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Abstract

The objective of this study was to explore the practice and challenges of tourism media coverage
in the ETV "Tena-Yistilign Ethiopia" news package. The research design was descriptive
research design. In addition to this, a mixed research approach is employed in this study. The
data collection instruments were interviews and document analysis. An interview was conducted
with the editor-in-chief, shift editor, producer, news anchor/host, and reporter. Document
analysis was obtained from sixty-seven tourism news broadcasts from January 1, 2019 to
December 31, 2019. The findings of the study pointed out that the ETV news package has less
attention to tourism reporting. The sources of information for tourism news stories are event-
based and government organizations. Some of the challenges of tourism reporting in the "Tena-
Yistilign Ethiopia" news package were lack of interest and awareness of tourism reports as well
as media roles, lack of infrastructure, lack of information, and time constraint. Based on the
findings of the study, the following recommendations are forwarded: The management of the
"Tena-Yistilign Ethiopia" news package should give due attention to tourism and assign
professionals who are able to produce well-planned, organized, and quality tourism news and
programs so as to promote media coverage of tourism reporting. The journalists need to be well
informed about tourism and work hard to promote the sector in their news packages. The media
management and other stakeholders should provide training to media and tourism professionals,

tour guides, and other stakeholders to help encourage the sector's concerned bodies.

Key words: News, Tourism reporting, “Tena-Yistilign Ethiopia”, Ethiopia Television.
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CHAPTER ONE: INTRODUCTION

1.1 Background of the study

The media has various roles in human life. In any society, the media has a role to inform,
educate, persuade, mobilize, socialize, and entertain the general public by addressing various
public issues. Media will be able to shape public perceptions towards the common good and
serve the public interest. Moreover, the media promotes social interaction and cultural and
educational aspects of human lives. The media is powerful in bringing changes in attitudes and
behavior among the key actors in local, national, and international situations (Zhong and

Newhagen, 2009).

The media has helped in the promotion of tourism destinations. It contributes to the
dissemination of information about tourism's social, cultural, economic, political, and
environmental benefits, as well as the country's monumental and historic developments. As a
result, the tourism industry and the media have a strong bond. The media is frequently viewed as
a tourist mediator between local and international communities. According to Anjum (2005),
tourism is the sum of the phenomena and relationships arising from interaction among tourists,
business suppliers, host governments, and host communities in the process of attracting these

tourists and other visitors.

Similarly, the United Nations World Tourism Organization (UNWTO) defines tourism as
"people traveling to and staying in places beyond their typical surroundings for no more than one
year for leisure, business, or other objectives." Travel decisions are highly dependent on media
reporting as a source of information for people who have never visited the location in person. So
far, the media has had a social responsibility to raise awareness of man-made and natural

attractions in the local, national, and international communities (Kumar, 2014).

Ethiopia is a natural entity in terms of tourism, unique conditions, and features; it is endowed
with rich historical, cultural, and natural resources. Ethiopia is the source of the Nile, land of the
Axumite civilization, the origin of mankind, one of the original centers of plant and animal
domestication including coffee and teff, the medieval castles of Gondar, and home to the 8th

wonder of the world, the rock-hewn churches of Lalibela. It also has an astonishing variety of

1



landscapes, ranging from rugged mountains, rift valley lakes, and their birds, to the Danakil

Depression, which features living lava lakes and geysers (Abay, 2014).

Ethiopia has registered nine tangible and four intangible world heritages with UNESCO and is
gifted with an exclusive amalgamation of natural and cultural heritages, impressive scenery, a
suitable climate, rich flora and fauna, and acknowledged archaeological sites. Not only that, but
12 Ethiopian ancient manuscripts and five biodiversity sites have been registered with UNESCO,

and the cultural values of more than 80 nationalities are untapped tourism resources.

Some of the heritages registered by UNESCO include Meskel Demera Festivities and Fiche-
Chambelala-the Sidama people’s New Year celebrations; the Oromo people's "Geda System"
and the Epiphany celebration (Jerusalem, 2018). Meanwhile, the number of tourists visiting this
heritage is not that big as compared to other African countries. Visitors need to have a large
selection of destinations to choose from and make a decision to visit. The tourism industry and
the tourist location must be well-known to visitors in order to be effectively advertised. As a

result, the media plays a significant role in informing visitors (Kiralova and Pavilicek, 2015).

In this sense, the media plays an important role in tourism development because it disseminates
tourism-related information through its media outlets (Diimcke and Gnedovsky, 2013). Countries
can use the media to execute tourism marketing initiatives. The news media, in particular, has an
impact on tourists' mental pictures of places, particularly when the sites are unfamiliar tourist

destinations (Croy, Beeton, and Frost, 2010).

According to EBC Gap Analysis and New Formats; unpublished document (2018), EBC has
three streams known as ETV Entertainment, ETV News, and ETV Language. And this study will
focus on ETV News. In addition, since 2018, ETV News has made reforms by considering the

news content and its delivery service.

Since then, EBC News divided its primetime into three news packages known as “Tena_Yistilign
Ethiopia”, ETV Square News, and ETV 57. Carrying out studies on the news media is a key step
to identifying the challenges of tourism report coverage. Hence, critically assessing the practices

and challenges of media coverage of tourism reporting in ETV, particularly in the case of the



"Tena Yistilign Ethiopia" news package, where it is always aired from Monday to Friday with a

time table from seven to nine a.m., is the main concern of this study.
1.2 Statement of the Problem

The media, whether it is public or private, plays an important role as a source of information and
informing and postponing views and ideas by providing a voice for the people and by simply
spreading information to visitors and others. The media are more likely to help to inform about
tourism destinations, products and services when they are more likely to attain the conditions, as
the media are independent, provide good quality information and have a broad reach (Islam,

2002).

In spite of this, tourism is an emerging market that could be taken as an opportunity for the least
developed countries like Ethiopia. Meanwhile, for the country still, it is an intimidating task to
maximize economic benefit from the tourism sector. The marketing and promoting of tourism
development in Ethiopia is weak. This is because of limitations in terms of the composition of
the destinations or the local accessibility and news coverage that need to be evaluated in order to
investigate the condition widely. Promotion of tourism through media coverage could be an
important approach to enhance the contribution of the sector to the economic development of the
country. Promotion of tourism has been a critical policy goal for many countries and
development agencies. Meanwhile, it is clear that the media, particularly in developing countries
such as Ethiopia, will play a vital role. Much of the research has been inspired by the media and

tourism over the last two decades (Deresse, 2018).

Local studies For instance, a study conducted by Mekonnen (2016) indicated that the role of the
media in tourism promotion is a case study in Ethiopia, and the study asserted that to change
distorted images in the international media, the country should use its enormous tourism

potential by designing a well-integrated promotion and marketing strategy.

In addition, a study conducted by Miruk (2020) revealed that in reference to Fana TV "Guzo,"
Ethiopia in Focus analyzed the contents of this tourism program. The findings of his study
pointed out that Fana TV "Guzo" Ethiopia is promoting the hidden tourist sites to the local

audience through catchy content and good production quality.



Coverage includes unique, undiscovered sites and topics. Different styles of presentation, like
stand-ups, first-person point of view narration, one-man interviews, historical narration, and

others, have been put to use.

While some necessary information, like how to get to the places covered, is seen to be missing in
some of the episodes, the program as a whole can be argued to be coherent and well-organized.
Moreover, lack of human resources and lack of budget have been found to be major challenges.
With less attention given to domestic tourism and the high production costs of tourism programs
on TV, promising programs find it difficult to continuously stay on air. The scholar disclosed
that the program is a distant prospect in considering domestic tourism, even though editorial

policies usually include thoughts like the development of cultures and values of this country.

Abay (2014) conducted a study titled “An Assessment of the Ministry of Culture and Tourism
Communication for Promoting Tourist Sites: The Communication Media in Focus.” The findings
of the study revealed that the Ministry applied almost all communication tools to a limited
extent. The findings also showed that the tools prepared by the Ministry were not in the proper

circulation. Communication tools were not available for tourists on arrival at or at destinations.

The other local study conducted by Jerusalem (2018) on the role of the media in promoting
tourism is Ethiopian Broadcasting Corporation in Focus. The findings of her study indicated
EBC’s efforts were not enough to cover and promote the tourism report. The tourism programs
produced have weaknesses in terms of content, language usage, presentation, production quality,
and other elements of production. This is because of a lack of attention by the top management
of EBC, a lack of qualified staff, and limited resources. Following up on the above study, the
author of this study attempted to conduct a further study on the practices and challenges of
tourism reporting in the case of the "Tena Yistilign Ethiopia" news package on the ETV news

channel.



1.3. Objectives of the study

The general objective of the study was to explore the practices and challenges of covering

tourism reports in the "Tena-Yistilign Ethiopia" news package.

1.3.1. Specific objectives

1.

Examine the extent of tourism reporting in the "Tena Yistilign Ethiopia" news
package.

Assess how the "Tena_Yistilign Ethiopia" news package frames tourism reporting.
Identify sources of information or news about tourism in the "Tena_ Yistilign
Ethiopia" news package.

Find out the challenges of tourism report coverage in the "Tena Yistilign Ethiopia"

news package.

1.3.2. Research Questions

To address these purposes, the study is guided by the following research questions:

1.

To what extent is tourism reporting covered in the "Tena Yistilign Ethiopia" news
package?

How does the "Tena Yistilign Ethiopia" news package frame a report on tourism?
What is the source of information for the "Tena Yistilign Ethiopia" news package?
What are the challenges of tourism report coverage in the context of the

"Tena_Yistilign Ethiopia" news package?



1.4. Significance of the study

It is believed that this research paper will contribute to the body of existing knowledge and, as
well, make up for the paucity of a scholarly paper on the practices and challenges of covering
tourism issues. This study will be relevant for various reasons. For instance, it will provide some
editorial policy implications as to how to alleviate the prevailing constraints of the news
packages in promoting tourism issues. It provides important insight for the staff and management
body to take appropriate measures towards designing strategies for enhancing news media
coverage of tourism issues. The study tried to investigate the challenges of tourism news
reporting, which helps the stakeholders identify the challenges and work in order to fill the gaps

by minimizing the challenges.

It will also point out the major areas where the staff, management body, and other concerned
parties have to give due emphasis to enhance media coverage of the report on tourism.

Moreover, it will serve as an empirical source for the researcher in the future.

1.5. Scope of the study

Media coverage of tourism reports is a broad concept that consists of numerous interactions, but
the scope of this study is restricted to particular topical and spatial areas. With the objective of
exploring the practices and challenges of tourism report coverage, the spatial scope of the study

was delimited to the "Tena Yistilign Ethiopia" news package.

Besides, the study will focus on the types of news frames on tourism issues, themes of tourism
news stories, sources of information about tourism reports to "Tena Yistilign Ethiopia" and
challenges in tourism reporting. The study will cover the time period from December 2018 to

December 2019.

1.6. Limitation of the study

A survey of employees of “Tena_Yistilign Ethiopia” of ETV News, located in Addis Ababa, was
undertaken. This limits the generalizability of the findings to other types of media. Moreover, in
the process of conducting this study, the COVID-19 pandemic was challenged to collect data and

conduct interviews.



