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Research aim and objectives Media Consumption in Uzbekistan - 2026

Research aim and objectives

This research aims to examine the characteristics of media consumption in Uzbekistan.
Its objectives are as follows:
1. to examine the main channels through which the population obtains information, and how
often and in what ways they are used;
2. to determine the level of public trust in various sources of information;

3. toidentify the main purposes and motives for which people turn to different media, as well
as their preferences regarding the format and content of information;

4. to analyse how media consumption varies with respondents’ socio-demographic character-
istics;

5. to examine public assessments of the quality of the media’s work and to identify the most
pressing problems in their activities and in the dissemination of information;

6. toidentify the information needs of different population groups;

7. toexamine respondents’ experience of encountering other risks of the digital information
environment;

8. to summarise the findings and identify the main trends in media consumption among the
population of Uzbekistan.
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About the survey

(©))
()}

©

COVERAGE

18+ 14 regions

adults aged 18 and over all regions of Uzbekistan

FIELDWORK RESPONDENTS

8-19 Sept 1,411

2026 people interviewed

° Gender @ Type of settlement

= Jo
493% R ) o, 53.9% 46.1%

urban |E| rural
men women residents residents

e Age structure

(@) o o o o
) ) M A )
19.9% 20.1% 20.3% 19.9% 19.8%
18-24 25-34 35-44 45-54 55+

° Methodology

Method and sample

E The public opinion survey was conducted from 8 to 19 September 2026 through face-to-face interviews at
respondents’ homes. Representativeness was ensured by a multistage stratified sample with random selection of
districts, settlements, mahallas, households and respondents.
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Section A. Sample structure

G Distribution by region

® Republic of Karakalpakstan 71%  ® Samarkand region 7.2%
® Andijan region 72%  ® Surkhandaryaregion 71%
® Bukhara region 72%  ® Syrdaryaregion 71%
® Jizzakh region 71% @ Tashkentregion 7.2%
® Kashkadarya region 72%  ® Ferganaregion 7.2%
® Navoi region 72%  ® Khorezm region 71%
® Namangan region 71%  ® Tashkent city 7.2%

@ The sample was allocated evenly across the regions.

e Level of education

/  Incomplete secondary (] 0.8%
Secondary ./ 35.6%
Specialised secondary
D .
R (lyceum, college) 315%
0J Incomplete higher G 8.7%
< Higher ¢ 23.3%
I\ Postgraduate ] 0.1%

e Occupation

b Permanent employment GEE» 304% Q  Temporarily not working [ ) 8.8%
@ Homemakers ) 15.1% & Entrepreneurs [ ) 5.7%
L Old-age pensioners [ ) 14.7% & Onparental leave (] 3.6%
% Self-employed () 10.2% 31 Disability pensioners ( 1.6%
< Students [ ) 9.6% ««= Long-service pensioners ( 0.2%

Data were collected through face-to-face interviews at respondents’ homes using a single standardised questionnaire.
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Foreword

Science and knowledge should drive the course of progress. The Public Foundation for
Support and Development of National Mass Media has adhered to this principle since its founding
in 2019.

Over these years, our team has organised dozens of training sessions for journalists, blog-
gers, and press service staff. We have carried out numerous projects together with international
organisations and technology companies. We have analysed the development of the media sphere
alongside its main beneficiaries (journalists, editors, and bloggers) as well as with experts in the
field. We have held a number of conferences, including international ones, where we contributed
to the knowledge exchange and the development of the media sector.

Today, we are pleased to present the result of our latest project, which we hope will serve
as a practical guide in your daily work: a study of media consumption in Uzbekistan.

For the media sphere, media consumption data is as important as a census is for an entire
country. We believe that effective content distribution requires a deep understanding of one’s au-
dience, because quality interaction and engagement with that audience directly affect trust in the
media and the financial sustainability of media organisations. In other words, it is important to
know who prefers to watch, listen to, and read what, and where and when. One-way broadcasting
is broadcasting into the void.

The report you are holding is the first study of its kind, offering a deeper understanding of
the media consumption habits of Uzbekistan’s population. It is fair to say that we are lifting the veil
on people’s everyday behaviour when their attention is focused on the screens of mobile phones,

televisions, and computers, as well as on newspapers and radio.

Our partners at the Republican Public Opinion Research Center “ljtimoiy Fikr” helped us
collect the data, organising a face-to-face survey of the population in all regions of Uzbekistan, in-
cluding rural areas. In this sense, our study has been truly pioneering work. We developed the
study’s methodology and questionnaire jointly with Ijtimoiy Fikr.

We are also deeply grateful to our partners at the Delegation of the European Union to Uz-
bekistan for their financial support, and to the Center for the Production of Content for Mass Me-
dia under the Administration of the President of the Republic of Uzbekistan for their administrative
assistance. We are pleased that all participants in the project shared the goals and values of the
Mass Media Foundation.
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The second leg of the project will be a series of training sessions in six regions of Uzbeki-
stan. Together with journalists, bloggers, and press service staff, we will discuss the most effective
mechanisms for strengthening the financial sustainability of media outlets.

In the future, we would like the study of media consumption in Uzbekistan to become sys-
tematic, with research into the population’s habits becoming ever deeper and covering new as-
pects. We urge the heads of national media outlets to conduct high-quality surveys of their own
audiences. The key to the growth of your media lies in the loyalty of your audience.

Sincerely,

The Mass Media Foundation Team

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 10
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Executive summary

General trends in media consumption

As digital technologies develop rapidly and the information space is transformed, it has be-
come particularly important to study people’s media consumption, their information interests and
preferences, and how far they trust different sources of information. This sociological survey sets
out to give a comprehensive picture of how traditional and digital media are used in Uzbekistan,
including television, radio, print and online publications, social networks and Telegram channels.
Particular attention is paid to socio-demographic and geographical differences in media con-
sumption, to the demand for different information resources, to the key problems of the infor-
mation environment and to public expectations regarding the quality, reliability, objectivity and
accessibility of the information disseminated. The findings make it possible to identify the main
trends in media consumption and the areas in which Uzbekistan’s information and communication

environment can be improved.

The survey results point to ongoing changes in the structure of media consumption in Uz-
bekistan: digital information platforms are playing a growing role, while traditional media remain
significant. Television continues to hold an important place in how people obtain information,
whereas social networks and Telegram are becoming an integral part of their everyday routines
for getting news, communicating and finding the information they need. At the same time, there
are marked differences by age, gender and region in the choice of sources, the intensity of their
use and thematic preferences. Younger respondents rely mainly on digital platforms and short for-
mats, whereas older respondents turn more often to traditional media. Whatever channels they
use, respondents’ information interests centre on events in the country and the world, ongoing re-
forms, the work of government bodies, education, healthcare, employment and other areas that
directly affect people’s daily lives.

