Trust in Media

Education and Trust in Bhutanese Television

Figure 39 Education & Trust in Television

Table 40 Education & Trust in Television
Not at all 

trustworthy
Slightly 

trustworthy
Moderately 
trustworthy

Largely 
trustworthy

Very 
trustworthy

PhD 0 0 1 1 0
Master’s Degree 1 4 18 24 12
Post Graduate Diploma 0 0 4 8 2
4SWX�+VEHYEXI�'IVXMǖGEXI 0 3 3 3 1
Bachelor’s Degree 3 8 31 31 30

�XL�>MRHVE 0 0 0 0 1

Higher Secondary 6 18 55 61 83

Middle Secondary 2 4 19 23 26

Lower Secondary 1 7 13 21 12

Diploma 0 4 7 11 7

'IVXMǖGEXI 0 0 3 1 3

Monastic Education 9 3 7 7 11

Vocational 0 0 1 0 3

Non-Formal Education (NFE) 3 1 3 3 4

No formal education 9 8 13 16 26

A Chi-Square Test of Independence was conducted to examine if there is a statistically 
WMKRMǖGERX�EWWSGMEXMSR�FIX[IIR�E�VIWTSRHIRXƅW�PIZIP�SJ�IHYGEXMSR�GSQTPIXIH�ERH�XLIMV�XVYWX�
MR�&LYXERIWI�8IPIZMWMSR�RI[W�VITSVXW��8LI�EREP]WMW�VIZIEPIH�E�LMKLP]�WXEXMWXMGEPP]�WMKRMǖGERX�
EWWSGMEXMSR� �ς�!�������� HJ� !� ���� T� !� ������
��8LMW� ǖRHMRK� MRHMGEXIW� XLEX� XLI�[E]� TISTPI�
perceive trustworthiness is dependent on their education level.
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Recommendations

21.1 Develop and implement media literacy initiatives that are customized for different 
educational attainment groups. For less formally educated audiences, focus on 
foundational skills for identifying credible information. For more educated audiences, 
provide tools for critical analysis of complex issues and understanding media biases, 
thereby empowering all citizens to evaluate news trustworthiness effectively.

21.2 Bridge the gap in trust by making Bhutanese Television content universally accessible 
and relevant. This includes investing in high-quality Dzongkha programmeming, 
providing clear and concise public service announcements, and ensuring that content 
addresses the practical concerns of all segments of society, regardless of their 
educational background, to foster a sense of ownership and reliability.

Trust in the News Reports from Bhutanese Radio

Figure 40 Trust in Radio

Table 41 Trust in Radio
On a scale of 1 to 5, how much do you trust the news reports 
from the Bhutanese Radio?

No. of 
Respondents Percentage

Very trustworthy 120 29%
Largely trustworthy 124 30%
Moderately trustworthy 123 30%
Slightly trustworthy 37 9%
Not at all trustworthy 4 1%

The survey results indicate a moderate to high level of public trust in Bhutanese Radio news 
VITSVXMRK��%FSYXʓ��	ʓSJ� VIWTSRHIRXW� ����� MRHMZMHYEPW
�GSRWMHIVIH� VEHMS�RI[W� XS�FIʓ ƈZIV]�
XVYWX[SVXL]�Ɖ�ERH�ER�EHHMXMSREPʓ��	ʓ�����MRHMZMHYEPW
�VEXIH�MX�EWʓƈPEVKIP]�XVYWX[SVXL]�Ɖ�8SKIXLIV��
XLMW�QIERW�XLEXʓ��	ʓSJ�VIWTSRHIRXW�I\TVIWWIH�E�WXVSRK�PIZIP�SJ�XVYWX�MR�XLI�VEHMS�RI[W�

-RXIVIWXMRKP]��ERSXLIVʓ��	ʓ�����VIWTSRHIRXW
�VEXIH�VEHMS�RI[W�EWʓƈQSHIVEXIP]�XVYWX[SVXL]�Ɖ�
suggesting that while they did not fully endorse the content, they still considered it reasonably 
VIPMEFPI��3R� XLI� PS[IV�IRH�SJ� XLI� XVYWX�WTIGXVYQ�ʓ�	ʓ ���� MRHMZMHYEPW
�ZMI[IH� MX�EWʓ ƈWPMKLXP]�
XVYWX[SVXL]�Ɖ�ERH�SRP]ʓ�	ʓ���VIWTSRHIRXW
�VITSVXIH�LEZMRKʓƈRSX�EX�EPP� XVYWX[SVXL]�Ɖ�3ZIVEPP��
Bhutanese Radio enjoys a generally positive trust rating from the public, with nearly 9 in 10 
VIWTSRHIRXW�I\TVIWWMRK�EX�PIEWX�QSHIVEXI�GSRǖHIRGI�MR�XLI�GVIHMFMPMX]�SJ�MXW�RI[W�GSRXIRX��
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22. Education and Trust in Bhutanese Radio

Figure 41 Education & Trust on Radio

Table 42 Education & Trust on Radio
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PhD 0 0 0 1 0 1

Master’s Degree 0 4 14 16 7 18
Post Graduate Diploma 0 0 2 6 1 5

4SWX�+VEHYEXI�'IVXMǖGEXI 0 2 2 2 1 3

Bachelor’s Degree 0 6 34 21 18 24

�XL�>MRHVE 0 0 0 0 0 1

Higher Secondary 3 14 33 43 45 85

Middle Secondary 0 4 8 7 19 36

Lower Secondary 1 2 5 7 4 35

'IVXMǖGEXI 0 0 2 1 2 2

Diploma 0 0 11 9 3 6

Monastic Education 0 0 4 3 5 25

Vocational 0 0 1 1 0 2

Non-Formal Education (NFE) 0 1 2 3 1 7

No formal education 0 4 5 4 14 45

8LI� 'LM�7UYEVI� 8IWX� SJ� -RHITIRHIRGI� VIZIEPIH� RS� WXEXMWXMGEPP]� WMKRMǖGERX� EWWSGMEXMSR�
FIX[IIR�E�VIWTSRHIRXƅW�IHYGEXMSR�PIZIP�ERH�XLIMV�XVYWX�MR�&LYXERIWI�6EHMS��ς�!������HJ�!����
T�!������
��8LMW�ǖRHMRK�MRHMGEXIW�XLEX�XLI�SFWIVZIH�HMJJIVIRGIW�MR�XVYWX�PIZIPW�EGVSWW�ZEVMSYW�
education groups are likely due to random chance. This implies that unlike for Bhutanese 
XIPIZMWMSR��IHYGEXMSR�PIZIP�QE]�RSX�FI�E�TVMQEV]�JEGXSV�MRǗYIRGMRK�XVYWX�MR�XLMW�QIHME�WSYVGI��
SXLIV�JEGXSVW�QMKLX�FI�QSVI�MRǗYIRXMEP�
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Recommendations 

����� )RLERGI�XLIMV�IRKEKIQIRX�[MXL�GSQQYRMXMIWʓXS�FIXXIV�VITVIWIRX�HMZIVWI�PSGEP�MWWYIW�
and voices, thereby increasing their relevance and trustworthiness.

����� -RGVIEWI�XVERWTEVIRG]�VIKEVHMRK�XLIMV�IHMXSVMEP�HIGMWMSRWʓXS�JSWXIV�TYFPMG�GSRǖHIRGI�MR�
journalistic integrity, and implement interactive programmeming, such as call-ins and 
PMWXIRIV�JIIHFEGO�ʓXS�IRGSYVEKI�KVIEXIV�TYFPMG�MRZSPZIQIRX�ERH�VIWTSRWMZIRIWW�

����� )RLERGI�HMKMXEP� TVIWIRGI�ERH�EGGIWWMFMPMX]ʓ XS� VIEGL�E�FVSEHIV�EYHMIRGI�� IWTIGMEPP]�
younger listeners who prefer consuming news online.

Trust in the News Reports from Bhutanese Newspaper

Figure 42 Trust in Newspapers

Table 43 Trust in Newspapers
On a scale of 1 to 5, how much do you trust the news 
reports from the Bhutanese Newspapers? No. of Respondents Percentage
Very trustworthy 129 26%
Largely trustworthy 171 34%
Moderately trustworthy 156 31%
Slightly trustworthy 44 9%
Not at all trustworthy 5 1%

8LI� HEXE� VIǗIGXW� E� KIRIVEPP]� JEZSYVEFPI� TIVGITXMSR� SJ� XVYWX� MR� &LYXERIWI� RI[WTETIV�
VITSVXMRK��%�GSQFMRIHʓ��	ʓSJ�VIWTSRHIRXW�I\TVIWWIH�LMKL�XVYWX��[MXLʓ��	ʓ�����MRHMZMHYEPW
�
VEXMRK�XLI�RI[W�EWʓƈZIV]�XVYWX[SVXL]”ʓERH�ERSXLIVʓ��	ʓ�����MRHMZMHYEPW
�GSRWMHIVMRK�MXʓƈPEVKIP]�
trustworthy.”

%HHMXMSREPP]�ʓ��	ʓ�����MRHMZMHYEPW
�VEXIH�XLI�RI[WTETIV�VITSVXW�EWʓƈQSHIVEXIP]�XVYWX[SVXL]�Ɖ�
MRHMGEXMRK�E�FEPERGIH�FYX�GEYXMSYW�GSRǖHIRGI�MR�TVMRX�QIHME��3RP]�E�WQEPP�JVEGXMSR�I\TVIWWIH�
PS[�PIZIPW�SJ�XVYWX�[MXLʓ�	ʓ����MRHMZMHYEPW
�MRHMGEXMRK�XLEX�XLI�VITSVXW�EWʓƈWPMKLXP]�XVYWX[SVXL]�Ɖ�
ERH�NYWXʓ�	ʓ���VIWTSRHIRXW
�WXEXIH�XLEX�XLI�RI[W�VITSVXW�EVI�ƈRSX�EX�EPP�XVYWX[SVXL]�Ɖ
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23. Education and Trust in Bhutanese 
Newspapers

Figure 43 Education & Trust in Newspapers

Table 44 Education & Trust in Newspapers
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PhD 0 0 1 1 0 0

Master’s Degree 0 2 18 26 9 4

Post Graduate Diploma 0 0 4 6 3 1

4SWX�+VEHYEXI�'IVXMǖGEXI 0 2 6 2 0 0

Bachelor’s Degree 0 7 24 30 30 12

�XL�>MRHVE 0 0 0 0 0 1

Higher Secondary 4 18 52 52 54 43

Middle Secondary 0 3 16 18 16 21

Lower Secondary 1 4 7 12 5 25

Monastic Education 0 3 6 4 6 18

Diploma 0 2 13 11 0 3

'IVXMǖGEXI 0 0 2 2 1 2

Vocational 0 0 2 1 1 0

Non-Formal Education (NFE) 0 1 2 3 0 8

No formal education 0 2 3 3 4 60

8LI�'LM�7UYEVI�8IWX�SJ�-RHITIRHIRGI�VIZIEPIH�E�LMKLP]�WXEXMWXMGEPP]�WMKRMǖGERX�EWWSGMEXMSR�
FIX[IIR�E�VIWTSRHIRXƅW�IHYGEXMSR�PIZIP�ERH�XLIMV�XVYWX�MR�&LYXERIWI�2I[WTETIVW��ς�!��������
df = 75, p = < 0.001). This means that trust in Bhutanese Newspapers is not uniform across 
EPP�IHYGEXMSREP�FEGOKVSYRHW��VEXLIV��MX�MW�WXVSRKP]�MRǗYIRGIH�F]�IHYGEXMSREP�EXXEMRQIRX�
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Recommendations

23.1 Accelerate the digital transformation of Bhutanese newspapers to complement print 
circulation. Develop user-friendly websites and mobile-responsive content that is 
accessible to a wider demographic, particularly younger and digitally-savvy audiences. 
Utilise online platforms for real-time updates and interactive content, which can help 
build trust by offering transparency and direct engagement, especially for those who 
are currently “not familiar” with newspapers in their traditional format.

23.2 Bhutanese newspapers need to invest in investigative journalism to enhance 
credibility and establish a reputation for thorough, accountable reporting, and be more 
transparent about their sources and editorial standards as openess in how stories are 
WIPIGXIH�ERH�ZIVMǖIH�LIPTW�VIMRJSVGI�TYFPMG�XVYWX�

Trust in the News Reports from Indian Television

Figure 44 Trust in Indian Television

Table 45 Trust in Indian Television
How much do you trust the news reports from Indian 
Television? No. of Respondents Percentage
Very trustworthy 18 4%
Largely trustworthy 43 9%
Moderately trustworthy 155 31%
Slightly trustworthy 200 40%
Not at all trustworthy 82 16%

8LI�WYVZI]�VIZIEPWʓPS[�PIZIPW�SJ�XVYWXʓMR�-RHMER�8IPIZMWMSR�RI[W�EQSRK�&LYXERIWI�VIWTSRHIRXW��
Onlyʓ�	ʓ����MRHMZMHYEPW
�GSRWMHIVIH�XLI�RI[W�JVSQ�-RHMER�8:�XS�FIʓƈZIV]�XVYWX[SVXL]Ɖ�ERH�
NYWXʓ �	ʓ ���� MRHMZMHYEPW
� VEXIH� MX� EWʓ ƈPEVKIP]� XVYWX[SVXL]�Ɖ� 'SQFMRIH�� MX� WYKKIWXW� XLEXʓ SRP]�
��	ʓSJ�VIWTSRHIRXW�I\TVIWWIH�E�LMKL�PIZIP�SJ�XVYWX�MR�-RHMER�8IPIZMWMSR�RI[W�VITSVXW�

-R�GSRXVEWX��E�WMKRMǖGERX�TSVXMSR�SJ���	ʓ�����VIWTSRHIRXW
�I\TVIWWIH�WOITXMGMWQ�ERHʓVEXIH�
-RHMER�8:�RI[W�EWʓ ƈWPMKLXP]� XVYWX[SVXL]Ɖ�[LMPIʓ��	ʓ ���� MRHMZMHYEPW
� VEXIH� -RHMER�8:�RI[W�
VITSVXW� EW� ƈRSX� EX� EPP� XVYWX[SVXL]�Ɖ� *YVXLIVQSVI�ʓ ��	ʓ ����� VIWTSRHIRXW
� KEZI� E� RIYXVEP�
EWWIWWQIRX��ǖRHMRK�MXʓ“moderately trustworthy.”
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Overall, the results suggest that Indian Television is viewed with considerable caution or 
distrust by the respondents, with more than half of respondents (56%) expressing limited or 
no trust in its news coverage. This may be associated to minimal coverage of Bhutan and 
even in the few instances of coverage, perceived biases of the channels being seen as less 
representative of Bhutan. 

Trust in the News Reports from Other Foreign Television

Figure 45 Trust in Other Foreign Television

Table 46 Trust in Other Foreign Television
On a scale of 1 to 5, how much do you trust the news reports 
from Other Foreign Television?

No. of 
Respondents Percentage

Very trustworthy 43 9%
Largely trustworthy 87 18%
Moderately trustworthy 187 38%
Slightly trustworthy 144 29%
Not at all trustworthy 35 7%

8LI�WYVZI]�VIWTSRWIW�WLS[�EʓQM\IH�PIZIP�SJ�XVYWXʓ MR�RI[W�VITSVXW�JVSQ�JSVIMKR�XIPIZMWMSR�
GLERRIPW�SXLIV� XLER� -RHMER�8:��3RP]ʓ�	ʓSJ� VIWTSRHIRXW� ���� MRHMZMHYEPW
�GSRWMHIVIH� XLIWI�
WSYVGIWʓ ƈZIV]� XVYWX[SVXL]Ɖ� ERHʓ ��	ʓ ���� MRHMZMHYEPW
� VEXIH� XLIQ� EWʓ ƈPEVKIP]� XVYWX[SVXL]��
'SQFMRIH�ʓ��	ʓSJ�VIWTSRHIRXW�I\TVIWW�E�LMKL�HIKVII�SJ�XVYWX�MR�JSVIMKR�XIPIZMWMSR�RI[W�

8LI�PEVKIWX�WIKQIRX�SJ���	ʓ�����VIWTSRHIRXW
�JSYRH�XLIWI�RI[W�WSYVGIW�XS�FIʓƈQSHIVEXIP]�
XVYWX[SVXL]Ɖ�MRHMGEXMRK�E�GEYXMSYW�SV�FEPERGIH�TIVGITXMSR��1IER[LMPI�ʓ��	ʓ�����MRHMZMHYEPW
�
VEXIH�XLI�XVYWX�PIZIP�EWʓƈWPMKLXP]�XVYWX[SVXL]Ɖ�ERHʓ�	�����VIWTSRHIRXW
�VEXIH�XLI�RI[W�JVSQ�
JSVIMKR�8:�EW� ƈRSX� EX� EPP� XVYWX[SVXL]�Ɖ�8LIWI� ǖKYVIW� WYKKIWX� XLEX�[LMPI� JSVIMKR� XIPIZMWMSR�
(excluding Indian TV) is not broadly distrusted, it is not widely trusted either. Most respondents 
JIPP�MRXS�XLI�QMHHPI�SV�PS[IV�XVYWX�GEXIKSVMIW��TSMRXMRK�XS�E�KIRIVEPP]ʓPYOI[EVQ�GSRǖHIRGIʓin 
the credibility of such international news outlets.
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Trust in the News Reports from Online/Website (General)

Figure 46 Trust in Online/Websites

Table 47  Trust in Online/Websites
On a scale of 1 to 5, how much do you trust the news 
reports from Online/Website (General)? No. of Respondents Percentage
Very trustworthy 28 5%
Largely trustworthy 84 15%
Moderately trustworthy 229 42%
Slightly trustworthy 167 30%
Not at all trustworthy 42 8%

8LI� WYVZI]� VIWYPXW� MRHMGEXI� Eʓ QSHIVEXI� FYX� GEYXMSYW� PIZIP� SJ� XVYWXʓ MR� KIRIVEP� SRPMRI� SV�
[IFWMXI�FEWIH�RI[W�WSYVGIW��3RP]�E�WQEPP�TVSTSVXMSR�SJ�VIWTSRHIRXW�SJ��	ʓ����MRHMZMHYEPW
�
GSRWMHIVIH�WYGL�RI[W�XS�FIʓƈZIV]�XVYWX[SVXL]Ɖ�ERHʓ��	ʓ����MRHMZMHYEPW
�VIKEVHIH�MX�EWʓƈPEVKIP]�
trustworthy.” 8SKIXLIV��XLMW�EGGSYRXIH�JSV�NYWXʓ��	ʓSJ�VIWTSRHIRXW�I\TVIWWMRK�LMKL�XVYWX�MR�
online news websites. 

%� WMKRMǖGERXʓ ��	ʓ ����� MRHMZMHYEPW
�� LS[IZIV�� ZMI[IH� SRPMRI� RI[W� EWʓ ƈQSHIVEXIP]�
trustworthy” suggesting that many approached digital sources with measured skepticism. 
%HHMXMSREPP]�ʓ ��	ʓ ����� VIWTSRHIRXW
� VEXIH� XLIWI� TPEXJSVQW� EWʓ ƈWPMKLXP]� XVYWX[SVXL]Ɖ�
ERHʓ �	ʓ ���� MRHMZMHYEPW
� VITSVXIH� XLI� SRPMRI� RI[W� VITSVXW� JVSQ� SRPMRI� [IFWMXIW� ƈRSX� EX�
EPP� XVYWX[SVXL]�Ɖ� �3ZIVEPP�� XLI�HEXE� VIZIEPW� XLEXʓQSWX� VIWTSRHIRXW�RIMXLIV� JYPP]� XVYWXIH�RSV�
GSQTPIXIP]�HMWQMWWIH�SRPMRI�RI[W�WSYVGIW��FYX�XIRHIH�XS�ETTVSEGL�XLIQ�[MXLʓGEYXMSR�ERH�
critical awareness.
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24. Education and Trust in the News 
Reports from Online/Website (General)
 

Figure 47 Education & Trust in Online News/Websites

Table 48 Education & Trust in Online News/Websites
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PhD 0 1 0 1 0 0
Master’s Degree 1 18 27 8 4 1

Post Graduate Diploma 0 5 7 1 0 1
4SWX�+VEHYEXI�'IVXMǖGEXI 0 3 3 3 0 1
Bachelor’s Degree 4 20 47 14 6 12
�XL�>MRHVE 0 1 0 0 0 0
Higher Secondary 19 70 80 28 9 17
Middle Secondary 2 16 21 15 6 14
Lower Secondary 4 14 11 4 0 21
Monastic Education 5 6 8 2 0 16
Vocational 0 2 2 0 0 0
Diploma 4 4 15 4 1 1
'IVXMǖGEXI 0 2 2 3 0 0
Non-Formal Education (NFE) 0 3 1 1 0 9
No formal education 4 2 5 0 2 59

8LI�'LM�7UYEVI�8IWX�SJ�-RHITIRHIRGI�VIZIEPIH�E�LMKLP]�WXEXMWXMGEPP]�WMKRMǖGERX�EWWSGMEXMSR�
between a respondent’s education level and their trust in Online/Website news reports 
�ς�!��������HJ�!�����T�!� ������
��8LMW�ǖRHMRK�MRHMGEXIW�XLEX�XLI�SFWIVZIH�HMJJIVIRGIW�MR�XVYWX�
levels across various education groups are unlikely due to random chance. This implies that 



81Media Perception Index: Bhutan’s First Citizen Survey 2025

IHYGEXMSR�PIZIP�MW�E�WMKRMǖGERX�JEGXSV�MRǗYIRGMRK�XVYWX�MR�3RPMRI�;IFWMXI�JSV�RI[W��WYKKIWXMRK�
that different educational backgrounds are associated with distinct patterns of trust in this 
media source.

Recommendation

24.1  Encourage and support reputable Bhutanese news organisations to invest in robust, 
YWIV�JVMIRHP]�� ERH� JEGX�GLIGOIH� SRPMRI� TPEXJSVQW�� %GXMZIP]� TVSQSXI� XLIWI� ZIVMǖIH�
sources through various channels to counter the general distrust in “online/website 
(general)” news. This involves clearly differentiating professional journalism from 
YRZIVMǖIH�GSRXIRX�

Trust in the News Reports from social media (for News)

Figure 48 Trust in Social Media for News

Table 50  Trust in Social Media for News
On a scale of 1 to 5, how much do you trust the news reports 
from Social Media (for news)?

No. of 
Respondents Percentage

Very trustworthy 41 6%
Largely trustworthy 92 15%
Moderately trustworthy 240 38%
Slightly trustworthy 198 31%
Not at all trustworthy 63 10%

8LI� HEXE� MRHMGEXIW� XLEXʓ XVYWX� MR� WSGMEP�QIHME� EW� E� RI[W� WSYVGI� VIQEMRW� PMQMXIH� EQSRK�
VIWTSRHIRXW�� 3RP]ʓ �	ʓ ���� MRHMZMHYEPW
� GSRWMHIVIH� RI[W� JVSQ� WSGMEP� QIHME� XS� FIʓ ƈZIV]�
XVYWX[SVXL]Ɖ�ERHʓ��	ʓ����MRHMZMHYEPW
�VEXIH�MX�EWʓƈPEVKIP]�XVYWX[SVXL]�Ɖ�8LMW�XSXEPW�NYWXʓ��	ʓSJ�
respondents who placed a high level of trust in news disseminated via social platforms.

8LI� PEVKIWX� WLEVI� SJ� ��	ʓ ����� MRHMZMHYEPW
� HIWGVMFIH� WSGMEP�QIHME� RI[W� EWʓ ƈQSHIVEXIP]�
trustworthy” showing that while many did not outrightly reject it, they did not fully rely on it 
IMXLIV��1IER[LMPI�ʓ��	ʓ�����VIWTSRHIRXW
�GSRWMHIVIH�MXʓƈWPMKLXP]�XVYWX[SVXL]Ɖ�ERHʓ��	ʓ����
MRHMZMHYEPW
� VEXIH� XLI�RI[W� JVSQ�WSGMEP�QIHME�EW� ƈRSX�EX�EPP� XVYWX[SVXL]�Ɖ� �8LIWI�ǖRHMRKW�
WYKKIWX�XLEXʓWSGMEP�QIHME� MW�ZMI[IH�[MXL�GSRWMHIVEFPI�GEYXMSR��ERH�MW�KIRIVEPP]�TIVGIMZIH�
EW�Eʓ PIWW�GVIHMFPI�WSYVGIʓSJ�RI[W�[LIR�GSQTEVIH�XS�XVEHMXMSREP�QIHME� PMOI�VEHMS��8:��ERH�
newspapers. The high percentage of respondents in the moderate to low trust categories 
VIǗIGXW�E�KVS[MRK�E[EVIRIWW�SJ�QMWMRJSVQEXMSR�VMWOW�EWWSGMEXIH�[MXL�HMKMXEP�TPEXJSVQW�
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25. Education and Trust in the News 
Reports from social media (for News) 
.

Figure 49 Education & Trust in Social Media for News

Table 51 Education & Trust in Social Media for News
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PhD 0 1 1 0 0 0
Master’s Degree 1 26 20 10 2 0
Post Graduate Diploma 2 5 4 3 0 0
4SWX�+VEHYEXI�'IVXMǖGEXI 0 0 4 4 1 1
Bachelor’s Degree 9 25 44 16 5 4
�XL�>MRHVE 0 0 1 0 0 0
Higher Secondary 16 74 85 26 13 9
Middle Secondary 9 23 20 9 10 3
Lower Secondary 9 12 15 9 3 1
Monastic Education 7 8 11 5 1 5
Vocational 0 3 1 0 0 0
Diploma 1 11 12 4 0 1
'IVXMǖGEXI 0 2 3 2 0 0
Non-Formal Education (NFE) 2 1 5 1 0 5
No formal education 8 7 14 3 5 35

8LI�EREP]WMW�VIZIEPIH�RS�WXEXMWXMGEPP]�WMKRMǖGERX�EWWSGMEXMSR��ς�!�������HJ�!�����T�!������
��
8LMW�ǖRHMRK�MRHMGEXIW�XLEX�XLI�SFWIVZIH�HMJJIVIRGIW�MR�XVYWX�PIZIPW�EGVSWW�ZEVMSYW�IHYGEXMSR�
groups are likely due to random chance. This implies that education level may not be a 
TVMQEV]� JEGXSV� MRǗYIRGMRK� XVYWX� MR� WSGMEP�QIHME� �JSV� RI[W
�� SXLIV� JEGXSVW�QMKLX� FI�QSVI�
MRǗYIRXMEP�MR�WLETMRK�LS[�MRHMZMHYEPW�TIVGIMZI�XLI�XVYWX[SVXLMRIWW�SJ�XLMW�QIHME�WSYVGI�
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Recommendations

25.1 Develop and implement broad-based media literacy programmemes that equip all 
citizens, regardless of their educational background, with skills to critically evaluate 
news content on social media. These programmemes should focus on identifying 
misinformation, recognizing propaganda, understanding algorithmic biases, and 
verifying sources, given the pervasive use but low trust in social media for news.

25.2 Promote public awareness campaigns that educate users on the importance of 
responsible sharing and fact-checking before disseminating news on social media. 
'SPPEFSVEXI�[MXL�WSGMEP�QIHME�TPEXJSVQW�ERH�PSGEP�MRǗYIRGIVW�XS�HMWWIQMREXI�EGGYVEXI�
information and counter the spread of false narratives.

Trust in Other Media Sources 

While the primary survey categories focused on formal media platforms such as television, 
VEHMS��RI[WTETIVW��[IFWMXIW��ERH�WSGMEP�QIHME��WSQI�VIWTSRHIRXW�LMKLPMKLXIHʓEPXIVREXMZI��
informal, or less conventional sources of news and information. These responses, though 
very fewer in number, offer important insights into how people also rely on community and 
interpersonal networks for staying informed.

3RI� VIWTSRHIRX� MRHMGEXIH� XLEX� XLI]� SJXIRʓ PIEVRX� RI[W� XLVSYKL� VIPEXMZIW� ERH�
neighbours and rated “moderately trustworthy.Ɖ� 8LMW� VIǗIGXW� XLI� VSPI� SJʓ [SVH�SJ�QSYXL 
GSQQYRMGEXMSRʓERHʓWSGMEP�GMVGPIWʓEW�XVYWXIH�GSRHYMXW�SJ�MRJSVQEXMSR��IWTIGMEPP]�MR�GPSWI�ORMX�
or rural communities where personal interaction may outweigh reliance on formal media.