1.7. Organization of the study

The study is organized into five chapters. Chapter one presents the introductory part. This
chapter includes the background of the study, the statement of the problem, the objective of the
study, significant of the study, the scope of the study, and the limitations of the study. Chapter
two deals with a review of related literature. This chapter embarks on theoretical and empirical
reviews as well as presents the synthesis of the review. The study examined topics such as a
conceptual review of media, tourism, media and tourism, the role of the media in promoting
tourism, and theories on media framing under theoretical review. The study then establishes a
theoretical framework. After reviewing the empirical literature at the end, the study presents the

synthesis of the review.

Chapter three presents research methodology, including research approach and design, sample
size and sampling techniques, research subjects (respondents), data collection instruments, and
methods of data analysis. Chapter four focuses on data presentation, analysis, and discussion.

Lastly, chapter five presents a summary of the findings, conclusions, and recommendations.



CHAPTER TWO: REVIEW OF RELATED LITERATURE

2.1. Introduction

This chapter presents the theoretical and empirical reviews obtained from various sources under
the theoretical review. The study reviewed such topics as a conceptual review on media, tourism,
media and tourism, the role of the media in promoting tourism and theories on media framing.
The study then establishes a theoretical framework. After reviewing the empirical literature at

the end, the study presents the synthesis of the review.
2.2. Theoretical Review

2.2.1. Concept and Definition of Media
The word “media” means “in the middle” and it refers to a traditional mass communication
system and content generators as well as other technologies for mediated human speech. Media
refers to various means of communication, whose aim is to reach a very large population, such as
the entire population of a country (Henrico, 2008). Furthermore, the media is used to disseminate
information through television, radio, cinema, newspapers, the internet, and other means.

Nowadays, life would be unthinkable without numerous forms of media.

As a result, the entire world is very small and one can reach and connect with another at any
time within a minute (Wimmer & Dominick, 2006). The media has a large impact on society by
playing a role in informing the public about facts. The media is beneficial not only to society but
also to business marketing, as their products are introduced to society through the media,

resulting in economic growth for a nation, and the media educates people.

People have recently turned to the internet and mobile phones as the newest and most popular
means of obtaining information in a matter of seconds via websites and search engines. One of
the most valuable features of the media is the ability to multitask, such as playing games while
listening to music or engaging with a big number of people via social media, regardless of their

location (Kumar, 2014).

Media also includes communication channels that disseminate news, entertainment, education,
data, or promotional messages. It has enormous potential to have a positive or negative impact
on society. The nature of their contents and the manner, in which they communicate the

contents,



among other things, influence their respective addressees in a variety of ways and to varying

degrees (Ugar, 2020).

To connect with the study directly, the researcher has only assessed the broadcast media,
particularly on television. Television, a relatively younger medium than radio and print media, is
now becoming more and more popular. It can play an important role in promoting Ethiopia’s
untapped tourism potential by promoting those cultures, histories, languages, and other heritages.
It is obvious that the existence of any media plays a significant role in a country's overall growth

(Henrico and Bastinade, 2008).

In this regard, the Ethiopian Broadcasting Corporation (EBC), as a national media organization,
has been working for a long time to promote those tourism resources to local and international
audiences through various media outlets. EBC has long been the country's sole television and
radio media outlet. It has also made changes to its nomenclature and content. It has, however,
been known as ETV for a long time (EBC, 2016). ETV began broadcasting in 1964 with the help
of a British firm called Thomson, and its establishment coincides with the founding of the then
Organization of African Unity and the present day African Union (AU). Ethiopian television’s
establishment has had a significant impact on Ethiopian society’s political, economic, and social

life in years.

It began its service with the support of Thomson Television International, a British firm.
Over the past years, ETV is believed to have contributed a lot to government and public
service in covering various national and international issues. The Ethiopian Broadcasting
Corporation (EBC) has been attempting to enlighten and provide a comprehensive picture of
Ethiopia's political and socioeconomic issues to its viewers (EBC, 2016). The majority of its
services, which were previously carried on Arab SAT, are now transmitted on Ethio SAT to

audiences outside of Ethiopia.

2.2.2. Concepts and Definition of Tourism
Tourism is the temporary, short-term movement of people to destinations outside the places

where they ordinarily live and work, and it includes all types of movement during their stay at



each destination (Abay, 2014). It refers to people traveling to countries or areas outside of their

typical environment for any reason, including day trips or excursions.

According to Ajala (2008), tourism has both physical and human components, with the physical
component encompassing landscape scenery, weather and climate, water, and natural
biodiversity of plants and animals, while the human component encompasses people’s history,

culture, and tradition. All of these provide people with challenges and adventures.

Tourism, in general, refers to a collection of activities, services, and industries that provide a
travel experience, such as transportation, lodging, dining and drinking establishments, retail
shops, entertainment businesses, activity facilities, and other hospitality services provided for

individuals or groups traveling away from home (Henrico & Bastinade, 2008).

2.2.3. Media and Tourism
The media is one of the world’s most important engines of civilization and organization.
Keeping the flow of information, ideas, feelings, and knowledge through various communication
means has been critical in international politics, trade, and in our day-to-day lives. The media,

particularly audio-visual media, has a significant impact on travel and tourism (Miruk, 2020).

According to Butler (1990), people often choose their tourist destination depending on what they
have seen at popular audio-visual means, like television and cinema. They also make decisions
about where to go based on their preferences. Recently, the Internet has evolved as a significant
marketing tool for operators from all over the world, with measurable effects on tourist flow and
has been shown to be a cost-effective marketing choice, particularly when partnerships are made

(Mekonen, 2016).

In the process of transmitting tourism products from producers to consumers, the media is
frequently viewed as a mediator for tourism between both local and worldwide communities.
Because the vast majority of travel decisions are made by those who have never seen the location
personally, tourism is dependent on media reports (Kumar, 2014). The media has enormous
power to influence society for good or evil. The nature of their contents and how they transmit

the information, among other things, have a wide range of effects on their individual addressees.
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People in societies would be isolated without the media, not only from the rest of the world but

also from the construction of a creditable world (Shah et al.).

2.2.3.1. The Role of Media in promoting Tourism
The media can provide information on specific characteristics of the country, such as nature,
culture, and people, resulting in the construction of views towards the country. One of the most
significant economic benefits of media-induced tourism is that it can boost local revenue
(UNWTO, 2019). The media has never adequately exploited or addressed Ethiopia’s untapped
tourism potential. Many scholars argue that the media can play a vital role in promoting those

cultures, histories, languages, and heritages as well as facilitating study and discoveries.

Tourism and the media are interlinked and cannot be seen separately. The role of the media is
becoming increasingly greater each day in our lives' circles, like social interaction, cultural and
educational aspects. The powerful effects of the media can be seen in widespread changes in
attitudes and behavior among the key actors in local, national, and global tourism for peace,
security, and sustainable development. The relationship between tourism and the media is more
comprehensive. Front-line investments in media communication technologies are critical for
long-term international tourist development indicators. Both the media and tourism belong to the
service industry. Media contributes to 80% of tourism revenue, and tourism contributes to 25%

of the media's revenue (Kumar, 2014).

Tourism is highly dependent on media reporting because the vast majority of travel decisions are
made by people who have never seen the destination first hand for themselves. Tourism earns
revenue through foreign exchange. This foreign exchange is necessary for the government to
reduce its deficit, and the media are responsible for creating awareness about tourist destinations

available in a country to overseas travellers.

The media industry works with hotels, travel agencies, tour operators, airlines, and various
government agencies to bring revenue in to the country by promoting tourism. Many places
would have remained unexplored without the assistance and support of the media, as foreigners'

awareness of the location is very low (Kumar, 2014).

The media also have a significant role in shaping a country's image. Tourists have a variety of
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demands, and they are all impacted by images of destinations and activities. It is widely
understood that the media has a significant influence on how society perceives, interprets, and
values cultural heritage. It also has enormous power to influence a society for good and/or evil
(Santos, 2004). Their respective addresses are influenced in various ways and to a different
extent depending on the nature of their contents and how they communicate the information,

among other things.

The media can provide information on specific characteristics of the country, such as nature,
culture, and people, resulting in the formation of views towards the country. One of the most
significant economic benefits of media-induced tourism is that it can boost local revenue. On the
other hand, the media has contributed to the development of tourism as a responsible industry
that protects the environment and minimizes the negative social impact of tourism (Shah et al.,

2004).

The media can provide greater economic benefits for local people and enhance the well-being of
host communities. It contributes to the preservation of natural and cultural assets while also
promoting global diversity. Tourists will have a better time since they will be able to make more
meaningful connections with the locals. It helps to understand the local, cultural, social, and
environmental issues (Kumar 2014). The media has a critical role in raising public awareness
and gathering opinions, facts, and attitudes toward a variety of topics. It is a potent
communication tool in the growing world that increases awareness and depicts society at its
current state (Shimp2007). The media is also the most effective vehicle for communicating and
promoting the correct things at the appropriate time, giving the general public a real sense of
what is right and wrong (Berger, 2002). The media has the insidious power to promote, inform,

entertain, and educate the audience.

The contributions of tourism to one’s country’s multidimensional development and image
building have been repeatedly discussed. For countries like Ethiopia, which are culturally
diverse, have an ancient heritage, fascinating natural attractions, and a rich history, tourism has
played an inexorable role not only in economic development but also in the formation of

distorted images. To accomplish this, everyone must work together in a systematic, strategic, and
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cooperative manner. The tourism industry’s media promotes various tourism products, such as
highlighting a heritage site for renovation. Newspapers, magazines, films and slides, house
journals, photographs, displays and exhibits, booklets, and brochures can all be used for this

purpose (Parashar & Indolia, 2013).

The media has a significant impact on increasing awareness of a tourist destination as well as
tourists’ intentions to visit it. As a result, as the number of tourists has increased significantly, a
variety of tourist destinations have been discovered to generate growth in the tourism industry
(Kumar, 2014). The media is responsible for informing overseas visitors about tourist
destinations available in a country. It can provide knowledge of specific aspects of the country,

such as nature, culture, and people, resulting in the formation of attitudes towards the country.

Without the assistance and support of the media, many sites would have remained unknown, as
foreigners' awareness of the area is quite low (Parashar & Indolia, 2013). The media’s influence
on our lives is growing every day, especially in areas such as social interaction, culture, and
education. For peace, security, and sustainable development, the media's significant influence
can be evident in widespread shifts in attitudes and behavior among major actors in local,

national, and global tourism.

2.3. Theories on Media Framing
In this study, the following concepts and theories, such as framing theory and social
responsibility theory, are reviewed to better understand how the Ethiopian Television framed

tourism issues.

2.3.1. Framing Theory

Scholars have looked at media framing and characterized it in a variety of ways. Most
communication scholars argue that framing is a communication feature that causes others to
adopt one meaning over another. Frames provide a shorthand understanding of a situation by
focusing only on those features deemed important by the particular individual involved. Because
issues are often complicated and require the processing of a great deal of information from a
variety of perspectives, frames provide a shorthand understanding of a situation by focusing only

on those features deemed important by the particular individual involved (Cissel, 2012).
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A frame is defined as "principles of selection, emphasis, and presentation made up of little tacit
conceptions about what exists, happens, and matters" (Matthes, 2009). Furthermore, according to
Entman (1993), framing a story entails "selecting specific features of a seen reality and making
them more salient in a communicative text, in order to support a particular problem definition,

causal interpretation, moral judgment, and/or treatment prescription."