People are mainly interested in events related to state governing, ongoing reforms, educa-
tion, science, healthcare, employment and current developments in society. The survey revealed a
variety of preferences regarding media formats: alongside traditional news programmes and in-
depth analysis, short news items, news digests, entertainment programmes and short videos
(reels) are also popular. This indicates public demand both for timely, concise information and for
substantive analytical content.

In the public’s view, the role of the media lies primarily in informing the population about
current events, shaping public opinion and facilitating interaction between the state and citizens.
Trust in different sources of information varies by age, reflecting differences in media preferences
and in the ways people obtain news.

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 1"
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Overall, the public’s assessment of the media sphere is predominantly positive as regards
the level of freedom of speech, media independence and the conditions for journalists’ profes-
sional work in Uzbekistan. At the same time, the most pressing problems identified by respondents
include the spread of unreliable information, insufficient objectivity and impartiality in the coverage
of events, limited transparency of government bodies and journalists’ difficulties in accessing in-
formation. The spread of false or misleading information is most often associated with the digital
environment, above all with YouTube and video blogs, Telegram channels, social networks and

online publications.

In respondents’ view, the main ways to improve the work of the media involve greater relia-
bility, objectivity and timeliness of coverage, more rigorous fact-checking, the development of an-
alytical journalism and the presentation of a range of viewpoints. Particular importance is attached
to improving journalists’ professional training, expanding access to information held by govern-
ment bodies, strengthening legal guarantees of freedom of speech and media independence, and
increasing accountability for spreading unreliable information.

The findings point to a transformation of media consumption in Uzbekistan, with digital in-
formation platforms playing a growing role while traditional media retain their importance. Against
a background of diverse information preferences and age differences in the choice of news
sources, there is a steady public demand for reliable, objective, timely and substantive information,
as well as for higher professional standards in journalism and greater trust in the media.

Television

Television remains important as a source of information and entertainment. According to
the survey, 67.5% of respondents watch television content, while 32.5% do not use this source.
Viewing varies markedly by age: older respondents are more likely than younger ones to watch tel-
evision. On weekdays the most common viewing time is between 30 minutes and two hours, and
at weekends between one and two hours. Urban residents are slightly more likely to report longer

viewing times.

The home remains the main place for watching television content, but the ways of access-
ing it vary with age. Younger respondents make more active use of smartphones, tablets and
online platforms, including for watching individual reports and programmes away from home.
When choosing what to watch, respondents mostly either switch between channels in search of
something interesting or select specific programmes in advance. This shows that traditional pat-

terns of television viewing coexist with modern digital ways of consuming television content.

National TV channels lead television preferences, with Milliy TV, O‘zbekiston 24, Zor TV and
Sevimli TV the most watched. Channel choice varies by socio-demographic group: men more of-
ten watch sports channels and women Milliy TV and Sevimli TV, while older respondents show

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 12
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greater interest in O‘zbekiston 24. The most important criteria for choosing a TV channel are inter-
esting programmes, up-to-date news and suitability for family viewing.

News remains the most popular type of television content across population groups. The-
matic preferences nevertheless differ: men more often choose sports, news and current affairs,
and history and culture programmes, while women more often choose programmes on family and
health, domestic films and series, and children’s content. Older respondents show greater interest
in educational programmes and domestic cinema, whereas younger respondents pay more atten-

tion to the reliability of information, interviews and discussion programmes.

O‘zbekiston 24 leads in trust ratings for TV channels, maintaining a high level of trust
among respondents of different genders, ages and regions. There are, however, differences by
age and region: younger respondents more often name Zo‘r TV and Milliy TV, and older respond-
ents O'zbekiston and Mahalla. By region, Milliy TV is in demand in Samarkand region, Yoshlar in the
Republic of Karakalpakstan, and Zo‘r TV and Sevimli TV in Tashkent region and several other re-

gions.

According to respondents, the main problems with television content are monotonous and
repetitive programming, excessive advertising and the quality of domestic films and series. Men
more often note a lack of analytical programmes, reliable information and diversity of opinion,
while women point to the need for better children’s and youth programmes, less advertising and
higher-quality domestic cinema. Rural residents more often call for more educational content,

more varied television programming and coverage of life in the regions.

Respondents see the priorities for improving television broadcasting as higher quality and
greater diversity of content, the development of news and analytical, educational and children’s
programming, less advertising, the presentation of different viewpoints and broader coverage of
the population’s pressing socio-economic problems. Particular importance is attached to the relia-
bility of information, the topicality of the events covered and the extent to which programmes
meet the interests of different groups of viewers.

The findings show that television retains a significant role in Uzbekistan’s information space
even as digital forms of media consumption expand. The television audience differs by age, gender
and region in its choice of channels, thematic preferences and viewing formats. While national TV
channels and news content remain consistently popular and O‘zbekiston 24 leads in trust ratings, a
public demand is emerging for higher-quality, more reliable and more diverse television pro-
grammes, for the development of analytical and educational broadcasting, and for fuller coverage
of the population’s pressing problems and interests.

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 13
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Radio

Radio occupies a relatively limited place in media consumption. According to the survey,
21.9% of respondents listen to radio programmes, while 78.1% do not use this source. Listening
varies by socio-demographic group: men listen to the radio more often than women. The share of
radio listeners is highest among respondents aged 35-44 (26.9%) and lowest among 18-24-year-
olds (16.7%).

Radio listening is mainly tied to everyday activities and follows a distinct daily pattern. Most
listening takes place in the morning, mainly before 12:00, although some activity continues in the
evening. Among respondents aged 35-44 who listen to the radio, 58.4% tune in several times a
day, while among listeners over 55, 51.7% prefer the morning. The home and the car remain the
main places for listening. Women and older respondents more often listen at home, whereas men
and respondents aged 25-44 tend to listen during car journeys. Radio also accompanies house-
hold chores and leisure, which shows that it is part of listeners’ everyday routines.

Preferences for radio stations vary by respondents’ gender and age. The most frequently
mentioned stations are Vodiy Sadosi, Yoshlar, Mahalla and O‘zbekiston 24. Vodiy Sadosi is named
by 38.2% of respondents; Yoshlar and Mahalla are particularly popular among women and older
respondents, while O‘zbekiston 24 stands out among younger listeners. These differences reflect
the varied preferences of the radio audience and the importance of programme content for par-
ticular socio-demographic groups.

The main factors in choosing a radio station are its music and up-to-date news. The music format
attracts 64.4% of radio listeners, up-to-date news 42.7%, frequent airplay of favourite songs and
artists 38.5%, and reliable and useful information 26.2%. Preferences differ by age: 74.5% of listen-
ers aged 18-24 cite the music format, while the oldest age group more often mentions up-to-date
news (53.4%) and the chance to hear favourite artists (50.0%). This reflects the combination of ra-
dio’s entertainment and information functions, with individual formats mattering to different de-
grees for different age groups.

