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FOREWORD

A comprehensive report on ‘’Study on Corporate-Press Interrelationship in Nepal’’ was prepared in
December 2013 by the media researcher Amrit Kharel under the supervision of Mr. Prabal Raj Pokhrel,
Associate Professor of Central Department of Journalism and Mass Communication, Tribhuwan
University.

The principle objectives of the study were to analyse the prevailing status of corporate-press
interrelationship in Nepal. Employing both quantitative and qualitative data, the study attempted to provide
a new dimension and insight on corporate-press interrelationship in Nepal.

Taking into consideration the demand for this report, a mechanism for wider dissemination of the results
intended to policy implications, a summarised version of the report is published as a synopsis. The synopsis
is also intended to disseminate the results of the research work, as well as other research activities contained
in the report, to all the concerned. The views expressed herein the research outcome, are those of the author
and do not necessarily reflect the official views of the study unit.

I hope that readers will find this publication both interesting and useful. The synopsis targets a wide
audience including not only researchers, but also industry, corporate sector, journalism, public authorities
and public at large interested in the issues of corporate-press interrelationship.

Amrit Kharel

Researcher/Author
February, 2014
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Mean Ranking Scores :
1 (Most Communicative) to
11 (Least Communicative)

Wholesale & retail trading

Tourism

MOST COMMUNICATIVE SEGMENT OF
THE CORPORATE WORLD

Banking & financial
intermediations

Communication &
technology

Manufacturing

2.25

4.03

4.78

5.63

5.88

Banking & finance

Manufacturing

TOPICS OF CORPORATE ITEMS IN THE
NEPALESE PRESS

Capital market &
investment

Communication &
technology

Wholesale & retail trading

20.36%

17.14%

13.11%

12.30%

11.29%

FINANCIAL JOURNALISTS WERE
COMPELLED TO WRITE CORPORATE NEWS
AS PER THE GUIDANCE OF THE MARKETING
DEPARTMENT OF THEIR NEWSPAPERS.

62.
50

80.
00

30.
00

85.
00

29.
41

CORPORATE ORGANISATIONS, IN SOME WAY,
COMPENSATED THE JOURNALISTS FOR
THEIR CONTRIBUTION IN PUBLICITY OF
SOME PRODUCTS OR SERVICES.

FINANCIAL JOURNALISTS INFORMED THAT
THEIR NEWSPAPERS MOSTLY OBTAINED
ADVERTISEMENTS THROUGH
UNPROFESSIONAL MEANS.

FINANCIAL JOURNALISTS HAD THEIR
INVESTMENT IN THE STOCK MARKET.

INVESTOR JOURNALISTS ADMITTED THAT
THEY FAVOURED THE ISSUES REGARDING
THE COMPANIES IN WHICH THEY POSSESSED
SHARES.
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GUIDING FACTORS  IN
SELECTING
PRODUCTS/SERVICES
BY CONSUMERS

Referral of
friends &
relatives

40.00%
Advertisements

27.50%

Corporate
news

22.50%

PRODUCT/SERVICES NEWS
PREFERRED BY CONSUMERS

Tourism
packages

Banking/
financial
services

Digital/electronic appliances
Fashion
wears

30.00%
17.50% 10.00% each

14.
49

30.
67

14.
92

86.
69

57.
50

SPACE OF THE NEPALESE PRESS COMPRISED
CORPORATE CONTENTS.

BUSINESS ITEMS PUBLISHED IN THE
NEPALESE PRESS CONTAINED CORPORATE
CONTENTS.

CORPORATE CONTENTS OF THE NEPALESE
PRESS HAD ADVERTISING ORIENTATION.

CORPORATE ITEMS IN THE NEPALESE PRESS
HAD ONE OR MORE SOURCES.

FINANCIAL JOURNALISTS TENDED TO
CONTACT CHIEF EXECUTIVE OFFICERS OF
THE ORGANISATIONS DURING THE NEWS
MAKING PROCESS.