%RSXLIV�VIWTSRHIRX�WLEVIH�XLEX�XLI]�KEMRIH�RI[W�F]ʓPMWXIRMRK�XS�SV�WTIEOMRK�[MXL�TISTPI��
[LMGL� XLI]� VEXIH�EWʓ ƈWPMKLXP]� XVYWX[SVXL]�Ɖ�8LMW� MQTPMIW� XLEX�[LMPI�GEWYEP�GSRZIVWEXMSRW� MR�
TYFPMG�SV�WSGMEP�WTEGIW�WIVZI�EW�E�GLERRIP�SJ� MRJSVQEXMSR�� XLIVI� MWʓ PIWW�GSRǖHIRGI� MR� XLI�
EGGYVEG]�SV� VIPMEFMPMX]ʓSJ�WYGL�YRZIVMǖIH�RI[W��8LI� XLMVH� VIWTSRHIRX�QIRXMSRIHʓ VIGIMZMRK�
RI[W�XLVSYKL�XLI�HEMP]�QEMP��[LMGL�[EW�VEXIH�EWʓƈPEVKIP]�XVYWX[SVXL]�Ɖ

Preferred Media Sources for News

Figure 50 Most Preferred Source for News
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Table 52  Most Preferred Source for News
Media No. of Respondents Percentage
Bhutanese Newspapers 18 6%
Bhutanese Television 143 46%
Mobile News Apps 16 5%
Social Media (for news) 115 37%
Online/Website (General) 16 5%

8LI� HEXE� GPIEVP]� WLS[W� XLEXʓ &LYXERIWI�8IPIZMWMSRʓ MW� XLI�QSWX� TVIJIVVIH� WSYVGI� SJ� RI[W�
EQSRK�VIWTSRHIRXW�[MXL���	ʓ�����MRHMZMHYEPW
�WIPIGXIH�MX�EW�XLIMV�XST�GLSMGI��VIǗIGXMRK�E�
strong preference for traditional broadcast media. This suggests that television continues to 
hold a central place in Bhutanese news consumption, likely due to its accessibility, familiarity, 
and perceived credibility.

7SGMEP� 1IHME� MW� XLI� WIGSRH� QSWX� TVIJIVVIH� WSYVGI�� GLSWIR� F]ʓ ��	ʓ ����� VIWTSRHIRXW
��
This indicates the rising importance of digital platforms, despite lower overall trust levels 
EWWSGMEXIH�[MXL�XLIQ��8LI�VIQEMRMRK�WSYVGIW�VIGIMZIH�WMKRMǖGERXP]�PS[IV�TVIJIVIRGI�[MXL�
the Bhutanese NewspapersʓTVIJIVVIH�F]�SRP]ʓ�	ʓ����VIWTSRHIRXW
��TSMRXMRK�XS�E�HIGPMRMRK�
VSPI�SJ�TVMRX�QIHME�EW�E�TVMQEV]�RI[W�WSYVGI��1SFMPI�RI[W�ETTWʓERHʓKIRIVEP�SRPMRI�[IFWMXIW�
IEGL� TVIJIVVIH� F]� NYWXʓ �	ʓ ���� VIWTSRHIRXW
�� WLS[MRK� XLEX� [LMPI� XLIWI� HMKMXEP� XSSPW� EVI�
EZEMPEFPI��XLI]�EVIʓRSX�XLI�TVIJIVVIH�GLSMGIʓJSV�QSWX�TISTPI�[LIR�WIIOMRK�RI[W�

Recommendations 

����� &LYXERIWI�8IPIZMWMSRʓWLSYPH�GSRXMRYI�HIPMZIVMRK�GVIHMFPI��FEPERGIH��ERH�XMQIP]�RI[W�
to maintain the trust of its audience. 

25.4 Bhutanese newspapers need to adapt to changing media habits by embracing a 
stronger digital presence by investing in digital editions and developing user-friendly 
websites or apps to attract wider and younger audiences. 

Preferred Media Source for News and Perceived Biases

Figure 51 Most Preferred Source of News & Perceived Bias
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Table 53  Most Preferred Source of News & Perceived Bias
Do you believe that news coverage in your preferred 
media source is biased? No. of Respondents Percentage
Yes 181 26%
No 187 27%
Unsure 335 48%

8LI�WYVZI]�HEXE�VIZIEP�EʓLMKL�PIZIP�SJ�YRGIVXEMRX]ʓEQSRK�XLI�TYFPMG�VIKEVHMRK�XLI�SFNIGXMZMX]�
SJ�XLIMV�QSWX�TVIJIVVIH�RI[W�WSYVGI��2IEVP]ʓLEPJ�SJ�EPP�VIWTSRHIRXW����	
�SVʓ����MRHMZMHYEPW��
VITSVXIH� FIMRKʓ ƈYRWYVIƉʓ [LIXLIV� XLI� RI[W� GSZIVEKI� XLI]� GSRWYQIH� [EW� FMEWIH�� 8LMW�
WYKKIWXW�XLEX�QER]�TISTPI�QE]ʓPEGO�GPEVMX]�SV�GSRǖHIRGI�MR�IZEPYEXMRK�QIHME�SFNIGXMZMX]��
possibly due to limited media literacy.

1IER[LMPI��XLI�VIWTSRWIW�[IVI�EPQSWX�IZIRP]�WTPMX�FIX[IIR�XLSWI�[LS�FIPMIZIH�XLIVIʓ[EWʓFMEW�
and those who believed thereʓ[EW�RSX����	ʓ�����VIWTSRHIRXW
�FIPMIZIH�XLEX�XLIMV�TVIJIVVIH�
RI[W�WSYVGI�[EWʓƈFMEWIHƉ�MRHMGEXMRK�E�RSXEFPI�PIZIP�SJ�WOITXMGMWQ�SV�E[EVIRIWW�SJ�TSXIRXMEP�
TEVXMEPMX]� ERH� ��	ʓ ����� VIWTSRHIRXW
� FIPMIZIH� XLIMV� WSYVGI�[EWʓ ƈRSX� FMEWIHƉ� VIǗIGXMRK� E�
nearly equal segment of the population that saw their chosen outlet as fair and objective.

Recommendations

24.5 Invest in media literacy programmemes across communities, and further develop 
focused educational campaigns that guide individuals on how to critically evaluate 
news sources to address the growing concern around perceived media bias and and 
promote informed news consumption.

24.6 Increase transparency in media reporting by sharing their editorial policies and fact-
checking procedures to build trust and provide clarity about their commitment to 
fairness, further, if any correction is necessary, it should be published prominently, 
and feedback from audiences should be encouraged to demonstrate accountability.

24.7 Strive to present multiple viewpoints on contentious issues to reduce perceived bias, 
and expert analyses and diverse community voices should be regularly included to 
enhance credibility and representation.

24.8 Actively invest in public engagement initiatives to strengthen their relationship with 
audiences and build long-term trust. This can be achieved by creating interactive 
platforms such as public forums or social media Q&A sessions, where audiences are 
encouraged to discuss news content, raise concerns about potential bias, and engage 
in open dialogue with journalists and editors. 
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26. Media Sources and Credibility

Figure 52 Media Sources & Credibility

Table 54 Credibility Rating & Media Sources
Sl. No. Media Credibility Rating

1 BBS Television 4.02
2 BBS Radio 3.79
3 Kuensel 3.89
4 The Bhutanese 3.73
5 Business Bhutan 3.47
6 Bhutan Times 3.57
7 Bhutan Today 3.58
8 Gyalchi Sarshog 3.43
9 The Journalist 3.49

The media credibility ratings shared by respondents offer a clear picture of how various 
Bhutanese media outlets are perceived in terms of trustworthiness. Among the outlets 
IZEPYEXIH�� &&7� 8IPIZMWMSR� VIGIMZIH� XLI� LMKLIWX� GVIHMFMPMX]� VEXMRK� SJ� ������ VIǗIGXMRK� MXW�
continued role as the most trusted and authoritative source of news in the country. This 
EPMKRW� [MXL� IEVPMIV� ǖRHMRKW� XLEX� WLS[IH� &&7� 8IPIZMWMSR� EW� FSXL� XLI�QSWX� TVIJIVVIH� ERH�
widely followed medium.

Kuensel followed with a credibility score of 3.89. As Bhutan’s oldest newspaper, Kuensel 
continues to be seen as a reliable source of national news and information. BBS Radio also 
maintained a strong position with a rating of 3.79, reinforcing the role of public broadcasters 
in maintaining public trust.

The Bhutanese scored 3.73, indicating a respectable level of credibility. While slightly below 
XLI�REXMSREP�SYXPIXW�� MX�WXMPP� VIǗIGXW� VIGSKRMXMSR�JSV� MXW� MRHITIRHIRX�IHMXSVMEP�WXERGI�ERH� MR�
depth reporting. Bhutan Today and Bhutan Times had very similar ratings of 3.58 and 3.57 
respectively, suggesting moderate credibility in the eyes of the public. These scores indicate 
that while these outlets are viewed as generally trustworthy, they may not have the same 
national prominence or consistency as BBS or Kuensel.
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The Journalist and Business Bhutan were rated at 3.49 and 3.47 respectively. These ratings 
VIǗIGX�QSHIVEXI�XS�PS[�GVIHMFMPMX]��TIVLETW�HYI�XS�PS[IV�ZMWMFMPMX]��RMGLI�EYHMIRGIW��SV�MVVIKYPEV�
publishing. Gyalchi Sarshog received the lowest credibility rating at 3.43. This suggests 
limited reach, public awareness, or trust, and could indicate a need for stronger engagement 
and content relevance.

Overall, the data reveals that traditional and well-established outlets such as BBS and 
Kuensel continue to command the highest levels of public trust, while smaller or less visible 
publications are seen as credible by fewer respondents. There is a noticeable gap in credibility 
between national broadcasters and the lower-rated print outlets, suggesting an opportunity 
for the latter to invest in improved journalism standards, consistency, and outreach.
Credibility of BBS Television

Figure 53 Credibility of BBS Television

Table 55 Credibility of BBS Television
BBS Television No. of Respondents Percentage
Very high credibility 236 35%
High credibility 250 37%
Neutral 156 23%
Low credibility 24 4%
Very low credibility 6 1%

8LI� WYVZI]� VIWYPXW� WLS[� XLEXʓ &&7� 8IPIZMWMSR� [EW� [MHIP]� VIKEVHIH� EW� E� GVIHMFPI� RI[W�
WSYVGIʓEQSRK� XLI�&LYXERIWI�TYFPMG��%� GSQFMRIHʓ��	ʓSJ� VIWTSRHIRXW� VEXIH� MX� TSWMXMZIP]��
[MXLʓ ��	ʓ ����� MRHMZMHYEPW
� HIWGVMFMRK� MXW� GVIHMFMPMX]� EWʓ ƈZIV]� LMKLʓ ERH� ERSXLIVʓ ��	ʓ �����
VIWTSRHIRXW
�VEXMRK�MX�EWʓƈLMKLƉ 8LMW�WXVSRK�IRHSVWIQIRX�VIǗIGXW�XLI�REXMSREP�FVSEHGEWXIVƅW�
continued trust and relevance in Bhutan’s media landscape.

,S[IZIV����	ʓ����� VIWTSRHIRXW
�LIPH�Eʓ ƈRIYXVEPƉʓZMI[�SJ�&&7�8IPIZMWMSRƅW�GVIHMFMPMX]��8LMW�
suggests that while these individuals did not necessarily question its reliability, they may 
not fully endorse it either possibly pointing to a desire for more balanced content. Only a 
WQEPP�QMRSVMX]�SJ��	ʓ����MRHMZMHYEPW
�ERH��	ʓ���MRHMZMHYEPW
�VEXIH�&&7�GVIHMFMPMX]�EWʓƈPS[Ɖ�ERH�
ƈZIV]�PS[Ɖ�VIWTIGXMZIP]���3ZIVEPP��XLI�HEXE�MRHMGEXIW�XLEXʓ&&7�8IPIZMWMSR�IRNS]W�WXVSRK�TYFPMG�
credibility, with very few questioning its reliability. The high levels of trust and perceived 
GVIHMFMPMX]� EPMKR� [MXL� IEVPMIV� ǖRHMRKW� XLEX� EPWS� MHIRXMǖIH� &&7� EW� XLI� QSWX� TVIJIVVIH� ERH�
trusted media outlet in Bhutan.
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Recommendations

����� )RLERGI� ERH�QEMRXEMR� GSRXIRX� UYEPMX]� F]� TVSZMHMRKʓ EGGYVEXI�� XMQIP]�� ERH� FEPERGIH�
news coverage to sustain trust, and broaden their coverage to include diverse 
perspectives, particularly voices from underrepresented groups, to address concerns 
about neutrality.

26.2 Share editorial standards and fact-checking processes, reinforcing commitment to 
credibility to promote transparency.

26.3 Actively seek and feature a broader range of perspectives and voices from diverse 
communities and viewpoints. Introduce more in-depth analyses, debates, and 
investigative segments that offer nuanced understandings of complex issues, 
thereby encouraging the neutral audience to shift towards higher levels of trust and 
engagement.

Credibility of BBS Radio

Figure 54 Credibility of BBS Radio

Table 56 Credibility of BBS Radio
BBS Radio No. of Respondents Percentage
Very high credibility 111 26%
High credibility 155 36%
Neutral 136 32%
Low credibility 15 4%
Very low credibility 11 3%

8LI� WYVZI]� VIWTSRWIW� WLS[� XLEXʓ &&7� 6EHMS� MW� KIRIVEPP]� TIVGIMZIH� EW� E� GVIHMFPI� WSYVGI�
SJ� RI[W�� XLSYKL� [MXL� WPMKLXP]�QSVI� VIWIVZIH� GSRǖHIRGI� GSQTEVIH� XS� &&7� 8IPIZMWMSR�� %�
GSQFMRIHʓ��	ʓSJ�VIWTSRHIRXW�VEXIH�MXW�GVIHMFMPMX]�EW�IMXLIVʓƈZIV]�LMKLƉʓ���	�SV�����MRHMZMHYEPW
�
SVʓƈLMKLƉ����	�SV�����MRHMZMHYEPW
��8LMW�MRHMGEXIW�E�WXVSRK�PIZIP�SJ�TYFPMG�GSRǖHIRGI�MR�&&7�
Radio as a trusted national broadcaster.

1IER[LMPI�ʓ��	ʓ�����VIWTSRHIRXW
�LIPH�EʓƈRIYXVEPʓWXERGIƉ�RIMXLIV�EǘVQMRK�RSV�UYIWXMSRMRK�
the credibility of BBS Radio. This relatively high neutral segment suggests that while the 
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station is respected, a notable portion of the respondents remain uncertain or less engaged 
[MXL�MXW�GSRXIRX��3RP]�E�WQEPP�QMRSVMX]�I\TVIWWIH�RIKEXMZI�ZMI[W�[MXL��	ʓ����VIWTSRHIRXW
�
VEXMRK�MXW�GVIHMFMPMX]�EWʓƈPS[Ɖ�ERH��	ʓ����VIWTSRHIRXW
�VEXMRK�MX�ƈZIV]�PS[�Ɖ�3ZIVEPP�ʓ&&7�6EHMS�
QEMRXEMRW�E�JEZSYVEFPI�GVIHMFMPMX]�TVSǖPI��[MXL�E�QENSVMX]�SJ�XLI�TYFPMG�ZMI[MRK�MX�TSWMXMZIP]��
However, the higher neutrality rate compared to BBS Television may point to either lower 
ZMWMFMPMX]�� PIWW� MRǗYIRGI�� SV� E�QSVI�QM\IH� TIVGITXMSR� SJ� MXW� TVSKVEQQIQMRK� ERH� IHMXSVMEP�
stance.

Recommendations

26.4 BBS Radio should increase efforts to engage the 32% of neutral respondents through 
targeted content, outreach, and interactive programmeming. This will help convert 
passive audiences into active followers and enhance visibility by promoting key 
programmemes or successful reporting, ultimately closing the credibility gap with 
BBS Television.

26.5 Enhance editorial clarity and consistency to reduce perceptions of mixed messaging 
that could undermine trust among certain audience segments for BBS. Additionally, 
it could address the concerns of the small minority who rated BBS Radio’s credibility 
as low or very low by inviting feedback and improving transparency in news gathering 
and reporting practices.

Credibility of Kuensel Newspaper

Figure 55 Credibility of Kuensel Newspaper

Table 57 Credibility of Kuensel Newspaper
Kuensel No. of Respondents Percentage
Very high credibility 152 29%
High credibility 204 38%
Neutral 148 28%
Low credibility 24 5%
Very low credibility 4 1%

8LI�WYVZI]�VIWYPXW�WLS[�XLEXʓ/YIRWIP�MW�[MHIP]�VIKEVHIH�EW�E�GVIHMFPI�ERH�VIWTIGXIH�RI[W�
WSYVGIʓEQSRK�VIWTSRHIRXW��%�GSQFMRIHʓ��	ʓSJ�MRHMZMHYEPW�VEXIH�MXW�GVIHMFMPMX]�EW�IMXLIVʓƈZIV]�
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LMKLƉʓ���	�SV�����VIWTSRHIRXW
�SVʓƈLMKLƉʓ���	�SV�����VIWTSRHIRXW
��8LMW�VIǗIGXW�E�WXVSRK�
trust in the newspaper’s reporting and editorial standards.
,S[IZIV����	ʓ�����VIWTSRHIRXW
�I\TVIWWIH�EʓƈRIYXVEPƉʓWXERGI�XS[EVH�/YIRWIPƅW�GVIHMFMPMX]�
suggesting that while they did not question its reliability, they may not strongly endorse it either. 
8LMW�RIYXVEP�WIRXMQIRX�QE]�VIǗIGX�E�GEYXMSYW�ZMI[��TSWWMFP]�HYI�XS�TIVGIMZIH�MRWXMXYXMSREP�
alignment or limited investigative depth. Only a small proportion of respondents expressed 
RIKEXMZI�ZMI[W�[MXL��	ʓ���� MRHMZMHYEPW
�VEXMRK� MX�EWʓ“PS[Ɖ�GVIHMFMPMX]�ERH��	ʓ��� MRHMZMHYEPW
�
EWʓƈZIV]�PS[Ɖ�GVIHMFMPMX]��3ZIVEPP�ʓ/YIRWIP�GSQQERHW�E�WSPMH�VITYXEXMSR�JSV�GVIHMFMPMX]ʓ[MXLMR�
Bhutan’s media landscape, with over two-thirds of the public viewing it positively and only 
E�QEVKMREP�WLEVI�I\TVIWWMRK�HMWXVYWX��8LIWI�ǖRHMRKW�EǘVQ�MXW�VSPI�EW�E�VIPMEFPI�WSYVGI�SJ�
national news and information.

Recommendations 

26.6 By maintaining its strong editorial standards, Kuensel newspaper can preserve the 
high level of trust reported by most respondents. Additionally, it should engage 
the 28% of neutral respondents by enhancing investigative journalism, diversifying 
content, and addressing any perceptions of institutional alignment.

26.7 Increase transparency in its reporting practices and actively promotes its editorial 
independence for Kuensel to enhance its credibility.

26.8 Kuensel may like to monitor feedback from the small proportion of respondents 
who view it negatively, using their input to guide improvements and prevent future 
IVSWMSRʓ SJ� XVYWX�� 3ZIVEPP�� WYWXEMRMRK� E� GSQQMXQIRX� XS� GVIHMFPI� NSYVREPMWQ� ERH�
expanding investigative efforts can help solidify Kuensel’s reputation as a trusted and 
respected news source in Bhutan.

Credibility of The Bhutanese Newspaper

Figure 56 Credibility of The Bhutanese Newspaper
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Table 58  Credibility of The Bhutanese Newspaper
The Bhutanese No. of Respondents Percentage
Very high credibility 100 22%
High credibility 167 36%
Neutral 173 37%
Low credibility 19 4%
Very low credibility 5 1%

8LI�HEXE�WYKKIWXW�XLEXʓ8LI�&LYXERIWIʓIRNS]W�E�KIRIVEPP]�TSWMXMZI��XLSYKL�QSVIʓGEYXMSYWP]�
FEPERGIH�GVIHMFMPMX]�VEXMRK�EQSRK�XLI�VIWTSRHIRXW��%�GSQFMRIHʓ��	ʓSJ�VIWTSRHIRXW�VEXIH�
MXW�GVIHMFMPMX]�EW�IMXLIVʓƈZIV]�LMKLƉʓ���	�SV�����MRHMZMHYEPW
�SVʓƈLMKLƉʓ���	 or 167 individuals) 
indicating that over half of the surveyed population saw the paper as a reliable and 
XVYWX[SVXL]� RI[W� WSYVGI�� ,S[IZIV�� E� WMKRMǖGERXʓ ��	ʓ ����� VIWTSRHIRXW
� GLSWIʓ ƈRIYXVEPƉ�
suggests that a substantial portion of the public may either be unsure of its objectivity or 
see it as occasionally credible but not fully consistent.

%� WQEPP� QMRSVMX]� SJ� VIWTSRHIRXW� I\TVIWWIH� HSYFXW� [MXL� �	ʓ ���� MRHMZMHYEPW
� VEXMRK� MXW�
GVIHMFMPMX]�EWʓƈPS[Ɖ�ERH��	ʓ���MRHMZMHYEPW
�EWʓƈZIV]�PS[�Ɖ�8LI�&LYXERIWIʓMW�ZMI[IH�EW�EʓGVIHMFPI�
but somewhat polarizing outlet, with more than one-third of the respondents reserving 
judgment. While its investigative reporting and independent editorial tone likely contribute 
XS�MXW�GVIHMFMPMX]��XLI�LMKL�RIYXVEPMX]�WGSVI�QE]�VIǗIGXʓQM\IH�TIVGITXMSRW�EFSYX�FMEW��XSRI��SV�
editorial agenda.
Recommendations

����� 8LI� &LYXERIWI� GSYPH� FIRIǖX� F]� FYMPHMRK� SR� MXW� KIRIVEPP]� TSWMXMZI� GVIHMFMPMX]� F]�
addressing the high neutrality rate of 37%. This can be achieved by clarifying its 
editorial stance, enhancing transparency in reporting, proactively addressing any 
perceived bias, and capitalizing on its strengths in investigative reporting.

26.10 By ensuring consistency in tone and objectivity, The Bhutanese could reduce mixed 
perceptions. Engaging the neutral audience through feedback mechanisms and 
SYXVIEGL�IJJSVXW�QE]�LIPT�GSRZIVX�GEYXMSYW�VIEHIVW�MRXS�QSVI�GSRǖHIRX�WYTTSVXIVW�

Credibility of Business Bhutan Newspaper

Figure 57 Credibility of Business Bhutan Newspaper
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Table 59  Credibility of Business Bhutan Newspaper
Business Bhutan No. of Respondents Percentage
Very high credibility 49 13%
High credibility 106 29%
Neutral 187 51%
Low credibility 21 6%
Very low credibility 5 1%

8LI�WYVZI]�VIWYPXW�MRHMGEXI�XLEXʓ&YWMRIWW�&LYXERʓMW�TIVGIMZIH�[MXL�QSHIVEXI�GVIHMFMPMX]�FYX�
E�LMKL�HIKVII�SJ�RIYXVEPMX]�SV�YRGIVXEMRX]ʓEQSRK�XLI�VIWTSRHIRXW��3RP]ʓ��	ʓSJ�VIWTSRHIRXW�
���� MRHMZMHYEPW
� VEXIH� MXW� GVIHMFMPMX]� EWʓ ƈZIV]� LMKLƉ� ERHʓ ��	ʓ ����� VIWTSRHIRXW
� ZMI[IH� MX�
EWʓƈLMKLƉ�GVIHMFMPMX].�8SKIXLIV����	ʓSJ�VIWTSRHIRXW�LIPH�E�JEZSYVEFPI�ZMI[�SJ�XLI�TYFPMGEXMSRƅW�
credibility.

,S[IZIV��XLI�QSWX�WXVMOMRK�ǖRHMRK�MW�XLEX�E�QENSVMX]���	ʓ�����VIWTSRHIRXW
�VEXIHʓ&YWMRIWW�
&LYXERƅW� GVIHMFMPMX]� EWʓ ƈRIYXVEP.Ɖ� -X� WYKKIWXW� XLEX� E� WMKRMǖGERX� TSVXMSR� SJ� XLI� VIWTSRHIRXW�
were either unfamiliar with the paper or its reporting. Nonetheless, only a small minority 
ZMI[IH�MX�RIKEXMZIP]�[MXL��	ʓ����VIWTSRHIRXW
�VEXMRK�MX�EWʓƈPS[Ɖ and 1%ʓ(5 respondents) rating 
MX�EWʓƈZIV]�PS[�Ɖ�&YWMRIWW�&LYXERʓETTIEVW�XS�FI�EʓPIWW�JEQMPMEV for many respondents, with 
SZIV�LEPJ�SJ�VIWTSRHIRXW�YREFPI�XS�HIǖRMXMZIP]�EWWIWW�MXW�GVIHMFMPMX]��

Recommendations

������&YWMRIWW�&LYXER�[SYPH�FIRIǖX�F]� MRGVIEWMRK� MXW� ZMWMFMPMX]� ERH�WXVIRKXLIR�EYHMIRGI�
engagement to address the high neutrality rate of 51%, which suggests that many 
respondents are either unfamiliar with the publication or unsure about its credibility. 

26.12 It may like to consider focusing on building a clearer editorial identity and consistently 
showcase the quality and relevance of its reporting. Efforts such as expanding 
distribution, improving digital presence, and conducting outreach campaigns could 
help increase familiarity.

Credibility of Bhutan Times Newspaper

Figure 58 Credibility of Bhutan Times Newspaper
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Table 60  Credibility of Bhutan Times Newspaper
Bhutan Times No. of Respondents Percentage
Very high credibility 59 14%
High credibility 144 35%
Neutral 181 44%
Low credibility 20 5%
Very low credibility 5 1%

8LI� WYVZI]� VIWYPXW� WLS[� XLEXʓ &LYXER� 8MQIWʓ MW� KIRIVEPP]� ZMI[IHʓ TSWMXMZIP]�� XLSYKL� [MXL�
E� WMKRMǖGERX� TSVXMSR� SJ� XLI� VIWTSRHIRXW� LSPHMRK� Eʓ RIYXVEP WXERGI�� %� GSQFMRIHʓ ��	ʓ SJ�
VIWTSRHIRXW�VEXIH�MXW�GVIHMFMPMX]�EW�IMXLIVʓƈZIV]�LMKLƉʓ���	�SV����MRHMZMHYEPW
�SVʓƈLMKLƉʓ���	�SV�
����MRHMZMHYEPW
�WYKKIWXMRK�XLEX�RIEVP]�LEPJ�SJ�XLI�WYVZI]IH�TSTYPEXMSR�LEH�GSRǖHIRGI�MR�XLI�
publication’s reporting standards.

,S[IZIV�ʓ ��	ʓ ����� VIWTSRHIRXW
� VEXIH� XLI� SYXPIXƅW� GVIHMFMPMX]� EWʓ ƈRIYXVEP�Ɖ� [LMPI� �	ʓ ����
MRHMZMHYEPW
� WEMH� MX� LEHʓ ƈPS[Ɖ� GVIHMFMPMX] and �	ʓ ��� MRHMZMHYEPW
ʓ VEXMRK� MX� ƈZIV]� PS[�Ɖ� &LYXER�
8MQIWʓ LSPHW� EʓQSHIVEXI� PIZIP� SJ� TYFPMG� GVIHMFMPMX]�� [MXL� RIEVP]� LEPJ� ZMI[MRK� MX� JEZSYVEFP]��
However, the high neutrality rating indicates that a large segment of the respondents 
remained ambivalent or uncertain, possibly pointing to issues around visibility, engagement, 
or public familiarity with its content.

Recommendations

������&LYXER�8MQIW�[MPP�RIIH�XSʓIRLERGI� MXW�TYFPMG�IRKEKIQIRX�ERH�ZMWMFMPMX]� XS�EHHVIWW�
the high neutrality rating of 44% as this large neutral segment suggests that many are 
either unfamiliar with its content or lack a strong impression of its credibility. 

26.14 It needs to work on increasing its reach through improved distribution, a stronger 
digital presence, and consistent branding. 