The media frequently emphasizes a certain piece of information concerning the main topic of a
news story, heightening the issue's importance. Making a piece of information more noticeable,
important, or memorable to the audience is referred to as "salience." Increased salience increases
the likelihood of the audience remembering the content. Information can be added or removed
depending on the message that the media wants to communicate to the public. Communication,
as a dynamic process, involves frame-building (how frames emerge) and frame-setting (the

interplay between media frames and audience predispositions) (Scheufele, 1999).

Frame-building refers to the factors that influence the structural qualities of news frames
whereas; frame-setting refers to the interaction between media frames and individuals’ prior
knowledge and predispositions (de Vreese, 2005). The core concept of framing theory is that an
issue can be examined from several angles and interpreted as having consequences for a range of
values or considerations. It is the process through which people come to a certain understanding
of an issue or realign their thinking about an issue as a result of the media's influence on them
(Chong & Druckman, 2007). As a result, the news frame is a recurring pattern of cognition,
interpretation, and presentation of selection, emphasis, and exclusion that symbol handlers use to

structure discourse on a regular basis.

Scholars have divided news frames into five general groups. Accordingly, Semetko and
Valkenburg (2000) divided them into the following categories: (1) the conflict frame
(emphasizes conflict between individuals, groups, or institutions as a means of capturing
audience interest); (2) the human interest frame (brings a human face or an emotional angle to
the presentation of an event, issue, or problem); (3) the economic consequences frame (reports an
event or issue and its economic impact); and (4) the morality frame (places the event or issue in

the context of religion) (Amadeo, 2007).
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2.3.2. Social Responsibility Theory

Social Responsibility Theory focuses on the media’s discharging of duty stems from their
existence within the society. One of the major features of social responsibility theory, according
to Eshwara (2010), is the emphasis on the media's responsibility to use its powerful position to

ensure the proper distribution of information to audiences.

According to Denis Mc Quail (2005), the key elements of the social responsibility theory are as

follows:

The media should accept and fulfil certain obligations to society, and these obligations are
mainly to be met by setting high or professional standards of information, truth, accuracy,
objectivity, and balance. In accepting and applying these obligations, the media should be self-
regulating within the framework of the law and established institutions. 2) The media as a whole
should be pluralistic and reflect the diversity of their society, providing access to different points
of view and the right to respond.3) Journalists and media professionals must be accountable to
society, as well as to their employers and the market.4) Society and the public have a right to

expect high standards of performance, and intervention can be justified to secure the public good

(Kapuscinski & Richards, 2016).

2.4. Review of Empirical Studies

In reference to Fana TV’s “Guzo” Ethiopia in Focus, Miruk (2020) analysed the contents of this
tourism program. The scholar disclosed that the program is a distant prospect in considering
domestic tourism, even though editorial policies usually include thoughts like the development
of cultures and values of this country (Miruk, 2020). Although the aforementioned empirical
studies reported interesting results, to the best of the researchers’ knowledge, it appears that
adequate researches has not conducted that comprehensively explores the practices and

challenges of tourism news coverage in the context of broadcast news media.

Mekonen (2016) researched the role of the media in tourism promotion. By employing
qualitative and quantitative approaches, the scholar disclosed that the contents of new media

outlets were not sound in displaying what tourists say about Ethiopia with their latest information

15



and current impressions. After all, some of the new media outlets are blank spaces for any

recommendations or suggestions (Mekonen, 2016).

Genanaw (2021) conducted a study on the assessment of the content and format of the "Tena
Yisitiligne" news program of Ethiopian Television. The study pointed out that the current
practice and definition of the "Tena-Yisitiligne Ethiopia" news program is relatively weak.
Concerning the techniques used to produce "Tena-Yisitiligne Ethiopia" news, the producer of the
news program lacks the professional and personal qualities to apply various techniques of news
program production. Relating to information collection tools and information sources of the
"Tena-Yisitiligne Ethiopia" news program, there are no sufficient information collection tools.
With regards to the challenges of implementation of the "Tena-Yisitiligne Ethiopia" news

program, there are no skilled and experienced news program producers.

Jerusalem (2018) conducted a study on the Role of the Media in Promoting Tourism: Ethiopian
Broadcasting Corporation in Focus. The study aims to assess the role of EBC in promoting
Ethiopia’s tourism resources through its Amharic and English programs entitled "Tourism
Lelemat" and "Explore Ethiopia". Results obtained from the study indicated that Ethiopia has a
huge potential for tourism resources. The national media of the country, the EBC’s effort, was
not enough in giving coverage and promoting the tourism sector of the country. In addition, the
tourism programs, which are produced in Amharic and English, have shown gaps in terms of

content, language usage, presentation, production quality, and other elements of production.

In particular, in the English department, because of a lack of attention by the top management of
EBC, its small number of staff, and limited resources, most of the tourism programs are
dependent on translation from Ambharic tourism programs. Based on the findings, key actions
were recommended. As the national media of the country, EBC should take the initiative to boost

the income gained from the tourism sector and build a good image of the country.

Yetemegnush (2021) on assessing the coverage of science and technology news in the Ethiopian
Broadcasting Corporation: The Case of FM Addis 97.1 "Addis Mereja" Daily News Prime Time.
The finding showed that FM Addis 97.1 was not covering science and technology news
adequately because the station was not allocated enough time and it was not done in the required

detail. In general, the results confirmed that science and technology news was given less
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coverage by FM Addis 97.1. Journalists’ understanding of science and technology was limited.
Also, the station lacks a vibrant media policy, strategy, and guidelines to cover science and
technology news. The media's weak relationship with scientists and scientific organizations was

also a bottleneck problem for science and technology news.

The news media has an impact on tourists' mental images of places, especially when the places
constitute an unfamiliar tourist destination. So far, in respect of other sectors' contexts, many
empirical works of literature have used the following report, such as the extent of news coverage,
sources of information/news, news framing, and the challenges of tourism report coverage in the

"Tena_ Yistilign Ethiopia" news package.

2.5. Conceptual frame work

Media has become part of every organization in pursuit of creating awareness and demand for
their product. That’s why the media industry works with hotels, travel agencies, tour operators,
airlines, and various government agencies to bring revenue into the country by promoting
tourism. Many places would have remained unexplored without the assistance and support of the

media, as foreigners' awareness of the area is very low.

Fictional genres in television series have been the major mass media and have been influential,
especially in tourism in the twentieth century. The media is essential for tourism; as a result,

many countries have developed media-induced tourism.

Films and television programs will continue to influence beliefs and behaviors both individually
and socially as the use of television and video becomes more popular quickly. In this regard, the
researcher believes that as Ethiopia is rich in many tourist attractions, the country’s media
institutions, like EBC, should be promoting the country’s tourism resources to benefit the
country on both sides, as a means of economic development as well as to build a good image of

the country.

This study tried to cover the practice and challenges of tourism reporting in terms of framing,
extent of tourism reporting coverage, sources of news, challenges of tourism reporting in the

media, and practice of media coverage.
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The relationship between these parent-concepts of the study is shown in the diagram of the

conceptual framework below.

Framing of
tourism
Sources of News of
tourism
Practice of media \ A

coverage

Source:

Media Coverage in
tourism reporting

Extent of tourism
Challenges tourism reporting coverage
reporting in Media

A

Figure 1: relationship between Media Coverage in tourism reporting with other factors
Source: Own illustration
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CHAPTER THREE: RESEARCH METHODOLOGY

3.1. Introduction

This section of the study deals with research methodology, which includes research design,
approach, target population, data sources and methods of data collection, data collection
instruments, data analysis, and instrument validity and reliability. The details of this section are

presented as follows:

3.2. Research Design and Research Approach

An important part of the research activity is to develop an effective research design that shows
the logical link between the data collected and the analysis and conclusions to be drawn. This
can be satisfied when the study applies the most suitable methods of investigation, the nature of
the research instruments, the sampling plan, and the types of data (De Wet, 1997). This study

employed a descriptive research design.

The study used a mixed approach, involving the use of both quantitative and qualitative
approaches. Mixed research methodology, which combines both qualitative and quantitative
methods, is better than either qualitative or quantitative research methods (Creswell, 2009).
According to Muijs (2004), the quantitative research method is mainly about collecting
numerical data to describe a certain occurrence. Quantitative research approaches like content
analysis appear to be well-suited to answering specific queries. On the other hand, the qualitative
research method is used to understand how people in everyday natural settings generate meaning
and interpret events in their lives. And qualitative analysis, which is based mostly on the
examination of visual (observations) and verbal (words) elements that reflect everyday life
(Wimmer & Dominick, 2011).Triangulation is the process of using both qualitative and
quantitative methods at the same time to mitigate and/or compensate for the weaknesses of one

method with the strengths of the other (Gray, 2004; Wimmerand Dominick, 2006).

The key benefit of using a combination of research methods is that it makes sure that the results
are triangulating the findings of the study. Thus, by utilizing these two methodological
approaches, the study used descriptive research design as a type of inquiry within mixed methods

approaches to provide specific direction for procedures in the research.
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3.3. Population, Sample Size & Sampling Techniques

The study explored the practice and challenges of tourism report coverage in "Tena Yistilign
Ethiopia" from the editor-in-chief, shift editor, producer, news anchor/host, and reporters'
experience perspectives. The study selected sample content from a body of material (tourism
news stories broadcast by "Tena Yistilign Ethiopia" from December 2018 to December 2019, by

systematically and objectively identifying specific characteristics of the material.

According to Keller (2009), "a population is the group of all items of interest to a statistics
practitioner." A target population is a total group of people from whom the researcher can gather
information in order to complete the study’s goals (McDaniel, 2001). Purposive sampling is a
technique for identifying and selecting information-rich cases that is commonly employed in
qualitative research. This involves a selection of individuals or groups with knowledge of the

subject understudy (Creswell, 2013).

According to information obtained from the ETV news channel, 70 professionals are involved in
the day-to-day news production process, and of these, 24 professionals participate in the whole
"Tena Yistilign Ethiopia" news package. The study considered those 24 professionals who
participated in the whole "Tena_Yistilign Ethiopia" news package. Thus, editor-in-chief (1), shift
editor (1), producer (1), news anchor/host (1), and reporters (4) were included in the study by
using the purposive sampling technique for in-depth interviews. The researcher used purposive
sampling to get an in-depth understanding of the issue from the appropriate source of

information.

Additionally, there are three major primetime ETV news channels on which different news
stories are broadcast. The first one is the morning show, "Tena Yistilign Ethiopia," news
packages, which run from 7:00 a.m. to 9:00 a.m. The second is the daytime news show, ETV

Arat Ma’izen, which is transmitted from 12:00 am to 2:00 pm.

The third one is the nighttime news show, ETV-57, regularly transmitted from 7:00 pm to 9:00
pm Monday through Friday. This study focused only on the "Tena Yistilign Ethiopia" news
package because of the more tourism, culture, and other light issues entertained in this news

package.
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As per the information obtained from (EBC, 2019), out of 3516 total news stories aired in a year

by EBC News incorporating "Tena Yistilign Ethiopia", ETV Square News, and ETV 57, there
were only 75 (2%) for the tourism news stories. In addition, as per news packages from
December 2018, to December 2019, particularly for "Tena Yistilign Ethiopia," 1200 news
stories are on air in a year, and of these 67 news stories are about tourism issues. This indicates
that almost 90% of tourism reports are aired by "Tena_Yistilign Ethiopia" of ETV News. So, the
study has considered all 67.