Fact Sheet



1.1 Introduction

Nepalese press has emerged as one of the fast
growing business in tandem with corporate
sector in recent times. Newspapers and media
outlets are dispersed far and wide currently in the
Nepalese market. There were 6,590 newspapers
and magazines registered so far as of mid-May
2013, according to the official data. In the
prevailing context, 4831 manufacturing
industries were granted permission to operate
until FY 2011/12 with Rs. 499.62 billion project
cost from the private sector. Foreign investment
and joint ventures, on the other hand serve like a
lifeline for the corporate sector. To attract foreign
investment through adoption of relevant,
practical and liberal policy, a total of 2,335
industries were granted permission until FY
2011/12. Fixed capital of those industries stood
at Rs. 139.85 billion with their total project cost
of Rs.164 billion. Foreign investment of total Rs.
75.15 billion was recorded in those industries.

At present, 15 broadsheet national dailies and
one national daily in the tabloid form published
from Kathmandu Valley provide wide coverage

to the business and corporate affairs in their
special pages managed for economic issues. On
the other hand, some two dozen corporate
conglomerates are operating their businesses all
over Nepal. As per the membership status at
Federation of Nepalese Chambers of Commerce
and Industry (FNCCI) and Confederation of
Nepalese Industries (CNI),  Chaudhary Group,
Jyoti Group, Golchha Organisation, Vaidhyas
Organisation, Panchakanya Group, Dugar
Group, Khetan Group, Mercantile Group, Lucky
Group, Sharada Group, Shanker Group,
Siddhartha Group, Shanghai Group, etc. are
some of the reputed business groups in Nepal
investing in wide range of sectors like
manufacturing, trading, banking, remittance,
travels, educational, hydropower, etc. According
to the Inland Revenue Department, altogether
722 large taxpayer (each company exceeding the
annual transaction of Rs. 250 million)
organisations in Nepal accounted for more than
half of the total revenue generation. These
organisations contributed for Rs. 49.40 billion
revenue out of the total Rs. 98.12 billion tax
collected by the department in the fiscal year

1. Background

B
A

C
K

G
R

O
U

N
D



-7

STUDY ON
CORPORATE-PRESS
INTERRELATIONSHIP
IN NEPAL

2011/12. This amount constituted 51% of the
total revenue mobilisation of the department.
Most of the large tax payer companies are
affiliated to any one of the corporate
conglomerate groups. The large taxpayers
companies are mostly running as corporate
organisations.

In either form, the information related to
Nepalese corporate organisations get huge
coverage in mainstream newspapers. Press at
present is though relatively free from the
political and state interventions, it cannot be
completely free from the allegation of being
influenced by the business groups. A common
problem faced by all the actors in the field of
business and press is the lack of comprehensive
information helpful to fully comprehend the
corporate-press interrelationship. Thus this
research puts forth an effort for systematic
evaluation of the interrelationship between the
corporate sector and Nepalese press.

1.2 Corporate-Press Interrelationship

The core aspects of a corporate organisation are:
legal identity; limited liability; shareholders;
management by a board of directors. In legal
terms, it is treated as an individual and has to
comply with norms of the social responsibility,
human rights, health and safety legislation. In the
economy, corporate sector is the part of the
economy made up by companies. It is a subset of
the macro economy excluding the economic
activities of general government, private
households, and non-profit organisations. The

 6

business entities, industrial ventures, trading
houses, financial intermediaries and all those
sorts of groups are accordingly meant to be the
part of corporate sector. Nepalese corporate
sector as well comprises mostly the trading
houses, manufacturing industries and the
banking and financial institutions.