Credibility of Bhutan Today Newspaper

Figure 59  Credibility of Bhutan Today Newspaper
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Table 61 Credibility of Bhutan Today Newspaper
Bhutan Today No. of Respondents Percentage
Very high credibility 70 17%
High credibility 133 33%
Neutral 175 43%
Low credibility 25 6%
Very low credibility 6 1%

8LI�WYVZI]�ǖRHMRKW�MRHMGEXI�XLEXʓ&LYXER�8SHE]ʓIRNS]W�EʓQSHIVEXI�PIZIP�SJ�GVIHMFMPMX]ʓEQSRK�
XLI�&LYXERIWI�TYFPMG��%�GSQFMRIHʓ��	ʓSJ�VIWTSRHIRXW�VEXIH� MXW�GVIHMFMPMX]�EW�IMXLIVʓ ƈZIV]�
LMKLƉʓ ���	� SV� ��� MRHMZMHYEPW
� SVʓ ƈLMKLƉʓ ���	� SV� ���� MRHMZMHYEPW
� WLS[MRK� XLEXʓ LEPJ� SJ� XLI�
VIWTSRHIRXW�LSPHW�E�JEZSYVEFPI�ZMI[ʓSJ�XLI�TYFPMGEXMSRƅW�GVIHMFMPMX]�

%X�XLI�WEQI�XMQI��E�WYFWXERXMEPʓ��	ʓ�����VIWTSRHIRXW
�I\TVIWWIH�EʓƈRIYXVEPƉʓSTMRMSR��8LMW�
WYKKIWXW�XLEX�[LMPI�QER]�EGORS[PIHKIHʓ&LYXER 8SHE]ʓEW�E�GVIHMFPI�WSYVGI��E�PEVKI�WIKQIRX�
of the public either lacked strong engagement with its content or remained uncertain about 
MXW� IHMXSVMEP� WXERHEVHW�� 3RP]ʓ �	ʓ SJ� VIWTSRHIRXW� I\TVIWWIH� RIKEXMZI� ZMI[W� [MXL� �	ʓ ����
MRHMZMHYEPW
�VEXMRK�MXW�GVIHMFMPMX]�EWʓƈPS[Ɖ�ERH��	ʓ���MRHMZMHYEPW
�VEXMRK�MX�EWʓƈZIV]�PS[�Ɖ Bhutan 
8SHE]ʓMW�TIVGIMZIH�EW�EʓVIEWSREFP]�GVIHMFPI�RI[W�SYXPIX��GSQTEVEFPI�XS�MXW�TIIVW�PMOIʓ&LYXER�
TimesʓandʓBusiness Bhutan. However, the high neutrality rating underscores a pattern seen 
with many print outlets. 

Recommendations

������&LYXER� 8SHE]� [SYPH� FIRIǖX� F]� FYMPHMRK� SR� MXW� QSHIVEXI� GVIHMFMPMX]� F]� EGXMZIP]�
engaging the 43% of respondents who hold a neutral stance. This high level of 
RIYXVEPMX]�MRHMGEXIW�XLEX�E�WMKRMǖGERX�TSVXMSR�SJ�XLI�EYHMIRGI�QE]�FI�YRJEQMPMEV�[MXL�
its reporting or uncertain about its editorial consistency. 

26.16 It should consider investing in clearer editorial positioning, improve outreach and 
HMWXVMFYXMSR� IJJSVXW�� ERH� WLS[GEWI� MQTEGXJYP� NSYVREPMWQ� XLEX� VIǗIGXW� XVERWTEVIRG]�
and public interest to gain public trust, and enhance digital presence.  

Credibility of Gyalchi Sarshog Newspaper

Figure 60 Credibility of Gyalchi Sarshog Newspaper
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Table 62 Credibility of Gyalchi Sarshog Newspaper
Gyalchi Sarshog No. of Respondents Percentage
Very high credibility 45 15%
High credibility 73 25%
Neutral 143 49%
Low credibility 23 8%
Very low credibility 7 2%

8LI�WYVZI]�VIWTSRWIW�WYKKIWX�XLEXʓ+]EPGLM�7EVWLSKʓMW�TIVGIMZIH�[MXLʓQSHIVEXI�XS�PMQMXIH�
GVIHMFMPMX]��ERH�EʓLMKL�HIKVII�SJ�TYFPMG�YRGIVXEMRX]��3RP]ʓ��	ʓSJ�VIWTSRHIRXW�����MRHMZMHYEPW
�
VEXIH�MXW�GVIHMFMPMX]�EWʓƈZIV]�LMKLƉ�ERHʓ��	ʓ����VIWTSRHIRXW
�VEXIH�MX�EWʓƈLMKLƉ�XSXEPPMRKʓ��	ʓ[MXL�
E�JEZSYVEFPI�ZMI[��,S[IZIV��XLI�QSWX�RSXEFPI�ǖRHMRK�MW�XLEXʓRIEVP]�LEPJ�SJ�XLI�VIWTSRHIRXW 
��	� ����� MRHMZMHYEPW
� WIPIGXIHʓ ƈRIYXVEP�Ɖ� 8LMW� MRHMGEXIW� E� WMKRMǖGERX� PIZIP� SJʓ YRGIVXEMRX]�
or limited exposure, possibly suggesting that the publication was less widely read, less 
GSRWMWXIRX�MR�ZMWMFMPMX]��SV�RSX�WIIR�EW�E�WXVSRK�MRǗYIRGIV�MR�XLI�REXMSREP�QIHME�WTEGI�

A relatively higher proportion expressed negative views compared to other newspaper with 
�	ʓ����VIWTSRHIRXW
�VEXMRK�MXW�GVIHMFMPMX]�EWʓƈPS[Ɖ�ERH�2%ʓ���VIWTSRHIRXW
�VEXMRK�MX�EWʓƈZIV]�
low.” ;MXL�RIEVP]�LEPJ�VEXMRK�MX�RIYXVEP�ERH���	�I\TVIWWMRK�PS[�XVYWX��MX�ETTIEVW�XS�FIʓE�PIWW�
TVSQMRIRX�SV�PIWW�MRǗYIRXMEP�WSYVGIʓMR�&LYXERƅW�QIHME�PERHWGETI�TSWWMFP]�VIUYMVMRK�WXVSRKIV�
engagement and reach. 

Recommendations

������+]EPGLM� 7EVWLSK� �(^SRKOLE� 2I[WTETIV
� RIIHW� XSʓ MQTVSZI� MXW� ZMWMFMPMX]� ERH� TYFPMG�
engagement to address the high neutrality rate of 49% and the relatively higher level 
of skepticism (10% negative ratings) as the low recognition and mixed perceptions 
suggest limited exposure or inconsistent presence in the national media landscape. 

26.18 It may like to consider focussing on expanding its distribution, strengthening content 
quality, and clarifying its editorial direction, and target outreach and digital growth to 
build familiarity and trust among Dzongkha readers.

Credibility of The Journalist Newspaper

Figure 61 Credibility of The Journalist Newspaper
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Table 63 Credibility of The Journalist Newspaper
The Journalist No. of Respondents Percentage
Very high credibility 53 16%
High credibility 92 28%
Neutral 150 46%
Low credibility 24 7%
Very low credibility 6 2%

8LI�HEXE�WLS[W�XLEXʓEOMR�XS�WSQI�SJ�TVMRX�QIHME�SYXPIXW�HMWGYWWIH�IEVPMIV��8LI�.SYVREPMWXʓMW�
EPWS�VIKEVHIH�[MXLʓQSHIVEXI�GVIHMFMPMX]ʓF]�XLI�VIWTSRHIRXW�FYX�KEMRIH�[MXL�EʓRSXEFP]�LMKL�
PIZIP�SJ�RIYXVEPMX]��3RP]ʓ��	ʓSJ�VIWTSRHIRXW�����MRHMZMHYEPW
�VEXIH�MXW�GVIHMFMPMX]�EWʓ“very high” 
ERHʓ��	ʓ����MRHMZMHYEPW
�EWʓƈLMKLƉ�EQSYRXMRK�XS�E�XSXEP�SJʓ��	ʓI\TVIWWMRK�E�JEZSYVEFPI�ZMI[�

,S[IZIV��RIEVP]ʓLEPJ�SJ�XLI�VIWTSRHIRXW���	������MRHMZMHYEPW
�VEXIH�MXW�GVIHMFMPMX]�EWʓƈRIYXVEPƉ�
MRHMGEXMRK� XLEX�E�WMKRMǖGERX�TSVXMSR�SJ� XLI� VIWTSRHIRXW�[IVI�IMXLIVʓYRHIGMHIH��YRJEQMPMEV��
SVʓ TIVGIMZIH� MX� EW� RIMXLIV� TEVXMGYPEVP]� VIPMEFPI� RSV� YRVIPMEFPI� SV� XLMW� GSYPH� VIǗIGX� PMQMXIH�
VIEGL��3R�XLI�PS[IV�IRH�ʓ�	ʓSJ�VIWTSRHIRXW�I\TVIWWIH�HSYFX�MR� MXW�GVIHMFMPMX]�[MXL��	ʓ(24 
VIWTSRHIRXW
� VEXMRK� MX�EWʓ ƈPS[Ɖ�ERH��	ʓ ��� VIWTSRHIRXW
� VEXMRK� MX�EWʓ ƈZIV]� PS[�Ɖ�;MXL�RIEVP]�
half of the respondents remaining neutral, it shares a pattern seen across several private 
RI[WTETIVW� MR� &LYXER� MRHMGEXMRKʓ QSHIWX� TYFPMG� IRKEKIQIRX� ERH� E� RIIH� JSV� WXVSRKIV�
visibility or credibility-building efforts.

Recommendations

������8LI�.SYVREPMWX�RIIHW�XSʓJSGYW�SR�MRGVIEWMRK�MXW�VIEGL�ERH�WXVIRKXLIRMRK�MXW�IHMXSVMEP�
identity to address the high neutrality rating of 46%. With only 44% of respondents 
viewing it favourably and 9% expressing doubt, the paper appears to lack strong public 
engagement and widespread recognition. 

26.20 It should also consider investing in more impactful reporting, clarify its editorial stance, 
build consistent communication with its audience, enhance its digital presence, 
increase distribution, and showcase journalistic successes. These steps will help shift 
neutral or undecided readers toward a more favourable view and raise the paper’s 
SZIVEPP�MRǗYIRGI�MR�XLI�QIHME�PERHWGETI�
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27. Top Three Preferred Bhutanese Media

Table 64 Top Three Preferred Media
First Respondents Second Respondents Third Respondents
BBS TV 526 BBS TV 60 BBS TV 25
Kuensel 58 Kuensel 261 Kuensel 88
The Bhutanese 29 The Bhutanese 55 The Bhutanese 94
The Journalist 2 The Journalist 4 The Journalist 9
Bhutan Times 4 Bhutan Times 15 Bhutan Times 26
Bhutan Today 5 Bhutan Today 15 Bhutan Today 33
Gyalchi Sarshog 1 Gyalchi Sarshog 0 Gyalchi Sarshog 6
BBS Radio 7 BBS Radio 32 BBS Radio 46

8LI� VIWYPXW� SJ� XLI� VEROMRK� UYIWXMSR� VIZIEPIH� Eʓ GPIEV� HSQMRERGI� SJ� &&7�8:ʓ EW� XLI�QSWX�
XVYWXIH� ERH� JVIUYIRXP]� GSRWYQIH�QIHME� SYXPIX� JSPPS[IH�F]ʓ/YIRWIPʓ ERHʓ8LI�&LYXERIWI� 
&&7�8IPIZMWMSR�WXERHW�E�GPIEV�JVSRXVYRRIV�FIMRK�VEROIH�ǖVWX�F]�����VIWTSRHIRXW��WIGSRH�F] 
���VIWTSRHIRXW�ERH�XLMVH�F]����VIWTSRHIRXW���;MXLʓ����XSXEP�QIRXMSRW�ʓ&&7�8:�WXERHW�SYX�EW�
XLI�REXMSRƅW�QSWX�XVYWXIH�ERH�GSRWYQIH�RI[W�WSYVGIʓF]�E�[MHI�QEVKMR��-XW�WXVSRK�REXMSREP�
VIEGL��SǘGMEP�WXEXYW��ERH�PSRK�WXERHMRK�TVIWIRGI�PMOIP]�GSRXVMFYXI�XS�XLMW�PIEHMRK�TSWMXMSR�

Ranked ǖVWX�F]����VIWTSRHIRXW��WIGSRH�F]�����VIWTSRHIRXW�ERH�XLMVH�F]����VIWTSRHIRXW��
ERH�[MXLʓ����XSXEP�QIRXMSRW�ʓ/YIRWIP�IQIVKIW�EW�XLI�WIGSRH�QSWX�XVYWXIH�ERH�GSRWYQIH�
SYXPIX��TEVXMGYPEVP]�WXVSRK�MR�XLIʓWIGSRH�TVIJIVIRGIʓGEXIKSV]��%W�&LYXERƅW�SPHIWX�RI[WTETIV��
its legacy and relatively balanced reporting likely earn it a high degree of credibility.

The Bhutanese with 178 total mentions VEROW�XLMVH��KEMRMRK�TVSQMRIRGI�IWTIGMEPP]�EW�EʓXLMVH�
GLSMGIʓQIHME� WSYVGI�� -X� [EW� VEROIH� ǖVWX� F]� �� respondents, second by 55 respondents 
and third by 94 respondents. This suggests it is well-regarded, particularly for investigative 
reporting and online presence. 

;MXLʓ���XSXEP�QIRXMSRW��&&7�6EHMSʓLSPHW�EʓQSHIWX�FYX�RSXEFPI�TSWMXMSRʓMR�XLI�REXMSREP�QIHME�
PERHWGETI�ʓ-X�[EW�VEROIH�ǖVWX�F]���VIWTSRHIRXW��WIGSRH�F]����ERH�XLMVH�F]����VIWTSRHIRXW��
Although it trails far behind its television counterpart, its steady mention across all three 
VEROW�WYKKIWXW�EʓGSRWMWXIRX�WIGSRHEV]�EYHMIRGI��PMOIP]�EQSRK�XLSWI�[LS�ZEPYI�XVEHMXMSREP��
audio-based news possibly older demographics or rural listeners.

7MQMPEVP]��&LYXER�8SHE]ʓ VIGIMZIHʓ��� XSXEP�QIRXMSRW��[MXL� XLI�QENSVMX]�TPEGMRK� MX�EW�E� XLMVH�
GLSMGI��-X�[EW�VEROIH�ǖVWX�F]���VIWTSRHIRXW��WIGSRH�F]����ERH�XLMVH�F]����VIWTSRHIRXW��8LMW�
MRHMGEXIW�Eʓ PMQMXIH�FYX�TVIWIRX readership, possibly among those who consume multiple 
media sources or prefer alternative voices beyond the above-mentioned top three outlets. 
;MXLʓ���QIRXMSRW�ʓ&LYXER�8MQIWʓQMVVSVW�&LYXER�8SHE]ƅW�VIEGL�[MXL���VIWTSRHIRXW�VEROMRK�MX�
MR�XLI�ǖVWX�GEXIKSV]�����MR�XLI�WIGSRH��ERH����VIWTSRHIRXW�VEROIH�MX�MR�XLMVH���-X�WYKKIWXW�XLEX�
with little evidence of public loyalty or readership, Bhutan Times also struggles with reach 
either through online or print circulation.  

The Journalistʓ[EW�QIRXMSRIH�SRP]ʓ���XMQIWʓEGVSWW�EPP�VEROW��ǖVWX�F]���VIWTSRHIRXW��WIGSRH�
F]���ERH�XLMVH�F]���VIWTSRHIRXW�WYKKIWXMRKʓQMRMQEP�TYFPMG�IRKEKIQIRXʓSVʓVIGSKRMXMSR�EW�
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E�TVMQEV]�WSYVGI��8LMW�VIǗIGXW�MXW�VIPEXMZIP]�PS[�TVSǖPI�MR�XLI�&LYXERIWI�QIHME�WTEGI�ERH�
LMKLPMKLXW�XLI�GLEPPIRKI�SJ�FYMPHMRK�E�WXVSRK�VIEHIV�FEWI��%X�XLI�FSXXSQ�SJ�XLI�PMWX�ʓ+]EPGLM�
7EVWLSKʓ KEVRIVIH� NYWXʓ �� QIRXMSRWʓ [MXL� �� VIWTSRHIRX� VEROMRK� MX� MR� XLI� ǖVWX� TPEGI�� �� MR�
WIGSRH�� WM\� VIWTSRHIRXW� MR� XLMVH��QEOMRK� MX� XLIʓ PIEWX� GMXIH�QIHME� SYXPIXʓ MR� XIVQW�SJ� XVYWX�
and consumption. This could stem from low circulation, limited digital presence, or lack of 
perceived relevance to the broader public.

3ZIVEPP��XLI�HEXE�WYKKIWXW�EʓWXVSRK�GSRGIRXVEXMSR�SJ�XVYWX�ERH�GSRWYQTXMSR�EQSRK�XLI�XST�
XLVII�SYXPIXW��[MXL�SXLIVW�JEGMRK�GLEPPIRKIW�MR�ZMWMFMPMX]�� MRǗYIRGI��ERH�TYFPMG�IRKEKIQIRX��
8LI� QIHME� PERHWGETI� MR� &LYXER� MWʓ LIEZMP]� HSQMREXIH� F]� &&7� 8IPIZMWMSR�� JSPPS[IH�
F]ʓ/YIRWIPʓERHʓ8LI�&LYXERIWI��8LIWI� XLVII�SYXPIXW�[IVI�GPIEVP]� XLI�QSWX� MRǗYIRXMEP�ERH�
XVYWXIH�EQSRK�XLI�TYFPMG��8LI�VIQEMRMRK�SYXPIXW��[LMPI�TPE]MRK�WYTTSVXMRK�VSPIW��LEHʓQYGL�
lower audience loyalty and visibility, particularly in top preferences.

Recommendations 

27.1 Invest further in modernizing BBS Television’s infrastructure, content production 
quality, and digital distribution capabilities to reinforce its leading position. Prioritise 
comprehensive and unbiased national news coverage, public service announcements, 
and educational programmeming to maintain its high trust and broad reach across all 
demographics.

27.2 Help Kuensel, as the second most preferred outlet, adapt to evolving news consumption 
habits by strengthening its digital presence, developing engaging multimedia content, 
and exploring new subscription or revenue models. Encourage its continued focus 
on in-depth analysis and balanced reporting to retain its credibility and attract both 
traditional and younger audiences.

27.3 Support The Bhutanese in continuing its investigative reporting and independent 
editorial line, which appears to resonate with its audience. Promote its online presence 
and explore partnerships to expand its reach, allowing it to serve as a vital alternative 
voice and a key platform for critical public discourse, thereby solidifying its position as 
a preferred third choice.

27.4 For outlets like BBS Radio, Bhutan Today, Bhutan Times, The Journalist, and Gyalchi 
Sarshog, focus on developing niche content, hyper-local reporting, or innovative digital 
JSVQEXW� XLEX� GEXIV� XS� WTIGMǖG� EYHMIRGIW� SV� YRHIVWIVZIH� GSQQYRMXMIW�� -QTPIQIRX�
targeted marketing and community engagement initiatives to increase their visibility, 
build unique identities, and cultivate stronger audience loyalty, thereby diversifying the 
overall media landscape.
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Media Credibility and Independence from Political or Commercial 
Interests

Figure 62 Credibility & Independence from Political/Commercial Interests

Table 65 Credibility & Independence from Political/Commercial Interests
In your opinion, how important is Independence from 
political or commercial interests for the credibility of 
the media? No. of Respondents Percentage
Very important 253 36%
Important 251 36%
Moderately important 149 21%
Slightly important 39 6%
Not at all important 11 2%

8LI� HEXE� VIZIEPW� E� WXVSRK� GSRWIRWYW� EQSRK� VIWTSRHIRXW� XLEXʓ IHMXSVMEP� MRHITIRHIRGI�
WTIGMǖGEPP]�JVIIHSQ�JVSQ�TSPMXMGEP�SV�GSQQIVGMEP�MRǗYIRGI�MW�GIRXVEP�XS�QIHME�GVIHMFMPMX]�ʓ%�
combined 72% (36% ‘Very important’ and 36% ‘Important’) believed independence was 
critical. This substantial majority suggests that the respondents place high value on media 
MRXIKVMX]�ERH�TIVGIMZIH�I\XIVREP�MRǗYIRGI��[LIXLIV�TSPMXMGEP�TVIWWYVI�SV�GSQQIVGMEP�FMEW�EW�
a potential threat to truthful reporting.

-RXIVIWXMRKP]�ʓ��	ʓGSRWMHIVIH�MX�SRP]ʓƈQSHIVEXIP]�MQTSVXERX,” which could point to a segment 
of the population that may either trust current media safeguards or prioritise other factors 
like professionalism or access over independence. Meanwhile, a small but notable group of 
8% (6% “slightly important” and 2% “not at all important”) showed skepticism or indifference 
XS[EVH� XLI� VSPI� SJ� MRHITIRHIRGI� MR� IWXEFPMWLMRK� GVIHMFMPMX]�� 8LMW� QE]� VIǗIGX� XLI� PEGO� SJ�
E[EVIRIWW�EFSYX�LS[�MRǗYIRGI�WLETIW�GSRXIRX�SJ�XLI�RI[W�VITSVXW��

While many respondents demanded strong independence, they may recognise that absolute 
WITEVEXMSR�JVSQ�EPP�MRǗYIRGI�MW�GLEPPIRKMRK�MR�WQEPP�QIHME�IGSW]WXIQW��[LIVI�WXEXI�WYTTSVX��
PMQMXIH�QEVOIX�WM^I��ERH�TSPMXMGEP�TVS\MQMX]�EVI�WXVYGXYVEP�VIEPMXMIW��3ZIVEPP��XLI�ǖRHMRKW�WYKKIWX�
XLEXʓQIHME�MRHITIRHIRGI�MW�E�GSVRIVWXSRI�SJ�TYFPMG�XVYWX��]IX�RSX�YRMZIVWEPP]�TVMSVMXMWIH��*SV�
TSPMG]QEOIVW�ERH�QIHME�SVKERMWEXMSRW��XLMW�LMKLPMKLXW�XLI�MQTSVXERGI�SJʓXVERWTEVIRX�IHMXSVMEP�
policiesʓandʓWXVSRK�IXLMGEP�WXERHEVHWʓXS�VIMRJSVGI�GVIHMFMPMX]��IWTIGMEPP]�EQMH�IZSPZMRK�HMKMXEP�
and political landscapes.
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Recommendations

27.5 Ensure clear, publicly accessible editorial standards are developed and that emphasise 
independence from political and commercial pressures. Regularly review and update 
these policies to adapt to emerging challenges and ensure accountability. 

27.6 Train journalists and editors on ethical journalism practices, emphasizing the 
importance of independence and integrity. 

����� 'SRHYGX�E[EVIRIWW�GEQTEMKRW�XS�IHYGEXI�XLI�TYFPMG�EFSYX�XLI�WMKRMǖGERGI�SJ�QIHME�
independence in ensuring credible journalism. 

27.8 Support the development of independent media regulatory bodies tasked with 
overseeing compliance with ethical standards and protecting editorial independence. 

27.9 Ensure transparency in ownership structures and funding sources of media houses to 
build public trust and accountability. 

27.10 Promote diverse revenue streams for media houses to reduce reliance on government 
or commercial entities that could threaten editorial independence. 

������)\TPSVI� HMZIVWMǖIH� JYRHMRK� PMOI� KVERXW�� QIQFIVWLMTW�� ERH� GSQQYRMX]�WYTTSVXIH�
models that uphold editorial autonomy. 

Media Credibility and Breaking News

Figure 63 Credibility & Breaking News

Table 66 Credibility & Breaking News
In your opinion, how important is Breaking news for the 
credibility of the media? No. of Respondents Percentage
Very important 304 43%
Important 248 35%
Moderately important 113 16%
Slightly important 25 4%
Not at all important 13 2%
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8LI� TIVGITXMSR� SJʓ ƈFVIEOMRK� RI[WƉʓ EW� E� JEGXSV� MR� QIHME� GVIHMFMPMX]� VIZIEPW� E� KIRIVEPP]�
EǘVQEXMZI�ZMI[��%�GSQFMRIHʓ��	�SJ�VIWTSRHIRXWʓGSRWMHIVIH�FVIEOMRK�RI[W�EW�IMXLIVʓƈ:IV]�
important” (43%)ʓorʓƈ-QTSVXERXƉ����	
ʓXS�E�QIHME�SYXPIXƅW�GVIHMFMPMX]��8LMW�MRHMGEXIW�XLEX�JSV�
XLI�QENSVMX]�ʓ XMQIPMRIWW� ERH� VIWTSRWMZIRIWWʓ EVI� GVYGMEP�QEVOIVW� SJ� XVYWX�� -R� XSHE]ƅW� JEWX�
TEGIH�MRJSVQEXMSR�IGSW]WXIQ��IWTIGMEPP]�[MXL�XLI�VMWI�SJ�WSGMEP�QIHME�FIMRK�ǖVWX�XS�VITSVX��
news access is not an issue, although reliability remains a question. While speed matters, 
MX�QE]�RSX�SYX[IMKL�SXLIV� NSYVREPMWXMG�ZEPYIW�WYGL�EWʓEGGYVEG]�ʓHITXL��SVʓFEPERGI��8LMW� MW�
VIMRJSVGIH�F]�XLIʓ��	�[LS�WEMH�MX�MW�SRP] “moderately important”, implying that a substantial 
minority prioritises other dimensions of journalism over immediacy.

%� GSQFMRIH� �	� ��	� ƈWPMKLXP]� MQTSVXERX�Ɖ� �	� ƈRSX� EX� EPP� MQTSVXERXƉ
ʓ [LS� HS[RTPE]IH� XLI�
MQTSVXERGI� SJ� FVIEOMRK� RI[W� JSV� GVIHMFMPMX]� QE]� VIǗIGX� E� GVMXMGEP� KVSYT� XLEX� LEW� KVS[R�
[EV]�SJ�WIRWEXMSREPMWQ�SV�VEGI�XS�VITSVX�IVVSVW��-R�IRZMVSRQIRXW�[LIVIʓFVIEOMRK�RI[WʓGER�
SJXIR�TVIGIHI�JEGX�GLIGOMRK��WSQI�GSRWYQIVW�EWWSGMEXI�WTIIH�[MXLʓWLEPPS[�VITSVXMRK�SV�
misinformation.

3ZIVEPP�� XLMW� HEXE� WYKKIWXW� XLEX� [LMPIʓ FVIEOMRK� RI[W� IRLERGIH� E� QIHME� SYXPIXƅW� MQEKI�
EW�GYVVIRX�ERH�GSRRIGXIH�� MX�[EWʓRSX� XLI�WSPI�SV�HSQMRERX JEGXSVʓHVMZMRK�TYFPMG� XVYWX��*SV�
&LYXERIWI�QIHME�� XLMW�YRHIVWGSVIW�XLI�RIIH�XS�FEPERGIʓXMQIP]�VITSVXMRKʓ[MXLʓVIWTSRWMFPI�
NSYVREPMWQ��%YHMIRGIW�ZEPYI�SYXPIXW�XLEX�EVI�ǖVWX�FYX�SRP]�[LIR�XLI]�EVI�EPWSʓVMKLX�

Recommendation

������;LIR�VITSVXMRK�FVIEOMRK�RI[W��GPIEVP]� PEFIP� MRMXMEP��YRGSRǖVQIH�VITSVXW�ERH�YTHEXI�
XLIQ�TVSQTXP]�EW�QSVI�ZIVMǖIH�MRJSVQEXMSR�FIGSQIW�EZEMPEFPI��9XMPMWI�PMZI�FPSKW�SV�
rolling coverage that shows the evolution of a story, allowing audiences to understand 
the process of information gathering and reinforce transparency.

Media Credibility and Accuracy of Facts

Figure 64 Credibility & Accuracy of Facts
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Table 67 Credibility & Accuracy of Facts
In your opinion, how important is Accuracy of facts for the 
credibility of media? No. of Respondents Percentage
Very important 402 57%
Important 183 26%
Moderately important 82 12%
Slightly important 30 4%
Not at all important 6 1%

8LI�HEXE�TVIWIRXW�E�VIWSYRHMRK�IRHSVWIQIRX�SJʓJEGXYEP�EGGYVEG]ʓEW�XLI�FIHVSGO�SJ�QIHME�
credibility. A clear majority of 83% respondents (57% “Very important” and 26% “Important”) 
viewed accurate reporting as essential to building and maintaining public trust. This was 
the highest combined rating compared to other credibility factors such as breaking news 
SV�IHMXSVMEP� MRHITIRHIRGI��MRHMGEXMRK�XLEX�JSV�QSWX�QIHME�GSRWYQIVW�ʓXVYXLJYPRIWW�XVYQTW�
speed, tone, or even independence.

8LI�LMKL�TVSTSVXMSR� ���	
� VEXMRK� MX� EWʓ ƈ:IV]� MQTSVXERXƉʓ WYKKIWXW� XLEXʓTVIGMWMSR�ERH� JEGX�
checking are non-negotiable expectations. Audiences appeared to be highly sensitive to 
QMWMRJSVQEXMSR�SV�HMWXSVXMSR��ERH�ER]�HIZMEXMSR�JVSQ�JEGXYEP�EGGYVEG]�PMOIP]�GEYWIH�WMKRMǖGERX�
VITYXEXMSREP� LEVQ� XS�QIHME� SYXPIXW�� -R� GSRXI\XW�[LIVI� TYFPMG� HMWGSYVWI� MW� MRǗYIRGIH� F]�
rumour or partisan narratives, there is a strong demand for factual integrity.

