POSITION OF THE PRESS COUNCIL OF KOSOVO ON ETHICAL MEDIA REPORTING IN RELATION TO ADVERTISERS

Advertising of businesses in Kosovar media is a contractual relationship, but it should not condition or in any way violate reporting based on codes of ethics.

The media often raises concerns about how certain businesses try to condition reporting on them in exchange for advertising, as well as impose various conditions on journalists.

Given the sensitivity of reporting in cases involving businesses that advertise or publish sponsored articles in the media, the Press Council of Kosovo (KPC) hereby issues this


POSITION

On ethical media reporting on advertisers

Businesses should not and cannot impose their own rules on how the media should report. The contractual relationship of the media with businesses should not violate ethics in reporting.

Advertising/marketing contracts in relation to reporting should operate according to the standards of the KPC and not according to standards that businesses can impose. It should be made clear that businesses buy advertising space, but not editorial content. Ethical reporting should in no way be conditioned by advertising contracts. Businesses should not attempt to impose ethical rules on the media.

The media must respect the code of ethics and not accept any conditions from businesses, either regarding the time when something should be published about them, or the manner of reporting. In this context, requests from businesses that violate the code, which relate to the time they should have available to respond to the media on certain issues, should be ignored. This form of conditionality can turn into a contractual relationship and has nothing to do with ethical reporting.

Sponsored articles must adhere to the code and such content must not and cannot contain fake news, defamation, or misinformation. Based on the PCK’s Code of Ethics, media outlets must make it clear what is advertising/marketing and what is editorial content.

Article XII of the code, which regulates advertising and sponsorship, clearly states that:
- Commercial and political advertising, as well as sponsored material - including articles and supplements - must be clearly distinguished from editorial content and identified as such.
- The source of sponsorship must be clearly indicated in sponsored material.