The term ‘’press’’ denotes the newspapers,
periodicals and also the publisher organisations
of such newspapers. In other words, the
profession of journalism and the whole media
sector is also denoted by the term, ‘’press’’.
Something related to journalists and journalistic
process of news making is often referred as
‘‘press’’. The word ‘‘press’’ in this study is used
to denote only the print mediums or the
newspaper organisations in Nepal. Press and the
corporate sector seem to be interwoven within
each other serving their interests more or less
being both the by-products of the same society.

In the context of this study, the status and process
of connection between the corporate sector and
the press is examined. Corporate organisations
can be the news makers and also the targeted
readers of the press. These organisations can also
be in the role of advertisers. The genuine
information about a corporate organisation
published in a newspaper can increase the
readership of that newspaper because there
might be quite a lot of stakeholders (including
clients, shareholders, employees, business
partners, etc.) interested in the affairs of that
organisation. In the same way, newspapers are
the medium of mass communication for the
corporate organisations to inform about their
information to the large public. Newspapers also
provide space for advertisements to promote the
products and services of the corporate
organisations. Through their reporting and
analysis, newspapers can affect corporate good
governance and reputation of the corporate
bodies. Thus corporate sector and the press are
interrelated in number of ways due to the specific
nature of their professions. Hence, it is very
important to examine the status of
interrelationship between corporate sector and
the press.

Introduction
Corporate-Press
Interrelationship



and prior studies were reviewed to build up a
conceptual framework.

1.4.1 Survey

As the purpose of the survey in this study is to
investigate variable relationships within the
limited cost and time, purposive samples were
used by means of deploying non-probability
sampling method. The purposive sampling
includes subjects or elements selected for
specific characteristics or qualities. Altogether
120 respondents of three groups of stakeholders
– financial journalists, Public Relations Officers
(PROs) and the general consumers, with each
group including 40 informants were taken as
samples for the survey. They were interviewed
with the range of questions related to the
perceptions, attitudes, information sharing,
professionalism, advertising relations, corporate
governance, Corporate Social Responsibility
(CSR) related activities and the other issues.

During sampling, the specific quality set for the
journalist segment was that a respondent should
be continuously working in the financial or
economic beat in any newspaper organisation in
Nepal for at least two years period. Likewise, the
public relation officers, obtained as samples
were also having the experience of more than
two years in dealing with media and publicity
affairs for their respective organisations. At least
literate and other educated individuals between
the age group of 15-59 years were selected as
respondent consumers to fill up the
questionnaire form and provide necessary
information.

Due to the unavailability of any authorised report

1.3 Objectives

The specific objective of the study was to
analyse the prevailing status of corporate-press
interrelationship in Nepal. In addition, the
research aimed to ascertain the trend of corporate
news making in Nepalese press, observe
advertising relationship between corporate
sector and Nepalese press. The main objectives
of the study were to:

♦ assess the attitudes of the corporate sector
and Nepalese press towards each other

♦ explore the communicativeness of corporate
sector to the Nepalese press

♦ assess the influence of corporate sector and
Nepalese Press upon each other

♦ evaluate the professionalism of Nepalese
press in covering the corporate contents

♦ make a judgement of advertising relations
between corporate sector and Nepalese press

♦ gauge the effectiveness of corporate
contents in Nepalese press to advance
corporate governance and corporate social
responsibility (CSR)

♦ identify consumers’ perceptions, behaviours
and satisfaction regarding corporate-press
interrelationship

1.4 Methodological Highlights

This study was conducted using the mixed
methods of quantitative and qualitative
approaches. Data were collected using the
methodologies of survey, content analysis and
intensive interviews with industry specialists
and experts. A wide range of relevant literatures
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to confirm the prevailing status of the readership
and circulation of newspapers published in
Nepal, based on the general assumption that
daily newspapers occupy major chunk of share
in the overall readership, 70% of the respondent
journalists were obtained from the daily
newspaper organisations whereas, rest of the
respondents were affiliated with the weekly
newspapers. The PROs were logically obtained
on the proportionate distribution basis within the
subsectors of industry (Manufacturing,

Construction, Tourism, Energy Industries and
Agro Industries) and service sector (Financial
Intermediations, Wholesale and Retail Trading,
Hotel and Restaurants, Communication and
Technology, Health and Education and Real
Estates) representing the economy of the
country. The samples of the consumers for the
survey were obtained bearing forth the working
age population in mind. Sampling of the
consumers includes the individuals from the
working age population (aged between 15 to 59
years) as sorted out in the National Population
and Housing Census 2011 conducted by the
Central Bureau of Statistics under National
Planning Commission.