%R�EHHMXMSREPʓ��	�SJ�VIWTSRHIRXW�WEMH�MX�MW ƈ1SHIVEXIP]�MQTSVXERXƉ��[LMGL�VIǗIGXW�IMXLIV�E�
tolerance for minor reporting errors or a belief that other values such as context, analysis, or 
timeliness can occasionally compensate for small factual lapses. However, a combined 5% 
QMRSVMX]�[LS�HIIQIH�EGGYVEG]�ƈ7PMKLXP]�MQTSVXERXƉ�SV�ƈ2SX�EX�EPP�MQTSVXERXƉʓ[EW�XSS�WQEPP�
XS�WMKRMǖGERXP]�EJJIGX� XLI� XVIRH�� XLSYKL� MX�QMKLX�TSMRX� XS�IMXLIV�G]RMGMWQ�XS[EVH�QIHME� MR�
general or unfamiliarity with journalistic standards.

'VMXMGEPP]�� XLMW� HEXE� GSRǖVQW� XLEXʓ EGGYVEG]� MW� RSX� NYWX� SRI� EWTIGX� SJ� GVIHMFMPMX]�� MX� JSVQIH�
the foundation upon which all other attributes rest. For Bhutanese media, the focus has 
XS�FI�SRʓ VMKSVSYW� ZIVMǖGEXMSR�� GEVIJYP� WSYVGMRK�� ERH�GSVVIGXMSR�QIGLERMWQW�� -R�E� XMQI�SJ�
VETMH� GSRXIRX� GVIEXMSR� ERH� ZMVEP� WLEVMRK�� QIHME� LSYWIW� XLEX� MRZIWX� MRʓ GVIHMFMPMX]� XLVSYKL�
EGGYVEG]ʓEVI�QSVI�PMOIP]�XS�IEVR�WYWXEMRIH�TYFPMG�XVYWX�

Recommendations

27.13 Establish and enforce a stringent, multi-layered fact-checking process for all news 
GSRXIRX�FIJSVI�TYFPMGEXMSR�SV�FVSEHGEWX��8LMW�WLSYPH�MRZSPZI�MRHITIRHIRX�ZIVMǖGEXMSR�
SJ�JEGXW��ǖKYVIW��REQIW��ERH�GPEMQW�JVSQ�QYPXMTPI�GVIHMFPI�WSYVGIW��-RZIWX�MR�XVEMRMRK�
JSV�NSYVREPMWXW�ERH�IHMXSVW�WTIGMǖGEPP]�JSGYWIH�SR�EHZERGIH�JEGX�GLIGOMRK�XIGLRMUYIW��
source authentication, and the recognition of misinformation.

27.14 Explore the adoption of technological tools and AI-assisted programmemes for 
TVIPMQMREV]� JEGX�GLIGOMRK�� HEXE� ZIVMǖGEXMSR�� ERH� MHIRXMJ]MRK� TSXIRXMEP� HMWGVITERGMIW�
in large datasets. While human oversight remains crucial, these tools can support 
NSYVREPMWXW�MR�MRGVIEWMRK�IǘGMIRG]�ERH�EGGYVEG]��%HHMXMSREPP]��YXMPMWI�HMKMXEP�TPEXJSVQW�
XS� WLS[GEWI� XLI� ZIVMǖGEXMSR� TVSGIWW�� WYGL� EW� F]� PMROMRK� XS� WSYVGIW� SV� TVSZMHMRK�
methodology for complex data, to enhance transparency.
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������)QFIH�XLI�TVMRGMTPI�SJ�ƈEGGYVEG]�ǖVWXƉ�MRXS�XLI�GSVI�ZEPYIW�ERH�HEMP]�TVEGXMGIW�SJ�EPP�
QIHME�SVKERMWEXMSRW��)RGSYVEKI�NSYVREPMWXW�XS�XEOI�XLI�RIGIWWEV]�XMQI�JSV�ZIVMǖGEXMSR��
even under deadline pressure. Implement clear policies for prompt and transparent 
corrections of any factual errors, publicly acknowledging mistakes to build and restore 
trust.

Media Credibility and, Clear and Unbiased Language

Figure 65 Credibility & Clear/Unbiased Language

Table 68Credibility & Clear/Unbiased Language
In your opinion, how important is Clear and unbiased 
language for the credibility of the media? No. of Respondents Percentage
Very important 406 58%
Important 169 24%
Moderately important 93 13%
Slightly important 25 4%
Not at all important 10 1%

8LI�HEXE�WXVSRKP]�EǘVQW�XLEX�XLIʓGPEVMX]�ERH�RIYXVEPMX]�SJ�PERKYEKIʓYWIH�MR�QIHME�VITSVXMRK�
MW�TIVGIMZIH�EW�GVYGMEP�JSV�IWXEFPMWLMRK�GVIHMFMPMX]��%�WMKRMǖGERX�QENSVMX]�SJ���	�VIWTSRHIRXW�
(58% “Very important” and 24% “Important”) recognised this factor as key to trusting the 
QIHME��8LMW�WYKKIWXW� XLEX� XLI�TYFPMG�RSX�SRP]�ZEPYIWʓ[LEXʓ MW� VITSVXIH��FYX�EPWSʓLS[ʓ MX� MW�
communicated.

8LI�JEGX�XLEXʓƈ:IV]�MQTSVXERXƉʓVIGIMZIH�XLI�LMKLIWX�WMRKPI�VEXMRK�SJ���	�MRHMGEXIW�XLEX�XLI�
VIWTSRHIRXW�EVI�IWTIGMEPP]�EPIVX�XS�XLI�VMWO�SJʓFMEWIH�TLVEWMRK��IQSXMSREPP]�PSEHIH�PERKYEKI��
SV� GSQTPI\� NEVKSRʓ XLEX� QE]� HMWXSVX� QIERMRK� SV� TYWL� EKIRHEW�� 8LMW� QE]� VIǗIGX� VMWMRK�
E[EVIRIWW� EVSYRHʓQIHME� PMXIVEG]ʓ ERH� WIRWMXMZMX]� XS�QERMTYPEXMSR�� TEVXMGYPEVP]� MR� E� WQEPP�
WSGMIX]��[LIVI�TSPMXMGEP�ERH�WSGMEP�RYERGIW�GER�FI�EQTPMǖIH�XLVSYKL�PERKYEKI�GLSMGIW�

8LIʓ��	�[LS� JSYRH� MX� ƈ1SHIVEXIP]� MQTSVXERXƉʓsuggests tolerance to some subjectivity in 
tone, possibly valuing storytelling or persuasive elements in certain media formats. However, 
this group was relatively small compared to the dominant majority who expected objective,  
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ERH�MQTEVXMEP�VITSVXMRK��1IER[LMPI��E�GSQFMRIH��	�[LS�WE[�MX�EW�SRP]ʓƈWPMKLXP]�MQTSVXERXƉ�
ERH�ƈRSX�EX�EPP�MQTSVXERXƉʓVITVIWIRXW�MRHMZMHYEPW�[LS�IMXLIV�GSRWYQI�QIHME�TEWWMZIP]�SV�EVI�
less concerned with journalistic standards.

3ZIVEPP��XLMW�HEXE�VIMRJSVGIW�XLEXʓXSRI�QEXXIVW�NYWX�EW�QYGL�EW�XVYXL��)ZIR�JEGXYEPP]�EGGYVEXI�
VITSVXMRK�GER�PSWI�GVIHMFMPMX]�MJ�HIPMZIVIH�[MXL�PERKYEKI�XLEX�ETTIEVWʓTEVXMEP�� MRǗEQQEXSV]� 
SV� YRGPIEV�� -R� TVEGXMGEP� XIVQW��QIHME� SVKERMWEXMSRW�QYWX� MRZIWX� MRʓ IHMXSVMEP� XVEMRMRK�� WX]PI�
guidelines, and bias detection, especially as digital platforms amplify the impact of every 
[SVH��-R�ER�IVE�SJ�KVS[MRK�TSPMXMGEP�E[EVIRIWW�ERH�TYFPMG�WGVYXMR]�ʓGVIHMFMPMX]�PMIW�RSX�SRP]�MR�
the message, but in the messenger’s voice.

Recommendations

27.16 Develop comprehensive style guides that emphasise objective and impartial language, 
steering clear of emotionally charged or biased phrasing. These guidelines should be 
VIKYPEVP]�YTHEXIH�XS�VIǗIGX�GLERKMRK�PERKYEKI�RSVQW�ERH�WSGMIXEP�WIRWMXMZMXMIW�

27.17 Implement internal processes for regularly reviewing published or broadcast content 
for language bias, tone, and clarity. This could involve peer reviews, editorial meetings 
dedicated to language analysis, or even utilizing language analysis software (if 
feasible) to identify and correct subtle or unconscious biases. Encourage a culture of 
constructive criticism among editorial staff regarding language use.

27.18 Invest in continuous professional development for journalists that focuses on 
the principles of objective reporting, the impact of language on perception, and 
techniques for de-biasing their writing. Training should include practical exercises 
in rephrasing biased statements, identifying manipulative language, and writing for 
diverse audiences with clarity and impartiality.

27.19 Launch public education campaigns that teach citizens how to critically analyse the 
language used in news reports. These campaigns should highlight how word choice, 
XSRI��ERH�JVEQMRK�GER�MRǗYIRGI�YRHIVWXERHMRK�ERH�TIVGITXMSR��XLIVIF]�IQTS[IVMRK�
the public to identify and demand more unbiased communication from their news 
sources.
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����&LYXERIWI�1IHME�-RǗYIRGI�SR�4YFPMG�
Opinion

*MKYVI����1IHME�-RǗYIRGI�SR�4YFPMG�3TMRMSR

8EFPI����1IHME�-RǗYIRGI�SR�4YFPMG�3TMRMSR
-R�]SYV�STMRMSR��LS[�QYGL�MRǗYIRGI�HSIW�XLI�QIHME�MR�
Bhutan have on the opinions of the general public? No. of Respondents Percentage
:IV]�LMKL�MRǗYIRGI 160 23%
,MKL�MRǗYIRGI 264 38%
1SHIVEXI�MRǗYIRGI 207 30%
0S[�MRǗYIRGI 22 3%
Don’t know/Not sure 45 6%

8LI�ǖRHMRKW�VIZIEP�XLEX�E�WXVSRK�QENSVMX]�SJ�VIWTSRHIRXW�FIPMIZIH�XLEX�XLI�QIHME�MR�&LYXER�
LEW�EX�PIEWX�EʓQSHIVEXI�MRǗYIRGIʓSR�TYFPMG�STMRMSR��3J�XLI�XSXEP�ʓ��	�HIWGVMFIH�XLI�QIHMEƅW�
MRǗYIRGI�EW�ƈ:IV]�LMKLƉʓERHʓ��	�EW�ƈ,MKLƉ��QEOMRK�E�GSQFMRIH���	ʓ[LS�ZMI[IH�XLI�QIHME�
EW�EʓTS[IVJYP�WLETIV�SJ�WSGMIXEP�TIVWTIGXMZIW��8LMW�TIVGITXMSR�TSMRXW�XS�E�QIHME�PERHWGETI�
XLEX��HIWTMXI�MXW�WQEPP�WM^I�ERH�GSRWXVEMRXW��MW�WIIR�EWʓGETEFPI�SJ�KYMHMRK�TYFPMG�HMWGSYVWI�
and shaping attitudes, whether on political, social, or cultural issues.

8LIʓ��	�[LS�GSRWMHIVIH�QIHME�MRǗYIRGI�ƈ1SHIVEXIƉʓWXMPP�EGORS[PIHKIH�MXW�TVIWIRGI��FYX�
WYKKIWXIH�XLEX�MXW�W[E]�QE]�FIʓPMQMXIH�F]�GSQTIXMRK JSVGIWʓWYGL�EW�JEQMP]��VIPMKMSR��WSGMEP�
networks, or traditional beliefs. Given Bhutan’s unique socio-cultural fabric that is deeply 
VSSXIH�MR�ZEPYIW��FIPMIJ�W]WXIQW��GSQQYRMX]�PIEHIVWLMT��IXG���XLMW�QSHIVEXI�ZMI[�QE]�VIǗIGX�
EʓWLEVIH�MRǗYIRGI�QSHIP��[LIVI�QIHME�GSI\MWXW�[MXL�SXLIV�XVYWXIH�MRWXMXYXMSRW�

8LIʓ�	�[LS�FIPMIZIH�QIHME�LEW� ƈ0S[� MRǗYIRGIƉʓERH� XLIʓ�	�[LS�[IVI� ƈRSX�WYVIƉʓ JSVQ�E�
QEVKMREP�KVSYT��8LIMV�ZMI[W�QE]�VIǗIGX�HMWXVYWX��PS[�IRKEKIQIRX��SV�YRGIVXEMRX]�EFSYX�XLI�
QIHMEƅW� VSPI� MR� WLETMRK�STMRMSR��8LI� ƈ(SRƅX� ORS[�2SX� WYVIƉ� GEXIKSV]� EPWS�TSMRXW� XSʓKETW�
MR�QIHME�PMXIVEG]ʓSV�I\TSWYVI��TEVXMGYPEVP]�MR�VYVEP�EVIEW�SV�EQSRK�PIWW�HMKMXEPP]�GSRRIGXIH�
respondents.
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3ZIVEPP�� XLI�TIVGITXMSR�SJ�LMKL�QIHME� MRǗYIRGI�FVMRKW�FSXLʓSTTSVXYRMX]�ERH�VIWTSRWMFMPMX]��
3R�SRI�LERH��MX�GSRǖVQW�XLEX�QIHME�LSPHWʓWMKRMǖGERX�EKIRHE�WIXXMRK�TS[IV��[MXL�XLI�EFMPMX]�
XSʓMRJSVQ��QSFMPMWI��ERH�IZIR�VIWLETI�TYFPMG�XLMROMRK��3R�XLI�SXLIV�LERH��MX�VEMWIW�XLI�WXEOIW�
JSVʓ IXLMGEP� NSYVREPMWQ� EW� MRǗYIRGI� [MXLSYX� EGGSYRXEFMPMX]� VMWOW� QMWMRJSVQEXMSR�� FMEW�� SV�
manipulation.

-RǗYIRGIW�SR�4YFPMG�3TMRMSR�EW�SFWIVZIH�F]�6IWTSRHIRXW

8LMW�EREP]WMW�SJ�XLI�VIWTSRWIW�XS�XLI�UYIWXMSR�VIZIEPW�E�QYPXMJEGIXIH�MRǗYIRGI��IRGSQTEWWMRK�
WMKRMǖGERX� TSWMXMZI� GSRXVMFYXMSRW� EPSRKWMHI� RSXEFPI� GSRGIVRW� VIKEVHMRK� MXW� MQTEGX�� %�
recurring and pivotal observation is the general public’s profound trust in media, a factor that 
TVSJSYRHP]�EQTPMǖIW�MXW�SZIVEPP�MRǗYIRGI�[MXLMR�XLI�REXMSR�

i. Information Dissemination and Awareness: A Predominantly Positive Force

The most frequently cited and lauded role of media in Bhutan is its crucial function in 
disseminating information and fostering public awareness. Respondents consistently 
emphasised its indispensable contribution to keeping citizens informed across national 
and international spheres.

• Current Affairs & Knowledge: Media is widely regarded as the “main source of 
authentic Bhutanese news,” providing vital updates on “what’s happening in and 
around the globe,” “politics,” “laws,” and the broader “country’s situation.” It serves 
as a repository of “knowledge and life skills.” As one respondent articulated, “Media 
MRǗYIRGIW�XLI�TYFPMG�MR�VIKEVHW�XS�[LEX�MW�LETTIRMRK�MR�ERH�EVSYRH�XLI�KPSFI��LS[�
politics affect businesses and households. Most importantly people’s adaptability 
[MXL�XLI�PE[W�Ɖ�%RSXLIV�WYGGMRGXP]�EǘVQIH��ƈ1IHME�MW�XLI�WSYVGI�SJ�ORS[PIHKI�JSV�XLI�
public.”

• Education & Awareness Campaigns:� %� WMKRMǖGERX� RYQFIV� SJ� VIWTSRWIW� LMKLPMKLX�
media’s proactive role in “spreading awareness” on critical topics such as “drug abuse,” 
“new medical facilities,” “education awareness,” “health,” “environment,” and “cautions 
ERRSYRGIQIRX�ERH�RSXMǖGEXMSRW�JSV�WEJIX]�Ɖ�8LMW�TVSEGXMZI�WXERGI�MW�YRHIVWGSVIH�F]�
JIIHFEGO�PMOI��ƈQIHME�MRǗYIRGI�LEW�TVSZMHIH�E[EVIRIWW�XS�]SYXL�SR�HVYKW�EFYWI��RI[�
medical facilities, etc...,” and the practical observation of “Reminder for all the cautions 
ERRSYRGIQIRX�ERH�RSXMǖGEXMSRW�JSV�WEJIX]�Ɖ

• Communication Bridge: Beyond mere dissemination, media acts as a vital 
ƈ'SQQYRMGEXMSR� &VMHKI�Ɖ� TVSǖGMIRXP]� XVERWPEXMRK� MRJSVQEXMSR� FIX[IIR� ƈ(^SRKOLE�
and English language,” thereby enhancing accessibility. It functions as a fundamental 
“means of communication for everyone in the country.”

• Skill Development: Some respondents acknowledged media as a platform for personal 
and professional growth, noting its role in “acquiring new skills and knowledge” and 
“honing skills.” A technician, for instance, shared, “As a technician myself, I’m using 
media to hone my skills.”

 
Media stands as an indispensable tool for public enlightenment and civic engagement in 
Bhutan. Its capacity to rapidly disseminate information across a population characterised 
by increasing smartphone penetration (as indicated by a respondent’s observation that 
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“The news reaches them within fraction of seconds”) is perceived as critically important 
for a developing nation.

MM�� &ILEZMSYVEP��0MJIWX]PI��ERH�'YPXYVEP�'LERKIW��%�1M\IH�-RǗYIRGI

This theme encapsulates the profound impact of media on daily lives, with a particular 
IQTLEWMW�SR� MXW� MRǗYIRGI�SR�&LYXERIWI�]SYXL��TVIWIRXMRK�FSXL�TSWMXMZI�STTSVXYRMXMIW�
ERH�WMKRMǖGERX�GLEPPIRKIW�

• Negative Societal/Cultural Impact: A notable segment of respondents expressed 
concern over the gradual erosion of traditional Bhutanese identity. Sentiments 
included worries about “gradually adopting the lifestyle of foreign countries,” a 
diminishing interest in “our culture and identity,” and observable “change in cultural 
MHIRXMX]Ɖ� XLVSYKL� ƈGST]MRK� XLI� GYPXYVI� ERH� PERKYEKI� SJ� SXLIV� GSYRXVMIW�Ɖ� 7TIGMǖG�
anxieties arise from “changes in our people’s way of dress ups, makeup and talking 
especially in youth,” alongside a perceived degradation of “Family values,” leading to 
less familial interaction. An illustrative comment laments, “I have seen our people 
gradually adopting the lifestyle of foreign countries... It seems like our people are 
no longer interested in our culture and identity which is scary.” Another respondent 
SFWIVZIH��ƈ-RJSVQEXMSR�TSVXVE]IH�MR�XLI�QIHME�MW�LMKLP]�MRǗYIRGMRK�TYFPMG�STMRMSR�MR�
Bhutan, especially the youth. I can see the change in the living lifestyles, the way of 
talking, notions and even the behaviour.”

• Negative Behavioural Impact:�1IHMEƅW� MRǗYIRGI�I\XIRHW�XS�GSRGIVRMRK�FILEZMSYVEP�
shifts. There’s an apprehension that “Youth are always on the phone,” potentially 
leading them to “forget their roles and responsibilities” and pick up “bad habits.” Broader 
concerns included “addiction,” the prevalence of “cyberbullying,” and the emergence 
of “sexual harassment” and “inappropriate behaviour.” A poignant remark highlighted, 
“This habit has made youth forget their roles and responsibilities. This shows that 
]SYXL� EVI� MRǗYIRGIH�F]� XLI�QIHME� MR� E� RIKEXMZI�[E]�Ɖ�8LI� WIZIVI� MQTPMGEXMSRW�EVI�
underscored by a harrowing account: “Especially social media like Facebook and 
8MO8SO�LEZI�LMKL�MRǗYIRGIW��4ISTPI�EVI�RS[�SO�XS�KS�PMZI�SR�8MO8SO�JVIUYIRXP]�TVIWIRX�
suicide of one student due to cyber bullying.”

• Positive Personal & Business Impact: Conversely, media is recognised for its 
constructive contributions. It demonstrably “helps boost our business” (e.g., through 
platforms like TikTok) and “motivates people to do business.” Beyond commerce, it 
GER�TSWMXMZIP]� MRǗYIRGI� ƈXLMROMRK�WOMPPW�ERH�EXXMXYHIƉ�ERH�IQTS[IVIH� MRHMZMHYEPW� XS�
FIGSQI� ƈWIPJ�GSRWGMSYWƉ�EFSYX�LIEPXL��1ER]�ǖRH� MX� E� ZEPYEFPI� ƈWSYVGI�SJ� PIEVRMRK�Ɖ�
A farmer and business owner shared, “Being a farmer and business owner myself, I 
feel like if used correctly, media helps boost our business... I have seen many people 
running businesses and selling things through TikTok.” Another noted the health 
awareness: “People become self-conscious after consuming media contents like 
health news changing people’s food consumption habits.”

Media, particularly social media, is undeniably a powerful driver of social change 
in Bhutan. While it presents opportunities for personal development and economic 
advancement, there is a distinct and palpable anxiety among respondents regarding the 
potential erosion of traditional Bhutanese culture and the adoption of foreign, sometimes 
detrimental lifestyles disproportionately affecting younger generations.
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MMM��8VYWX��'VIHMFMPMX]��ERH�1MWMRJSVQEXMSR��%�7MKRMǖGERX�'SRGIVR

A critical and recurring theme centres on the veracity of media content and the public’s 
SJXIR�YRGVMXMGEP�EGGITXERGI�SJ�MX��PIEHMRK�XS�WMKRMǖGERX�WSGMIXEP�MQTPMGEXMSRW�

• Blind Trust: A predominant sentiment among respondents is the public’s inherent 
“Blind Trust” in media. Many explicitly state that “People believe in what they see 
ERH�[LEX� XLI]�LIEV�[MXLSYX�ZIVMǖGEXMSR�Ɖ�EWWYQMRK�ƈEPP� XLSWI�VITSVXW�EVI� XVYI�Ɖ�8LMW�
immediate acceptance is captured by observations such as, “People quickly believe 
in what is being shared and heard through the media.” The inherent faith is strong: 
ƈ&LYXERIWI�TISTPI�KVIEXP]�XVYWX�XLI�QIHME��MRǗYIRGMRK�XLIQ�Ɖ�SJXIR�XS�XLI�TSMRX�[LIVI�
ƈ4ISTPI� FPMRHP]� FIPMIZI� XLI� QIHME�Ɖ� 8LMW� MW� I\IQTPMǖIH� F]� GSQQIRXW� PMOI�� ƈ4ISTPI�
FIPMIZI�MR�[LEX�XLI]�WII�ERH�[LEX�XLI]�LIEV�[MXLSYX�ZIVMǖGEXMSR�[LIXLIV�XLI�RI[W�MW�
JEGX�SV�JEPWI�Ɖ�ERH��ƈ&LYXERIWI�XVYWX�XLI�QIHME�ERH�[MXL�XLEX�XVYWX��MX�GER�IEWMP]�MRǗYIRGI�
the public opinion.”

• Concerns about Accuracy/Bias: Despite the high trust, there are clear “Concerns about 
Accuracy/Bias.” Respondents questioned “How accurate the information,” lament “not 
knowing the real story or news,” and point out instances where “news is not true and 
when it is biased.” Some suspected deeper issues, noting “less accuracy and biased 
media reports” and concerns that “reporting seems to be scripted and real news is 
LMHHIR�Ɖ�8LIWI�ER\MIXMIW�EVI�IRGETWYPEXIH�F]�XLI�UYIV]��ƈ8LSYKL�XLI�QIHME�MRǗYIRGIW�
the public opinion, the question is ‘how accurate the information’ especially when the 
reports on social media platforms,” and the stark admission, “I think because of less 
accuracy and biased media reports, it is creating mis-trust hence affecting people’s 
opinions.”

• Consequences of Misinformation: The repercussions of misinformation are 
perceived as severe, leading to “disturbing the public mind,” fostering “mis-trust” and 
“negative controversies.” Tragically, it can escalate to “cyberbullying and suicides.” The 
power of the media to distort reality is acknowledged, as it “can manipulate or mislead 
public opinion.” One respondent vividly described a harrowing incident: “if a fake news 
SJ�ER� MRHMZMHYEPƅW�HIEXL� MW�TYFPMWLIH�� -�TIVWSREPP]�WE[�XLMW� MRGMHIRX�ERH�XLI�WTIGMǖG�
person has to go through platform to inform the public and the offence it caused to 
his/ her family members will be great, which leads to cyberbullying and suicides.”

There is a pervasive perception that the Bhutanese public, in general, exhibits a limited 
degree of critical media literacy, leading to an often-unquestioning acceptance of media 
content as factual, irrespective of its source or authenticity. This vulnerability makes 
the population susceptible to misinformation and manipulation, which can result in 
WMKRMǖGERX�WSGMIXEP�LEVQ�ERH�IVSHI�XLI�TYFPMGƅW�XVYWX�MR�QIHME�SYXPIXW�[LIR�MREGGYVEGMIW�
are eventually exposed. Furthermore, the sentiment that “Media houses in Bhutan do not 
have full freedom. They should be independent” subtly suggests underlying concerns 
EFSYX�TSXIRXMEP�I\XIVREP�MRǗYIRGIW�SR�NSYVREPMWXMG�MRXIKVMX]�
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iv. Platform for Public Discourse and Participation: An Emerging Role

Beyond its traditional role as a news purveyor, media is increasingly recognised as a 
dynamic channel for public expression and engagement with governance, fostering a 
more interactive civic space.

• Voice to the Public: Media is evolving into a vital “Voice to the Public,” where “The 
public views will be heard by the policy makers.” Citizens are empowered to “share 
their views on the problems of the country,” positioning the media as “the only platform 
for people to raise issues.” This enables a more informed citizenry, as highlighted by 
a respondent: “People mostly update themselves in the way the country is running 
frequently. Also update themselves in what ways people in other parts are acting.”

• Community Engagement: Media platforms also facilitate “Community Engagement,” 
such as fostering collective identity where “People become more religious due to 
group chats created on media platforms.” Moreover, media supports democratic 
processes by emphasizing “People’s participation in planning developments in rural 
areas,” as noted through the reference to “HIT.” An anecdotal observation supports 
PSGEP� MRǗYIRGI�� ƈ=IW�� XLI]�KIX� MRJSVQEXMSR� MR�KVSYTW� MR� XLI�'LM[SK��ERH�LEZI� XS�HS�
whatever the gewog leader tells them to do.”

Evolving beyond a singular, one-way information conduit, media, particularly social media, 
is increasingly functioning as a reciprocal platform. This allows citizens to articulate 
STMRMSRW�ERH�TSXIRXMEPP]�MRǗYIRGI�TSPMG]�HIGMWMSRW��XLIVIF]�GSRXVMFYXMRK�WMKRMǖGERXP]�XS�
democratic processes and fostering community involvement.

Z�� 'SRHMXMSREP�ERH�-RHMZMHYEP�-RǗYIRGI��%�2YERGIH�4IVWTIGXMZI

1ER]� VIWTSRWIW� EVXMGYPEXIH� E� RYERGIH� YRHIVWXERHMRK� XLEX� QIHMEƅW� MRǗYIRGI� MW� RSX�
monolithic or universally absolute, but rather contingent upon various factors and 
individual dispositions.

• :EVMEFMPMX]�SJ�-RǗYIRGI��6IWTSRHIRXW�JVIUYIRXP]�WXEXIH�XLEX�MRǗYIRGI�ƈ(ITIRHW�YTSR�
a news or story,” is contingent on “the content we watch,” and “it depends on who 
is reporting.” The impact is recognised as context-dependent, with sentiments like 
ƈ(ITIRHW�YTSR�XLI�GSRXI\XƉ�ERH�ƈ-RǗYIRGI�HITIRHW�SR�IEGL�MRHMZMHYEP�Ɖ�8LMW�ZEVMEFMPMX]�
means “For some, it greatly impacts whereas for some, there would be nothing.” This 
perspective is clearly articulated by comments such as, “Depends on the content we 
[EXGL�Ɖ�ERH��ƈ-�XLMRO�XLI�MRǗYIRGI�HITIRHW�SR�IEGL�MRHMZMHYEP�WMRGI�IZIV]SRI�LEW�KSX�
their own likings and beliefs.”