The way radio content is consumed combines deliberate and background listening. Among
radio listeners, 42.1% prefer to listen attentively to selected programmes, 21.4% follow particular
segments, and 18.8% switch between stations in search of something interesting. Radio is also
used during household chores (41.4%) and leisure (30.7%), reflecting its ability to accompany eve-
ryday activities without requiring constant visual attention.

The findings show that radio still has a place in media consumption in Uzbekistan, despite
its relatively limited reach. Radio listening differs by age and gender, takes place mainly in the
morning and is closely linked to everyday activities. The radio audience’s preferences centre on
music programmes and up-to-date news: younger listeners are more oriented towards entertain-

ment, while older listeners look for a combination of music and information. The results indicate
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that radio remains a supplementary source of information and entertainment, in demand among

certain socio-demographic groups and in particular everyday situations.

Print and online press

The print and online press occupies a relatively limited place in media consumption. Ac-
cording to the survey, 28.3% of respondents use these sources, while 71.7% do not read print or
online publications. Among readers, 38.8% prefer the electronic format only, 32.6% print only, and
28.6% use both. The choice of format varies with age, reflecting differences in media preferences
between population groups.

Reading the press is a regular activity, mostly done at home. Most readers (55.9%) read
print or online publications daily, with 34.8% doing so several times a day. The home remains the
main place for reading (80.5%), and the evening hours from 18:00 to 24:00 are the most common
reading time. On weekdays, 71.9% of readers spend no more than an hour on the press, while at
weekends reading time increases. Print publications are obtained mainly through retail sales and
subscriptions, and online publications are accessed via mobile apps (58%), Telegram channels
(37.2%), publications’ websites (31.6%) and social networks (31.2%).

Readers’ interests centre mainly on events in the country and the world and on topical, so-
cially significant issues. The greatest interest is in news from Uzbekistan (57.4%), international
events (43.4%), education and science (34.3%), healthcare (27.3%), and politics and the work of
government bodies (24.8%). There are gender differences: men are more interested in politics and

national news, women in health, education and family.

Several leading print and online publications stand out in readers’ preferences. Among
print publications, the most popular are “Xalq so‘zi” (38.9%), “Yangi O‘zbekiston” (37.7%) and “Ma-
halla” (28.7%), while Kun.uz (74.7%), Daryo.uz (43.5%) and Qalampir.uz (36.8%) lead among online
publications. The results point to differences in preferences between readers of the traditional and
digital press, while interest in socio-political and current news persists.

The key criteria for choosing print and online publications are the objectivity and reliability
of the information published. Objective coverage of events is cited by 50.4% of readers, and trust
in the source of information by 50.1%. Also important are prompt publication of news (30.3%), ac-
cessible and clear presentation (24.6%), relevance to personal interests (22.1%) and the practical
usefulness of information (19%). This shows that readers value not only topical and timely publica-
tions but also the quality of their content.

The main problems with the print and online press relate to a lack of depth in the coverage
of socially significant issues. Among the most sought-after but underrepresented types of con-
tent, respondents mention open discussion of pressing social problems (31.8%), objective and reli-
able news (30.1%), in-depth analytical articles (29.1%), coverage of citizens’ everyday problems
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(24.3%), investigative journalism (20.6%) and fact-checking articles (20.1%). These data reflect
readers’ demand for more substantive, analytical and socially oriented journalism.

Respondents see the priorities for improving the print and online press as more objective
and comprehensive coverage of events (43.1%), greater attention to the problems and needs of
the population (34.6%), faster publication of news (31.6%) and a wider range of opinions and view-
points (20.3%). Developing analytical materials, investigative journalism and fact-checking prac-
tices is becoming particularly important, as these help to raise the quality of publications and
strengthen readers’ trust.

The findings indicate that the print and online press reaches a relatively limited share of the
population but is read fairly regularly by its audience. While electronic formats are gradually ex-
panding, demand for traditional print publications persists. The main factors in choosing sources
are objectivity, reliability and timeliness, while the key public demand is for more in-depth analyti-
cal coverage of events, open discussion of pressing problems, a wider diversity of opinions and
greater attention to citizens’ everyday needs.

Social networks

Social networks occupy a significant place in media consumption. According to the survey,
64.8% of respondents use social networks, while 35.2% do not. Use is highest among 18-24-year-
olds (84%) and 25-34-year-olds (77.5%), compared with 38.4% among those aged 55 and over. By
region, use of social networks is highest in Andijan (88.1%), Khorezm (82%) and Samarkand (80.2%)
regions. These results point to marked differences in digital media consumption by age and region.

Instagram dominates social network users’ preferences: it is used by 92.7% of the surveyed
audience, while Facebook is used by 28.2% and TikTok by 14.2%. Moreover, 87.2% of users name
Instagram as the platform they use most often. The main reasons for choosing a social network
are interesting content (49.9%), the opportunity to communicate with relatives and friends
(44.2%), quick access to news (40.7%) and ease of use (30.9%). This reflects how social platforms

combine information, communication and entertainment functions.

Social networks are used intensively and regularly. Most users (81.3%) access them several
times a day, mainly in the evening, from 21:00 to 24:00 (50.8%) and from 18:00 to 21:00 (40%). The
home remains the main place of use (75%). On weekdays the most common time spent on social
networks is between 30 minutes and two hours, while at weekends the share of users spending
three hours or more rises from 8.9% to 21.3%. These data show that social networks are firmly em-
bedded in people’s daily lives.

Social networks are used mainly to obtain information and maintain social ties. Users most

often turn to them for news (62.5%), communication with relatives and friends (57.3%), learning
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(38.4%), entertainment (35.7%), viewing photos and videos (32.3%), and work and professional de-
velopment (27.4%). Targeted searches for specific information (61.9%) and browsing the news
feed (51%) predominate. Users mostly follow relatives, friends and acquaintances (68%), col-
leagues and people in their immediate social circle (40.5%), and news and information outlets
(23.9%).

Users’ key information needs concern the reliability, objectivity and substance of published
content. Among the types of content they find lacking are verified news (37.5%), objective cover-
age of events (31.6%), in-depth analytical materials (24.5%) and accessible explanations of com-
plex social issues (17.9%). This points to the audience’s need not only for timely information but
also for higher quality, greater reliability and more analytical depth.

The main problems on social networks are the spread of unreliable information and threats
to digital security. Almost half of users have encountered fake news and unreliable information
(48.7%), and more than a third fraud and attempts to trick them out of money (34%). Other com-
mon problems include intrusive advertising (31.9%), suspicious links and malicious files (24.9%) and
attempts to hack their accounts (24.2%). These results highlight the need to improve the popula-
tion’s digital literacy, develop skills in critically assessing information and strengthen mechanisms
for protecting users in the digital environment.