For document analysis purposes, 67 tourism news stories were purposefully selected for a one-
year period spanning from December 2018 to December 2019. And one year has been found to
be representative for this study. This is because it helps to get a wider range of ideas and
opinions from the news, which becomes the basis of the data findings, analysis, and discussions

in chapter four.

3.4. Data Sources

According to Wimmer and Dominick (2011), the method is a specific data gathering technique
that follows the assumptions of the chosen methodology. Data was gathered from both primary
and secondary sources. Primary data is information that is gathered for the first time and hence

has its own individuality.

The primary data was obtained from the editor-in-chief, shift editor, producers, news
anchor/host, and reporters of the "Tena Yistilign Ethiopia" news packages. Moreover, the study
used secondary data from the body of material and the tourism report news broadcast by

"Tena_ Yistilign Ethiopia" news packages.

In addition, documents, such as quarterly and annual progress reports and gap analysis, as well
as the news format of EBC, were used as secondary sources. The study mainly applied the

following information-gathering tools, i.e., in-depth interviews and document analysis.

3.5. Data Collection Instruments
This section presents the data collection instruments employed by this study. The instruments

used in this study are explained as follows.
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3.5.1. In-depth Interview
According to Lambert and Loiselle (2007), interviews are data collection procedures in
qualitative research that allow researchers to learn about participants' experiences, perspectives,
and beliefs regarding certain phenomena of interest. Interviewing offers a higher level of validity
than other methods, like surveys or experiments. The interview approach can be used to expand
on meaning in order to reach agreement between the researcher and participants on what the
study seeks to measure, improving the study's internal validity. In-depth interviews are a sort of
qualitative research that allows a researcher to delve deeper into a situation (Creswell, 2013).

One-on-one interviews are the most common data collection approach in qualitative research.

Keeping this in mind, the researcher decided to collect in-depth information from the editor in
chief, shift editor, producers, news anchor, and reporter of "Tena Yistilign" Ethiopia. In
particular, these interviews have made the researcher able to explore the views and perspectives
of the interviewees regarding the practice, framing mechanisms, and challenges during the

practice of the tourism report coverage in the "Tena_Yistilign Ethiopia" news package.

3.5.2. Document Analysis

This section presents a body of material. News packages broadcast by "Tena Yistilign" Ethiopia
from December, 2018 to December, 2019, are reviewed. Among the various quantitative
research techniques, this research has utilized quantitative content analysis to examine the
contents of tourism news on ETV news. According to Gunter (2000), cited in Bilal, 2017,
content analysis is a technique used to extract desired information from a body of material by
systematically and objectively identifying specific characteristics of the material. Therefore, the
media document analysis method is a non-intrusive research method that allows the examination
of a wide range of data over an extensive period to identify popular discourses and their likely
meanings.

When measuring the news documents that were used in this research, their authenticity and
credibility would not be questioned since almost all news documents are collected from their
original possessors. Then, the researcher consulted documents from the ETV news report on the

tourism report, and after examining the documents, the overall picture of the study was drawn.
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3.6. Method of Data Analysis

The data obtained through data collection instruments was analyzed and interpreted to reach a
conclusion in line with the objective and research questions of the study. The data obtained
through the document was properly coded, organized, summarized, and cleared through the
Statistical Package for Social Sciences (SPSS). Finally, the quantitative data was analyzed using
descriptive statistics by frequency and percentage. The result of the study was displayed by using
tables, charts, and graphs in accordance with the issue under consideration, and the results were

discussed accordingly.

Data obtained through interviews was analysed qualitatively or thematically and incorporated
into the discussion. This allows the researcher to arrive at certain conclusions and forward
recommendations for better coverage of the practice, framing mechanisms, and challenges

during practicing the tourism report coverage in "Tena Yistilign Ethiopia".

3.7. Instrument Validity and Reliability

A pilot test was conducted to test the validity of data collection instruments by distributing the
prepared document to selected respondents and experts. Based on the comments and feedback
received from pilot test participants, modifications were made to the data collection instruments.
The study conducted a reliability test on the measurement scales to ensure the consistency of the
data collection instruments and the accuracy with which a method measures what it is intended

to measure.

Before beginning the full-scale data coding, the researcher hired two data collectors and coders.
The two coders first discussed the coding instruction carefully and then coded 120 news
packages, which contained 11 stories related to the tourism report, to check inter-coder

reliability.

The agreement of the two coders was 9 on the content categories of the issues. These data coders
were degree holders in Tourism Development. The coders piloted samples that were 10% of the

1200 news packages.

Applying the inter-coder reliability formula suggested by Holsti (1969), cited in Wimmer &

Dominick (2011), and suggested a method of computing inter-coder reliability by calculating a
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coefficient of reliability. It is calculated by dividing the number of stories placed in the same

category by the number of units coded. Accordingly,

Number of Units in the Same Category
goodd oo oo oogoo goboot

Coefficient of reliability =

__ 20
N1+012

Where M is the number of coding decisions on which the two coders agree, and N1 and N are
the total number of coding decisions made by the first and second coder, respectively. Thus, the
two coders judged a sample of 11 stories about tourism reports and agreed on 9 of the categories.

The calculation is,

2+9

11427 082

Therefore, the inter-coder reliability is 82%. This means, according to Holsti (1969), cited in
Wimmer & Dominick (2011), that it is reliable and acceptable.

3.8. Ethical Consideration

With regard to the ethical consideration, respondents were asked to respectfully receive the
required information based on their willingness. The privacy of all correspondents in the study
will be protected to the greatest extent possible. No one who participated in the study will be
exposed to danger due to what he/she expresses in the sack of study input. Sources (documents)

used in the study were cited carefully.
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CHAPTER FOUR: RESULT AND DISCUSSION

4.1. Introduction

This chapter presents the data analysis and interpretation that was collected from the field
through data collection instruments. The results are made to relate to the key considerations
discussed in the literature review sections. At the same time, the data is analysed in association
with the research questions of the study. This study attempted to explore the practices and
challenges of tourism reporting coverage in the context of ETV News. To achieve this, data was
collected through data collection instruments. On the other hand, this section presented the extent
of the coverage of tourism news, sources of tourism news, and frames of tourism news, as well
as challenges in the reporting of tourism news. Descriptive statistics such as percentage and
frequency were used to analyse the data. In addition, transcribed interview text materials were

analysed thematically.

The study described and analysed the practice and challenges of tourism report coverage by
extracting the desired information from a body of material that was broadcast by "Tena_Yistilign
Ethiopia" from December, 2018, to December, 2019, and by systematically and objectively
identifying the tourism characteristics that are included in the material. Then the study
approached this tourism news by designing templates such as Template 1: Coding Sheet,
Template 2: Term Definitions and Categorization of the Document Analysis, and Template 3:
Coder’s Assignment Checklist (See Appendix A: Templates to Content Analysis) in order to
properly code, organize, summarize, and clear the pertinent data through the Statistical Package

for Social Sciences (SPSS). It is software used to analyse, interpret, and reach a conclusion.

Afterward, the researcher worked in collaboration with data coders and handed them Coder’s
assignment checklist of tourism news items includes: placement of tourism news; tourism news
content; tourism news content quality; frequency of tourism news content; tourism news tone;
tourism news sources; and types of tourism news stories. Finally, the findings of the study are
presented and analysed under different topics and subtopics. Hence, the presentation and analysis

of the data section were organized into six sections.
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Section one presented and analysed the extent of tourism report coverage in "Tena Yistilign
Ethiopia" by considering news coverage of the type and forms of tourism and the geographical
diversity of tourism news coverage. Section two illustrated and detailed the prominence of the
tourism report in "Tena_Yistilign Ethiopia". Section three presented and analysed the tones of
the total coverage of tourism issues. Section four presented and analysed the source of tourism
news. Section five presented an analysis of tourism news story themes by focusing on different
types of news frames on tourism news. Lastly, section six presented and analysed the challenges

of reporting on tourism issues in "Tena_Yistilign Ethiopia."

4.2. The Extent of Tourism Report Coverage in “Tena_Yistilign Ethiopia”
Even though tourism report coverage in news programs is limited, this study attempted to assess
the practice and challenges of covering tourism reports in the "Tena-Yistilign Ethiopia" news

package.

"Tena-Yistilign Ethiopia" /“Good Morning Ethiopia” news package is one of the recently
introduced news shows. It covers a variety of topics, ranging from social affairs to technology.
The show mainly focuses on health, education, culture, tourism, ICT (Information
Communication Technology), as well as other societal and governmental affairs. The show often
has two main stories, and each of them usually has live studio guests who further clarify the
report discussed in the news story. Furthermore, sports, business, traffic, weather, and other

related activities are part of the news package.

As per the information obtained from (EBC, 2019), out of 3516 total news stories aired in a year
by EBC News incorporating "Tena Yistilign Ethiopia", ETV Square News, and ETV 57, there
were only 75 (2%) for the tourism news stories. In addition, as per news packages from
December, 2018, to December, 2019, particularly for "Tena Yistilign Ethiopia," there were only

67 tourism news stories.

Hence, from the above information, it is possible to say that most of the tourism reports are aired
by "Tena Yistilign Ethiopia" of ETV News (EBC, 2019). So, this study has focused on
"Tena_Yistilign Ethiopia" to examine the extent of tourism report coverage by considering news

coverage of the type and forms of tourism and coverage of regional news.
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Table 1:Total tourism news coverage on ETV news channel-news packages

Team /group

Number of News

Percent / %

Social affairs (education health, 652 18.54
youth, women ...

Culture and Tourism 75 2.13
Technology and Industry 527 14.99
Politics and building democratic 1232 35.04
system
Agriculture 527 14.99
Infrastructure and good governance 503 14.31
Total 3516 100

Table 1 shows the tourism news coverage as compared with other packages (from 2011 E.C. to

2012 E.C.). In this regard, 1232 (35%) of the news package coverage is about politics and

building a democratic system, while 75 (2.13%) of the news package coverage is dedicated to

tourism. From the above information, it is possible to conclude that ETV gives less coverage to

tourism as compared with other issues.

Table 2: The overall news coverage of the “7Tena_Yistilign Ethiopia” news package in a year

News content Frequency Percent / %
Health 323 26.92
education 240 20
Innovation and technology 80 6.7
Culture & tourism 67 5.58
Others (like Business, Sport, Traffic, 490 40.8
weather & etc.)

Source: own survey SPSS V24 (2024)

As indicated in the above table, the total number of news stories that are related to tourism is

about 67 (5.58%). On the other hand, the "Tena Yistilign Ethiopia" news package has health
news 323 (26.92%), education 240 (20%), innovation and technology 80 (6.7%), and others like
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business, sport, etc.) 490 (40.8%). From the above information, it is possible to say that less

attention is given to tourism reporting by the "Tena_Yistilign Ethiopia" news package.