• Emerging Media Literacy: A more optimistic view suggested a nascent awareness, 
where the public is “Moderately because now the public is aware of media news that 
it is not true to the real knowledge.” This indicates an evolving capacity for critical 
assessment, albeit one that subtly contradicts the more prevalent “blind trust” theme, 
suggesting a growing segment of discerning media consumers.

• Disengagement/Lack of Opinion:�%�WMKRMǖGERX�GPYWXIV�SJ�VIWTSRWIW�JIPP�MRXS�GEXIKSVMIW�
like “No opinion,” “Don’t know/Not sure,” “Prefer not to say,” or “No comment.” These 
indicate either genuine uncertainty, disinterest, or a reluctance to express an opinion, 
particularly among older demographics who report less engagement with modern 
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media. This is vividly illustrated by an 86-year-old respondent who shared, “I am 86 
]IEVW�SPH��-�HS�RSX�ORS[�LS[�QYGL�QIHME�MW�MRǗYIRXMEP�MR�XLI�KIRIVEP�TYFPMG�FYX�JSV�
QI�WMRGI�-�EQ�PMWXIRMRK�XS�SRP]�VEHMS�QSWX�SJ�XLI�XMQI��SRP]�MRǗYIRGI�MW�Q]�WTMVMXYEP�
thoughts.” Similarly, another elderly person stated, “I am not sure, I am old and my family 
HSIW�RSX�YWI�QYGL�MRǗYIRXMEP�QIHME�EX�EPP��WS�-�EQ�RSX�WIIMRK�ER]�HVEQEXMG�GLERKIW�Ɖ 

;LMPI� XLI� SZIVEVGLMRK� WIRXMQIRX� EGORS[PIHKIW� XLI� QIHMEƅW� WYFWXERXMEP� MRǗYIRGI��
respondents simultaneously recognised that its impact is not uniform. It is modulated by 
the nature of the content, the perceived credibility of the media outlet, and the pre-existing 
beliefs or media literacy levels of individual consumers. This perspective highlights that 
RSX�IZIV]�MRHMZMHYEP�MW�MRǗYIRGIH�XS�XLI�WEQI�HIKVII�SV�MR�XLI�WEQI�QERRIV�

8S�WYQQEVMWI��QIHME�MRǗYIRGI�MR�&LYXER�VIZIEPW�E�GSQTPI\�HYEPMX]���1IHME�MW�WIIR�EW�
FSXL�E�TS[IVJYP�XSSP�JSV�TVSKVIWW�ERH�E�WMKRMǖGERX�WSYVGI�SJ�TVSFPIQW���-X�MW�E�ZMXEP�GSRHYMX�
for information, driving positive change and national development.  However, it is also 
recognised as a catalyst for negative societal shifts, eroding cultural traditions, fostering 
troubling behaviours, and spreading misinformation.  This duality is striking, given the 
LMKL�PIZIP�SJ�TYFPMG�XVYWX�MR�&LYXERIWI�QIHME���8LMW�ǖRHMRK�LMKLPMKLXW�XLI�GVYGMEP�RIIH�JSV�
media literacy programmemes.
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����1IHME�-RǗYIRGI�SR�0ERKYEKI��(VIWW��
Behaviour and Attitude

*MKYVI����1IHME�-RǗYIRGIW�SR�0ERKYEKI��(VIWW��&ILEZMSYV�
�%XXMXYHI

8EFPI����1IHME�-RǗYIRGIW�SR�0ERKYEKI��(VIWW��&ILEZMSYV�
�%XXMXYHI
Does what you see/hear/read in radio/
8:�RI[WTETIV�SRPMRI�MRǗYIRGI

Talking/
language Dress Behaviour Thinking/

attitude

Yes 412 (62%) 347 (53%) 352 (54%) 439 (66%)
No 72 (11%) 140 (21%) 133 (21%) 58 (9%)
Sometimes 179 (27%) 168 (26%) 162 (25%) 172 (26%)

The data clearly indicates that media whether through radio, television, newspapers, or online 
platforms had a notable impact on the way respondents speak, dress, behave, and think. 
8LMROMRK�ERH�EXXMXYHI�EVI�XLI�QSWX�MRǗYIRGIH�EVIEW��[MXL���	�SJ�VIWTSRHIRXW�WE]MRK�QIHME�
has shaped their views and outlook as compared to 9% stating otherwise. This suggests 
that media plays a major role in shaping public opinion, perspectives on social issues, and 
IZIR�ZEPYIW��8LI�LMKL�PIZIP�SJ�MRǗYIRGI�MR�XLMW�HSQEMR�VIǗIGXW�XLI�QIHMEƅW�TS[IV�RSX�NYWX�XS�
inform, but also to shape national and individual narratives.

8EPOMRK� ERH� PERKYEKI� EPWS� WLS[IH� E� WXVSRK� QIHME� MRǗYIRGI�� [MXL� ��	� SJ� VIWTSRHIRXW�
EǘVQMRK� MXW� MQTEGX��8LMW� PMOIP]� VIǗIGXW� XLI� EHSTXMSR� SJ� RI[� XIVQW�� I\TVIWWMSRW�� SV� IZIR�
foreign phrases that are commonly used in media content, especially among younger 
audiences.

-R�XIVQW�SJ�FILEZMSYV����	�SJ�VIWTSRHIRXW�VITSVXIH�FIMRK�MRǗYIRGIH�[LMPI�E�WMKRMǖGERX���	�
WEMH�XLI]�[IVI�RSX��8LMW�MRǗYIRGI�QE]�QERMJIWX�MR�GLERKIW�MR�WSGMEP�MRXIVEGXMSRW��QERRIVW��
SV�PMJIWX]PI�LEFMXW�MRǗYIRGIH�F]�VSPI�QSHIPW��RI[W�WXSVMIW��SV�IRXIVXEMRQIRX�QIHME�

8LI�EVIE�SJ�HVIWW�WLS[IH�WPMKLXP]� PIWW�FYX�WXMPP�WMKRMǖGERX� MRǗYIRGI��[MXL���	�EPPYHMRK� XS�
MRǗYIRGI� ERH���	�WE]MRK�RS��1IHME�� TEVXMGYPEVP]� ZMWYEP� GSRXIRX� PMOI� XIPIZMWMSR� ERH�SRPMRI�
platforms may shape fashion preferences, cultural expression, and trends, especially among 
]SYXL�I\TSWIH�XS�KPSFEP�ERH�VIKMSREP�MRǗYIRGIW�
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Interestingly, across all four categories, a notable number of respondents chose “sometimes” 
�VERKMRK�JVSQ���	�XS���	
��WYKKIWXMRK�XLEX�QIHME�MRǗYIRGI�MW�RSX�EP[E]W�GSRWXERX�FYX�QE]�
depend on the context, type of content, or frequency of exposure.

3ZIVEPP��XLI�HEXE�GSRǖVQW�XLEX�QIHME�MR�&LYXER�MW�QSVI�XLER�NYWX�E�GLERRIP�JSV�MRJSVQEXMSR�
but it actively shapes how people speak, think, behave, and present themselves. This 
underscores the importance of promoting responsible, culturally grounded, and positive 
QIHME�GSRXIRX��EW�MXW�MRǗYIRGI�I\XIRHW�HIITP]�MRXS�XLI�WSGMEP�ERH�GYPXYVEP�JEFVMG�SJ�IZIV]HE]�
life.

1IHME�-RǗYIRGI�SR�0ERKYEKI

*MKYVI����1IHME�-RǗYIRGI�SR�0ERKYEKI

8EFPI����1IHME�-RǗYIRGI�SR�0ERKYEKI
Does what you see/hear/read in radio/TV/newspaper/on-
PMRI�MRǗYIRGI�]SYV�8EPOMRK�PERKYEKI# No. of Respondents Percentage
Yes 412 62%
No 72 11%
Sometimes 179 27%

8LI�WYVZI]�VIWYPXW�WLS[�XLEXʓE�WYFWXERXMEP�QENSVMX]�SJ���	�VIWTSRHIRXW EǘVQIH�XLEX�QIHME�
GSRXIRX�MRǗYIRGIH�XLIMV�WTIIGL�ERH�PERKYEKI��8LMW�ǖRHMRK�YRHIVWGSVIW�XLI�TS[IVJYPʓPMRKYMWXMG�
ERH�GYPXYVEP�MRǗYIRGI�SJ�VEHMS��8:��RI[WTETIVW��ERH�SRPMRI�TPEXJSVQW��-X�WYKKIWXW�XLEX�QIHME�
RSX�SRP]�MRJSVQW�TISTPIƅW�STMRMSRW��FYX�EGXMZIP]ʓWLETIW�LS[�XLI]�GSQQYRMGEXI��XLI�TLVEWIW�
they adopt, and even the tones or expressions they internalise in everyday conversations.

8LIʓ��	�[LS�WEMH� ƈ7SQIXMQIWƉʓ VIǗIGXW�E�KVSYT�[MXLʓGSRHMXMSREP�SV�WMXYEXMSREP� MRǗYIRGI��
perhaps depending on content type, language used (e.g., Dzongkha vs. English), or relevance 
XS�TIVWSREP�GSRXI\X��8LMW�MRHMGEXIW�EʓǗYMH�VIPEXMSRWLMTʓFIX[IIR�QIHME�ERH�GSQQYRMGEXMSR�
practices one that may vary by age group, literacy, or rural-urban exposure.

8LIʓ��	�[LS�HIRMIH�ER]�QIHME�MRǗYIRGI�SR�XLIMV�PERKYEKIʓVITVIWIRX�E�VIPEXMZIP]�WQEPP�KVSYT��
This could include older demographics, people with stronger oral/traditional linguistic roots, 
SV�XLSWI�[MXL�PMQMXIH�QIHME�EGGIWW��-X�QE]�EPWS�VIǗIGXʓWIPJ�TIVGITXMSR�FMEW��EW�MRHMZMHYEPW�
may underestimate how subtly media language permeates their vocabulary.
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3ZIVEPP�� XLIWI� ǖRHMRKW� GEVV]� MQTSVXERX� MQTPMGEXMSRW� JSV� &LYXERƅWʓ QIHME�� IHYGEXMSR�� ERH�
PERKYEKI� TSPMG]� PERHWGETIW�� -J� QIHME� WMKRMǖGERXP]� MRǗYIRGIW� TYFPMG� WTIIGL�� XLIR�QIHME�
language choices have real social consequences, from reinforcing linguistic norms to 
WTVIEHMRK�WPERK�� NEVKSR��SV�IZIR�WXIVISX]TIW��1IHME�EPWS�FIGSQIW�EʓZILMGPI�JSV� PERKYEKI�
learning, diffusion, and change, particularly among youth who are immersed in digital and 
EYHMS�ZMWYEP�GSRXIRX��8LMW�LMKLPMKLXW� XLI�RIIH� JSVʓGSRWGMSYW� PERKYEKI�YWI� MR�QIHME��[MXL�
EXXIRXMSR�XS�FSXLʓTVIWIVZEXMSR�SJ�REXMSREP�PERKYEKIWʓERHʓVIWTSRWMFPI�PMRKYMWXMG�MRRSZEXMSR�

Recommendations

29.1 Encourage media outlets, especially national broadcasters like BBS TV and Radio, to 
prioritise the use of standard and clear Dzongkha (and other national languages as 
appropriate) in their news, educational, and entertainment programmeming. This will 
reinforce linguistic norms, preserve cultural heritage, and ensure that media serves as 
a model for correct and formal language use.

29.2 Establish and disseminate comprehensive guidelines for media professionals on 
responsible language use, including avoiding slang, jargon, and culturally inappropriate 
or biased terminology. These guidelines should encourage clarity, precision, and 
respect for linguistic diversity, recognizing media’s role in shaping public discourse.

1IHME�-RǗYIRGI�SR�(VIWW

*MKYVI����1IHME�-RǗYIRGI�SR�(VIWW

8EFPI����1IHME�-RǗYIRGI�SR�(VIWW
Does what you see/hear/read in radio/TV/newspaper/
SRPMRI�MRǗYIRGI�]SYV�(VIWW# No. of Respondents Percentage
Yes 347 53%
No 140 21%
Sometimes 168 26%

8LI�HEXE�WLS[W�XLEXʓE�QENSVMX]���	�SJ�VIWTSRHIRXW FIPMIZIH�XLEX�QIHME�GSRXIRX�MRǗYIRGIW�
their dress, suggesting that radio, TV, newspapers, and especially online media played 
EʓWMKRMǖGERX�VSPI�MR�WLETMRK�GPSXLMRK�GLSMGIW�ERH�JEWLMSR�WIRWMFMPMXMIWʓMR�&LYXER��8LMW�VIǗIGXW�
XLI� MRGVIEWMRK� ZMWMFMPMX]�ERH�TS[IV�SJʓQIHME�HVMZIR�EIWXLIXMGW��[LIVI�I\TSWYVI� XS�GIVXEMR�
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MQEKIW��GIPIFVMX]�WX]PIW��SV�MRXIVREXMSREP�XVIRHW�GER�WYFXP]�SV�SZIVXP]�MRǗYIRGI�LS[�TISTPI�
choose to present themselves.

8LIʓ��	�[LS�WEMH�ƈ7SQIXMQIWƉʓMRHMGEXIH�E�WM^EFPI�KVSYT�XLEX�QE]�WIPIGXMZIP]�MRGSVTSVEXI�
QIHME� MRǗYIRGIW�� TSWWMFP]� HYVMRK� JIWXMZEPW�� WSGMEP� IZIRXW�� SV� [LIR� QMQMGOMRK� TEVXMGYPEV�
ǖKYVIW�SV�KPSFEP�XVIRHW��[LMPI�WXMPP�QEMRXEMRMRK�XVEHMXMSREP�RSVQW�MR�IZIV]HE]�PMJI��8LMW�KVSYT�
PMOIP]�REZMKEXIW�EʓL]FVMH�GYPXYVEP� WTEGI�� FEPERGMRK�FIX[IIRʓQIHME�QSHIVRMX]�ERH�GYPXYVEP�
identity.

8LIʓ��	�[LS�VIWTSRHIH�ƈ2SƉʓQE]�VITVIWIRX� MRHMZMHYEPW�[LS�EVI�IMXLIVʓWXVSRKP]�VSSXIH�MR�
traditional attire norms, such as wearing the national dress (Gho and Kira) due to legal, 
MRWXMXYXMSREP��SV�GYPXYVEP�I\TIGXEXMSRW��SV�[LS�EVI� PIWW� MRǗYIRGIH�F]�ZMWYEP�GSRXIRX�HYI� XS�
limited media exposure or generational preferences.

Visual media especially (TV, online platforms) can shape ideals of beauty, identity, and status. 
-R�&LYXER��[LIVI�XVEHMXMSREP�HVIWW�LSPHW�HIIT�REXMSREP�WMKRMǖGERGI��XLI�JEGX�XLEX�SZIV�LEPJ�
VITSVXIH�QIHME� MRǗYIRGI�SR�HVIWW�VEMWIW�MQTSVXERX�UYIWXMSRW�EFSYX�XLIʓXIRWMSR�FIX[IIR�
GYPXYVEP�TVIWIVZEXMSR�ERH�KPSFEPMWIH�JEWLMSR�MRǗYIRGI�

8LI� MRǗYIRGI�SR�HVIWW�VIǗIGXW�E�FVSEHIVʓGYPXYVEP�WSJX�TS[IVʓof media. Bhutanese youth, 
for example, may be adopting global styles seen on TikTok, K-pop, Bollywood, or Western 
MRǗYIRGIVW�� MRXIKVEXMRK� XLIQ� MRXS� PSGEP� WX]PIW� SV� TVMZEXI� WIXXMRKW� IZIR� MJ� REXMSREP� HVIWW�
remains the norm in formal spaces.

3ZIVEPP�� XLI�ǖRHMRKW�WYKKIWX�XLEXʓQIHME� MW�GSRXVMFYXMRK�XS�GYPXYVEP�GLERKI�RSX�RIGIWWEVMP]�
eroding traditions, but evolving them. This creates an opportunity for media producers and 
JEWLMSR�MRǗYIRGIVWʓXS�WLETI�XLMW�IZSPYXMSR�QMRHJYPP]��TVSQSXMRKʓPSGEP�GVIEXMZMX]��WYWXEMREFMPMX]��
ERH�MHIRXMX]ʓEPSRKWMHI�KPSFEP�XVIRHW�

Recommendations

29.3 Feature the Gho and Kira, along with other traditional Bhutanese textiles and attire, 
prominently and appealingly across all media platforms (TV, social media, print). 
Showcase how traditional dress can be worn with pride in modern contexts and 
collaborate with Bhutanese designers who blend traditional fabrics and motifs with 
contemporary styles to make traditional wear more appealing, especially to younger 
generations.

29.4 Feature local artisans, young designers, and traditional textile producers, linking 
modern style with heritage and encouraging youth to wear national dress in new and 
expressive ways, and use their cultural soft power to promote local fashion designers, 
sustainable practices, and Bhutanese creativity. 

29.5 Media houses could help guide national conversations on dress and identity by 
TVSQSXMRK� GSRXIRX� XLEX� FEPERGIW� XVEHMXMSR�[MXL�QSHIVR� MRǗYIRGIW�� ERH� IRGSYVEKI�
dialogue, showcase culturally rooted yet innovative styles, and support local designers 
as this will help preserve Bhutanese identity while adapting to global fashion trends 
thoughtfully and inclusively.  
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1IHME�-RǗYIRGI�SR�&ILEZMSYV

*MKYVI����1IHME�-RǗYIRGI�SR�&ILEZMSYV

8EFPI����1IHME�-RǗYIRGI�SR�&ILEZMSYV
Does what you see/hear/read in radio/TV/newspaper/
SRPMRI�MRǗYIRGI�]SYV�&ILEZMSYV# No. of Respondents Percentage
Yes 352 54%
No 133 21%
Sometimes 162 25%

8LI� WYVZI]� ǖRHMRK� WLS[W� XLEX� E� QENSVMX]� SJ� ��	� SJ� VIWTSRHIRXW� VITSVXIH� XLEX� QIHME�
MRǗYIRGIW�XLIMV�FILEZMSYV��[LMPI�ERSXLIVʓ��	�WEMH�MX�MRǗYIRGIH�XLIQ�ƈWSQIXMQIW�Ɖʓ8SKIXLIV��
XLMW� WYKKIWXW� XLEXʓ ��	�SJ� TISTPI� EGORS[PIHKIH� EX� PIEWX� WSQI� FILEZMSYVEP� MQTEGX� JVSQ�
QIHME�I\TSWYVI��YRHIVWGSVMRK�XLIʓJSVQEXMZI�ERH�TIVWYEWMZI�VSPI�SJ�QIHMEʓMR�XLI�WSGMIX]�

8LMW� MRǗYIRGI� GER� WTER� E�[MHI� WTIGXVYQ� JVSQʓ EXXMXYHIW� ERH� LEFMXW� XS� PMJIWX]PI� GLSMGIW��
consumption patterns, civic engagement, or social interactions. It shows that media is not 
just passively consumed but actively shapes how people act, think, and respond to their 
environment.

8LIʓ��	�[LS�VITSVXIH�RS�MRǗYIRGIʓQMKLX�ZMI[�XLIQWIPZIW�EW�QSVI�HMWGIVRMRK��PIWW�I\TSWIH�
XS�TIVWYEWMZI�GSRXIRX��SV�ERGLSVIH� MRʓWXVSRK�GYPXYVEP� VIPMKMSYW��SV�GSQQYRMX]�ZEPYIWʓ XLEX�
FYJJIV� I\XIVREP� MRǗYIRGI�� %PXIVREXMZIP]�� XLMW� KVSYT�QE]� YRHIVVITSVX�QIHME� MQTEGX� HYI� XS�
E� PEGO�SJ�WIPJ�E[EVIRIWW�EFSYXʓWYFXPI�SV� PSRK�XIVQ�FILEZMSYVEP�WLMJXWʓWLETIH�F]�VITIEXIH�
exposure.

8LI���	�[LS�WEMH�ƈWSQIXMQIWƉ�WYKKIWXʓGSRHMXMSREP�MRǗYIRGI�TSWWMFP]�WLETIH�F]ʓGSRXI\X��
GSRXIRX�X]TI��SV�IQSXMSREP�GSRRIGXMSRW��*SV�I\EQTPI��QIHME�QE]�MRǗYIRGI�FILEZMSYV�HYVMRK�
national events, public health campaigns, or trending issues, but not in day-to-day decisions. 
8LI�HEXE�MPPYWXVEXIW�XLEX�QIHME��HIWTMXI�MXW�WQEPP�WM^I�MWʓLMKLP]�MRǗYIRXMEP��IWTIGMEPP]�EW�HMKMXEP�
TPEXJSVQW�I\TERH�VIEGL�ERH�MRXIVEGXMZMX]��8LMW�MRǗYIRGI�GSQIW�[MXLʓWSGMEP�VIWTSRWMFMPMX]�ERH�
EGGSYRXEFMPMX]��-J�XLI�QIHME�WLETIW�FILEZMSYV��XLIR�MX�GER�EPWS�FI�EʓXSSP�JSV�TYFPMG�IHYGEXMSR��
civic participation, environmental consciousness, and behavioural change campaigns.
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,S[IZIV�� MX�EPWS�VEMWIW�GSRGIVRW�EW�FILEZMSYVEP� MRǗYIRGI�GER� MRGPYHIʓRIKEXMZI�SYXGSQIW�
as well such as imitation of harmful trends, adoption of divisive rhetoric, or changes 
MR� MRXIVTIVWSREP� GSQQYRMGEXMSR� WX]PIW� MRǗYIRGIH� F]� I\XIVREP� QIHME� QSHIPW� �I�K���
sensationalism, individualism, consumerism). In this context, media regulation, content 
QSHIVEXMSR�� ERHʓ QIHME� PMXIVEG]� IHYGEXMSRʓ FIGSQI� GVMXMGEP� XS� QMXMKEXI� YRMRXIRHIH�
consequences.

Recommendations

29.6 Prioritise content moderation policies and develop transparent frameworks for 
regulating misleading or harmful content while protecting freedom of expression, and 
promote media literacy education to help audiences critically engage with content, 
recognise bias, and make informed decisions.

����� 1IHME�TPEXJSVQW�RIIH�XS�EGORS[PIHKI�XLIMV�WMKRMǖGERX�VSPI�MR�WLETMRK�TYFPMG�FILEZMSYV�
ERH�XEOI�VIWTSRWMFMPMX]�JSV�XLI�MRǗYIRGI�XLI]�I\IVX�EGVSWW�EXXMXYHIW��LEFMXW��ERH�PMJIWX]PI�
choices, and actively use their persuasive power to support public education, civic 
engagement, environmental awareness, and positive behavioural change initiatives.

29.8 Media platforms need to be aware that even audiences who believe they are unaffected 
may still experience subtle or long-term behavioural shifts, which calls for ethical 
content creation and sustained self-regulation, and ensure they do not propagate 
harmful trends, divisive rhetoric, or problematic communication styles, which could 
have unintended negative impacts on social cohesion and individual behaviour.

1IHME�-RǗYIRGI�XS�8LMROMRK�%XXMXYHI

*MKYVI����1IHME�-RǗYIRGI�SR�%XXMXYHI

8EFPI����1IHME�-RǗYIRGI�SR�%XXMXYHI
Does what you see/hear/read in radio/TV/newspaper/
SRPMRI�MRǗYIRGI�]SYV�8LMROMRK�EXXMXYHI# No. of Respondents Percentage
Yes 439 66%
No 58 9%
Sometimes 172 26%
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8LI� ǖRHMRKW� GPIEVP]� HIQSRWXVEXI� XLEX� QIHME� TPE]W� Eʓ WYFWXERXMEP� VSPI� MR� WLETMRK� TYFPMG�
XLSYKLX�ERH�EXXMXYHI��%� JYPPʓ��	�SJ� VIWTSRHIRXW�EǘVQIH�XLEX�QIHME� MRǗYIRGIH�LS[�XLI]�
XLSYKLX�ERH�JIPX��[LMPI�ER�EHHMXMSREPʓ��	�WEMH�MX�MRǗYIRGIH�XLIQ�WSQIXMQIW��-R�XSXEP�ʓ��	�
SJ� VIWTSRHIRXWʓ EGORS[PIHKIH� WSQI� HIKVII� SJ� MRǗYIRGI�� WMKREPPMRK� XLEX� XLI� WYVZI]IH�
population were not only consuming media content but were internalizing it.

This suggests that radio, television, newspapers, and especially online platforms serve 
EWʓMQTSVXERX�EKIRXW�SJ�GSKRMXMZI�ERH�IQSXMSREP�JVEQMRK��8LI]�HMH�RSX�NYWX�MRJSVQ�XLI�TYFPMG�
FYX�XLI]ʓLIPTIH�WXVYGXYVI�LS[�TISTPI�MRXIVTVIXIH�MWWYIW��JSVQIH�NYHKQIRXW��ERH�TSWMXMSRIH�
themselves in social, political, or moral contexts. Essentially, overwhelming number of 
VIWTSRHIRXW�VIGSKRMWIH�XLEX�QIHME�EJJIGXIHʓLS[�XLI]�XLSYKLX�ERH�[LEX�XLI]�FIPMIZIH�

8LIʓ�	�[LS�HIRMIH�ER]�MRǗYIRGIʓPMOIP]�VIǗIGX�E�WQEPP�WIKQIRX�[LS�IMXLIV�PEGOIH�VIKYPEV�
QIHME�I\TSWYVI��JIPX�QSVI�ERGLSVIH�MR�RSR�QIHME�MRǗYIRGIW��I�K���VIPMKMSYW�XIEGLMRKW��JEQMP]�
values), or who may not consciously recognise the media’s shaping role. However, such self-
EWWIWWQIRXW�GER�FI�PMQMXIH��EW�QIHME�MRǗYIRGI�SJXIR�STIVEXIWʓWYFGSRWGMSYWP]��IWTIGMEPP]�
SZIV� XMQI�� 8LIʓ ��	� [LS� VIWTSRHIH� ƈ7SQIXMQIWƉʓ PMOIP]� VITVIWIRX� XLSWI� TISTPI� [LS� EVI�
WIPIGXMZIP]� MRǗYIRGIH� HITIRHMRK� SR� XSTMG�� TPEXJSVQ�� SV� WSYVGI� GVIHMFMPMX]�� *SV� MRWXERGI�� E�
VIWTSRHIRX�QE]�FI�MRǗYIRGIH�F]�GSZIVEKI�SR�GPMQEXI�GLERKI�SV�REXMSREP� MWWYIW�FYX� PIWW�
affected by entertainment or gossip media.

3ZIVEPP�� XLMW� HEXE� VIMRJSVGIW� XLEX� QIHME� LSPHWʓ WSJX� TS[IV�� RSX� F]� JSVGMRK� STMRMSR�� FYX�
F]ʓ KVEHYEPP]� JVEQMRK� [LEX� MW� WIIR� EW� RSVQEP�� HIWMVEFPI�� SV� TVSFPIQEXMG�� 8LMW� MW� FSXL� E�
WXVIRKXL�ERH�E�VIWTSRWMFMPMX]��1IHME�SYXPIXW�LEZI�XLI�TSXIRXMEP�XSʓJSWXIV�GMZMG�QMRHIHRIWW��
tolerance, critical thinking, and national identity, but if unregulated or imbalanced, they can 
NYWX�EW�IEWMP]�TIVTIXYEXIʓHMZMWMSR��FMEW��SV�QMWMRJSVQEXMSR�

Recommendations

29.9 Media platforms need to recognise their substantial role in shaping public thought and 
IQSXMSREP�VIWTSRWIW��ERH�YWI�XLMW�MRǗYIRGI�XS�TVSQSXI�GSRWXVYGXMZI��MRGPYWMZI��ERH�
well-informed discourse, and frame content in ways that encourage critical thinking, 
civic responsibility, and a deeper understanding of complex social, political, and moral 
issues.

������1IHME�TPEXJSVQW�RIIH�XS�XEOI�VIWTSRWMFMPMX]�JSV�XLIMV�VSPI�MR�HIǖRMRK�WSGMIXEP�RSVQW�
and values, ensuring they contribute positively to public attitudes and beliefs.