The data point to the significant role that social networks play in how people in Uzbekistan,
especially young people, obtain information and communicate. Their use is highly regular and
clearly dominated by Instagram, and it serves a combination of information, educational, enter-
tainment and professional purposes. At the same time, the growth of digital media consumption is
accompanied by public demand for more reliable and objective content, high-quality analytical
material and stronger digital security. These findings underline the importance of fostering a cul-
ture of responsible social media use, improving media literacy and protecting users from infor-
mation and cyber threats.

Telegram

Telegram plays a significant part in respondents’ everyday information and communication
activities. The platform is used very regularly: 85.3% of users access it several times a day, mainly in
the evening, from 18:00 to 21:00 (43.3%) and from 21:00 to 24:00 (41.9%). The home remains the
main place of use (72%). These results show that Telegram is firmly embedded in people’s every-
day routines for obtaining information, communicating and handling various tasks.

Telegram users’ information preferences focus mainly on news and socially significant top-
ics. The most popular are channels covering news from Uzbekistan (55.2%) and international
events (27.1%), channels of educational institutions (22.4%), and those of local authorities and ma-
hallas (21.2%). There are gender differences: women are more interested in education, health and
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family, while men are more interested in international news, sport, business and information from
official state institutions. This reflects the diversity of the audience’s interests and the demand for
Telegram as a source of up-to-date information.

The main problems with Telegram are the spread of unreliable information and information
overload. Respondents most often mention unverified or false information (35.1%), intrusive adver-
tising and spam (31.6%) and excessively frequent notifications (26.9%). Users also face threats to
digital security, including fraudulent messages and offers (24.4%) and fake online shops and seller
accounts (23.2%). These data point to information risks that can hinder safe and effective use of
the platform.

The nature of these problems varies by socio-demographic group and place of residence.
Younger users more often report malicious files, fake accounts and being added to groups without
their consent. Men are slightly more likely to encounter unreliable information and certain digital
threats, and women to be added to groups without their consent and to come across fake online
shops. Complaints about intrusive advertising and fraudulent messages are more pronounced
among rural residents. By region, unreliable information is reported more often by respondents in
the Republic of Karakalpakstan and Surkhandarya region, and intrusive advertising by those in Fer-
gana, Namangan and Samarkand regions.

The priorities for improving the quality and safety of Telegram use lie in developing the
population’s digital and media literacy and building skills in assessing information critically, check-
ing primary sources and recognising fraudulent messages. It is particularly important to raise us-
ers’ awareness of how to protect their personal data and interact safely with digital resources, and
to take age, gender and regional differences into account when designing relevant awareness-
raising and educational activities.

The results point to very intensive use of Telegram among respondents and to its im-
portant role in obtaining news and socially relevant information and in everyday communication. At
the same time, the platform’s popularity is accompanied by information and digital risks, above all
unreliable information, intrusive advertising and fraudulent messages. These features underline the
need to improve the quality of the information environment, strengthen digital security and de-
velop media literacy, taking into account differences in the experience of users from different so-

cio-demographic groups and regions.

Overall conclusion

At the same time, the survey found that the reliability, objectivity, timeliness and substan-
tive quality of the information disseminated remain the public’'s key demands in the information
sphere. Respondents point to the need for more in-depth analytical coverage of socially significant
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events, open discussion of the population’s pressing problems, the presentation of different view-
points and higher professional standards in journalism. The spread of unreliable information, fraud
and the safety of digital platform users are issues of particular concern. The findings underline the
importance of developing the national information space in a comprehensive way, improving the
work of traditional and digital media, strengthening trust in sources of information, raising media
literacy and creating a safe information environment. Taking into account the socio-demographic
and geographical patterns of media consumption identified in the survey will make it possible to
set information policy priorities in a more targeted way and to make interaction between the state,
the media and society more effective.
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Section B. General questions about
the media and media consumption

50.4% 51.6% 44 .3+

follow national news regularly get news from Telegram channels trust television most
Figure 1 Table 4 Table 23

Both globally and nationally, attention is being paid to developing the information space,
ensuring media freedom and improving the quality of information available to the public. This is be-
cause the media are one of the most important institutions of modern society, performing infor-
mational, educational, communicative and public oversight functions.

The international framework for the development of the media sphere is built on ap-
proaches to understanding the mass media and their freedom, freedom of expression, media liter-
acy and the protection of journalists'.

The Republic of Uzbekistan’s systematic approach to developing the information sphere is
reflected, on the one hand, in improvements to the legal and institutional framework for imple-
menting information policy and, on the other, in expanding guarantees of media freedom, ensuring
citizens’ access to information and making government bodies more open. At the legislative level,
the sphere is regulated primarily by the Laws of the Republic of Uzbekistan “On Mass Media”, “On

TUNESCO. 2025. Journalism: Shaping a World at Peace. World Trends in Freedom of Expression and Media Development, Global
Report 2022/2025. Paris: UNESCO; Guidelines for the Governance of Digital Platforms: Safeguarding Freedom of Expression and
Access to Information through a Multi-stakeholder Approach. UNESCO, 2023. 57 pp.; Grizzle, A., Wilson, C., Tuazon, R. et al. Think
Critically, Click Wisely! UNESCO Media and Information Literacy Curriculum for Educators and Learners. UNESCO, 2021. 476 pp.
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Guarantees and Freedom of Access to Information”, “On Informatization”, “On Telecommunica-
tions”, “On the Protection of the Professional Activity of Journalists”, “On Copyright and Related
Rights”, “On Personal Data” and “On Cybersecurity”?. State policy in the information sphere is gov-
erned by a system of legal and regulatory acts and implemented by the authorised government

bodies within their remit.

In the context of Uzbekistan’s information policy, technological and social changes are
shaping a new media environment in the country. Today’'s media environment is characterised by
the coexistence of traditional and digital media, the growing role of online platforms, social net-
works and messaging apps, and an increase in the number of channels through which people can
receive information of public interest, news, and educational and entertainment content. A char-
acteristic feature is the audience’s desire to control the information flow and to choose sources,

programmes and news as they wish.

Changes in the media environment naturally shape changes in state information policy,
give rise to new ethical requirements for the functioning of the media and for the way journalists

carry out their professional work, and influence audience behaviour.

Today the media are a key channel through which the public learns about social, political,
economic and cultural events. Patterns of media consumption reflect not only the availability of
different sources of information, but also established information preferences, everyday habits

and the audience’s level of trust in particular communication channels.