In the same way, quantitative data findings also clearly show that the EBC has not effectively
exploited and addressed Ethiopia’s untapped tourism potential as it’s supposed to. Almost all key
informants interviewed agreed that the media coverage of the tourism report on the EBC news
channel, specifically in the "Tena Yistilign Ethiopia" news package, is not sufficient. According

to key informant (I5), an editor in chief at EBC news & current affairs, the root cause is:

Political issues account for 80% of our total coverage as an EBC. Next to that
are economic issues and social issues (youth, health, education, women...), and
then comes tourism. Hence, looking at the country's potential and the benefit
that can be accrued from the sector, I cannot say it is covered effectively. So
far, the accomplishments so far are so minimal, but we are making time. As a
national broadcaster, in monthly activities, 2/3 of the news stories are tourism-
related. As compared to other issues, it is very little (personal interview with
key informant 5, April 3, 2021).
Just like the above respondent, key informant 4 is a news anchor/host of the "Tena Yistilign

Ethiopia" news package. She expresses her idea as follows:

EBC is a national media corporation. It is an experienced media institution,
which means it has better accessibility than other media in the country.
Despite this fact, when it is evaluated in the context of promoting Ethiopia’s
tourism industry, it is not sufficient. Of course, it has been working, but it’s not
enough as being the pioneer media in the country (personal interview with key

informant 4, April 3, 2021).

From the above information, it is possible to say there is no sufficient coverage given to the

tourism report in the "Tena_Yistilign Ethiopia"” news package.

This study has tried to present the monthly frequency of this tourism news in "Tena Yistilign

Ethiopia" as shown below.
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Figure 2: Frequency of tourism news coverage in ""Tena_Yistilign Ethiopia" on a monthly
basis Source: own survey SPSS V24 (2024)

Figure 2 shows the aggregate of 67 tourism news stories broadcast in a year, distributed by
month. Out of these, the months with the highest broadcast frequency are September (2019) and
February (2019). Nine stories are presented in these respective months, making them the highest
9 (13.43%), and in May/2019, two news stories are presented, making it the lowest 2 (2.98%) of
the total monthly coverage. This would mean that EBC news, especially the "Tena Yistilign

Ethiopia" news package, does not cover tourism news reports consistently.

On the other hand, when we see the tourism coverage in terms of months, more attention was
given in September, and February was the highest (with 13.43%) and lowest in May (2.98%).
Informants also give so many reasons for why this happened. Most of the respondents believed
that, during the above-mentioned months, there are various religious, cultural, and memorial
festivals that are celebrated throughout the country. Hence, the event-based tourism news stories
was produced and included in the "Tena Yistilign Ethiopia" news package. Informant 8, an EBC

reporter, stated the following:

The tourism report is better in September and February. The underlying cause
is that during these months there are cultural and other festivals being held.
Hence, most tourism reports focus on events like cultural and commemorative
festivals. As a result, the coverage may increase during this time (personal

interview with key informant 8, April 8, 2021).
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From the above, it is possible that we may notice in September and February festivals and
celebrations with colourful events that are mostly religious, such as "Enkutatash" (New Year),
"Meskel", "Irreechaa" and "Fichee-Chambalaalla", which are almost inscribed under UNESCO.
Calendar festivals like February 12 Martyrs' Day and Adwa Victory Day also get better
coverage. The majority of the news stories are associated with intangible cultural heritage and
historical tourist attraction sites, which in turn give hints to exploring tourism news content.
Therefore, this event-based trend in the media raises the possibility of tourism stories not being
considered as important. This would mean that the media is not playing its role as one of the
stakeholders responsible for identifying, promoting and creating awareness about tourism issues
in Ethiopia.
4.2.1. News coverage of the types and forms of tourism

Document analysis was carried out on news packages from December 2018, to December, 2019,
to evaluate the tourism news coverage as content (the type and forms of tourism). So, the tourism

news coverage in terms of type and form is presented below.

Catagories of tourism news
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Figure 3: Categories of tourism news covered on “Tena_Yistilign Ethiopia” Source: own
survey SPSS V24 (2024)

The above figure 3 shows the aggregate of 67 tourism news stories broadcast in a year,
distributed by type and forms of tourism. Cultural tourism receives the most attention in the
media, accounting for 50.74 percent of all news coverage. In respect of this type of tourism,
"Tena Yistilign Ethiopia" broadcast tourism news of "New Year-Enkutatash", "Meskel",

"Irreechaa", "Epiphany", "Oromo Gada system", "Fichee-Chambalaalla" and "Ashenda, a shady,

solel Ethiopian girls’ festival" as part of intangible cultural tourist attractions.
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On the other hand, tangible historical heritage tourism news of Rock-Hewn Churches, Lalibela,
Fasil ‘Ghebbi", Aba Jifar Palace, Aksum, and Ankober Palace, as well as February 12 Martyrs
and Adwa Victory, were aired by "Tena Yistilign Ethiopia". This historical tourist attraction

covers 17.91% of the total news coverage.

Natural tourist attractions took 8.95% of the total tourism-based news stories coverage.
Natural/geophysical-landscape-aesthetic tourism is a type of tourism attraction that encompasses
mountains, gorges, big rocks, rock formations, caves, rivers, water bodies, and scenic views,

overlooks of forests, thermal waters, and volcanic activity, and so on.

For example, in this regard, "Tena Yistilign" Ethiopia aired tourism news stories about the
"Gae" tale" feature of the Dallol region of the northern Afar, Konso Cultural Landscape, Simien
mountains national park, and Bale mountains national park. It is also considered recreational
tourism. The rest (22.4%) is the news stories coverage given to other tourism-related reports (like
discussions on policy and strategies, training, and annual reports, etc.) on the tourism sector. This

1s the second next to cultural tourist attractions.

In the same way, quantitative data findings also clearly show that the media coverage of tourism
reports in ETV news packages is the lowest for event-oriented tourism reports like religious,
cultural, and calendar/gazetted festivals as well as tourism-related governmental activities. Most
of the informants interviewed agreed that there was a low level of tourism report coverage and its
orientation on events. Regarding this point, Informant 3, who is a producer of "Tena Yistilign"

Ethiopia, said:

As you know, Ethiopia has many tourist attractions and various heritages to be
worked on. In terms of promoting them in the media, especially on the ETV
news channel, not much has been done. Many of our reports are not planned
but focused on events and also relatively focused on cultural tourist attractions
and other tourism-related reports (like policy and strategies, discussions,
annual reports, training, and Ministry of Culture and Tourism activities,

etc.)(personal interview with key informant 3, April 7, 2021).
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The tourism report regarding natural and historical tourist attractions does not cover them
sufficiently. In this regard, some respondents argue that the lack of media coverage of the
tourism report stems from a misunderstanding of the media's role and responsibility in tourism

1ssues.

Informant 6, a shift editor interviewed for the research, explained that all the media activities are

directly related to the government’s interests and activities.

When the government is focused on certain prioritized reports, the media also
gives more coverage of the government's prioritized issues. This means that
ETV news gives more attention to the interests of the government and activities
like panel discussions and annual, monthly, and quarterly reports. Due to this,
tourism reporting and introducing new tourist attractions has gotten less room

in the news package (personal interview with key informant 6, April 8, 2021).

In addition to this, informant 2, a reporter interviewed and argued that the coverage of natural
and historical attractions is low. He stated

At the institutional level, there is a problem with giving less attention to the

tourism sector as it is a major national issue. The news package coverage of

natural and historical tourist attractions is insufficient because the sites are

located outside of the city, over long distances, and lack infrastructure.

Moreover, the reporter has been challenged with a lack of information, a lack

of interest and motivation to identify the attraction sites, and sometimes there

is a lack of transportation access, camera, and budget to produce a report

about natural and historical tourist attractions in the country (personal

interview with key informant 2, April 8, 2021).
Furthermore, most tourism news stories focus on well-known, tangible, and intangible cultural-
historical heritage sites that have already been inscribed by UNESCO, such as "Meskel,"
"Irreechaa," "Fichee-Chambalaalla," "Lalibela Rock-Hewn Churches," "Fasil," "Ghebbi," and
Aksum, without taking into account other natural and historical attraction sites. This finding was
also confirmed by the producer and anchor/host of "Tena_ Yistilign" Ethiopia in their interview

session.
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4.2.2. Geographical Diversity of /Regional/ Tourism News Coverage
Sub-article 1 of Article 47 of the Constitution indicates that as member states of the Federal
Democratic Republic of Ethiopia (FDRE), it is also apparent that these regions and
administrative regions are supposed to receive news coverage from Ethiopian Television, a
national television station (Teshome, 2006). In addition, with regard to national news coverage,
the Ethiopian Television Editorial Policy (2002:4) states that ETV informs the public about the
activities of legislators, executives, and judiciaries of the federal government and regional
states. This study tried to consult documents and news stories from December, 2018, to
December, 2019, to assess geographical tourism news coverage. And the news coverage of

regional tourism news is presented below.
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Figure 4: Geographical Diversity, Regional and Tourism News Coverage in
"Tena_Yistilign" Ethiopia Source: own survey SPSS V24 (2024)

Figure 4 shows the aggregate of 67 tourism news stories presented in a year. Out of these,
tourism news on federal affairs has the highest broadcast frequency, consisting of 19 (28.35%) of

the total news coverage.

Next, Amhara region tourism news stories has got a coverage of 11 (16.41%) of the total news
coverage. At the third level, Addis Ababa and Oromia received total news coverage of 9
(13.43%) of the total news coverage. Only one piece of tourism news is presented regarding the

Dire Dawa City Administration, Beneshangul Gumuz, and Gambella, which makes them the
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lowest 1 (1.49%) of the total coverage. Even though tourism news coverage may be based on the

regions’ potential for tourism resources
9

However, the findings indicate that EBC’s tourism news coverage of Beneshangul, Gambella,
and Dire Dawa is the lowest compared to other regions. Furthermore, the interviewee participant
also assured this, and they have been facing problems covering stories around this area.

Accordingly, a respondent identified the underlying cause of this as the following:

ETV efforts to focus on various tourist destinations, especially in different
regions, are not sufficient due to their distance and lack of budget to reach
various tourist attractions (personal interview with key informant 3, April 7,

2021).
Similar to this, key informant 7, who is a reporter for "Tena_Yistilign" Ethiopia, also said:

While it is good to produce tourism reports outside of Addis Ababa, we still
have a gap in the diversity of the sector and all forms of tourism. Although
some areas are frequently covered and others are not, it is important to
address this problem of coverage and further promote the country's diversified
cultural, historical, and natural attractions (personal interview with key

informant 7, April 3, 2021).

In this regard, some regions have massive potential for embracing cultural and historical tourist
attractions. Meanwhile, the news media is still too far behind in broadcasting tourism news about

the different types of tourism and attractions in the regions to be competent in this sector.

4.3 The Prominence of Tourism Report in “7Tena_Yistilign Ethiopia”
This study carried out document analysis on news packages from December, 2018, to December,
2019, to assess the significance or newsworthiness of a particular tourism issue in

“Tena_Yistilign Ethiopia.” So, the placement of tourism news stories is presented below.
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Table 3: The Placement of Tourism News stories

The Placement of Tourism News stories
Placement Frequency Percent
Frequency of Headline 20 29.85
Tourism News Not Headline 47 70.15
Total 67 100

Source: own survey SPSS V24 (2024)

Table 3 shows that tourism news stories are given a headline place (29.85%), whereas (70.15%)
of tourism news stories do not get the headline place. Similarly, the qualitative data finding
shows that tourism news did not get many more headlines. Regarding this issue, a key informant

in this study stated:

It may be getting into days of festival and celebration of events such as
"Meskel", "Irreechaa”, "Fichee-Chambalaalla’, February 12 Martyrs' Day
and Adwa Victory"” (personal interview with key informant 2, April 8, 2021).