29.11 Media platforms need to be aware that even those who believe they are unaffected 
QE]�FI�WYFGSRWGMSYWP]�MRǗYIRGIH�SZIV�XMQI��[LMGL�IQTLEWMWIW�XLI�RIIH�JSV�IXLMGEP�
storytelling and balanced reporting, and tailor their content with attention to topic 
WIRWMXMZMX]� ERH� WSYVGI� GVIHMFMPMX]�� IWTIGMEPP]� WMRGI� WIPIGXMZI� MRǗYIRGI� HITIRHW� SR�
these factors.

29.12 Media platforms need to actively guard against the risk of perpetuating division, 
misinformation, or bias, by implementing editorial standards that prioritise accuracy, 
fairness, and diversity of perspectives, and leverage their soft power to reinforce 
national identity, civic-mindedness, and social cohesion, especially in times of 
collective challenge or transformation.
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30. Respondent and Children 

Figure 72 Respondents with/without Children

Table 75 Respondents with/without Children
Do you have children? No. of Respondents Percentage
Have children 345 49.08%
Do not have children 358 50.92%

8LI�WYVZI]�HEXE�WLS[W�E�RIEVP]ʓIZIR�WTPMX�FIX[IIR�VIWTSRHIRXW�[LS�LEZI�GLMPHVIR�QEOMRK�
YT�E�PMXXPI�SZIV���	ʓERH�XLSWI�[LS�HS�RSX�GSYRXMRK�JSV�RIEVP]���	��8LMW�FEPERGI�WYKKIWXW�
Eʓ HMZIVWI� HIQSKVETLMG�QM\ʓ MR� XLI� WYVZI]� WEQTPI� VIKEVHMRK� JEQMP]� WXEXYW�� [LMGL� GER� FI�
MQTSVXERX� JSV� MRXIVTVIXMRK� SXLIV� ǖRHMRKW� VIPEXIH� XS� QIHME� MRǗYIRGI�� PMJIWX]PI�� SV� WSGMEP�
attitudes.

8LMW�TEVMX]�MQTPMIW�XLEX�MRWMKLXW�HIVMZIH�JVSQ�XLI�WYVZI]�VIǗIGX�TIVWTIGXMZIW�JVSQ�FSXLʓTEVIRXW�
and non-parents, enabling more comprehensive understanding of how different family 
responsibilities and life stages might shape media consumption patterns, trust, or perceived 
MRǗYIRGI�� *SV� I\EQTPI�� TEVIRXW� QMKLX� FI� QSVI� WIRWMXMZI� XS� QIHME� GSRXIRX� GSRGIVRMRK�
education, health, or cultural values, while non-parents who may be younger or single could 
prioritise entertainment or social issues differently.

Recommendations 

30.1 Create targeted programmeming and content that addresses the interests and 
concerns of parents, such as education, child health, family welfare, and cultural 
values. At the same time, they should provide engaging content for non-parents, 
focusing on youth interests, social issues, career development, and entertainment.

30.2 Promote media literacy initiatives that empower parents to guide their children’s 
media consumption, fostering critical thinking and safe online habits.

30.3 Develop educational resources or workshops for children to help them navigate media 
responsibly.
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30.4 Explore children’s media use more deeply to ensure that content is age-appropriate 
and culturally relevant.

Children and Access to Mobile Phone

Figure 73 Children of Respondents with Mobile Phone Access

Table 76 Children of Respondents with Mobile Phone Access
Does your child have access to a mobile phone? No. of Respondents Percentage

Yes 297 82.73%

No 67 17.270%

Among respondents with children, a large majority of over 82% out of 364 respondents 
VITSVXIH� XLEX� XLIMV� GLMPH� LEH� EGGIWW� XS� E�QSFMPI� TLSRI��[LMPI� SRP]ʓ E� PMXXPI� SZIV� ��	� WEMH�
XLIMV�GLMPH�HMH�RSX��8LMW�MRHMGEXIW�XLEXʓQSFMPI phone access among children is widespread, 
VIǗIGXMRK�XLI�VETMH�TIRIXVEXMSR�SJ�QSFMPI�XIGLRSPSK]�IZIR�EQSRK�]SYRKIV�TSTYPEXMSRW�

8LMW�TVIZEPIRGI�SJ�QSFMPI�TLSRI�EGGIWW�MW�WMKRMǖGERX�FIGEYWI�MX�WYKKIWXW�XLEXʓGLMPHVIR�EVI�
increasingly exposed to digital media platforms, including social media, news apps, videos, 
ERH�QIWWEKMRK�WIVZMGIW��8LMW�I\TSWYVI�GER�TVSJSYRHP]�MRǗYIRGI�XLIMV�PERKYEKI��FILEZMSYV��
attitudes, and cultural consumption from an early age.

;LMPI� XLMW� XIGLRSPSKMGEP� EGGIWW� SJJIVW� ZEPYEFPI� STTSVXYRMXMIW� JSVʓ IHYGEXMSR�� GSRRIGXMZMX]��
ERH�HMKMXEP�PMXIVEG]��MX�EPWS�VEMWIW�MQTSVXERX�GSRWMHIVEXMSRW�EFSYXʓTEVIRXEP�KYMHERGI��GSRXIRX�
regulation, and digital wellbeing. The high access rate signals a need for policies and 
TVSKVEQQIQIW�XLEX�TVSQSXIʓWEJI�ERH�VIWTSRWMFPI�QSFMPI�YWI�EQSRK�GLMPHVIR��XS�TVSXIGX�
them from misinformation, inappropriate content, or excessive screen time. Overall, the data 
VIǗIGXW�E�HMKMXEP�WLMJX�MR�&LYXERIWI�GLMPHLSSH�I\TIVMIRGI��TSWMXMSRMRK�QSFMPI�TLSRIW�EW�OI]�
KEXI[E]W�JSV�QIHME�MRǗYIRGI�ERH�WSGMEPMWEXMSR��9RHIVWXERHMRK�XLMW�H]REQMG�MW�GVYGMEP�JSV�
shaping future media literacy efforts and youth-targeted communication strategies.

Recommendations 

30.5 Support parental guidance and monitoring by offering accessible resources and 
training that empower parents to manage their children’s mobile phone use effectively, 
and encourage open communication within families about digital experiences and the 
challenges children may face online.
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30.6 Encourage mobile service providers and app developers to adopt stronger child 
protection measures across their products and services to help them identify 
misinformation, protect their privacy, engage respectfully online, and manage their 
screen time in a balanced way. The Ministry of Education’s adoption of the Education 
Technology Framework should be helpful.

����� -RMXMEXI� IJJSVXW� XS� FEPERGI� XIGLRSPSK]� EGGIWW� [MXL� SǙMRI� EGXMZMXMIW� F]� TVSQSXMRK�
awareness campaigns that encourage healthy lifestyles, emphasizing the importance 
of balancing screen time with physical activity, social interaction, and cultural traditions. 
They also need to support schools and communities in organizing programmemes 
that integrate digital skills with outdoor, artistic, or cultural engagements.

30.8 Research and monitor trends continuously by supporting ongoing studies that 
explore how mobile phone access affects children’s development, socialisation, and 
[IPPFIMRK��TEVXMGYPEVP]�MR�GSRXI\XW�PMOI�&LYXER��8LI]�RIIH�XS�YWI�XLMW�HEXE�XS�LIPT�VIǖRI�
policies and educational programmemes, ensuring these interventions stay relevant 
and responsive as technology and usage patterns evolve.

Children and Internet Access

Figure 74 Children of Respondents with Internet Access

Table 77 Children of Respondents with Internet Access
Does your child/children have access to the internet (via 
phone, computer, etc.)? No. of Respondents Percentage
Yes 300 83.57%
No 59 16.43%

Among respondents with children, a clear majority of 83% out of 359 respondents reported 
that their child or children had access to the internet via devices such as phones, computers, 
SV� XEFPIXW��[LMPI�SRP]ʓE� PMXXPI�SZIV���	� VIWTSRHIRXWʓ MRHMGEXIH�RS� MRXIVRIX�EGGIWW� JSV� XLIMV�
GLMPHVIR�� 8LMW� LMKL� PIZIP� SJ� MRXIVRIX� EZEMPEFMPMX]� LMKLPMKLXW� XLI� KVS[MRKʓ HMKMXEP� GSRRIGXMZMX]�
EQSRK� ]SYXLʓ ERH� VIǗIGXW� WMKRMǖGERX� TVSKVIWW� MR� I\TERHMRK� MRXIVRIX� MRJVEWXVYGXYVI� ERH�
digital device penetration across the country.
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This widespread internet access opens up vast opportunities for children to engage 
[MXLʓIHYGEXMSREP�VIWSYVGIW��WSGMEP�RIX[SVOW��IRXIVXEMRQIRX�TPEXJSVQW��ERH�KPSFEP�MRJSVQEXMSR�
ǗS[W��-X�WMKRMǖIW�E�WLMJX�XS[EVH�QSVI�MRXIVEGXMZI�ERH�WIPJ�HMVIGXIH�QIHME�GSRWYQTXMSR��[LMGL�
can foster digital literacy and broaden horizons.

%X�XLI�WEQI�XMQI��XLI�HEXE�VEMWIW�GVMXMGEP�GSRGIVRW�EFSYXʓSRPMRI�WEJIX]��GSRXIRX�VIKYPEXMSR��
and parental monitoring. With easy access to the internet, children are potentially exposed 
to inappropriate content, misinformation, cyberbullying, and privacy risks. This underscores 
XLI�RIIH� JSV�GSQTVILIRWMZIʓHMKMXEP�IHYGEXMSR�TVSKVEQQIQIW��WXVSRK�TSPMG]� JVEQI[SVOW��
and active parental involvement to ensure that internet use supports positive development.

3ZIVEPP�� XLMW� HEXE� GSRǖVQW� XLEX� &LYXERIWI� GLMPHVIR� EVI� MRGVIEWMRKP]� TEVX� SJ� E� HMKMXEPP]�
connected generation. This transformation will shape their learning, communication styles, 
GYPXYVEP� MRǗYIRGIW��ERH�JYXYVI�QIHME�LEFMXW��QEOMRKʓVIWTSRWMFPI�HMKMXEP�EGGIWW�ERH�QIHME�
literacy essential prioritiesʓfor families, educators, and policymakers.

Recommendations 

30.9 Enhance digital literacy education by integrating it into school curricula. This 
integration should emphasise safe internet use, critical thinking, misinformation 
MHIRXMǖGEXMSR��TVMZEG]�TVSXIGXMSR��ERH�VIWTIGXJYP�SRPMRI�GSQQYRMGEXMSR��%HHMXMSREPP]��
they should offer or promote community workshops and online resources that equip 
both children and parents with the skills and awareness necessary for responsible 
digital engagement.

30.10 Improve parental support and awareness by creating programmemes and resources 
that provide parents with practical tools and knowledge to effectively monitor and 
guide their children’s internet use. They must also encourage open family discussions 
about online experiences, potential risks, and overall digital well-being.

30.11 Implement child online safety policies by advocating for clear regulations that protect 
children from harmful content, including violence, adult material, misinformation, 
and cyberbullying. Collaboration with internet service providers and tech companies 
is essential to promote child-safe environments through parental control tools and 
effective reporting mechanisms.

30.12 Foster the development of child-friendly online content by encouraging the creation 
and dissemination of educational, culturally relevant, and engaging digital materials 
that support learning and positive social values. Relevant authorities must assist 
Bhutanese developers and media producers in building safe and enriching internet 
platforms tailored for children.

30.13 Promote balanced and healthy digital habits by raising awareness about screen time 
QEREKIQIRX�ERH�XLI�MQTSVXERGI�SJ�FEPERGMRK�SRPMRI�EGXMZMXMIW�[MXL�SǙMRI�PIEVRMRK��
physical play, and cultural engagement for children. Schools and communities should 
offer programmemes that integrate digital skills with traditional cultural and outdoor 
activities.
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29.14 Parents and authorities, particularly schools, need to monitor and study children’s 
MRXIVRIX�YWI�F]�GSRHYGXMRK�VIKYPEV�VIWIEVGL�XS�XVEGO�XVIRHW��FIRIǖXW��ERH�GLEPPIRKIW�
EWWSGMEXIH�[MXL�MRXIVRIX�EGGIWW�EQSRK�GLMPHVIR�MR�&LYXER��8LIWI�ǖRHMRKW�WLSYPH�FI�
used to continually update educational programmemes, parental guidance resources, 
and policy frameworks to keep pace with evolving technological changes.

Internet Use for Non-educational Purposes by Children

Figure 75 Daily Internet Use for Non-education Purposes by Children

Table 78 Daily Internet Use for Non-education Purposes by Children
Duration of Internet Use No. of Respondents Percentage
More than 4 hours 57 19.93%
2 - 4 hours 45 15.73%
1- 2 hours 89 31.12%
30 minutes - 1 hour 19 6.64%
Less than 30 minutes 19 6.64%
Don’t know/Not sure 57 19.93%

8LI�HEXE�SR�MRXIVRIX�YWI�HYVEXMSR�EQSRK�VIWTSRHIRXW�VIZIEPW�EʓHMZIVWI�VERKI�SJ�IRKEKIQIRX�
XMQIW��[MXL�WMKRMǖGERX�ZEVMEXMSR�MR�LS[�PSRK�GLMPHVIR�WTIRH�SRPMRI�HEMP]��8LI�PEVKIWX�KVSYT�
SJʓ ��	 (89 respondents), used the internet between 1 to 2 hours per day, suggesting 
QSHIVEXI�HEMP]�IRKEKIQIRX�X]TMGEP�SJ�GEWYEP�SV�VSYXMRI�MRXIVRIX�YWIVW��%�RSXEFPIʓ��	�����
respondents) reported their children using the internet for more than 4 hours daily, indicating 
a substantial segment with high internet dependency or extensive online activity. This group 
of children likely includes heavy social media users, students, or digital content consumers.

7MQMPEVP]�ʓ ��	� ���� VIWTSRHIRXW
� SJ� XLI� GLMPHVIR� WTIRH� �� XS� �� LSYVW� HEMP]� SRPMRI�� [LMGL�
complements the high-usage cohort, showing that over a third of the children of the 
VIWTSRHIRXW�EVI�IRKEKIH�SRPMRI��'SRZIVWIP]��E�WQEPPIV�TSVXMSR�WTIRHW�PIWW�XMQI�[MXLʓ�	�����
respondents) using it between ���QMRYXIW�XS���LSYV��ERH�ERSXLIVʓ�	�����VIWTSRHIRXW
�YWMRK�
MX�JSV�PIWW�XLER����QMRYXIW��VIǗIGXMRK�IMXLIV�PMQMXIH�EGGIWW��QSVI�WIPIGXMZI�YWEKI��SV�TSWWMFP]�
less reliance on the internet. 

-RXIVIWXMRKP]�� E� WYFWXERXMEPʓ ��	� ���� VIWTSRHIRXW
� EVI� YRWYVI� SV� HS� RSX� ORS[� LS[� PSRK�
their children use the internet, which may point to a lack of awareness or monitoring of 



123Media Perception Index: Bhutan’s First Citizen Survey 2025

their children’s usage habits, a sign of habitual or unconscious internet engagement. The 
TVIWIRGI�SJ�RIEVP]���	�YRWYVI�EFSYX�XLIMV�GLMPHVIRƅW�YWEKI�EPWS�WMKREPW�XLI�RIIH�JSVʓKVIEXIV�
HMKMXEP�PMXIVEG]�ERH�E[EVIRIWW�GEQTEMKRWʓXS�LIPT�TEVIRXW�QEREKI�XLIMV�GLMPHVIRƅW�SRPMRI�XMQI�
responsibly.

Overall, internet use varies widely, with a sizeable group of children at risk of excessive 
screen time and another that may be just beginning to explore digital resources. This 
LEW� MQTPMGEXMSRW� JSV� HIWMKRMRKʓ XEVKIXIH� HMKMXEP� IHYGEXMSR�� LIEPXL� TVSQSXMSR�� ERH� GSRXIRX 
regulation strategies. 
Recommendations 

30.15 Launch a massive Healthy Screen Time Guideline public awareness campaign using 
TV, radio, social media, and community events to widely disseminate and explain 
these guidelines. Emphasise that these are daily maximums and include “device-free” 
times, like during meals or before bed.

30.16 Offer practical training for parents, especially those unsure of their children’s usage 
(the 20% in the survey), on how to set up parental controls on devices and home Wi-
Fi. This includes demonstrating popular apps like Google Family Link or built-in phone 
features, how to block inappropriate content, set time limits, and understand their 
child’s online activity reports through parental digital literacy.

30.17 Increase and promote opportunities for children to engage in non-digital activities. 
Through community and school programmemes.

30.18 Invest in creating high-quality, fun, and culturally relevant digital content for children 
in local languages like Dzongkha. This could include interactive stories, animated 
cartoons, educational games, and creative activities that subtly teach Bhutanese 
values and traditions, available on safe, curated platforms.
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31. Negative Effects from Internet/Mobile 
Phone Use by Children

The analysis of responses about the negative effects of internet and mobile phone use on 
children reveals widespread concern among respondents, with several key issues consistently 
highlighted. First, the impact on health and physical well-being stands out prominently. 
8LI�QSWX� JVIUYIRXP]�QIRXMSRIH� MWWYI� MW� HEQEKI� XS� I]IWMKLX�� GMXIH� ���� XMQIW�� VIǗIGXMRK�
E�WMKRMǖGERX�[SVV]�EFSYX� XLI�TL]WMGEP�GSRWIUYIRGIW�SJ�TVSPSRKIH�WGVIIR�I\TSWYVI��8LMW�
concern is often paired with reduced physical activity and social interaction, mentioned 92 
times, suggesting that heavy device use leads to a more sedentary lifestyle that may hinder 
children’s overall physical development. Parents also noted that children become inactive 
in other areas of life, reinforcing the perception that digital immersion displaces traditional 
active play and interpersonal engagement. These observations illustrate a clear tension 
FIX[IIR� XLI�FIRIǖXW�SJ�HMKMXEP� GSRRIGXMZMX]�ERH� XLI�TSXIRXMEP� GSWXW� XS� GLMPHVIRƅW�TL]WMGEP�
health.

Second, behavioural challenges and addiction form another major area of concern. 
“Inculcating negative behaviours” was mentioned 110 times, indicating that parents 
commonly observe undesirable conduct they associate with device use. Similarly, internet 
addiction was highlighted 109 times, with vivid accounts such as children refusing to eat 
without their phones, signalling how deeply dependent some children have become on 
digital devices. This cluster of concerns points to anxieties about the psychological and 
developmental effects of excessive screen time, as well as the disruption it causes within 
family dynamics.

Third, academic and cognitive impacts were also a dominant theme. The worry that internet 
and mobile phone use could lead to poor academic performance was cited 97 times. Parents 
perceive devices as potential distractions that may detract from learning and educational 
WYGGIWW��8LMW�VIǗIGXW�ER�SRKSMRK�WXVYKKPI�XS�FEPERGI�XLI�TIVGIMZIH�FIRIǖXW�SJ�HMKMXEP�XSSPW�
with their risks, especially in managing children’s time and focus.

Finally, exposure to inappropriate content and misinformation was raised 86 times. This 
GSRGIVR�VIǗIGXW�TEVIRXWƅ�E[EVIRIWW�SJ�XLI�YRGSRXVSPPIH�REXYVI�SJ�SRPMRI�QEXIVMEP�ERH�XLI�
challenges of protecting children from harmful or misleading information. It highlights the 
need for digital literacy, effective parental controls, and safer online environments.

In summary, parents express a deep and multifaceted anxiety over their children’s use 
of internet and mobile phones. The dominant concerns eye strain, negative behavioural 
MRǗYIRGIW��ERH�EHHMGXMSR�EVI�MRXIVX[MRIH�MWWYIW�EJJIGXMRK�TL]WMGEP�LIEPXL��QIRXEP�[IPP�FIMRK��
social skills, and academic performance. The consistently high frequency of these concerns 
underscores that this is not a marginal worry but a widespread and deeply felt issue for 
many families.

The analysis of responses regarding the negative effects of internet/mobile phone use 
SR�GLMPHVIR�VIZIEPW�E�[MHIWTVIEH�GSRGIVR�EQSRK�VIWTSRHIRXW��[MXL�WTIGMǖG� MWWYIW�FIMRK�
consistently highlighted. 
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i. Health and Physical Well-being

The most frequently cited negative effect is “Damage eye sights” (113 mentions), 
YRHIVWGSVMRK� E� WMKRMǖGERX� GSRGIVR� JSV� XLI� TL]WMGEP� LIEPXL� SJ� GLMPHVIR� HMVIGXP]� PMROIH�
to prolonged screen time. This is often coupled with “Reduced physical activity/social 
interaction” (92 mentions), suggesting that increased screen use contributes to a more 
sedentary lifestyle, potentially impacting overall physical development and health. The 
mention of children being “Inactive for other works” further reinforces this.

Parents are highly aware of the direct physiological impacts of device use, particularly 
on vision, and lament the displacement of traditional active play and social engagement. 
This highlights a perceived trade-off between digital immersion and healthy physical 
development.

ii. Behavioural and Addiction Challenges

Another set of highly prevalent concerns revolves around behavioural changes and the 
addictive nature of internet and mobile phone use. “Inculcate negative behaviours” (110 
mentions) is almost universally acknowledged, suggesting observations of undesirable 
conduct linked to device exposure. Closely related is “Internet addiction” (109 mentions), 
[LMGL�TEVIRXW�GPIEVP]�MHIRXMJ]�EW�E�GVMXMGEP�MWWYI��7TIGMǖG�ERIGHSXIW�PMOI�ƈ'LMPHVIR�EZSMH�
eating food without phone” vividly illustrate the pervasive nature of this addiction, where 
digital access becomes intertwined with even basic activities like eating.

This theme points to a deep apprehension among respondents regarding the 
psychological and developmental impact of excessive screen time. The high frequency of 
“Inculcate negative behaviours” suggests that parents witness tangible negative conduct, 
which they attribute to digital exposure, while “Internet addiction” is seen as a distinct and 
alarming condition impacting family dynamics and child independence.

iii. Academic and Cognitive Impact

The concern that internet/mobile phone use can “Lead to poor academic performance” 
(97 mentions) is a dominant theme. This indicates that respondents perceived a direct 
correlation between excessive screen time and a decline in educational outcomes.

Parents prioritise their children’s academic success and recognise mobile phone use as 
a potential distraction or hindrance to learning. This suggests a struggle for parents to 
FEPERGI�XLI�TIVGIMZIH�IHYGEXMSREP�FIRIǖXW�SV�IRXIVXEMRQIRX�ZEPYI�SJ�HIZMGIW�[MXL� XLI�
potential for academic decline.

iv. Content-Related Risks

The risk of “Exposure to inappropriate content/misinformation” (86 mentions) is also a 
frequently selected concern. While not the highest in count, its qualitative importance 
is high, as it pertains to safeguarding children from harmful or misleading information 
online.



126 Media Perception Index: Bhutan’s First Citizen Survey 2025

Respondents are acutely aware of the uncontrolled nature of online content and the 
HMǘGYPX]�MR�WLMIPHMRK�XLIMV�GLMPHVIR�JVSQ�QEXIVMEP�HIIQIH�YRWYMXEFPI�SV�HIGITXMZI��8LMW�
concern speaks to issues of digital literacy, parental control, and the broader challenge of 
ensuring a safe online environment for minors.

In summary, most parents are deeply worried about their children’s mobile phone and 
internet use.  The overwhelming concern centres on a clear and troubling triad: eye strain, 
the rise of negative behaviours, and the potential for addiction.  These aren’t isolated 
problems, but interconnected issues impacting every aspect of a child’s life.  Parents 
are not just seeing one negative effect; they are witnessing a multifaceted problem, one 
that extends beyond the immediate, observable concerns to encompass physical health, 
mental well-being, social skills, and even academic performance.  The sheer volume of 
responses, over 85 mentions for each negative effect, underscores the pervasive nature 
of this parental anxiety.  This is not just a few worried parents; it is a widespread and 
deeply felt concern.

Recommendations 

31.1 Develop accessible resources for parents and educators on identifying signs of internet 
addiction and managing compulsive device use. Establish/publicize support hotlines 
or counseling services for affected families. Media outlets should also responsibly 
portray healthy tech habits.

31.2 Schools should provide clear guidelines on device use during learning hours.

31.3 Raise awareness of the interconnected nature of issues by designing holistic 
public campaigns that highlight how physical health, behaviour, academics, and 
content exposure are all linked in digital usage. They also need to foster community 
discussions to share experiences and strategies for mitigating risks associated with 
excessive screen time and internet use.
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32. Radio Listening in Bhutan

Figure 76 Radio Listening

Table 79 Radio Listening
Response No. of Respondents Percentage

Yes 203 28.88%

No 500 71.12%

8LI� HEXE� WLS[W� XLEX� SRP]ʓ ��	� SJ� VIWTSRHIRXW� VITSVXIH� XLEX� XLI]� PMWXIRIH� XS� XLI� VEHMS��
[LMPI�E�WMKRMǖGERX�QENSVMX]�SJ���	�HMH�RSX�PMWXIR�XS�VEHMS��8LMW�MRHMGEXIW�XLEX�VEHMS��SRGI�E�
HSQMRERX�QIHMYQ��GYVVIRXP]�LSPHW�EʓPMQMXIH�VIEGL�SV�ETTIEP�EQSRK�XLI�WYVZI]IH�TSTYPEXMSR��
7IZIVEP�JEGXSVW�WYGL�EW�XLI�VMWI�SJʓXIPIZMWMSR�ERH�MRXIVRIX�FEWIH�TPEXJSVQWʓQE]�LEZI�WLMJXIH�
audience preferences away from radio toward more visual and interactive media. Radio’s 
limited programmeming variety, language options, or broadcast quality might contribute 
XS� MXW� VIHYGIH�GSRWYQTXMSR��(IQSKVETLMG� JEGXSVW� WYGL�EWʓEKI�� YVFER�VYVEP� PSGEXMSR�� ERH�
IHYGEXMSR� PIZIPWʓ QE]� EPWS� MRǗYIRGI� VEHMS� PMWXIRIVWLMT� TEXXIVRW�� [MXL� ]SYRKIV� SV� YVFER�
populations possibly favouring digital alternatives.

(IWTMXI�MXW�HMQMRMWLIH�PMWXIRIVWLMT��VEHMS�QE]�WXMPP�LSPHʓRMGLI�MQTSVXERGI��IWTIGMEPP]�MR�VYVEP�
or remote areas where internet access is limited, or during times when other media are less 
accessible. Overall, this decline suggests that broadcasters and media planners in Bhutan 
RIIH�XSʓVIXLMRO�VEHMSƅW�VSPI��TSWWMFP]�F]�MRXIKVEXMRK�MX�[MXL�HMKMXEP�TPEXJSVQW��MQTVSZMRK�GSRXIRX�
relevance, or targeting underserved audiences to revitalize its impact.
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Devices Used to Listen to Radio

Figure 77 Devices Used for Radio Listening

Table 80 Devices Used for Radio Listening
Device No. of Respondents Percentage

Mobile phone 98 48.28%

Radio set 48 23.65%

Car radio 19 9.36%

Television 35 17.24%

Computer 2 0.99%

Sound box 1 0.49%

8LI�HEXE�SR�HIZMGI�S[RIVWLMT�ERH�YWEKI�LMKLPMKLXW� XLEXʓQSFMPI�TLSRIW�HSQMREXI�EW� XLI�
TVMQEV]�QIHMYQ�JSV�PMWXIRMRK�XS�VEHMS�[MXL�RIEVP]ʓLEPJ�SJ�VIWTSRHIRXW����	
ʓVITSVXIH�XLI]�
YWIH�E�QSFMPI�TLSRI��8LMW�VIǗIGXW�XLI�[MHIWTVIEH�TIRIXVEXMSR�SJ�QSFMPI�XIGLRSPSK]�ERH�MXW�
critical role as the gateway to radio, television, online news, and social media.

*SPPS[MRK�QSFMPI�TLSRIW��XVEHMXMSREP�HIZMGIW�PMOIʓVEHMS�WIXW����	
ʓandʓXIPIZMWMSRW����	
ʓWXMPP�
maintain notable presence, though substantially less than mobile phones. The relatively high 
share for radio sets aligns with radio’s continued importance in certain contexts, especially 
in rural or less digitally connected areas.

'EV� VEHMSW� EGGSYRXIH� JSVʓ �	� indicating that a segment of the population consumed 
media while traveling or commuting, albeit smaller than stationary home devices. 
-RXIVIWXMRKP]�ʓ GSQTYXIV� S[RIVWLMT� SV� YWEKI� EW� E�QIHMYQ� XS� PMWXIR� XS� VEHMS�[EW�QMRMQEP�
(less than 1%), which may point to limited access to desktop or laptop devices among 
VIWTSRHIRXW��0EWXP]��XLI�TVIWIRGI�SJʓWSYRH�FS\IW��PIWW�XLEWR��	
 likely portable speakers or 
audio devices was very marginal.