The structure and content of media consumption are not fixed: they change under the in-
fluence of technological and social developments. In particular, the spread of digital technologies
has widened the range of information channels in use and altered established media consumption
practices. In this context, there is a growing need to study the population’s current media con-
sumption practices, their main characteristics and audience attitudes towards different media.

The results of the study of public opinion on the media and of the specific features of media con-
sumption were analysed using the following selected indicators:

1) regularity of citizens’ interest in news about the country;

2) sources of news about the country and reasons for using them;

3) thematic focus of citizens’ interest in media news;

4) format and language of information in the media;

5) assessment of the development of the media in the country and their role;

2 Law of the Republic of Uzbekistan No. 541-1 of 26 December 1997 “On Mass Media” (new edition); Law of the Republic of Uzbeki-
stan No. ZRU-1015 of 27 December 2024 “On Telecommunications”; Law of the Republic of Uzbekistan No. 439-1l of 12 December
2002 “On Principles and Guarantees of Freedom of Information”; Law of the Republic of Uzbekistan No. 402-| of 24 April 1997
“On the Protection of the Professional Activity of Journalists”.
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6) level of trust in the media in the country and attitudes towards unreliable and false infor-
mation;

7) assessment of media performance and of the prospects for their development in the coun-
try.

B.1 Regularity of citizens’ interest in news about the country

The survey found that half of respondents (50.4%) follow news and events in the country regularly,
and almost a third (30.4%) do so from time to time (Figure 1).

Figure 1 Are you interested in news and events in our country?
(% of all respondents, total and by gender)

m Yes, | follow the news regularly m Yes, | take an interest from time to time

Rarely, only for the most important events = | am hardly interested at all

Men 53.1 29.7 13.5

Women 47.7 31.1 16.7

Men are slightly more likely than women to follow news and events in the country regularly
(63.1% and 47.7% respectively). Regular interest in news about events in the country increases with
age, from 43.1% of 18-24-year-olds to 56.3% of those aged 55 and over ( 7able ).

Some respondents follow news and events in the country only rarely (15.1%) or show prac-
tically no interest in them (4.1%) (Figure 7). Interest in news and events in the country declines with
age. For example, 21% of 18-24-year-olds and 10.4% of respondents aged 55 and over take an in-

terest in the news rarely, and only in important events (7able ).

Table 1 Are you interested in news and events in our country?
(% of respondents, by age)

Yes, | take aninter-  Rarely, only for the

Yes, | follow the est from time to most important | am hardly inter-
news regularly time events ested at all
18-24 43.1 29.9 21.0 6.0
25-34 50.7 29.6 15.1 4.6
35-44 52.8 29.4 12.9 4.9
45-54 491 33.5 16.0 1.4
55+ 56.3 29.7 10.4 3.6
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By region, regular interest in news and events in the country is more common among re-
spondents from Bukhara (65.3%), Navoi (72.3%), Fergana (59.8%) and Khorezm (64%) regions than
in the sample as a whole.

Table 2 Are you interested in news and events in our country?
(% by region and type of settlement)

Yes, | take aninter-  Rarely, only for the

Yes, | follow the est from time to most important | am hardly inter-
news regularly time events ested at all

REGION

Tashkent city 43.1 29.4 21.6 5.9
Republic of Karakalpakstan 35.0 41.0 21.0 3.0
Andijan region 5815 33.7 1.9 1.0
Bukhara region 65.3 15.8 13.9 5.0
Jizzakh region 44.0 37.0 13.0 6.0
Kashkadarya region 38.2 38.2 20.6 2.9
Navoi region 72.3 16.8 7.9 3.0
Namangan region 48.0 30.0 18.0 4.0
Samarkand region 43.6 41.6 10.9 4.0
Surkhandarya region 50.0 34.0 9.0 7.0
Syrdarya region 45.0 40.0 14.0 1.0
Tashkent region 43.6 27.7 22.8 5.9
Fergana region 59.8 19.6 14.7 5.9
Khorezm region 64.0 21.0 12.0 3.0
TYPE OF SETTLEMENT

Urban 53.2 27.0 15.1 4.7
Rural 47.2 34.4 15.1 3.4

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

A fairly high level of engagement with the national news agenda, whether regular or occa-
sional, is characteristic of residents of Andijan (87.2%), Navoi (89.1%), Samarkand (85.2%), Syrdarya
(85%) and Khorezm (85%) regions ( 7able 2).

Regular interest in news and events in the country is more typical of urban respondents
(563.2%) than of those living in rural areas (47.2%) (Table 2). However, when regular and occasional
interest are combined, urban and rural residents are equally engaged with the news agenda.

By media audience, the share of respondents who follow the news regularly is highest
among readers of print and online publications (60.2%) and radio listeners (55%), and slightly lower
among users of social networks (50.6%) and Telegram (50.4%) (Table 3). Taken together, regular
and occasional interest indicate fairly high engagement with the national news agenda among the
audiences of all the media types considered.
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Table 3 Are you interested in news and events in our country?
(% of those who use each type of media)

Media used
Print/online
TV Radio press Social networks Telegram

ves, | follow the news reg- 53.9 55.0 60.2 50.6 50.4
ularly
ves, | take an interest from 316 29.1 24.6 30.5 305
time to time
Rarely, only for the most 127 126 14.0 15.6 15.1
important events
I am hardly interested at all 1.8 3.2 1.3 3.3 4.0

Q KEY TAKEAWAY

Most people in Uzbekistan thus take a regular or occasional interest in the national news
agenda. Following the news regularly is most common among men, those aged 55 and over,
and users of print and online publications.

B.2 Sources of news about the country and reasons for using them

The leading sources from which respondents usually learn about news, events and inci-
dents in the country are Telegram channels (51.6%), television (44.6%) and social networks (41.6%).
About a third of respondents get news via YouTube and video blogs (31.3%) and via online publica-
tions and news websites (30.0%). Radio (7.2%), official websites of state bodies (5.9%) and print
newspapers and magazines (5.2%) are used as sources of information much less often. Search en-
gines and artificial intelligence tools were named as a source of news by 1.8% of respondents (7a-
ble 4).

Overall, there are no significant gender differences in the use of information sources (7able 4).

The most pronounced differences are found across age groups. The share of respondents
using digital sources of information decreases with age. In other words, 18-24-year-olds rely much
more heavily than respondents aged 55 and over on Telegram channels (66.2% and 28.3% respec-
tively), social networks (54.4% and 22.9%), YouTube and video blogs (37.7% and 21.1%) and online
publications and news websites (36.3% and 19.7%) (7able 4).