Likewise, the above respondent, a key informant 1, also shares his idea as follows:

Even though the ETV trend does not encourage tourism, the tourism news does
not get the headlines. For example, foreign media broadcast tourism news by
mainstreaming it in business and economics, which are expected to take a
large proportion of the mental activities of the public due to their being highly
international activities; meanwhile, in the case of ETV, there is no such

experience (personal interview with key informant 1, April 7, 2021).

To sum up, the concern about the possibility of tourism news stories not being considered as a
big issue by the ETV news package. So many news stories may arrive in the newsroom from a
wide range of sources. But on the other hand, it is expected of the senior/shift editor to make a

decision on which of these news stories is more newsworthy.
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4.4 Coverage of the tourism Report in the news Package
This study carried out a document analysis on news packages from December, 2018, to
December, 2019, to assess the tone of the total coverage of tourism issues. So, the tone of the

total coverage of the tourism news stories report is presented below.

Percentage of tourism news

m Positive eutral = Negative

Figure S: Tones of the Total Coverage of Tourism Issues Source: own survey SPSS V24
(2024)

The figure above shows that the highest proportion of the total coverage in “Tena Yistilign
Ethiopia” is positive tourism news stories, constituting 84.3% of the overall tourism report
coverage. Such media coverage of the tourism report in a significantly positive light has an
implication with respect to domestic and foreign tourists’ opinion formation regarding the issue.

The remaining 10.5% of news stories were negative, and 5.2% of the stories were neutral.

Media coverage involving positive news stories is significantly associated with the number of
tourists visiting destinations. And it is assumed that positive media coverage influences domestic
and foreign tourists to visit tourist destination areas. Therefore, the implication of the positive
tone of tourism news stories in "Tena Yistilign Ethiopia" is that the country is on the right track
for tourism development. But all positive stories may not describe the right track; negative
stories with comprehensive critical examination may also show the right track to developing the

tourism industry.

Meanwhile, 10.5% of news stories were negative in "Tena Yistilign Ethiopia". Even the

negative stories were without comprehensive critical examination. For example,
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"Tena Yistilign" Ethiopia broadcast that Simien Mountains national Park is off the list of world
heritage in danger due to the smuggling of treasures, including the Ark, from tourist destination
areas such as rock-hewn churches without comprehensive critical examination. It may affect the
development of the country's tourism industry. Because of this, comprehensive critical

examination may minimize the risk of such news.

Unless otherwise, such negative tones influence tourists. According to Baloglu & Brinberg
(1997) and Chon (1992), visitors develop an image of a destination as well as a set of
expectations based on previous experience, word of mouth, press reports, advertising, and

common beliefs before visiting a destination (Kiralova & Pavlicek, 2015).

4.5 Source of Tourism News
To increase the value of journalism and the quality of reporting, it is inevitable that news and its
sources are important in the media. Hence, media practitioners are supposed to consider their

news and sources very meticulously (Temesgen, 2019).

According to Huang (2008), as the sources, journalists tend to limit themselves to the "per
formatives" of news releases and those that have a routine, predictable supply of valuable
sources in established organizations, namely, the authorized knowers’ authoritative versions of

reality and, to be precise, news wires and news beats.

Thus, the study conducted document analysis on news stories for one year, from December,
2018, to December, 2019, to show the distribution of the source of tourism news. The following

chart or figure shows the distribution of sources of tourism news.
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Figure 6: Sources of tourism news Source: own survey SPSS V24 (2024)

According to the above figure/chart, event reports such as conferences, visits, festive and
celebrations organized by various government and private organizations accounted for
approximately 85 percent of total coverage. These stories come from regional and federal
bureaus of culture and tourism, local residents, a field expert, hotels and resorts, tour and travel
associations, and so on. Tourism stories from journalists or staff of the corporation that are
planned or project news covered only 10%. The remaining 5% of stories are sourced from

websites and others, like ENA (Ethiopian news agency), BBC, CNN, and others.

Based on the data obtained from document analysis and interview, most of the tourism news is
event-oriented and sourced by the government. The findings can be seen from different
perspectives. The primary source of tourism news in "Tena_ Yistilign Ethiopia" is very limited
and depends on events and government organizations. Furthermore, editors and journalists
generally prefer government bodies and structures because they are more easily accessible and

provide more reliable information.

4.6 Themes of Tourism News Stories
In essence, framing theory suggests that how something is presented to the audience (called "the

frame") influences the choices people make about how to process that information (Arorolo,

2017).
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The media has the power to shape public opinion by framing events and reporting them in
particular ways. Framing involves a communication source presenting and defining an issue.
Any medium uses framing techniques to shape and contextualize the theme of the news
according to its editorial policy. The following figure/graph shows different ways of framing

"Tena_Yistilign Ethiopia" in the tourism news.

Themes of Tourism News Stories
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Briefing domestic & foreign tourist 97
experience
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Figure 7: Themes of tourism news stories as a percentage Source: own survey SPSS V24
(2024).

In the figure/graph above, promoting the tourism potential of the country (cultural, historical
heritage, and natural tourist attractions) and the government's contribution to tourism (by
conference, annual report, discussion of policy and strategy, etc.) were the most common frames
of tourism news stories in "Tena_Yistilign Ethiopia" over the period of this study, 37.31% and

29.85%, respectively.
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Other stories like this one investigate tourism news (promoting a particular tourism problem
definition, causal interpretation, moral evaluation, and/or treatment recommendation) 10.45%,
promoting stakeholder roles in tourism, 8.96%, briefing domestic and foreign tourists'
experiences, 5.97%, promoting the role of tourism for development, 4.48%, and promoting new

tourist destinations, 2.98% are types of frames that account for the graph or figure.

In framing, the media cannot include all angles but rather focus on some elements of the news
story. Accordingly, the "Tena_Yistilign Ethiopia" news package on the tourism report focused on
certain elements of the issue. The major themes/frames applied in the stories as illustrated in
figure 4.6 were: promoting tourism potential, government contribution to tourism, stakeholder
role in tourism, briefing domestic and foreign tourists' experiences, the role of tourism for

development, promoting new tourist destinations, and investigating tourism news.

Similarly, the qualitative data finds that reporters’ news framing was affected by external and

internal factors. Key Informant 3: the researcher interviewed acknowledged that,

The government officials influence the journalist’s news frame. They have the
intention of inflating the government’s efforts and activities rather than
promoting a particular tourism-related problem, causal interpretation, and
evaluation. They recommend reporting governmental progress rather than
considering specific issues like tourism. They want to report on what hot issues
they have, not what the country is facing on the ground. Hence, news is framed
according to the intention of government officials (personal interview with key

informant 3, April 7, 2021).

Along the same line, informant 6 shift editor of the "Tena Yistilign Ethiopia" news package
states that the theme of news stories is determined by the news sources. Event-based stories and
stories sourced by government organizations mainly focus on government commitments,
contributions, and activities, while planned news stories and stories sourced by staff and
journalists are more attached to mainly promoting tourist attraction sites and tourism-related
issues. This means journalists should try to work as much as possible from their own

observations and plans (personal interview with key informant 6, April 8, 2021).
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Actually, this finding complied with previous studies also. For instance, Temesgen (2019)
revealed that ETV gave priority to government issues. This means that ETV served the interests
of the government at the expense of the public. Most of the news was presented from the

government's point of view (ibid.).

4.7 Challenges of Reporting on Tourism Issues in “7Tena_Yistilign Ethiopia”

The researcher consulted the key informants through an in-depth interview. They point out the
challenges of reporting on tourism reports that are derived from various factors. Almost all key
informants have identified challenges they face in ETV when dealing with tourism issues. Some

of them are listed as follows.
Lack of interest and understanding of the tourism issue

Some of the journalists and management are not found to be interested or motivated to
incorporate tourism reporting into their engagement. The cause can be attributed to this: a lack of
awareness of the contributions of tourism to one’s country in terms of promoting the country's
development and image building. Even if the reporters who cover the issue don’t produce news
by being creative and looking in-depth, that still creates the deserving awareness. It comes from
a lack of emphasis on the issues. This is not only a media house but also outside media.

According to a key informant, 3 stated that:

The first challenge is the lack of focus on tourism reporting. At the institutional
level, the problem of not paying attention to the tourism sector is a major

national issue (personal interview with informant 3, April 7, 2021).

Another key informant 5, who is editor in chief of the news and current affairs

department, shares his idea as follows:

With regards to coverage of tourism issues, the biggest challenges are the lack
of expertise and the lack of preparation on the part of journalists. In addition
to that, the best stories are not covered in a repeated manner. The solution to
this, in my opinion, as a media institution, is the need to put the necessary
emphasis on the issue. And the ministry of culture and tourism and other

stakeholders require more media receptiveness. And modern-day platforms
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(websites, Facebook, Twitter, and others) need to be utilized to the maximum

so as to help promote the sector extensively (Personal interview with

informant 5, April 3, 2021).

Generally, most of the respondents agreed that a lack of awareness and understanding of the
importance of the tourism issue is the major reason for the lack of sufficient coverage of the

tourism report on ETV news, especially the "Tena Yistilign Ethiopia" news package.
Lack of infrastructure around tourist attraction sites

Almost all key informants express that the lack of infrastructure around the tourist attraction sites
is another major challenge to covering tourism news reports on ETV news. There is a problem
with infrastructure in different tourist destinations. The ones that get less news coverage are

highly affected by this. This is raised as a challenge by most of the key informants.

Most of tourist destinations have infrastructure problems. This reduces the
motivation and interest of media professionals and visitors to work and visit

tourist destinations (personal interview with informant 7, April 3, 2021).
Along the same lines, key informant 2 shares his opinion on the matter. He stated,

As we travel to the various tourist destinations far from Addis Ababa, the biggest
problem is the lack of infrastructure. Most of them have no access to infrastructure,
which is a challenge for media persons as well as visitors. Sometimes there are no
roads at all to reach the tourist destinations, so we are forced to go on foot for hours,
with us and kind residents of the area carrying all our equipment. So, if things are
difficult for us, how challenging will it be for tourists? (personal interview with

informant 2, April 8, 2021).

Hence, infrastructure problems are reported as a major challenge by key informants, which affect

tourism news and the tourism industry in general.
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Lack of information and time constraints

It is another challenge that faces that covering tourism news. It may come from a lack of well-
trained manpower in the sector. Lack of information and time constraints affect the interest and
motivation of journalists to produce tourism news stories. Most key informants acknowledge that
one of the challenges is the lack of a tour guide and an expert who can provide necessary and
better information on the tourist sites and heritage. As a result, new and untapped tourist

attractions are not being considered. Additionally,

One of the main problems when it comes to producing tourism news reports is
the lack of professionals who can analyse the right information. The lack of
preparation (preliminary research) with journalists is another problem.
Furthermore, the relevant government body (tourism stakeholders) does not
respond adequately and promptly to questions and problems (personal

interview with informant 4, April 3, 2021).