3ZIVEPP��XLMW�HIZMGI�HMWXVMFYXMSR�YRHIVWGSVIW�EʓVETMH�HMKMXEP�XVERWMXMSRʓ[MXL�QSFMPI�TLSRIW�EW�
the primary tool, shaping how media content is produced and delivered. Media providers 
QYWX�XLIVIJSVI�TVMSVMXMWIʓQSFMPI�JVMIRHP]�JSVQEXW��ETTW��ERH�TPEXJSVQWʓXS�IJJIGXMZIP]�IRKEKI�
audiences.
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Preferred Radio Stations

Figure 78 Preferred Radio Stations

Table 81 Preferred Radio Stations
Sl. No. Radio station No. of Respondents Percentage

1 BBS 158 77.83%
2 Kuzoo FM 38 18.72%
3 Radio Valley 6 2.96%
4 91.1 Radio Mirchi 1 0.49%

8LI�WYVZI]�HEXE�WLS[W�EʓWXVSRK�TVIJIVIRGI� JSV�&&7�VEHMS��[MXLʓ��	�SJ� VIWTSRHIRXWʓ[LS�
listened to the radio tuning into BBS. This overwhelming majority indicates that BBS holds 
Eʓ HSQMRERX� TSWMXMSR� MR� &LYXERƅW� VEHMS� PERHWGETI�� PMOIP]� HYI� XS� MXW� WXEXYW� EW� XLI� REXMSREP�
broadcaster, broad coverage, and trusted content.

*SPPS[MRK�&&7�ʓ/Y^SS�*1�GETXYVIH�E�WMKRMǖGERX�FYX�QYGL�WQEPPIV�WLEVI of 19% suggesting 
it served as an important alternative or complement to BBS, perhaps targeting younger or 
QSVI�IRXIVXEMRQIRX�JSGYWIH�EYHMIRGIW��3XLIV�WXEXMSRW�PMOIʓ6EHMS�:EPPI]���	
ʓandʓa foreign 
�����6EHMS�1MVGLM� �PIWW� XLER� �	
ʓ LEZI�QMRMQEP� PMWXIRIVWLMT�� MRHMGEXMRK� E� RMGLI� SV� PMQMXIH�
reach in comparison.

3ZIVEPP��XLI�GSRGIRXVEXMSR�SJ�VEHMS�PMWXIRIVWLMT�EVSYRH�&&7�LMKLPMKLXW�XLI�FVSEHGEWXIVƅWʓGIRXVEP�
VSPI�MR�WLETMRK�TYFPMG�MRJSVQEXMSR�ERH�STMRMSRʓXLVSYKL�EYHMS�QIHME��8LMW�HSQMRERGI�EPWS�
TSMRXW� XSʓ PMQMXIH�GSQTIXMXMSRʓ[MXLMR� XLI� VEHMS�WIGXSV��[LMGL�GER�FI�FSXL�ER�EHZERXEKI� MR�
XIVQW�SJ�YRMǖIH�QIWWEKMRK�ERH�E�GLEPPIRKI�MR�JSWXIVMRK�QIHME�TPYVEPMX]�

Recommendation

32.1 Media authorities like BICMA may like to consider encouraging media plurality and 
competition by supporting the development of new and diverse radio stations that 
offer alternative voices and cater to different audience interests and regions. They 
also need to facilitate licensing processes and reduce barriers for community and 
private radio stations to foster greater competition and innovation.
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Preferred Location to Listen to Radio

Figure 79 Preferred Locations to Listen to Radio

Table 82 Preferred Locations to Listen to Radio
Sl. No. Location No. of Respondents Percentage

1 At home 111 54.68%
2 In the car 58 28.57%
3 At work 23 11.33%
4 On the move (e.g., walking, public transport) 7 3.45%
5 Cattle herding 2 0.99%
6 Any place when free 2 0.99%

8LI�WYVZI]�ǖRHMRKW�VIZIEP�XLEX�XLI�QENSVMX]�SJ�VEHMS�PMWXIRMRK�SGGYVIHʓEX�LSQI��[MXLʓ55% of 
VIWTSRHIRXWʓXYRMRK�MR�JVSQ�XLIMV�VIWMHIRGIW��8LMW�WYKKIWXW�XLEX�VEHMS�VIQEMRW�E�OI]�WSYVGI�
of information and entertainment in the domestic environment, supporting its role in family 
or personal contexts where audiences can engage more fully.

%�WMKRMǖGERX�TSVXMSR�ʓ��	� PMWXIRIH�XS�XLI�VEHMSʓMR�XLI�GEV��LMKLPMKLXMRK�VEHMSƅW�MQTSVXERGI�EW�
E�GSQTERMSR�QIHMYQ�HYVMRK�XVEZIP�SV�GSQQYXMRK��8LMW�VIǗIGXW�LEFMXW�[LIVI�EYHMS�QIHME�
ǖPPW� SXLIV[MWI� MHPI� XMQI� ERH� OIITW� PMWXIRIVW� GSRRIGXIH� [LMPI� SR� XLI� QSZI�� 0MWXIRMRKʓ EX�
[SVOʓEGGSYRXW�JSVʓ��	� indicating that some workplaces either encouraged or accommodated 
radio listening, potentially for news, music, or background ambience. Smaller percentages 
PMWXIRIHʓSR�XLI�QSZI��	
��HYVMRKʓGEXXPI�LIVHMRK��PIWW�XLER��	
��SV�MRʓER]�JVII�QSQIRX��PIWW�
XLER��	
��VIǗIGXMRK�QSVI�SGGEWMSREP�SV�WMXYEXMSREP�IRKEKIQIRX�

3ZIVEPP�� XLMW� HMWXVMFYXMSR� HIQSRWXVEXIW� XLEX� VEHMSƅWʓ WXVIRKXL� PMIW� MR� MXW� ZIVWEXMPMX]� ERH�
accessibility, adapting to varied contexts from the home to transit, even in traditional 
activities like cattle herding. It also underscores the continued relevance of radio in both 
rural and urban lifestyles.
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-RǗYIRGI�SJ�6EHMS�SR�0MJIWX]PI

*MKYVI����-RǗYIRGI�SJ�6EHMS�SR�0MJIWX]PI

8EFPI����-RǗYIRGI�SJ�6EHMS�SR�0MJIWX]PI
Did listening to the radio result in any changes in your 
life? No. of Respondents Percentage

Yes 152 21.62%

No 29 4.13%

Don’t know 22 3.13%

No response 500 71.12%

8LI�HEXE�WLS[W�XLEX�SRP]ʓ��	�SJ�VIWTSRHIRXW�VITSVXIH�XLEX�PMWXIRMRK�XS�XLI�VEHMS�VIWYPXIH�MR�
GLERKIW�MR�XLIMV�PMZIW��[LMPI�E�WQEPP�QMRSVMX]��	�WEMH�MX�HMH�RSX��ERHʓ�	�[IVI�YRWYVI��,S[IZIV��
E�WYFWXERXMEPʓ��	�HMH�RSX�VIWTSRHʓXS�XLMW�UYIWXMSR��[LMGL�WYKKIWXW�XLEX�XLI�UYIWXMSR�QE]�
not have been applicable to many or that most respondents do not perceive or recall any 
WMKRMǖGERX�MQTEGX�JVSQ�VEHMS�PMWXIRMRK�

%QSRK�XLSWI�[LS�HMH�VIWTSRH��XLI�JEGX�XLEX�SZIV�SRI�ǖJXL�VITSVXIH�PMJI�GLERKIW�MRHMGEXMRK�XLEX�
VEHMS�HMH�LEZI�EʓQIEWYVEFPI�MRǗYIRGIʓSR�GIVXEMR�PMWXIRIVW�TSXIRXMEPP]�EJJIGXMRK�ORS[PIHKI��
attitudes, behaviours, or decisions. These changes could be related to health awareness, 
IHYGEXMSR��WSGMEP�RSVQW��SV�GMZMG�TEVXMGMTEXMSR�� VIǗIGXMRK� VEHMSƅW� XVEHMXMSREP�WXVIRKXL�EW�ER�
accessible and community-focused medium.

8LI� ZIV]� LMKL� RSR�VIWTSRWI� VEXI� GSYPH� MQTP]� XLEXʓ VEHMSƅW� MQTEGX� MW� PMQMXIH� XS� E� WTIGMǖG�
subset of the population, or that many listeners consume radio passively without perceiving 
GSRGVIXI�TIVWSREP�IJJIGXW��-X�GSYPH�EPWS�VIǗIGX�WYVZI]�JEXMKYI�SV�EQFMKYMX]�MR�XLI�UYIWXMSRƅW�
phrasing.

3ZIVEPP�� XLMW� WYKKIWXW� XLEX� [LMPI� VEHMS� VIQEMRW� E� ZEPYEFPI� QIHMYQ�� MXWʓ XVERWJSVQEXMSREP�
TSXIRXMEP�QE]�FI�YRHIVYXMPMWIH�SV�YRIZIRP]�HMWXVMFYXIHʓEQSRK�PMWXIRIVW��8S�MRGVIEWI�MXW�PMJI�
GLERKMRK�MQTEGX��VEHMS�TVSKVEQQIQMRK�GSYPH�FI�IRLERGIH�[MXL�QSVIʓMRXIVEGXMZI��TVEGXMGEP��
and PSGEPP]� VIPIZERX�GSRXIRXʓHIWMKRIH� XS�IRKEKI�ERH�QSXMZEXI�EYHMIRGIW� XS[EVH�TSWMXMZI�
action.
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Radio as a Change Agent

For the 66 respondents who indicated that listening to the radio had brought changes to their 
lives, the impact was broad and meaningful, touching on informational, educational, social, 
and deeply personal dimensions. Many respondents described multiple ways in which radio 
LEH�MRǗYIRGIH�XLIQ��HIQSRWXVEXMRK�MXW�GSRXMRYIH�VIPIZERGI�ERH�VIEGL�MR�&LYXERIWI�WSGMIX]�

The most frequently cited impact was gaining knowledge and skills, with 85% of respondents 
reporting that radio contributed to their learning and the development of practical abilities. 
This underscores the role of radio as an accessible educational platform, especially valuable 
in areas or situations where formal learning opportunities may be limited.

Closely following, 83% of respondents mentioned receiving timely news and information 
through radio broadcasts. This highlights radio’s role as a reliable source of current events 
and essential updates, especially in communities where internet access may not be 
consistent or widely available.

For 70% of respondents, listening to the radio fostered a stronger connection to their 
community and nation. Radio content particularly in local languages appears to play a 
unifying role, reinforcing a shared sense of identity and belonging.

More than half (55%) said radio helped them better understand different perspectives, 
showing that it also functions as a platform for dialogue, social awareness, and exposure 
to a range of viewpoints. This can be particularly important in encouraging critical thinking 
and empathy.

Some listeners (18%) reported participating in live call-in shows or requesting music, 
VIǗIGXMRK�VEHMSƅW�MRXIVEGXMZI�HMQIRWMSR��8LMW�PIZIP�SJ�IRKEKIQIRX�MRHMGEXIW�XLEX�PMWXIRIVW�EVI�
not just passive consumers but active participants, using the platform to express themselves 
and connect with others.

-R�E�HIITP]�TIVWSREP�VIǗIGXMSR��SRI�VIWTSRHIRX�WLEVIH�ƈ)WTIGMEPP]�GLSIWLE]�VEHMS��MX�VIEPP]�
touched my soul, because I am old, I cannot attend any preaching physically but I never miss 
radio.” This highlights a powerful spiritual and emotional connection, where radio serves 
not only as a source of religious teachings but as a comforting and constant presence in 
listeners’ lives especially for the elderly or those with limited mobility.

In summary, radio in Bhutan is far more than a medium for broadcasting. It is a dynamic, 
trusted, and deeply embedded part of daily life providing knowledge, connecting people, 
offering a platform for participation, and delivering spiritual comfort. Its impact, as described 
F]� PMWXIRIVW�� EǘVQW� XLI� ZEPYI� SJ� TVIWIVZMRK� ERH� WXVIRKXLIRMRK� XLMW� QIHMYQ� EW� TEVX� SJ�
Bhutan’s evolving media landscape.
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33. Overall Perception of Media in Bhutan

Figure 81 Overall Media Perception

Table 84 Overall Media Perception
Rating No. of Respondents Percentage
5 (Very positive) 146 20.77%
4 (Positive) 306 43.53%
3 (Neutral) 224 31.86%
2 (Negative) 24 3.41%
1 (Very negative) 3 0.43%

Overall perception of media in Bhutan as an aggregate of responses stands at 3.81 (between 
a very high of 5 and very low of 1)

The data reveals a generally positive public perception of media in Bhutan. On a scale of 1 
to 5 where 5 indicates a very high perception and 1 a very low one, the average rating stands 
at 3.81. This suggests that, overall, Bhutanese media is viewed as credible, relevant, and 
performing reasonably well in the eyes of the public.

8LI� PEVKIWX�TVSTSVXMSR�SJ� VIWTSRHIRXW� ���	
� VEXIH� XLI�QIHME�E���� VIǗIGXMRK�E�WXVSRK�FYX�
not absolute level of approval. Another 21% gave the highest rating of 5, indicating very 
LMKL�WEXMWJEGXMSR�ERH�XVYWX�EQSRK�E�WMKRMǖGERX�WIKQIRX�SJ�XLI�TSTYPEXMSR��'SQFMRIH��XLIWI�
two categories account for nearly two-thirds of all responses (64%), underscoring a largely 
favourable impression of media performance.

Meanwhile, 32% of respondents gave a moderate rating of 3, suggesting a more neutral or 
mixed view. These individuals may acknowledge the media’s efforts while also recognizing 
areas for improvement.
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Only a small fraction of over 3% respondents expressed dissatisfaction rated the media a 2, 
and just less than 1% rated it the lowest at 1. This minimal negative feedback suggests that 
outright discontent with Bhutanese media is rare.

-R� WYQQEV]�� XLI� SZIVEPP� WGSVI� SJ� ����� ERH� XLI� HMWXVMFYXMSR� SJ� VIWTSRWIW� VIǗIGX� E�QIHME�
landscape that is broadly respected and trusted, though there remains room for enhancement 
in areas such as diversity of coverage, inclusivity, and critical reporting. The generally positive 
sentiment presents a strong foundation on which Bhutanese media can continue to grow 
and evolve.

Overall Media Perception - Standard Deviation

The Standard Deviation for the “Overall Media Perception Score” is approximately 0.82. This 
value indicates a relatively low to moderate spread in the data, meaning most respondents’ 
perceptions are fairly concentrated around the mean (3.81), suggesting a general consistency 
in overall media perception.

Dzongkhags and Media Perception

Figure 82 Dzongkhags & Media Perception

8LI�'LM�7UYEVI�8IWX�SJ�-RHITIRHIRGI�VIZIEPIH�E�WXEXMWXMGEPP]�WMKRMǖGERX�EWWSGMEXMSR�FIX[IIR�
a respondent’s Dzongkhag (location of survey) and their overall perception of media in 
&LYXER��ς�!�������HJ�!�����T�!������
��8LMW�ǖRHMRK�MRHMGEXIW�XLEX�XLI�SFWIVZIH�HMJJIVIRGIW�MR�
media perception across various Dzongkhags are unlikely to be due to random chance. This 
QIERW�XLEX�XLI�WTIGMǖG�PSGEXMSR�[LIVI�WSQISRI�PMZIW�MR�&LYXER�TPE]W�E�WMKRMǖGERX�VSPI�MR�
shaping how they perceive the media.

Recommendation

33.1 Improve media literacy among the public by launching nationwide campaigns to 
help citizens critically evaluate news sources, understand biases, and recognise 
misinformation. They also need to equip audiences with tools to engage responsibly 
with media, especially digital and social platforms.



135Media Perception Index: Bhutan’s First Citizen Survey 2025

Urban/Rural Respondents and Media Perception

Figure 83 Urban/Rural Setting & Media Perception

8LI�'LM�7UYEVI�8IWX�SJ�-RHITIRHIRGI�VIZIEPIH�E�WXEXMWXMGEPP]�WMKRMǖGERX�EWWSGMEXMSR�FIX[IIR�
a respondent’s area of residence (rural or urban) and their overall perception of media in 
&LYXER��ς�!�������HJ�!����T�!������
��8LMW�ǖRHMRK� MRHMGEXIW�XLEX� XLI�SFWIVZIH�HMJJIVIRGIW�
in media perception between rural and urban populations are unlikely to be due to random 
GLERGI��ERH�XLEX�E�TIVWSRƅW�EVIE�SJ�VIWMHIRGI�PMOIP]�TPE]W�E�WMKRMǖGERX�VSPI�MR�WLETMRK�XLIMV�
perception of the media in Bhutan.

Gender and Media Perception

Figure 84 Gender & Media Perception
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Table 85 Gender & Media Perception
Gender 1 2 3 4 5 Grand Total

Female 2 11 98 153 71 335

Male 1 13 125 153 75 367

Prefer not to say 1 1

Grand Total 3 24 224 306 146 703

8LI�'LM�7UYEVI�8IWX�SJ�-RHITIRHIRGI�VIZIEPIH�E�LMKLP]�WXEXMWXMGEPP]�WMKRMǖGERX�EWWSGMEXMSR�
FIX[IIR�E�VIWTSRHIRXƅW�KIRHIV�ERH�XLIMV�SZIVEPP�TIVGITXMSR�SJ�QIHME�MR�&LYXER��ς�!��������
HJ�!����T� ������
��8LMW�ǖRHMRK�MRHMGEXIW�XLEX�E�TIVWSRƅW�KIRHIV�TPE]W�E�LMKLP]�WMKRMǖGERX�VSPI�
in shaping how they perceive the media in Bhutan.

Age and Media Perception

Figure 85 Age & Media Perception

8LI� 'LM�7UYEVI� 8IWX� SJ� -RHITIRHIRGI� VIZIEPIH� RS� WXEXMWXMGEPP]� WMKRMǖGERX� EWWSGMEXMSR�
FIX[IIR�E�VIWTSRHIRXƅW�EKI�KVSYT�ERH�XLIMV�SZIVEPP�TIVGITXMSR�SJ�QIHME�MR�&LYXER��ς�!�������
df = 12, p = 0.083). Although some differences in how various age groups perceived the 
media were observed, these variations are likely just due to random chance and do not 
represent a real pattern related to age (p=0.083). This suggests that other demographic or 
personal experiences, rather than age itself, may play a more important role in shaping how 
individuals perceive media in Bhutan.

8LI�3RI�;E]�%23:%� XIWX�[EW�GSRHYGXIH� XS�I\EQMRI� MJ� XLIVI� MW�E�WXEXMWXMGEPP]�WMKRMǖGERX�
difference in the mean overall media perception scores across different age groups. The 
EREP]WMW� VIZIEPIH� RS� WXEXMWXMGEPP]� WMKRMǖGERX� HMJJIVIRGI� MR�QIER�QIHME� TIVGITXMSR� WGSVIW�
EQSRK�XLI�EKI�KVSYTW��*��������
�!�������T�!������
��8LMW�ǖRHMRK�MRHMGEXIW�XLEX�ER]�SFWIVZIH�
variations in average media perception across the age categories are likely due to random 
sampling variability and do not represent true differences in the population.
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Figure 86 Age & Mean Perception Scores

The mean perception scores for each group were very similar: 13-24 (3.81), 25-34 (3.83), 
35-54 (3.81), and 55+ (3.75). This reinforces the conclusion that age, when categorized 
MRXS� XLIWI� FVSEHIV� KVSYTW�� HSIW� RSX� ETTIEV� XS� FI� E� WMKRMǖGERX� JEGXSV� MR� HIXIVQMRMRK� XLI�
overall perception of media in Bhutan. This aligns with the previous Chi-Square test result 
JSV�EKI��[LMGL�EPWS�JSYRH�RS�WMKRMǖGERX�EWWSGMEXMSR��8LIVIJSVI��SXLIV�JEGXSVW�EVI�PMOIP]�QSVI�
MRǗYIRXMEP�MR�WLETMRK�QIHME�TIVGITXMSR�MVVIWTIGXMZI�SJ�EKI�
Marital Status and Media Perception

Figure 87 Marital Status & Media Perception

Table 86 Marital Status & Media Perception
Marital status 1 2 3 4 5 Grand Total

Divorced 2 14 9 25

Married 15 119 136 76 346

Single 2 8 97 152 55 314

Widowed 1 1 6 4 6 18

Grand Total 3 24 224 306 146 703
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8LI�'LM�7UYEVI�8IWX�SJ�-RHITIRHIRGI�VIZIEPIH�E�WXEXMWXMGEPP]�WMKRMǖGERX�EWWSGMEXMSR�FIX[IIR�
E�VIWTSRHIRXƅW�QEVMXEP�WXEXYW�ERH�XLIMV�SZIVEPP�TIVGITXMSR�SJ�QIHME�MR�&LYXER��ς�!�������HJ�!�
����T�!������
��8LMW�WYKKIWXW�XLEX�E�TIVWSRƅW�QEVMXEP�WXEXYW�TPE]W�E�WMKRMǖGERX�VSPI�MR�WLETMRK�
how they perceive the media in Bhutan.

Education and Media Perception

Figure 88 Education & Media Perception

Table 87 Education & Media Perception

Education Level 1 2 3 4 5 Grand Total
PhD 0 0 0 2 0 2

Master’s Degree 0 2 25 27 5 59

Post Graduate Diploma 0 0 5 8 1 14

4SWX�+VEHYEXI�'IVXMǖGEXI 0 1 3 5 1 10

Bachelor’s Degree 0 4 30 49 20 103

Higher Secondary 1 6 73 98 45 223

Middle Secondary 0 3 18 36 17 74

Lower Secondary 0 0 15 22 17 54
Diploma 0 1 12 13 3 29

'IVXMǖGEXI 0 0 1 4 2 7

�XL�>MRHVE 0 0 1 0 0 1

Monastic Education 1 1 13 15 7 37

Vocational 0 1 0 1 2 4

Non-Formal Education (NFE) 0 0 3 10 1 14

No formal education 1 5 25 16 25 72

Grand Total 3 24 224 306 146 703
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8LI�'LM�7UYEVI�8IWX�SJ�-RHITIRHIRGI�VIZIEPIH�E�LMKLP]�WXEXMWXMGEPP]�WMKRMǖGERX�EWWSGMEXMSR�
between a respondent’s education level and their overall perception of media in Bhutan 
�ς�!��������HJ�!�����T� ������
��8LMW�QIERW�XLEX�E�TIVWSRƅW�IHYGEXMSR�PIZIP�TPE]W�E�LMKLP]�
WMKRMǖGERX�VSPI�MR�WLETMRK�LS[�XLI]�TIVGIMZI�XLI�QIHME�MR�&LYXER�

Occupation and Media Perception

Figure 89 Occupation & Media Perception

8LI�'LM�7UYEVI�8IWX�SJ�-RHITIRHIRGI�VIZIEPIH�RS�WXEXMWXMGEPP]�WMKRMǖGERX�EWWSGMEXMSR�FIX[IIR�
E�VIWTSRHIRXƅW�SGGYTEXMSR�ERH�XLIMV�SZIVEPP�TIVGITXMSR�SJ�QIHME�MR�&LYXER��ς�!�������HJ�!�
64, p = 0.456). Although we observed some differences in how various occupations perceive 
media, our statistical analysis indicates these variations are not strong enough to conclude 
XLEX�E�TIVWSRƅW�NSF�WMKRMǖGERXP]�MRǗYIRGIW�XLIMV�SZIVEPP�ZMI[�SJ�QIHME�MR�&LYXER��8LMW�QIERW�
that, based on our sample, there is not a clear statistical link between someone’s occupation 
and their media perception, suggesting other factors likely play a more prominent role.

Family Income and Media Perception

Figure 90 Family Income & Media Perception
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8LI� 'LM�7UYEVI� 8IWX� SJ� -RHITIRHIRGI� VIZIEPIH� RS� WXEXMWXMGEPP]� WMKRMǖGERX� EWWSGMEXMSR�
between a respondent’s total monthly family income and their overall perception of media in 
&LYXER��ς�!�������HJ�!�����T�!������
��8LMW�ǖRHMRK�MRHMGEXIW�XLEX�XLI�SFWIVZIH�HMJJIVIRGIW�MR�
media perception across various income brackets are likely due to random chance and do 
not represent a systematic relationship.

Despite some variations in observed counts across different income levels and perception 
WGSVIW�� XLI� WXEXMWXMGEP� XIWX� WYKKIWXW� XLEX� XLIWI� HMJJIVIRGIW� EVI� RSX� WMKRMǖGERX� IRSYKL� XS�
GSRGPYHI�XLEX�JEQMP]�MRGSQI�MRǗYIRGIW�SRIƅW�SZIVEPP�QIHME�TIVGITXMSR�MR�XLMW�WEQTPI��8LMW�
implies that other demographic or experiential factors may play a more prominent role in 
shaping how individuals perceive media in Bhutan, irrespective of their household income.

Family Expenditure and Media Perception

Figure 91 Family Expenditure & Media Perception

8LI� 'LM�7UYEVI� 8IWX� SJ� -RHITIRHIRGI� VIZIEPIH� RS� WXEXMWXMGEPP]� WMKRMǖGERX� EWWSGMEXMSR�
between a respondent’s total monthly family expenditure and their overall perception of 
QIHME�MR�&LYXER��ς�!�������HJ�!�����T�!������
��

7MQMPEV� XS� XLI� IEVPMIV� ǖRHMRK� SR� JEQMP]� MRGSQI�� SYV� WXEXMWXMGEP� EREP]WMW� HMH� RSX� VIZIEP� E�
WMKRMǖGERX� EWWSGMEXMSR� FIX[IIR� E� VIWTSRHIRXƅW� JEQMP]� I\TIRHMXYVI� PIZIP� ERH� XLIMV� SZIVEPP�
perception of media in Bhutan. While some variations were noted in media perception 
across different expenditure brackets, these differences were not statistically strong enough 
XS�GSRGPYHI�XLEX�LSYWILSPH�WTIRHMRK�HMVIGXP]� MRǗYIRGIW�QIHME�TIVGITXMSR�MR�XLMW�WEQTPI��
This implies that factors other than family expenditure may play a more prominent role in 
shaping how individuals perceive media in Bhutan, irrespective of their household spending.
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34. Way Forward for Bhutanese Media 

The responses regarding desired changes in Bhutanese media reveal a collective yearning 
for a more dynamic, credible, and comprehensive media landscape. While a segment of the 
TSTYPEXMSR�I\TVIWWIW�WEXMWJEGXMSR�[MXL�XLI�GYVVIRX�SJJIVMRKW��XLI�QENSVMX]�EVXMGYPEXIH�WTIGMǖG�
EVIEW�JSV�WMKRMǖGERX�MQTVSZIQIRX��WTERRMRK�EGGYVEG]��MRHITIRHIRGI��GSRXIRX�HMZIVWMX]��ERH�
engagement.

An examination of the responses highlights several key aspirations for the future of media 
in Bhutan, with a strong emphasis on journalistic integrity, broader content, and enhanced 
public engagement.

i. Demand for Enhanced Accuracy, Credibility, and Depth

The most prominent and frequently voiced desire is for greater accuracy, truth, and 
credibility in reporting, often coupled with a call for more in-depth and unbiased analysis. 
Over 70 unique responses directly or indirectly mentioned this critical need. Respondents 
[ERX�ƈ'SVVIGX�ERH�EGGYVEXI�MRJSVQEXMSRƉ�ERH�XLI�ƈJYPP�WXSV]�SV�RI[WƉ�VEXLIV�XLER�WYTIVǖGMEP�
headlines. There is a clear demand for “Quality reporting” where “Truth First” is the 
paramount principle, ensuring information is “supported by evidence” and “factual.”

Many expressed concerns about the spread of misinformation, stating, “I feel like some 
news provided by our media cannot be trusted, no matter the situations, our media should 
be “Truth First”.” The need for “unbiased news and up to date information” and “in-depth 
information, accuracy of facts and analysis-based articles” was consistently highlighted. 
Some directly called for the media to “expose corruption and go deeper investigation,” 
indicating a desire for robust investigative journalism that reports “without fear.”

ii. Call for Media Independence and Autonomy

%�WMKRMǖGERX�TSVXMSR�SJ�VIWTSRHIRXW��EVSYRH���
�I\TVIWWIH�E�WXVSRK�HIWMVI�JSV�&LYXERIWI�
QIHME� XS�STIVEXI� MRHITIRHIRXP]� JVSQ�TSPMXMGEP� ERH�KSZIVRQIRXEP� MRǗYIRGI��8LIVI� MW� E�
clear aspiration for journalists and media houses to be given “absolute right” and for “no 
need of higher authorities to get in between.”