Table 4 From which sources do you usually learn about news, events and incidents in our coun-
try?
(% of respondents: total sample, by gender and age)*

Totallsam= Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
Telegram channels 51.6 49.3 53.9 66.2 60.2 55.2 47.7 28.3
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Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Television 44.6 44.7 44.4 23.1 28.5 39.9 54.4 77.4
Social networks 41.6 43.2 40.0 54.4 54.6 40.2 35.6 22.9
YouTube and video 31.3 30.1 325 377 377 29.4 306 211
blogs
Online publications and 34 315 28.4 363 30.6 336 29.5 197
news websites
Radio 7.2 10.4 4.1 3.6 6.3 8.4 8.5 9.3
Official government 5.9 6.5 5.2 7.1 7.4 6.6 32 5.0
websites
Print newspapers and 5.2 55 5.0 1.1 32 45 6.8 10.8
magazines
Search engines and Al 1.8 1.8 1.7 4.3 2.5 0.7 0.7 0.7
Hard to say 0.4 0.4 0.3 0.4 0.3 0.4 0.7

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

The share of respondents who cite television as a source of news rises with age: 23.1% of
18-24-year-olds, 28.5% of 25-34-year-olds, 39.9% of 35-44-year-olds, 54.4% of 45-54-year-olds
and 77.4% of survey participants aged 55 and over (7able 4).

A similar trend can be seen for radio, which is used somewhat more often by older age
groups: by 3.6% of 18-24-year-olds and 9.3% of those aged 55 and over. The age pattern is partic-
ularly clear for print newspapers and magazines: respondents aged 55 and over use these sources
of information 10 times more often than 18—-24-year-olds (10.8% and 1.1% respectively).

By region, respondents from the Republic of Karakalpakstan (72%) and the Samarkand
(60.4%) and Fergana (60.8%) regions learn about the news from Telegram channels. Television is
more often the preferred source of information among residents of the Republic of Karakalpak-
stan (59%) and the Namangan (52%), Samarkand (60.4%) and Syrdarya (59%) regions ( 7able 5). Re-
spondents from the Republic of Karakalpakstan (56%) and the Andijan (55.4%) and Samarkand
(54.5%) regions are more likely than the sample as a whole to get news about events and incidents
in the country from social networks.

YouTube and video blogs are chosen as sources of information by respondents from Andi-
jan region (49.5%), online publications and news websites by those from Tashkent city (42.2%) and
Andijan region (47.5%), and radio by those from Khorezm region (17%) (7able 5).
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Table 5 From which sources do you usually learn about news, events and incidents in our coun-

try?

(% by region and type of settlement)*
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REGION
Tashkent city 50.0 30.4 34.3 27.5 42.2 49 3.9 2.9 2.9 1.0
z;‘:]“b"c ofKarakalpak- 250 590 560 360 190 2.0 10.0 4.0 1.0
Andijan region 46.5 40.6 55.4 495 47.5 10.9 10.9 1.9 3.0
Bukhara region 39.6 43.6 37.6 38.6 337 8.9 3.0 5.9 6.9
Jizzakh region 51.0 47.0 38.0 27.0 19.0 7.0 3.0 7.0 0.0
Kashkadarya region 48.0 43.1 29.4 235 32.4 6.9 3.9 6.9 2.0 1.0
Navoi region 54.5 46.5 36.6 27.7 30.7 5.9 8.9 7.9 1.0
Namangan region 58.0 52.0 36.0 26.0 25.0 3.0 3.0 2.0 2.0
Samarkand region 60.4 60.4 54.5 31.7 27.7 9.9 5.9 5.9 1.0
Surkhandarya region 45.0 41.0 46.0 33.0 19.0 4.0 1.0 9.0 3.0 1.0
Syrdarya region 43.0 59.0 35.0 31.0 35.0 7.0 7.0 5.0
Tashkent region 48.5 35.6 31.7 36.6 35.6 8.9 5.0 3.0 1.0
Fergana region 60.8 21.6 471 18.6 19.6 4.9 11.8 1.0 1.0
Khorezm region 45.0 45.0 45.0 32.0 33.0 17.0 5.0 1.0 2.0
TYPE OF SETTLEMENT
Urban 493 40.4 433 30.7 31.8 5.8 6.1 41 2.2 0.4
Rural 54.2 495 39.6 321 27.8 8.9 5.7 6.6 1.2 0.3

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

An analysis of news sources by type of media used shows that respondents’ media con-

sumption is multi-channel: members of each audience turn not only to their usual medium but also

to other types of media (7able 8). Among TV viewers, for example, television remains the main

source of news (60.9%). At the same time, a large part of the TV audience also gets information

through Telegram channels (46.8%), social networks (37.9%) and online publications and news

websites (30.0%) (7able 6). This shows that even the TV audience combines traditional and digital

channels.

Among Telegram users, Telegram channels are the most popular source of information
(57.2%), followed by social networks (46.0%), television (40.0%), YouTube and video blogs (32.9%)
and online publications and news websites (31.9%) (7able 6). The Telegram audience is therefore

highly involved in the digital information environment, while still turning to traditional sources.
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Table 6 From which sources do you usually learn about news, events and incidents in our coun-
try?
(% of those who use each type of media)*

Media used
Print/online
TV Radio press Social networks Telegram

Telegram channels 46.8 43.4 48.1 54.9 57.2
Television 60.9 48.2 49.9 36.0 40.0
Social networks 37.9 39.8 43.6 55.8 46.0
YouTube and video 28.6 311 311 349 329
blogs
Online publications and 30.0 36.9 35.6 36.4 319
news websites
Radio 8.9 25.6 10.0 7.1 6.3
Official government 49 7.4 9.5 6.3 6.4
websites
Print newspapers and 6.7 6.1 133 39 49
magazines
Search engines and Al 1.3 1.0 2.0 2.2 1.8
Hard to say 0.5 0.1 0.3

*Respondents could choose up to three answers.

Among the main factors behind their preference for particular sources of news about
events in the country, respondents named the speed at which information is delivered (48.6%),
trust in the source (31.3%), availability anytime and anywhere (31%), a convenient presentation for-
mat (30.9%) and free access (24.1%) (Table /).