Therefore, media institutions, government agencies, and other stakeholders in the tourism sector
need to work together to realize the great potential of the country and to develop the sector. A
journalist must fill the knowledge gap in the sector and work hard to promote the sector based on

sufficient information and knowledge.
Lack of understanding of the media’s role:

Most of the time, ETV's news is focused on the government's activities. Many of the respondents
argue that news coverage on the tourism issue is dependent on event-based reports sourced by
government organizations. Journalists have a chance to produce monthly and quarterly plans, but
most of the time; their plans will not be functional because of the media’s routine activities.

Regarding this, key informant 6 explained as follows:

Expecting government activities and directions is a usual trend in ETV. But
this should not infringe on the professional freedom of journalism or the
professional independence of the corporation. In spite of this, it is a common

challenge for journalists, editors, and even media managers to underscore.
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Therefore, journalists are always busy creating happiness for government
officials rather than serving the public and playing the media’s role and
responsibility (personal interview with key informant 6, April 8, 2021).

Key informant 1, who is a reporter for ETV news, especially for the “Tena Yistilign Ethiopia”

news package, shares his idea as follows:

Another challenge is political interference. When you focus on the culture of a
certain area, you see things from a political point of view. Political and ethnic
divisions are sometimes reflected. These kinds of fears keep you from planning
and backing down. He added that most of Ethiopia's heritage is associated
with faith in churches and denominations. In this regard, the relics and
treasures of the Ethiopian Orthodox Tewahedo Church are particularly
prominent. When you do this, you are dealing with a complaint from the other
bodies. It is a challenge to reconcile politics and religion (personal interview

with key informant 1, April 7, 2021).

Many challenges are listed by key informants, but the most important ones are stated above.
ETV needs to be aware of this trend and thrive to develop and promote the tourism resources
with a view to gaining the socio-economic, cultural, and environmental benefits that can be
derived from tourism development during new development. Therefore, as part of the aim to gain
all that is possible from tourism, a different news story has to be largely provided and produced,

starting with domestic tourism across various socio-economic factors.
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CHAPTER FIVE: SUMMARY OF FINDINGS, CONCLUSION AND
RECOMMENDATION

This chapter presents findings, conclusions, and some relevant recommendations to practice as

well as for future researchers based on the objective of the study mentioned in Chapter One.

5.1 Summary of Findings

This study explored the practices and challenges of tourism report coverage in the context of
"Tena Yistilign Ethiopia" news package. This study used mixed approaches to provide specific
direction for procedures in the research. For instance, the study explored the practices and
challenges of tourism report coverage in "Tena Yistilign Ethiopia" from the data obtained from

the editor-in-chief, shift editor, producer, news anchor, and reporters’ experience perspectives.

The data collected from individual interviews was analyzed for textural data. On the other hand,
the study deployed document analysis to obtain information from a body of material (tourism
news broadcast by "Tena Yistilign Ethiopia" from December, 2018, to December, 2019, by
systematically and objectively identifying specific characteristics of the material. The findings

are summarized as follows:

¢ As indicated in the finding, the total number of Tena Yistilign Ethiopia" news packages
which are related to tourism is only 67 (5.58%). Moreover, the study has shown that
ETV news has not given sufficient coverage to tourism news. It has not effectively
exploited and addressed Ethiopia’s untapped tourism potential.

% Out of the aggregated 67 tourism news stories, the months with the highest broadcast
frequency are September (2019) and February (2019).

% Nine stories are presented in these respective months, making them the highest 9
(13.43%) and in May/2019, two news stories are presented, making it the lowest 2
(2.98%) of the total monthly coverage.

% Out of the aggregated 67 tourism news stories, cultural tourism has the highest broadcast

frequency, constituting 50.74 percent of the total news coverage.
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Next, historical tourist attractions cover 17.91% of the total news coverage. Most
tourism news stories are concentrated on the tangible and intangible. Cultural-historical

heritage is already inscribed under UNESCO.

X/
°

A lower percentage of tourism stories are given a headline place (29.85%), whereas most
of the tourism news stories do not get the headline place (70.15%). This implies that the

ETV does not consider the possibility of tourism stories to be a major issue.

X/
L X4

The source selection of the media is dependent on event reports and government
organizations while framing stories; the media focuses mainly on what the government
is doing on tourism. Conferences, festivals, and celebrations organized by various
government and private organizations accounted for roughly 85 percent of total

coverage.

X/
L X4

Stories from journalists or staff of the corporation that are planned or project news
covered only 10%. The remaining 5% of stories are sourced from websites and others,
like ENA (Ethiopian news agency), BBC, CNN, and others.

% Promoting the tourism potential of the country (cultural, historical heritage, and natural
tourist attractions) was the most common frame of tourism news in "Tena Yistilign
Ethiopia" over the period of this study, at 37.31%. Next, promoting government
contribution to tourism (conference, annual report, discussion of policy and strategy,
etc.) is the most common frame of tourism news in "Tena Yistilign Ethiopia" with
29.85%. Promoting new tourist destinations accounts for 2.98%. This implies that the
"Tena Yistilign Ethiopia" news package gives insignificant attention to promoting new
tourist destinations or undiscovered tourist sites.

¢ According to the results of the study, it is identified that the challenges to covering the

tourism news report at ETV are lack of interest, motivation, and understanding of the

issue and media role, lack of infrastructure, lack of information and time.
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5.2. Conclusion
This general objective is to explore the practices and challenges of tourism report coverage in the
context of "Tena_Yistilign Ethiopia" news package. From the analysis and interpretations of the

study, the following conclusions are drawn:

Based on the aforementioned findings, it can be concluded that the coverage of the tourism news
report on ETV news is very low as compared with other news reports that are covered by the
news program/package. In spite of the importance of the issue, the existing opportunity to cover
the topic, and the expected media role and responsibility, there is the possibility of tourism news
stories not being considered as a big issue by ETV news, particularly in the "Tena Yistilign

Ethiopia" news package.

Regarding the source of the news package, most of the tourism news stories that are covered by
ETV news are event-based stories, and stories sourced by government organizations tend to
focus majorly on government commitments, contributions, and routine activities. This leads

government officials to have a better chance of getting a voice than other stakeholders.

Regarding the framing and practice of tourism issue coverage, ETV news-"Tena Yistilign
Ethiopia" news package focuses on tangible and intangible cultural-historical heritage already
inscribed by UNESCO and well-known tourist attractions (religious, cultural, and
calendar/gazzeted festivals) rather than promoting new tourist destinations or undiscovered

tourist sites.

Moreover, the news package is challenged by a lack of interest, motivation, and understanding of
the issue or media role. Lack of infrastructure, lack of information, and time constraints are the

major reasons for this very low level of coverage of tourism issues.
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5.3. Recommendation

Based on the findings and the conclusions made before, the following recommendations are

provided.

>

It is better for ETV news to experience broadcasting different types of tourism in a
dynamic setting like the tourism market. Since services in general and tourism in
particular are increasingly viewed as the best opportunities and the most viable options
for the sustainable economic, social, and environmental development of the least
developed countries, it is better for ETV news or the "Tena Yistilign Ethiopia" news
package to reconsider tourism as a major report. In addition, there should be a
comprehensive critical examination while reporting news in general and tourism news in
particular.

The findings of the study indicated that there was no sufficient coverage given to the
tourism news report in the "Tena Yistilign Ethiopia” news package. Therefore, tourism
news needs to be considered, given priority, and allocated sufficient reporting sessions in
the news package.

As an example of public media, ETV should use various sources while producing and
reporting news. Of course, event-oriented tourism reports could be the source of news
and programs. It should be the main focus of the news package, and journalists should
cover the tourism report based on their own observations and plans to create better
awareness of the tourism sector.

The media should make the news package free from political interference and produce
well-planned, organized, and quality tourism news and programs for audiences and the
benefits of the country.

ETV News should pay close attention to tourism and there should be some form of news
team led by a trained professional under the news and current affairs structure.

Media institutions, the government, and other tourism stakeholders need to work together
to promote the sector. Hence, there should be work to develop the sector by providing
training to media and tourism professionals, tour guides, and other stakeholders.
Moreover, it is necessary to encourage those who have done well in the sector by giving

them special awards.
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» The Ministry of Culture and Tourism, as well as other stakeholders, should take
advantage of the opportunity to provide adequate tourism information and documents.
Besides this, they use new technology/platforms (websites, Facebook, Twitter, YouTube,
etc.) as a means of communication, which can play an important role in the development
of the sector.

» The media should play its role and responsibility to cover and give due emphasis to the
importance of the tourism industry rather than simply propagating the government's
contribution and commitment to tourism. ETV, as a public /national media should take
the initiative to further its work in the sector to boost both the income gained from it and
the image building of the country.

» In sum, further research should be conducted on media coverage of tourism. Therefore,

this research may serve as a reference for further study of the area.
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Appendix A: Templates to document analysis

Template 1: Coding Sheet

Coding sheet
Regional News Coverage in Ethiopia
Aim of the Explore the practices and challenges of covering tourism reports in the
Research "Tena-Yistilign Ethiopia" news package.

To what extent is tourism reporting covered in the "Tena Yistilign

Ethiopia" news package?

How does the "Tena Yistilign Ethiopia" news package frame a report on

Research tourism?
Questions What is the source of information for the "Tena Yistilign Ethiopia" news
package?

What are the challenges of tourism report coverage in the context of the

"Tena_Yistilign Ethiopia" news package?

Method Content analysis of tourism report coverage of "Tena_Yistilign Ethiopia"
etho
news package of Ethiopian Television (ETV) News

The analysis focuses on the period from December 2018 to December
2019 (one year) and is conceptualized as a complete inventory count of

tourism news in this period of time

Please read carefully the codebook, especially the code numbers,
Coder explanations and examples given for most of the categories. Even if things
responsibility | seem obvious or lengthy, please take the time and have a good look at the

definitions.

The study focuses on any tourism news reports which are produced under
the newsroom and run by the "Tena Yistilign Ethiopia". Thus, please keep
Criteria for in mind the aim of the research and the research questions of this survey
tourism news to and decide if news covers the research’s topic or not (e.g., tourism news
content, tourism news items, frequency of tourism news content, tourism
be analyzed news tone, placement of tourism news, tourism news content quality,

tourism news sources, tourism news framing and so on). So do not add

news which its focus is out of the concept of tourism news.
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Template 2: Term definition and categorization of the document analysis

Formal Coding

Date (Date of broadcasting
tourism news)

Date of broadcasting tourism news has YYYY/MM/DD format,
e.g., 2018/01/12 (which would mean December1st 2018) Please do
not forget the slashes between year, month and day!

Tourism news item type

Item type characterized by silent and voiced type. Silent refers to
the news type not elaborated in detail and only presented by news
anchor in two to four paragraphs; meanwhile, voiced represent to
the news type presented in detail and accompanied by the reporter

Placement of tourism news

It refers to the place of the news story in headline or not headline

Content Coding

Tourism news content

Tourism news content refers to the type and forms of tourism/

Categories of tourism such as cultural, historical, and natural and
others. (Pleasure, Cultural-historical; Recreational & Geophysical-
landscape-aesthetic/natural tourism).