1.4.2 Content Analysis

For the purpose of content analysis, five
mainstream daily newspapers including two
business dailies and a State-owned daily were
taken as samples in two different sets. The first
set comprised The Rising Nepal (TRN), The

Kathmandu Post (TKP) and The Himalayan
Times (THT) English dailies whereas second set
of sampled newspapers included two vernacular
business dailies – Karobar National Economic
Daily (KNED) and Aarthik Abhiyan National
Daily (AAND). A composite week was formed
within the period of one month (July 15-August
15, 2013). Of the total 1,617 business items
published in the sampled newspapers during the
composite week, 496 corporate items were
analysed from different aspects including
geographical locations, topics, formats,
placement and position prominence, space
prominence, news sources, reference to
corporate governance and CSR, representation
of the consumers and such.

 1.4.3 Intensive Interviews

Besides, corporate leaders, media professionals
and the expert on consumer affairs were
interviewed in-depth to study the prevailing
status of corporate-press interrelationship.

1.5 Limitations

Overall interrelationship in journalistic process
remained at focus of the study but individual
cases of the relationships were not studied in the
research. The study was undertaken within
limited sample size from Kathmandu Valley.
Respondents were not obtained from other
locations of the country. The study was limited
within the parameter of print media. Corporate
news items from only selected five newspapers
were used as the subject of content analysis.
Content are analysed in descriptive manner
rather than using qualitative method of semiotics
and rhetorical analysis.

Objectives –
Limitations
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2. Key Findings

2.1 Attitudes

♦ Corporate sector and
Nepalese press though
shared friendly attitudes
mostly; differences were
also significantly prevalent
as 27.50% of financial
journalists and 22.50% of
the PROs surveyed found
each other’s attitude as dominant.

♦ Positive attitude of the press towards
corporate organisations was reflected in the
substantial 89.52% of the corporate items
published in Nepalese press while merely
2.62% of such items were found depicting
out negative attitude. Attitude in rest of the
items was neutral.

2.2 Communicativeness of Nepalese
Corporate Sector

♦ Banking and financial intermediations,
wholesale and retail trading and
communication and technology ranked top
three most communicative segments of the
Nepalese corporate world with the mean

ranking score of 2.25, 4.03 and 4.78
respectively.

♦ Least communicative corporate sub-sectors
were composed of agro-industry (mean
score of 8.63), construction (mean score of
8.03) and hotel and restaurants (mean score
of 7.93).

♦ Public limited
c o m p a n i e s
( 4 2 . 5 0 % )
followed by the
mult inat ionals
c o m p a n i e s
(27.50%) were
m o s t
communicative
with the Nepalese press. Only 10% of
informant journalists considered private
limited companies as most communicative.

2.3 Influence of Corporate Sector and the
Press upon Each Other

♦ The largest proportions (80% of PROs and
70% of consumers) of respondents were
undeniably agreed that newspapers were too



-11

STUDY ON
CORPORATE-PRESS
INTERRELATIONSHIP
IN NEPAL  10

much influential in corporate reputation.

♦ Likewise, 87.50% of the journalists and 75%
of consumers surveyed agreed that corporate
sector was too much influential in news
making process.

♦ Almost two third (65%) of financial
journalists opined that corporate sector
mostly influences news making process
through the marketing department in terms
of advertisement relations.