Table 7 Why do you prefer to use these particular sources of information when getting news
about events in our country?
(% of respondents: total sample, by gender and age)*

Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
Information is delivered 48.6 50.4 46.8 47.3 51.8 51.7 463 459
quickly
Trust in the source 31.3 33.8 28.7 35.2 28.9 24.1 35.2 33.0
Available anytime, anywhere 31.0 31.8 30.1 32.7 39.8 30.4 32.4 19.4
Convenient presentation 30.9 31.4 30.4 32.4 30.3 25 295 29.7
format
Free access 241 24.0 24.2 27.8 21.8 20.6 24.2 26.2
Information is clearer and 15.8 15.6 16.0 12.1 137 18.9 15.7 18.6
easier to take in
Convenient visualand video 4 8.7 122 1.0 8.8 15 1.7 9.0
formats
Objective and impartialre- 44 4 10.1 107 1.0 10.9 105 9.6 10.0
porting
Habit of using this particular ¢ 9.7 9.6 12,5 7.7 7.7 1.4 9.0
source
:’:ﬂety of topics and con- 8.7 6.7 107 10.0 9.9 8.4 6.8 8.6
Local information available 7.9 6.7 9.2 6.4 7.0 9.4 5.0 11.8
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Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
Information in my preferred 7.0 63 7.8 7.1 63 9.1 6.8 57
language
Analytical content available 6.4 5.7 7.1 7.5 6.3 7.0 4.3 6.8
Access to comments and 3.6 36 37 36 3.9 2.8 3.2 47
discussions
Interesting authorsand pre- 5 ¢ 18 3.4 14 2.8 17 39 32
senters
Hard to say 0.3 0.1 0.4 0.4 1.1

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

The analysis shows no clear differences between men and women in the reasons they give
for their choice of media. Nevertheless, men are slightly more likely than women to prefer particu-
lar sources of information because of the speed of delivery (50.4% and 46.8% respectively) and
trust in the source (33.8% and 28.7%). Women, for their part, are slightly more likely than men to be
guided in their choice of source by the convenience of visual and video formats (12.2% and 8.7%)
and the variety of topics and content (10.7% and 6.7%) ( Table 7).

The older the respondents, the less their choice of information source is guided by its avail-
ability anytime and anywhere. For example, respondents aged 55 and over (19.4%) cited availability
as a reason for preferring a particular source of information less often than 18-24-year-olds
(32.7%), 25-34-year-olds (39.8%), 35-44-year-olds (30.4%) and 45-54-year-olds (32.4%) ( Table
/.

By region, speed of delivery is a reason for choosing a source of information for respond-
ents from the Republic of Karakalpakstan (54%) and the Andijan (57.4%), Navoi (55.4%), Namangan
(567%) and Fergana (59.8%) regions (7able 8).

Table 8 Why do you prefer to use these particular sources of information when getting news
about events in our country?
(% by region and type of settlement)*

2
io »
e E >
> g 8 5 ic
3 o : £ :
5 o « 9] Q
log i c -8 o &
] 2 K] s > =
5 g g 5 E T
> c 5 ©
2 3 = 5 2 <2 °
E s 2 5 g E 5 =
£ pe K ¢ « £ ¢ 3
(2] ‘C c c —
£ E 2 8 £ £e 8 8
REGION
Tashkent city 441 30.4 30.4 245 255 14.7 16.7 8.8
Republic of Kara- 54.0 40.0 17.0 37.0 35.0 16.0 120 13.0
kalpakstan
Andijan region 57.4 27.7 32.7 19.8 28.7 15.8 9.9 14.9
Bukhara region 46.5 22.8 30.7 29.7 25.7 8.9 12.9 10.9
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Jizzakh region 42.0 31.0 28.0 34.0 28.0 20.0 12.0 7.0
Kashkadarya region 441 30.4 30.4 40.2 19.6 285 6.9 16.7
Navoi region 55.4 22.8 337 23.8 22.8 13.9 13.9 14.9
Namangan region 57.0 21.0 37.0 46.0 29.0 21.0 5.0 12.0
Samarkand region 5615 50.5 30.7 39.6 14.9 23.8 11.9 6.9
Surkhandarya region 43.0 30.0 32.0 26.0 19.0 16.0 5.0 5.0
Syrdarya region 41.0 35.0 26.0 18.0 20.0 10.0 16.0 13.0
Tashkent region 43.6 20.8 30.7 27.7 22.8 15.8 7.9 8.9
Fergana region 59.8 41.2 28.4 43.1 15.7 7.8 5.9 7.8
Khorezm region 39.0 34.0 46.0 23.0 31.0 14.0 10.0 6.0
TYPE OF SETTLEMENT
Urban 46.4 30.0 324 27.1 24.1 14.5 13.4 9.5
Rural 51.2 327 29.3 858 24.1 17.4 6.9 11.5

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

For residents of the Republic of Karakalpakstan (40%) and Samarkand region (50.5%), trust
in a source of information determines whether they choose it for news about events in the coun-
try. A convenient presentation format influences the preferences of respondents from the Repub-
lic of Karakalpakstan (37%) and the Kashkadarya (40.2%), Namangan (46%) and Samarkand
(39.6%) regions.

Availability anytime and anywhere (46%) and free access (31%) are fundamental to the
choice of a source of information among respondents from Khorezm region (7able 8).

Rural respondents are more likely than urban residents to choose media for the speed of
delivery (51.2% and 46.4% respectively) and for convenient presentation (35.3% and 27.1% respec-
tively). Urban residents, on the other hand, are more likely than rural residents to choose media for
their convenient visual and video formats (13.4% and 6.9% respectively).
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Q KEY TAKEAWAYS

The survey results thus show that media consumption combines traditional and digital
sources of information, with Telegram channels, television and social networks playing the
leading role in obtaining news. The choice of news sources varies by age: younger respond-
ents rely mainly on digital channels, whereas older age groups turn to television, radio and
print publications considerably more often.

Overall, people in Uzbekistan choose a particular news source above all on the basis of how
quickly it delivers information, how much they trust it, how accessible it is and how conven-
ient its format is.

B.3 Thematic focus of citizens’ interest in media news

In terms of content, the media information of greatest interest to respondents concerns
events in Uzbekistan (56%), international events (40%) and local or regional events (22%) (7able 9;
Annex Table 7). Respondents focus mainly on issues related to public administration and politics
(21.7%), education and science (20.7%) and healthcare (17.6%). They pay attention to coverage of
entrepreneurship and employment (12.6%), reforms, laws and government initiatives (11.3%), the
economy and finance (9.8%), sport (9.8%), and family and parenting (9.4%).

Topic preferences differ by gender: women are more likely than men to favour information
on education and science (26.4% and 14.9% respectively), healthcare (25.2% and 9.9%), and family
and parenting (15.7% and 3.1%) (7able 9).

The share of respondents most interested in media information about local or regional
events rises with age (13.2% of 18—-24-year-olds, 16.9% of 25-34-year-olds, 22.7% of 35-44-year-
olds, 26.7% of 45-54-year-olds and 30.5% of those aged 55 and over), as does the share most in-
terested in health (15.3%, 16.2%, 16.4%, 19.9% and 20.1% respectively). Younger respondents are
more likely than older age groups to show the greatest interest in information on education and
science (33.5% of 18—-24-year-olds, 22.9% of 25-34-year-olds, 18.2% of 35-44-year-olds, 15.7% of
45-54-year-olds and 13.3% of those aged 55 and over).