Tourism news content
quality

News content quality refers to 5-Excellent, 4- Very good, 3- Good,
2- Poor, 1- Very poor; meanwhile,

Frequency of tourism news
content

News content frequency refers to usually, always, sometimes,
rarely, never

Tourism news tone

Tone of the tourism news refers to a positive, neutral/ambivalent
or negative way

Tourism news sources

Source of tourism news refers to event report organized by
different organization, planned/project report, wire & websites and
others.

Tourism news framing

Tourism news framing refers to promoting tourism potential of the
country, promoting the role of tourism for development,
promoting government contribution to tourism, promoting new
tourist destination, promote a particular tourism problem
definition, causal interpretation, moral evaluation, and/or treatment
recommendation, promoting stake holder roles in tourism, briefing
foreign & domestic tourists experience
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9¢

Januaryl, 2019 to December 31,2019

Date

Silent Tourism news
Voiced item type
Headline Placement of
Not headline tourism news
57589 m zolzEls. - Blzolsz| =E| zo |
(E_sf %T‘éég_égg‘a gg&igg%%gg §§ §§ Tourism news
=S ﬁ_g é‘?—“ E§ Eogﬂ-o% S5 4 | 8 8 gé =~ content

5-Excellent, 4- Very good, 3- Good, 2- Poor and 1- Very poor

Tourism news
content
quality

Usually, Always, Sometimes, Rarely and Never

Frequency of
tourism news
content

Positive, negative & Neutral

Tourism news
tone

Event report organized by government organization, Regional and federal bureau of culture

and tourism, planned or project of the journalist, wire and websites

Tourism news
sources

promoting types and forms of tourism, shaping audience perceptions towards the types and
forms of tourism, promoting government contribution to tourism, promoting government
policy and strategies, promoting new tourist destination, promote a particular tourism problem
definition, causal interpretation, moral evaluation, and/or treatment recommendation,
promoting stakeholder roles in tourism, briefing foreign tourist experience & briefing domestic

tourists experience

Tourism news
framing
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Appendix B: Questionnaires

Dear survey participants,

This study is conducted in partial fulfilment for the Masters of Journalism and Communication in
Addis Ababa University. It is conducted explore the practices and challenges of tourism report
coverage in the context of Ethiopian Broadcasting Corporation News. To this end, open ended
questionnaires, for the consumption of in-depth interview, are prepared. The questionnaire has
two general parts. Part one includes questionnaires related to general biography of the

respondents. Part two consists of open-ended questionnaires for in-depth interview.

The information you provided will be used only for academic purposes and hence remain
confidential. Thus, you are not required to give information about your name, address and other
personal information. Given the importance of the topic covered in the study, your genuine
responses are vital for the success of this study. So, you are kindly requested to give information
honestly and responsibly. Thank you in advance for your willingness to participate in this
interview by sparing your precious time. If you have questions, please don’t hesitate to contact

the researcher via the following contact address:

Email: fishabebel @gmail.com

57


mailto:fishabebe1@gmail.com

Part I: General Biography of the Respondents

1. Please choose your level of education from the given options
A. Diploma
B. Bachelor Degree
C. Master Degree
D. Ph.D. Degree
2. Please state how long you worked in the organization
A. 1to 5 years
B. 6to 10 years
C. 11to 15 years
D. 16 to 20 years
E. Above 20 years

3. Please state your field of specialization

Part II: Open ended questionnaires for in-depth interview (To reporters,

producers, editors and editor in chief)

4. What are the criteria to choose the tourism report to cover in the news packages? Do you

planned tourism news or not (event or issue oriented news)?

6. Do you think Ethiopia untapped tourism potential well entertained in ETV news?

- If you yes, how? - If you no, why?



7. What kinds of tourism stories are most likely will get priority...?
- Cultural - Natural - Historical - others (manmade heritages, etc.)

- Register on UNESCO or not .... ? - There geographical differences....

10. EBC is the voice of diversity & renaissance. So, do you think variety of tourism report
or tourist attractions sites (cultural, natural, historical heritages, geographical
differences) well entertained in the news packages?

- If'yes, what are the parameters? - If no, why?

11. In your own view, do you think that the country’s tourism problems are being reported

by your organization to the community adequately?

13. What are the challenges that you faced in reporting tourism issues & its Possible

SOIUtIONS ? === == == oo
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Appendix C: List of key informants

No | Name of informant | Sex | Specialization | Experience Position
team

1. | Getachew Balecha M Business 6 Reporter

2. | Netsanet Worku F Social affair 5 Reporter

3. | Informant - 3 M Infrastructure 13 Producer

4. | Metasebiya Dereje F 10 Anchor/host
5. | Nebiyu Wondosen M 14 Editor in chief
6. | Informant - 6 F Politics 12 Shift Editor

7. | Informant - 7 M Agriculture 5 Reporter

8. | Informant - 8 M Social affair 3 Reporter
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Appendix D: News stories for document analysis
NMS APA%S AP PHT ThE AL NTCSHhAT P04

1. PUZC PAR NN B-MATT HARY +AJZ ATILL Y FNOA ? (TCEART - NNATRT 89% 2:30
e - M(13/2011 %.9°

2.3%Ch AR PMRCAT 8% AT&AF ATPTN (TCSART NAL AUANAN - 2:20 Bed - PNt
5/20119.9°

3.PhtF 12 PATIOFF 75 PUNLHAMN AHN (TCEART - NHAYTS I - 4 L - Phtt
13/2011%.9°

4. FH A ANATR AT A&RC. - Phtt 19/2011 9.9P

5.PALP P4b, FH / PARP +3HTF - 22 B4 - Pt 21/2011 9.9°

6.1235 M7 PALP £4 NYA ATINNC AP+LLT PAG-T HABF N+APANT Ph.A AT 142 RAA NUAS
FLHIP NG TPoIA6k, :: 2:10 £ P

7.REP PAAT® ML UHNTF +9RAAY 10 NNAT™P AL F - 17 R4 P

8. P1C1 LN ATPNSA AT RAHIR (TCRART - N197F MCR -3 RSP - TPH.P 17/2011 9.9

9. ATEEP PRLHI® UNET AGPMPT P7AN, TAAL PNEAIFA - A1918 7 BeP TINLLP
AMENFA - a®ANZI 7/2012 9.9°

10. PA.&F N%A ANNNC NAA AT A& - TRANZID 23/2012 9.9°

11. P16 AC N1&R TCh £+5PF - USC 15/2012 9.9°

12. PAA +&CF NUER TCH AT BHEPINT TG T TERART - NAPAN ATRL, - 4:20 REP - USC
5/2012 %.9°

13. PATNNC PLNTF RAUNT +IND-T MNP AATDLLY AT OPH/ZE (TCSART - N191F OCE - 3
e - MIPF 3/2012 9.9°

14. N&MN A9 PARTT PhSHI® UNE AT PA FOICT (TCEART - NTRET NS - 3 L4 - URC

25/2012 9.9

61



15.

16.

17.

18.

19.

20.

21.

22.

23.

24.

25.

26.

27.

28.

29.

30.

31.

32.

33.

34.

35.

36.

37.

38.

39.

htga™> hao 4@ PN L AT L7 CF AL P+HDNS.

NNZS HY AN 78PF PNAMT CANN PR LRCTHNFT 4N NF-
PUIC @D R4 HIPT ATIIANT 97 AP+NAL 10 ?

PHPL UL® NAD- ARNUAN AN APHINT A18ALY Pa.PAL HE
NASN ANN PA Nk TPATLF PLLAF D3R NATT N+HARANT
PNUAT RS HIP £100 $57 APLT N+HAPANT

PN%C NYLANTF NSA ANNC

PN/ 8N FNC NAA ANNNC

PALL T ANTS AT NAA NIA ANNNC

PRADZ/ADAPA NGA ANNNC

AT FOVEPN PATINT PR RNRIR 93¢ PIR 189PT N+APAN+
Phte- Nad AhNNC

NPAAA P+L4-B PNUA HEFTFT MA+PDS

1350 PNAM NUA T 740 AT RI% A 77°H.P°

PAc4 NGA ANNNC

PH14-8 PRLHI® ARNUAN AT AINNTARTF 4B IR

ACM,L - A8 IREC NTA CON PAAAT PREHI® AP TP MN+PDP
PATIC NAA - RSHIP AT A INNT YT MA+P DS

PARMI® ANNN, DN AT PACNAAE, 15T

NACA, HY MT ™28 PR7% YR PUAT ANTY7T ABAN &7 Paq PR ST
A NELEP PLLIFDT $£.3 NHAPANF PULTPF ANEF AN+ PPF
PAgRPT NGA AT PUTC NUA AANAF

PAEP £4 NGA ANNNC NAGA ANN 2ECLN

PARP &4 NFA ANNNC ALP £ALL AhNN,

AEP NIRLLT ATRNT

PmgRet NGA NRLAN ARARHTIN AT ARSHI® ALTF PAD- 428
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40.
41.
42.
43.
44,
45.
46.
47.
48.
49.
50.
51.
52.
53.
54.
55.
56.
57.
58.
59.
60.
61.
62.
63.
64.
65.
66.
67.

PUZC N+ B T9NAT PRLNF APAUAN PTRLLAL HT - NATIS IC $8.5

PATERP P8.CATNNT NTCHT P PRI -2 27

PmIRet NGAT $5 HIAA NIAT ANTRART

PAFER P RSHIR £CEF P10 AADF &F+ NCH R4 QLT

123% PARP NZA ANNNC

Ng°NG-$ 189> ACMATILPIR 1897 P+APANT H &

PAALNA ®-&C AN P+ NCAELTF $CN M1T F9IC - PAYI8 TINLLP
Ba9 ANB4C Nt FINT ATIAMTT AP+N4 P& NPT

ATMM™ PA 7T PEAITIP AL TPLAR Nob- ARYINTF NDP+ AATR F L1
PARMI® NUAP AT HARGR P 3NF NN N+HIPANF - PETPE HE
PARTS/ALL/NAA NGA NRLAN AGINTOHIN AP+LLT PA ML
NAEP ML N&T NATNLLE- PAIPNATL MCTF

NANA - PRL EA - PFrAeF A8LA AG aoH PP

AEPY NAIALT ATRNT

AEP AT PAST MG

132C N AMIReF NGA ANNNC $La° H B

PA&T 6 4T PINCM- PRENT &N F FPF £APNA TNC

PPN+ 12 AT90FF UM% F4NP 4287 N+aPAN+

PAL EPLCN 8FC NATIAH NYEP M a>H PGP aDapAp

P79 NYAS PNUA ML

NALP N+ FLL Nt NP FLNR PCATIT PALP BT FFY PITHAC AT

NN& HY NLER PMHT AHLTR P SCATT N+ARANT
P79 NGA ANNNC NAANA

PATERL ANINLPT MUNC PANT OPHLP FoIC
NERSHT® FEINECTAT TNC NF IC NARSHI® AT9F P+R4T 227
PUILTFT RS HIR YN NTIATHT 08 PH7CO- TG

NA NG TCENT AT FAR N+ aF9NT ASNT

PM/m, AL AT PLLINLE TLHETFT ATFAA TNCT AANA FNT
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