Respondents envisioned a media that can “act independently from the politics” and 
provide “uncensored, clear and precise news.” One poignant remark emphasised, “it is a 
time for our media to act independently from the government,” highlighting a perceived 
lack of autonomy. This sentiment is further reinforced by calls for “Independent Media” 
outlets where “Government should not over rule the media houses and allow access of 
information.”

MMM��)\TERWMSR�ERH�(MZIVWMǖGEXMSR�SJ�'SRXIRX�
�'LERRIPW

There is a widespread appetite for a broader range of content and a more diverse media 
landscape, mentioned by over 50 unique responses. This includes a desire for more 
entertainment, educational content, programmemes on hobbies, health, environment, 
and traditional Bhutanese culture. Many also wish for more channels and a wider 
international scope.
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Many respondents desired a media that could be “more dynamic with a number of TV 
channels that cover a wide range of coverage like entertainment, educational, hobbies, 
LIEPXL�� IRZMVSRQIRXEP�� IXGƏƉ� 8LIVI� MW� E� WTIGMǖG� ]IEVRMRK� JSV� ƈQSVI� SJ� SPH� XVEHMXMSREP�
entertainment programmemes such as Lozey, Tsangmo and Driglam Namzha 
programmeme” to preserve cultural heritage. Furthermore, the call for “more Dzongkha 
language news to be uploaded on their Facebook pages” indicates a desire for content in 
local languages across various platforms.

iv. Improved Engagement, Modernization, and Timeliness

Respondents desired a more dynamic, engaging, and timely media, with approximately 
25 mentions. This includes a push for “breaking news” and “live coverage in almost all 
the Dzongkhags,” alongside improved “consistency in reporting” and promptness. There 
is also an interest in the modernization of media formats and better utilization of digital 
platforms.

The perceived lag in reporting is a concern, with one respondent noting, “for my 42 years 
SJ�PMZMRK��-�LEZI�RIZIV�WIIR�SYV�SǘGMEP�QIHME�SYXPIXW�PMOI�&&7�GSZIVMRK�WTSX�FVIEOMRK�RI[W�
like people do through Facebook and TikTok.” There is a wish for “Truth and quick service” 
and for news to be delivered “timely.”

v. Greater Focus on Local and Rural Issues

A distinct theme emerging from approximately 15 responses is the desire for media to 
expand its coverage to include more local and rural issues. Many felt that news from 
remote areas is often neglected or published late.

Respondents explicitly asked for “rural news that are mostly left in uncovered, and are 
often late to publish.” There is a strong desire for the media to “cover every corner of our 
country” and to focus on the “rural issues” more comparatively to urban ones, ensuring 
all communities feel represented.

vi. Enhanced Professionalism and Regulation

About 20 responses touched upon the need for enhanced professionalism within the 
media industry and better regulation of media content. This includes calls for higher 
standards in journalism, ethical reporting, and a clear regulatory framework.

Concerns about “misinformation creating chaos and unrest” lead to calls for social media 
platforms like TikTok and Facebook to be “regulating with our laws.” There is also a subtle 
desire for professionalism in presentation, with one respondent suggesting that “all the 
TV media can have a dress code (proper dress with wonju and full kira if possible),” 
VIǗIGXMRK�E�FPIRH�SJ�GYPXYVEP�TVMHI�ERH�TVSJIWWMSREPMWQ��3XLIV�GSQQIRXW�I\TVIWWIH�XLI�
need for “good norms for media” and for “transparency” in reporting to avoid bias.

vii. Satisfaction with Current Media/No Changes

Despite the widespread calls for change, a notable segment of the respondents (over 30) 
I\TVIWWIH�WEXMWJEGXMSR�[MXL�XLI�GYVVIRX�WXEXI�SJ�&LYXERIWI�QIHME�SV�SJJIVIH�RS�WTIGMǖG�
suggestions for change. These responses included “Nothing,” “No opinion,” “Do not have 
STMRMSR�Ɖ�ƈ-�EQ�WEXMWǖIH�[MXL�[LEX�-�EQ�VIGIMZMRK�VMKLX�RS[�Ɖ�SV�ƈ2S�RIIH�JSV�ER]�GLERKIW�Ɖ�
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This indicates that while many desire reforms, a substantial portion of the audience feels 
adequately served by the existing media landscape.

Essentially, the analysis highlights a public that is increasingly discerning and engaged 
[MXL�QIHME��VIǗIGXMRK�E�QEXYVMRK�QIHME�IRZMVSRQIRX�MR�&LYXER��8LI�HSQMRERX�XLIQIW�
point towards a desire for a media that not only informs accurately and deeply but also 
acts as an independent, diverse, and responsive platform for national discourse. While 
traditional cultural preservation remains important, there is a strong call for modernization 
and broader engagement, particularly through digital means and a focus on previously 
YRHIVWIVZIH� VYVEP� GSQQYRMXMIW�� 8LI� WMKRMǖGERX� RYQFIV� SJ� WEXMWǖIH� VIWTSRHIRXW�
WYKKIWXW�XLEX�&LYXERIWI�QIHME�MW�EPVIEH]�JYPǖPPMRK�JYRHEQIRXEP� MRJSVQEXMSR�RIIHW�JSV�
E�WIKQIRX�SJ�XLI�TSTYPEXMSR��FYX�WMKRMǖGERX�STTSVXYRMXMIW�JSV�KVS[XL�ERH�MQTVSZIQIRX�
exist in meeting the evolving demands for transparency, independence, and diverse 
content.

Recommendations for the Future of Bhutanese Media

34.1 For the future media development, it was recommended by the respondents that 
media platforms need to prioritise accuracy, credibility, and in-depth reporting by 
establishing and enforcing strict journalistic standards that emphasise factual 
accuracy, evidence-based reporting, and impartial analysis. They also need to promote 
investigative journalism initiatives that explore corruption, governance issues, and 
social concerns to foster transparency and accountability, while developing fact-
checking mechanisms to combat misinformation and build public trust.

34.2 It was also recommended that media outlets need to strengthen media independence 
and autonomy by advocating for legal and institutional frameworks that safeguard 
media from political and governmental interference. They also need to support the 
creation of independent media outlets with operational autonomy, free from undue 
MRǗYIRGI��XS�IRWYVI�YRFMEWIH�VITSVXMRK��ERH�IRGSYVEKI�TSPMGMIW�XLEX�TVSXIGX�NSYVREPMWXW�
and media organisations from censorship or undue pressure.

34.3 Further, it was suggested that media outlets need to expand and diversify content 
and platforms by broadening content offerings to include entertainment, educational 
programmemes, health, environment, and cultural preservation, ensuring they cater 
to the diverse interests of the audience. They also need to increase the production 
of content in local languages, particularly Dzongkha, across various media platforms 
such as social media, television, and radio. Additionally, it was asserted that media 
houses should develop more channels and digital platforms that allow for a wider 
range of programmeming, including traditional entertainment like Lozey, Tsangmo, 
ERH� GYPXYVEP� TVSKVEQQIQIW�� XS� FIXXIV� VIǗIGX� &LYXERƅW� VMGL� LIVMXEKI� ERH� IZSPZMRK�
audience preferences.

34.4 Similarly, it was recommended that media houses need to increase focus on local 
and rural issues by dedicating resources to covering rural and remote areas, ensuring 
that local concerns receive timely and comprehensive coverage. They also need 
to establish community reporting initiatives that empower local voices and foster 
inclusive national discourse. Further, they should highlight success stories and 
challenges from rural communities to promote balanced and equitable national 
development.
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34.5 At the same time, it was recommended that media platforms need to enhance 
professionalism and regulatory frameworks by implementing comprehensive 
codes of ethics and conduct for journalists and media personnel, emphasizing 
professionalism, cultural sensitivity, and integrity. They also need to strengthen 
regulatory mechanisms to monitor and address misinformation, hate speech, and 
inappropriate content, particularly on social media platforms. Moreover, they should 
promote media literacy programmemes to educate the public on identifying credible 
sources and understanding media biases, helping to create a more informed and 
discerning audience.

34.6 It was also recommended that media outlets need to maintain and build upon 
I\MWXMRK�WXVIRKXLW�F]�VIGSKRM^MRK�XLI�WIKQIRXW�SJ�XLI�TSTYPEXMSR�XLEX�EVI�WEXMWǖIH�
with current media offerings and ensuring the ongoing quality and accessibility of 
content. They also need to foster a culture of continuous improvement, innovation, 
and cultural preservation within the media landscape, ensuring that Bhutanese media 
evolves while staying connected to its roots.

In summary, it was recommended that Bhutanese media should strive to become a more 
credible, independent, and inclusive platform that balances tradition with modernization. By 
implementing these recommendations, Bhutan can nurture a vibrant media ecosystem that 
informs accurately, engages actively, and fosters national cohesion and development.
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Conclusion

The Media Perception Index survey conducted by JAB, encompassing 703 respondents 
across 14 dzongkhags, offers a comprehensive and timely overview of public attitudes 
XS[EVH�&LYXERIWI�QIHME��8LI�ǖRHMRKW�LMKLPMKLX�E�PERHWGETI�SJ�FSXL�GSRXMRYMX]�ERH�GLERKI��
traditional media outlets such as BBS Television and BBS Radio continue to enjoy high 
levels of trust and preference, yet digital platforms are rapidly reshaping the information 
environment. 

Notably, social media has emerged as the dominant source of information, surpassing 
traditional print and broadcast media. While this shift caters to the demand for instant, 
EGGIWWMFPI��ERH�MRXIVEGXMZI�GSRXIRX��MX�EPWS�VIZIEPW�E�WMKRMǖGERX�XVYWX�KET��QER]�YWIVW�VIQEMR�
skeptical about the neutrality and reliability of social media content, exposing a critical 
challenge for credible information dissemination. 

Print media consumption shows mixed trends. Kuensel and The Bhutanese remain the most 
read newspapers, though Kuensel’s paywall has impacted its reach, whereas The Bhutanese 
FIRIǖXW�JVSQ�E�QSVI�PS]EP�VIEHIVWLMT��3XLIV�TYFPMGEXMSRW��&YWMRIWW�&LYXER, Bhutan Times, 
Bhutan Today, Gyalchi Sarshog, and The Journalist, face visibility and relevance challenges, 
highlighting the need for strategic reforms to expand their accessibility and engagement. 

The survey also brings attention to concerns surrounding children’s use of digital devices. 
;LMPI�QSFMPI�TLSRIW�ERH�XLI�MRXIVRIX�SJJIV�IHYGEXMSREP�ERH�WSGMEP�FIRIǖXW��TEVIRXW�I\TVIWW�
worries about health risks, behavioural impacts, academic distractions, and exposure to 
harmful content. These issues underscore the urgent need for comprehensive digital literacy 
programmemes, parental guidance, and content regulation. 

Language patterns further illustrate a complex media landscape. English dominates digital 
and print spaces, especially among urban and literate populations, while Dzongkha remains 
prevalent in traditional radio and television. There remains an opportunity to develop more 
MRGPYWMZI�� VIKMSREPP]� HMZIVWI� QIHME� GSRXIRX� XLEX� VIǗIGXW� &LYXERƅW� PMRKYMWXMG� ERH� GYPXYVEP�
richness. 

With an average perception score of 3.81 out of 5, Bhutanese media is generally regarded 
positively. However, nearly half of respondents expressed uncertainty about bias and 
impartiality, emphasizing the need to strengthen media literacy and critical engagement 
across society. 

In conclusion, the Media Perception Index reveals a media ecosystem in transition, balancing 
TYFPMG�XVYWX�MR�PIKEG]�MRWXMXYXMSRW�[MXL�XLI�HMWVYTXMZI�MRǗYIRGI�SJ�HMKMXEP�TPEXJSVQW��

Moving forward, it is important to reinforce journalistic integrity, promote media pluralism, 
and invest in digital and media literacy initiatives. Such efforts will enable citizens, especially 
youth, to navigate the increasingly complex information landscape with discernment, 
GSRǖHIRGI��ERH�WEJIX]��YPXMQEXIP]�JSWXIVMRK�E�VIWMPMIRX��MRGPYWMZI��ERH�[IPP�MRJSVQIH�WSGMIX]�
MR�XLI�HMKMXEP�EKI�ʓ
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Annexures

Annexure 1. Field Survey Questionnaire

Media Perception Index: Citizen Survey 2025
The survey aims to develop a media perception index that assessed and measured public 
perceptions, opinions, and attitudes toward the media. This involved evaluating trust, 
reliability, and performance through face-to-face interviews, survey questionnaires, and 
IRKEKIQIRXW�[MXL�IHYGEXMSREP�MRWXMXYXMSRW��KSZIVRQIRX�SǘGIW��ERH�FYWMRIWW�IRXMXMIW��-X�MW�
also to understand the impact of access to information and media on Bhutanese society, 
economy, and governance
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Media Perception Index: Citizen Survey 2025

 Introduction for Interviewer (Guidance)

Kuzuzangpola! 

My name is [Name of interviewer]. I am representing the Journalists’ Association of Bhutan 
(JAB).

We are carrying out the Public’s Media Perception Survey throughout the country to 
understand the impact of access to information and media on Bhutanese society, economy, 
and governance. We aim to use the data to provide better information and media services.

;I�EWWYVI�]SY�XLEX�[I�[MPP�XEOI�ETTVSTVMEXI�QIEWYVIW�XS�OIIT�EPP�MRJSVQEXMSR�GSRǖHIRXMEP��
Your information will be valuable to achieve the objectives of the study. The interview will 
take approximately 30 - 45 minutes

��-RHMGEXIW�E�VIUYMVIH�UYIWXMSR

Section 2: Interview Logistics & Demographic

1. Dzongkhag Name (permanent address) � Mark only one oval.

 Thimphu

 Haa

 Paro

 Punakha

 Wangduephodrang

 Samtse

 Chukha

 Trongsa

 Bumthang

 Mongar

 Lhuentse

 Trashigang

 Tashiyangtse

 Samdrup Jongkhar

 Pemagatshel

�>LIQKERK

 Gasa

 Dagana

 Tsirang

 Sarpang

2. Gewog/Town Name *

3. Chiwog Name *
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4. Household Serial No. *

5. Dzongkhag Name (present address) � Mark only one oval.

 Thimphu

 Paro

 Haa

 Chukha

 Samtse

 Punakha

 Wangduephodrang

 Tsirang

 Sarpang

 Trongsa

 Bumthang

 Mongar

 Trashigang

 Samdrup Jongkhar

6. Gewog Name / Enumeration Area (present address)��

7. Area of Residence:�� Mark only one oval.

 Rural  Urban

8. Household Size (Number of members) *

9. Number of Individuals Above 16 Years in Household *

10. Interviewer’s Name *

11. Date of Interview *

Example: 7 January 2019

12. Supervisor’s Name *
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13. Data Entry Person’s Name *

INITIAL SCREENING

14.  Do you use any of the media available in Bhutan (Radio, TV, Newspapers, Internet, 
Mobile)?�� Mark only one oval.

 Yes  No

CONSENT

���� -W�MX�ǖRI�MJ�[I�WXEVX�XLI�MRXIVZMI[#�� Mark only one oval.

 Yes  No

DEMOGRAPHIC INFORMATION

16. What is your age (in completed years)?��

17. Please specify your gender. * Mark only one oval.

 Female

 Male

 Prefer not to say

 Other:

18. What is your current marital status? * Mark only one oval.

 Single

 Married

 Divorced

 Widowed

19. What is the highest level of education you have completed? * Mark only one oval.

 No formal education

 Non-Formal Education (NFE)

 Primary School

 Lower Secondary

 Middle Secondary

 Higher Secondary

 Diploma

�'IVXMǖGEXI

 Vocational

 Monastic Education (Please specify 
level if applicable)
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 Bachelor’s Degree

�4SWX�+VEHYEXI�'IVXMǖGEXI

 Post Graduate Diploma

 Master’s Degree

 PhD

 Other

20. What is your current occupation? * Mark only one oval.

 Civil servant

 Corporate employee

 Private employee

 Student

 Farmer

 Armed forces

 Businessman/woman (Self-
employed)

 Monk/Nun

 Lay monk/Lay nun

 Dependent/Unemployed

 Homemaker (Taking care of the 
house)

 Retired

 Other: 

FAMILY INCOME

21. What is your estimated total monthly family expenditure?�� Mark only one oval.

 Less than Nu. 10,000

 Nu. 10,000 - Nu. 29,999

 Nu. 30,000 - Nu. 49,999

 Nu. 50,000 - Nu. 69,999

 Nu. 70,000 - Nu. 89,999

 Nu. 90,000 and above

 Prefer not to say

22. What is your total monthly family income?�� Mark only one oval.

 Less than Nu. 10,000

 Nu. 10,000 - Nu. 29,999

 Nu. 30,000 - Nu. 49,999

 Nu. 50,000 - Nu. 69,999

 Nu. 70,000 - Nu. 89,999

 Nu. 90,000 and above

 Prefer not to say
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Internet access

23. Do you have access to your own mobile phone?�� Mark only one oval.

 Yes  No

24. Do you have access to Internet on your phone / at home?�� Mark only one oval.

 Yes    No

MEDIA CONSUMPTION PATTERNS

25. How often do you consume news from the following sources? *

Mark only one oval per row.

Da
ily

Se
ve

ra
l

tim
es

 a
w

ee
k

W
ee

kl
y

O
cc

as
io

na
lly

 
(1

- 3
 ti

m
es

 a
m

on
th

)

Ra
re

ly
 (l

es
s

th
an

 o
nc

e 
a

m
on

th
)

N
ev

er

Television Bhutanese

Bhutanese Newspapers 
International Newspapers 
(print)

International Television 

International Radio
Online News Websites  
(Bhutanese) 
Online News Websites 
(International) 
Social Media Platforms (for 
news) 

Mobile News Apps

Newsletters (email/digital) 

Magazines (print/digital) 
Community  Information 
Centre 

26. Are there any other news sources you use that were not listed above? If yes, please 
specify one
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27. How often do you consume news from the ‘Other’ source you just mentioned? Mark 
only one oval.

 Daily

 Several times a week

 Weekly

 Occasionally (1-3 times a month)

 Rarely (less than once a month)

 Not applicable (I didn’t list another 
source)

 Never

28. In which language/dialect do you typically listen to, view, or read the following 
sources? *

Mark only one oval per row.

Dzongkha English Tshanglakha Lhotsham-
kha

Dzongkha 
and English

Television Bhutanese

Bhutanese Radio

Bhutanese Newspaper

Online News Websites

Social Media

29. Is there any other language/dialect in which you listen, view or read news besides 
the ones already listed - Dzongkha, English, Tshanglakha and Lhotshamkha?

30. Which sources do you primarily use for entertainment? (Tick up to three that you 
use most often)

Tick all that apply.

 Television

�7XVIEQMRK�7IVZMGIW��I�K���2IXǗM\��
Samuh, other OTTs)

 Social Media (e.g., YouTube, TikTok, 
Facebook, Instagram)

 Radio

Online Gaming

�:MHISW�*MPQW��I�K���(:(W��PSGEP�ǖPQ�
downloads)

 Music/Drama/Live shows

 Podcasts

 Other:
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31. Are there any other entertainment sources you use that were not listed above? If 
yes, please specify one.

32. What are your primary reasons for using media? �8MGO�EPP�XLEX�ETTP]
��

Tick all that apply.

 News

 Learning about issues

 Entertainment

 Communication

 Advertising/Shopping

�*SPPS[MRK�WTIGMǖG�MRXIVIWXW�LSFFMIW

33. Are there any other reasons you use media for not listed above? If yes, please 
specify one.

34. If you use a mobile phone, what type of phone do you use? * Mark only one oval.

 Smartphone

 Feature Phone

 Not applicable (I don’t use a mobile 
phone)

 Other: 

FREQUENCY OF SOCIAL MEDIA USE

35. How often do you use the following social media platforms? �

Mark only one oval per row.
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Telegram

WeChat

WhatsApp

Facebook

Messenger

Instagram 
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YouTube

LinkedIn

TikTok

X (formerly Twitter)

Snapchat

Other Social Media platform

36. Do you use any other social media platforms not listed above?�� Mark only one oval.

 Yes  No Skip to question 38

Other Social Media platform frequency

37. How often do you use it? *

Mark only one oval per row.
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Row 1

Family expenditure: How much does your family/household spend on each of the 
following media every month (in Nu.)?

38. Television Subscription (Cable/DTH): 2Y���

39. Streaming Services��I�K���2IXǗM\��7EQYL��SXLIV�388W
��

40. Internet Service �,SQI�&VSEHFERH�*MFIV
��
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41. Mobile Phone Data/Recharge��TIVWSREP
��

42. Newspapers and Magazines��WYFWGVMTXMSRW�TYVGLEWIW
��

43. Books��TYVGLEWIW
��

44. Cinema/Movie Rentals/Purchases *

45. Music Streaming/Downloads �

46. Others��7TIGMJ]
��

Information and Media Coverage

47. Please indicate the three (3) most important topics you would like to see covered 
more in Bhutanese media (in order of importance, 1 being most importance)
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���� *SV�XLI�XSTMGW�MQTSVXERX�XS�]SY��LS[�WEXMWǖIH�EVI�]SY�[MXL�XLI�UYEPMX]�SJ�VITSVXMRK�
by Bhutanese media?

Mark only one oval per row.
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Social Issues

Political Issues

Environmental Issues

Religious and Cultural Issues

Economic Issues

Governance Issues 

Frequency of media use

49. How many times did you read the following print media in the past one week or so? 
*

Mark only one oval per row.
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Kuensel

The Bhutanese

Business Bhutan

Bhutan Times

Bhutan Today

The Journalist

Gyalchi Sarshog
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50. How many times did you listen to or view the following broadcast media in the past 
one-week o so?

Mark only one oval per row.
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BBS Television Channel 1

BBS Television Channel 2

BBS Radio

Samuh (OTT)

Local Cable Television

Kuzoo FM Radio

Radio Valley

Centennial Radio
Community Radio (Specify in text
box below if selected: _____)

REPRESENTATION OF VIEWS

51. To what extent do you feel the following Bhutanese media adequately represent the 
views of ordinary Bhutanese people?

Mark only one oval per row.
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m
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Bhutanese Television

Bhutanese Radio

Bhutanese Newspapers

Bhutanese Websites

Bhutanese Movies/Films
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52. Do you feel that the media covers a diverse range of perspectives on issues?�� Mark 
only one oval.

 Very often

 Often

 Sometimes

 Rarely

 Never

53. How often do you engage with news content��GSQQIRXW��WLEVIW��HMWGYWWMSRW
#�� 
Mark only one oval.

 Very often

 Often

 Sometimes

 Rarely

 Never

MEDIA CREDIBILITY AND INFLUENCE

54. On a scale of 1 to 5, how much do you trust the news reports from the following 
sources? *

Mark only one oval per row.
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Bhutanese Television

Bhutanese Radio

Bhutanese Newspapers

Indian Television

Other Foreign Television

Online/Website (General)

Social Media (for news)
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���� -W�XLIVI�ER]�SXLIV�WSYVGI�XLEX�[EW�RSX�VIǗIGXIH�EFSZI#�4PIEWI�WTIGMJ]�

56. On a scale of 1 to 5, how much do you trust news reports from this source?
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Row 1 

57. Which single type of media do you consider your most preferred source for news? * 
Mark only one oval.

  Bhutanese Television   Skip to question 59

  Bhutanese Radio  Skip to question 59

  Bhutanese Newspapers  Skip to question 59 

  International Newspapers  Skip to question 59

  International Television  Skip to question 59

  International Radio Skip to question 59
 

  Online/Website (General) Skip to question 59

  Mobile News Apps Skip to question 59
 

  Social Media (for news)  Skip to question 59

  Others (Specify) preferred news source

58. Is there any other type of media not listed above that you consider your most 
preferred source news?
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MEDIA BIAS QUESTION

59. Do you believe that news coverage in your preferred media source is biased?�� Mark 
only one oval.

 Yes

 No

 Unsure

60. How do you rate the credibility of the following media sources? *

Mark only one oval per row.
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BBSTelevision 

BBS Radio 

Kuensel

The Bhutanese 

Business Bhutan 

Bhutan Times 

Bhutan Today 

Gyalchi  Sarshog 

The  Journalist 

61. From the list of Bhutanese media outlets mentioned above (e.g., BBS TV, Kuensel, 
The Bhutanese), please name the top 3 you trust and consume the most, in order of 
preference (1 being most trusted/consumed)
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62. In your opinion, how important are the following factors for the credibility of 
media?��

Mark only one oval per row.
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In-depth information 

Analysis-based articles 

Critical news coverage 
Independence from political 
or commercial interests 

Breaking news 

Accuracy of facts 

Clear and unbiased language 

���� -R�]SYV�STMRMSR��LS[�QYGL�MRǗYIRGI�HSIW�XLI�QIHME�MR�&LYXER�LEZI�SR�XLI�STMRMSRW�
of the general public?

Mark only one oval.

�:IV]�LMKL�MRǗYIRGI

�,MKL�MRǗYIRGI

�1SHIVEXI�MRǗYIRGI

�0S[�MRǗYIRGI

�:IV]�PS[�MRǗYIRGI

 Don’t know/Not sure

���� 4PIEWI�I\TPEMR�LS[�]SY�XLMRO�XLI�QIHME�MRǗYIRGIW�TYFPMG�STMRMSR�MR�&LYXER�
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���� (SIW�[LEX�]SY�WII�LIEV�VIEH�MR�VEHMS�8:�RI[WTETIV�SRPMRI�MRǗYIRGI�]SYV�����

Mark only one oval per row.

Yes No Sometimes Don’t know Don’t use

Talking/language? 

Dress? 

Behaviour? 

Thinking/attitude? 

Children and Internet/Mobile access

66. Do you have children? * Mark only one oval.

 Yes  No

67. Do your child/children have access to a mobile phone? � Mark only one oval.

 Yes  No

68. Do your child/children have access to the internet (via phone, computer, etc.)? * 
Mark only one oval.

 Yes  No Skip to question 70

69. If “Yes” to either of the above, on average, how much time per day does your child/
children access the internet or use a mobile phone for non-educational purposes?

Mark only one oval.

 Less than 30 minutes

 30 minutes - 1 hour

 1-2 hours

 2-4 hours

 More than 4 hours

 Don’t know/Not sure
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Children, Internet/mobile use and its effects

70. What negative effects from internet/mobile phone use by your children do you 
think apply? (Select all that apply)

Tick all that apply.

  Inculcate negative behaviours

  Lead to poor academic performance

  Damage eye sights

  Internet addiction

 Exposure to inappropriate content/misinformation

  Reduced physical activity/social interaction

  Don’t know

 Other:

6EHMS�7TIGMǖGW

71. Do you listen to the radio? � Mark only one oval.

 Yes  No Skip to question 77

72. What do you mainly use for listening to the radio?�� Mark only one oval.

 Radio set

 Mobile phone

 Computer

 Television

 Other:

73. Which radio station do you mostly listen to?�� Mark only one oval.

 BBS

 Kuzoo FM

 Radio Valley

 Centennial Radio

 Community Radio

 Don’t listen

 Other:
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74. Where do you listen to the radio most?�� Mark only one oval.

 At home

 At work

 On the move (e.g., walking, public 

transport)

 In the car

 Other:

75. Did listening to the radio result in any changes in your life?�� Mark only one oval.

 Yes

 No Skip to question 77

 Don’t know  Skip to question  77

76. If yes, in what ways did listening to the radio change your life? (Select all that apply) 
�

  Tick all that apply.

 Gained knowledge and skills

  Received timely news and information

  Felt more connected to my community/nation

  Participated in live call-in shows/requested music

  Improved my understanding of different perspectives

 Other:

Final Assessment

77. On a scale of 1 to 5, how would you rate your overall perception of the media in 
Bhutan? * (1 = Very negative to 5 = Very positive)

Mark only one oval.

1 2 3 4 5

78. What changes would you like to see in Bhutanese media? *
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Annexure II: Letter to the Department of Local Governance and Disaster 
Management from DoMCIIP
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Annexure III: Letter to the Department of Education from DoMCIIP
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Annexure IV: MPI Survey Clearance letter from National Statistics Bureau
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Annexure V: Letter to the Dzongdags of 14 Dzongkhags from DLG
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Annexure VI: Letter to the Schools of 14 Dzongkhags from the 
Department of Education
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Towards Building a vibrant journalism community Bhutan

Journalists’ Association of Bhutan
Telepone: + 975 2 339154

P.O. Box No.: 782

�RH�ǗSSV�/YIRWIP�2I[�&YMPHMRK
>EQXSK�0EQ��'LERK^EQXSK��8LMQTLY��&LYXER

Email.com jab.bhutan@gmail.com
www.jab.bt