♦ A significant proportion (80%) of financial
journalists was compelled to write corporate
news as per the guidance of the marketing
department of
t h e i r
n e w s p a p e r s .
They had
r e p e a t e d l y
e x p e r i e n c e d
even news

censorship due to the external pressure from
the corporate sector.

♦ Among the PROs, 70% were found tended to
guide the journalists in writing news of their
corporate interests repeatedly (frequently or
sometimes).

♦ One half (50%) of the corporate sector
mostly responded in an aggressive manner to
the critical news about their organisation.

2.4 Status of Professionalism in Nepalese
Press

♦ Corporate sector and consumers expected
the press to come forward more
professionally as 42.50% of PROs and 60%
of consumers participated in the poll
perceived that professionalism and ethical
values remained at an average condition in
Nepalese press.

♦ Almost two third (62.50%) of the corporate

Attitudes – Status of
Professionalism in

Nepalese Press



organisations, in some way, compensated
the journalists for their contribution in
publicity of some products or services.

♦ A significant share of 25% journalists was
either compensated themselves or their
seniors were compensated for their deeds. In
the absence of effective regulatory regime,
the immoral segment of the press was even
practising ‘’blackmail journalism’’.

♦ Overwhelming majority (85%) of the
financial journalists had their investment in
the stock market, especially in the ordinary
shares of the banks and finance companies
(47.06%) followed by the insurance
companies (23.53%).

♦ A significant proportion (29.41%) of
investor journalists admitted that they
favoured the issues regarding the companies
in which they possessed shares.

♦ Nearly one third (30.65%) of the corporate
items published in the Nepalese press were
based on a promotional approach,
encouraging the readers to believe in the
importance of certain corporate
organisation.

♦ Corporate items with advertising orientation
accounted for 14.92% of the total corporate
items.

♦ Only below 10% corporate items were
presented in a critical approach with fair and
careful judgements about the good and bad
aspects.

♦ A large proportion of the newspaper
organisations were found to abuse the power

of the press for their own benefits. The
majority of sampled newspapers in the study
exaggerated the news and other corporate
matters about the events organised with
business motives by their respective
publisher companies.

♦ Content diversification, usage of more
sources in corporate news, usage of more
indices and data in the news, competition for
attractive layouts, etc. were positive impacts
of the corporate sector on Nepalese press.

2.5 Status of Corporate Contents in Nepalese
Press

♦ Corporate items accounted for 30.67% of
total business items published in the
Nepalese press. In an average, Nepalese
press published 14.17 corporate items out of
46.20 business items in each day of the
composite week.

♦ Overall corporate items constituted 14.49%
space of Nepalese press. Of the total
business pages, the share of total space
covered by the corporate items contributed
to 28.88%, signifying the realisation on the
importance of corporate issues by the
Nepalese press.

♦ The overall mean values show that the space
of approximately two pages were allocated
everyday for corporate items in the Nepalese
broadsheet dailies out of the total 13.60
pages published averagely. Corporate items
published in the first pages comprised 7.46%
of all contents analysed.

♦ Corporate items published in Nepalese press
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were heavily concentrated (61.69%) on the
issues of corporate organisations based in
Kathmandu Valley, the capital city of Nepal.
Merely 8.87% of the overall corporate items
originated from the local districts of Nepal.

♦ Corporate items with an international focus
were dominated by the matters from Asia,
beyond Nepal (8.06%), followed by North
America (5.04%), Europe (3.83%),
Australia (1.01%) and South America
(0.61%). But there were not corporate issues
reported from Africa in the sampled
newspapers in the period of composite week.

♦ Capital market and investment remained as
the most dominant topics of corporate items
with one fifth of the total items (20.36%)
related to such issues. Banking and finance
secured the second place amongst the topics
with 17.14% coverage of related corporate
items by the Nepalese press.

♦ The third, fourth and fifth main topics of the
corporate contents in the Nepalese press
included communication and technology
(13.11%), wholesale and retail trading
(12.30) and manufacturing (11.29%)
respectively.

♦ What is most striking about comparison of
corporate items with photos/illustrations
used in those items is that only five photos/
illustrations were used for every seven
corporate items. In other word, the ratio of
usage of photo in the corporate items
remained at 7:5 in Nepalese press.

2.6 Advertising Relations

♦ Professional marketing practices and
outstanding position in the media ratings
were the major ways followed by 70% of
newspapers organisations to obtain
advertisements.

♦ However, 30% of the respondent journalists
informed that their newspapers mostly
obtained advertisements through
unprofessional means including direct
linkage with the advertiser companies

(12.50%), special favour or intentional
pressure through corporate news (10%) and
advocacy of the corporate sector (7.50%).

♦ There were almost two third (65%) of the
corporate organisations, which considered
either readership or ratings of the press
mainly to advertise their products and
services. Discount scheme was considered
mainly by 25% of the organisations whereas
the significant 22.50% of PROs informed
that their organisations considered direct
relationship and intentional pressure or
favour of the newspapers mostly for
advertising purpose.

2.7 Usage of Corporate Sources

♦ The company executives accounted for
nearly half (47.50%) of the primary news
sources whereas one third (37.50%) of the
financial journalists said that they mostly
relied on PROs as the primary source of
information. Only a small fraction (15%) of

Status of Corporate
Contents in Nepalese

Press – Usage of
Corporate Sources



journalists was found to be relied on
regulatory authorities, the rival companies
of the news related organisations and the
clients of the companies

♦ During the news making process, journalists
for the most part (57.50%) tended to contact
chief executive officers, while 25%
contacted PROs of the organisations.

♦ It is important to note that 86.69% of
corporate items in Nepalese press had one or
more sources. Corporate items with one
source made up over one quarter (26.61%)
of the total corporate items while 60.08% of
the corporate items had at least two sources.

♦ Over a quarter (28.56%) of total sources
used in the corporate items in Nepalese press
was composed of entrepreneurs/executives
of the organisations whereas, public
relations officers had significant position
(21.14%) among the news sources.

2.8 Ownership Status of the Press

♦ Journalists in significant number (35%) are
found unaware of the ownership status of
their respective newspapers and a very small
fraction of the newspaper organisation
(15%) was promoted by corporate business
groups.

♦ Ownership status even significantly affected
corporate coverage. It was found that private
ownership of the press could press forward
such reporting. State-owned newspaper

sampled in the study published, in an
average, the lowest numbers of corporate
and business items.

2.9 Social Responsibility and Role of
Nepalese Press to advance Corporate
Governance and CSR Issues

♦ Social responsibility of Nepalese press was
rated at more than an average level with the
overall mean of the ratings on five-point
scale rated at 3.15.

♦ Corporate good governance level in the
corporate sector was rated at below an
average level with overall mean rated at
2.98.

♦ Positive image creation was the principal
objective of the CSR related activities for
40% of the corporate sector. Other
objectives were public trust achievement
(30%), simply the social welfare (17.50%),
repetitive advertisement (10%) and just
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follow the popular trend (2.5%).

♦ Since 87.10% of the corporate contents in
the composite week were published without
including any evaluation of corporate
governance, a conclusion can be drawn that
Nepalese press remained relatively in a
weak position to advance the notion of
corporate governance.

♦ Only 10.28% of the corporate items in the
Nepalese press were published with
containing reference to CSR functions of the
corporate organisation.

2.10 Consumers’ Perceptions, Behaviours
and Satisfaction

♦ A large majority (55%) of consumers
perceived the newspapers’ coverage on their

issues as average but almost two third (65%)
of them considered corporate attention
towards the consumers as poor.

♦ The topmost three guiding factors for the
consumers to select any product or service in
the market were referral of friends and
relatives (40%), advertisements (27.50%)
and corporate news (22.50%).

♦ Consumers mostly perceived the quality of
corporate news published in Nepalese
newspapers as ordinary. Respondents with
such perception constituted 52.50% of total
consumers, while a significant proportion
(45%) considered the corporate news quality
as either ‘’interesting’’ or ‘’very interesting’’
or ‘’significant’’

♦ Digital/electronic appliances topped the list
of products and services of which consumers
preferred the corporate news most which
appeared as the first choice for 30%
respondents. Fashion wears was most
preferred products by 17.50% consumers.
Banking and financial services and tourism
packages jointly secured third position with
10% of consumers preferring each sector

Ownership Status of
the Press – Consum-

ers’ Perceptions,
Behaviours and

Satisfaction



consumers constituted simply 14.52% of the
total corporate contents in Nepalese press.

  

♦ Consumers largely appeared in the corporate
contents through the medium of vox pop/
direct quotation (38.39%), followed by the
means of inference (22.78%), impersonation
(22.22%), letter to the editor (5.56%). The
medium of inference refers to the statements
that infer something about public opinion of
consumers without reference to polling data
or other systematic evidence. The medium
of impersonation stands for the way in which
the paper takes the voice of consumers.

most in the news.

♦ Almost half (47.50%) of consumers gave
information that they used to share their
gratifications by talking about the favourite
products/services or newspapers and using
them repeatedly.

♦ Corporate items with a representation of
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3.1 Conclusion

♦ Conflict of interests is most prevalent in the
interrelationship between corporate and
newspaper organisations in Nepal. Press
tends to translate its relationship with the
corporate sector into advertising relations,
which is the major source of revenue for its
operation. On the opposite, corporate
organisations are focused on fulfilling their
publicity interests by utilising the press as
their mouthpieces to articulate what they
wish the public to hear about them.

♦ Corporate sector and the press are though
closely interrelated in a number of ways;
they are not yet connected in the systematic
way. A deliberate and planned
interrelationship to enhance professionalism
in the functioning of both the corporate
sector and the press is so far quite lacking.

♦ What is the most striking implication of the
study is that corporate interference remains
as a major threat to the Nepalese press in

maintaining professionalism. Corporate
sector in Nepal mostly tends to influence
news making process through the marketing
department of newspaper organisations.

♦ Study supports that inference of ‘’Political
Economy Theory’’ is relevant in the context
of Nepal. As described in the theory, the five
filters of profit orientation, advertising,
reliance of the press on information provided
by the businesses, corporate funding and
such trends limit ability of the Nepalese
press to remain independent from the
corporate interests.

3.2 Recommendation

3.2.1 Recommendations to the Corporate
Sector

♦ Corporate sector should wholeheartedly be
ready to maintain transparency regarding
key financial indicators.

♦ Corporate organisations ought to invest into
developing an effective public relations
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3. Conclusion & Recommendation

Conclusion
Recommendation



management system.

♦ Corporate sector must reject any form of
compensating journalists and unethical
dealings with the press.

♦ Corporate sector needs to respect editorial
freedom of the press and maintain
professionalism in its relations with the
press.

♦ Corporate sector should be aware of media
literacy. The management and the board of
directors should be ready to tolerate
constructive criticism based on facts and
evidences.

♦ Corporate organisations should advertise
their products, services and brand in a
professional manner without prejudices and
vested interests.

♦ To maintain corporate governance,
corporate organisations should keep the
interest of the clients/consumers on the top
priority. The concerns of other stakeholders
of the organisations and even the fact-based
analysis of the press should be given due
attention while making crucial decisions.

♦ Corporate organisations should distinguish
CSR activities with any other promotional
and advertisement related activities. CSR
activities should be carried out without the
intention of publicity.

♦ Corporate organisations should carry on
ethical and fair business practices with
compliance to the regulatory norms.

♦ Through professional associations working
on behalf of the private sector, corporate
organisations can conduct thematic
discussions, seminars and professional
enhancement trainings for the top officials

and PROs regarding better business
interface with the press, corporate
governance and other professional issues.

3.2.2 Recommendations to the Nepalese
Press

♦ Editorial freedom
must be guaranteed
in the newspaper
organisations to
e n h a n c e
professionalism.

♦ To enhance the quality of corporate contents,
journalists should focus on a better
exploration of the corporate issues and
publishing in-depth stories including data,
figures and photo in the best way possible.

♦ Though Nepal, being a developing country,
it is in the dire need of advancing productive
sector, the corporate coverage of the press
hardly stuck to this viewpoint. Newspaper
organisations should focus themselves to
give more emphasis on bringing out
corporate issues of hydropower, tourism,
construction industry and agro-industry
segments as well.

♦ Journalists should avoid any form of
compensations offered by any interest group
for publicity purpose or distortion of the
facts.

♦ Journalists should remain aware on the
intentions of the sources and verification of
facts, so that corporate interference can be
avoided.

♦ Being firm on its watchdog role, Nepalese
press should publish constructive critical
news on corporate issues bearing forth the
public concerns in its mind. Such critical
judgement can help into maintaining checks
and balances to advance corporate
governance.

♦ Press should make a clear judgement on
either the corporate activities fall in the
category of CSR or simply the promotional
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one. Press should bring out good deeds of
corporate organisations into the public.

♦ As the consumers are major stakeholders of
the corporate organisations, Nepalese press
should reinforce the voice of consumers by
ensuring their better representation.

♦ Corporate news should be reported by the
press maintaining geographical balance.

♦ Newspaper organisations should conduct
frequent professional and skill enhancement
trainings for affiliated journalists to enhance
social responsibility in the Nepalese press.
Press can cooperate with professional
organisations related with the welfare of
journalists to conduct such programmes.

3.2.3 Recommendations to the Policymakers

♦ Proper arrangements should be made to
regulate functioning of press effectively.
Press Council should be enabled to hear
grievances from the victims of distorted
news. Effective remedies should be provided
to such victims taking the loss into
consideration.

♦ An effective carrot and stick approach
should be implemented to make newspaper
organisations more accountable towards the
society.

♦ New provisions should be introduced to
make private companies periodically
publish their key financial indicators up to
certain parameters which can enhance
transparency in corporate sector.

♦ Haphazard investment in the media sector
including the press should be discouraged
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through setting out the basic standards and
criteria to enter into the profession.
Ownership structure of the press should be
dealt as the subject, which falls clearly
within the regulatory ambit of the licensing
body. To advance the press as the public
sphere and guarantee editorial freedom,
basic prerequisites of minimum capital
requirement, declaration of source of fund,
professional experiences of the board of
directors, etc. for the operation of any news
medium should be set.

♦ New policy to encourage public
participation in its ownership of the press
should be adopted. Newspaper organisations
willing to be operated as public limited
companies and publicly listed in the stock
exchange should be given more priority.

♦ The journalists, especially financial
journalists actively working in the
mainstream newspaper organisations and
other media should not be allowed to invest
in the stock market. This provision is
necessary to discourage favouritism and
unethical inclination of the journalists to the
corporate organisations. Mostly the
journalists have access to the primary and
sensitive information of different corporate
organisations which could lead to over
speculation and insider trading in the stock
market. Thus to cope with the potential
conflict of interests between the corporate
sector and the press, such policy to rule out
the dual role of journalists as investors is
imperative.

♦ The mechanism of Audit Bureau of
Circulation (ABC) should be developed for
qualitative growth of professional
advertising. The actual data related to the
circulation of the newspapers and their
readership should be made available through
the ABC. Such mechanism could encourage
the socially responsible and publicly
accepted news medium. Unethical practices
to obtain the advertisement could be
discouraged through ABC mechanism.

Recommendation
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