Table 9 What kind of information from the media is of greatest interest to you?
(% of respondents: total sample, by gender and age)*

Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
Events in Uzbekistan 56.0 57.7 54.3 52.7 57.4 56.6 5.5 57.7
International events 40.0 46.4 33.7 41.3 38.4 40.6 38.4 41.6
Local or regional events 22.0 25.1 18.8 13.2 16.9 22.7 26.7 30.5
ggﬁ:}i:dm‘”ismtb” and 21.7 24.6 18.8 242 25 23.4 16.0 222
Education and science 20.7 14.9 26.4 335 229 18.2 15.7 13.3
Healthcare 17.6 9.9 25.2 15.3 16.2 16.4 19.9 20.1
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Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
Entrepreneurshipandem- 45 ¢ 126 126 8.5 155 133 14.9 10.8
ployment
News onreforms, lawsand 44 5 13.1 9.6 8.2 13.0 9.4 12.5 13.6
state initiatives
Economy and finance 9.8 10.8 8.8 10.0 7.7 8.7 1.7 10.8
Sport 9.8 12.5 7.1 15.7 10.2 9.8 6.4 6.8
Family and parenting 9.4 3.1 15.7 3.9 12.3 10.1 10.7 10.0

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

The survey revealed some regional differences in the kind of media information that re-
spondents find most interesting (7able 70).

Table 10 What kind of information from the media is of greatest interest to you?
(% by region and type of settlement)*
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REGION
Tashkent city 59.8 422 20.6 18.6 15.7 10.8 10.8 12.7
Eep“b“c of Kara- 47.0 43.0 25.0 25.0 35.0 15.0 8.0 1.0
alpakstan
Andijan region 66.3 30.7 22.8 23.8 20.8 27.7 14.9 13.9
Bukhara region 52.5 35.6 23.8 16.8 18.8 14.9 12.9 13.9
Jizzakh region 52.0 34.0 25.0 21.0 24.0 25.0 13.0 8.0
Kashkadarya region 55.9 29.4 22,5 18.6 15.7 20.6 11.8 10.8
Navoi region 43.6 38.6 21.8 21.8 23.8 20.8 22.8 10.9
Namangan region 63.0 33.0 19.0 21.0 22.0 16.0 17.0 23.0
Samarkand region 66.3 55.4 25.7 26.7 26.7 13.9 11.9 10.9
Surkhandarya region 59.0 44.0 21.0 27.0 14.0 16.0 8.0 6.0
Syrdarya region 54.0 43.0 23.0 20.0 18.0 16.0 9.0 10.0
Tashkent region 46.5 36.6 15.8 20.8 16.8 19.8 12.9 11.9
Fergana region 60.8 50.0 18.6 25.5 20.6 12.7 11.8 9.8
Khorezm region 57.0 45.0 23.0 17.0 18.0 17.0 12.0 6.0
TYPE OF SETTLEMENT
Urban 54.7 40.0 19.9 20.8 19.7 18.8 12.2 11.8
Rural 57.5 40.1 24.4 227 21.8 16.1 13.1 10.8

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.
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Of the information they receive from the media, respondents from Andijan (66.3%) and Sa-
markand (66.3%) regions are most interested in events in Uzbekistan. Respondents from Samar-
kand (55.4%) and Fergana (50%) regions focus more on international events. In the media,
residents of the Republic of Karakalpakstan are drawn to education and science (35%), those of
Andijan region to healthcare (27.7%), those of Navoi region to entrepreneurship and employment
(22.8%), and those of Namangan region to reforms, laws and government initiatives (23%) (7able

10).

The survey showed that respondents are most interested in information about Uzbekistan
as a whole (69.2%), information at the global level (51.2%) and information at the level of their own
mahalla, or local community (44.3%). Information at the level of their region (24.7%) or their district
or city (23.9%) attracts less interest. Survey participants also find information about events at the
level of Central Asia (23.9%) and CIS countries (9.8%) less interesting (7able 71).

Table 11 Which territorial level of information interests you most?
(% of respondents: total sample, by gender and age)*

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Uzbekistan as a whole 69.2 68.0 70.3 64.4 70.8 69.2 66.2 78,3
World events 51.2 50.9 51.6 58.4 5588 48.3 50.5 43.7
My mahalla 44.3 39.9 48.7 34.5 36.6 47.9 47.7 54.8
My region 24.7 23.2 26.3 23.1 23.2 27.3 24.9 25.1
My district or town 23.9 23.3 24.5 21.7 222 19.9 27.4 28.3
Central Asian countries 23.9 26.1 21.6 32.7 24.3 22.7 17.4 222
CIS countries 9.8 12.4 7.2 12.5 10.9 4.9 9.6 1.1
Hard to say 0.4 0.4 0.3 0.4 0.7 0.7

*Respondents could choose more than one answer. Results are ranked by total-sample figures.

Women are more interested than men in information about their own mahalla (48.7% and
39.9% respectively). This is probably due to women'’s child-rearing responsibilities and their use of

pre-schools, schools and children’s leisure services.

The share of respondents most interested in information about their own mahalla rises with
age (34.5% of 18—-24-year-olds, 36.6% of 25-34-year-olds, 47.9% of 35—-44-year-olds, 47.7% of
45-54-year-olds and 54.8% of those aged 55 and over), as does the share most interested in their
district or city (21.7%, 22.2%, 19.9%, 27.4% and 28.3% respectively).

This distribution can be explained by the fact that people’s spatial mobility often declines
with age, and their everyday lives become more concentrated within their area of residence,
where the main social infrastructure, familiar routes and social ties are located.

By region, information about Uzbekistan as a whole is of most interest to residents of Andi-
jan (79.2%) and Samarkand (82.2%) regions, and world events to respondents from the Republic of
Karakalpakstan (62%) and Andijan region (74.3%) (7able 12). Respondents from the Republic of
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Karakalpakstan (57%) and the Namangan (58%) and Samarkand (56.4%) regions are more focused

on information about their own mahalla.

Table 12 Which territorial level of information interests you most?
(% by region and type of settlement)*

Central

Uzbekistan World My district ~ Asian coun-  CIS coun-

as a whole events My mahalla My region or town tries tries Hard to say
REGION
Tashkent city 56.9 53.9 34.3 6.9 26.5 21.6 7.8
E:I'E’)gtk’gfa‘r’f Kara- 68.0 62.0 57.0 36.0 39.0 38.0 9.0 1.0
Andijan region 79.2 74.3 48.5 38.6 33.7 35.6 20.8
Bukhara region 64.4 44.6 38.6 23.8 20.8 24.8 7.9
Jizzakh region 66.0 48.0 41.0 21.0 20.0 10.0 12.0
Kashkadarya region 74.5 39.2 38.2 27.5 20.6 20.6 5.9 1.0
Navoi region 65.3 43.6 44.6 24.8 25.7 22.8 8.9
Namangan region 74.0 50.0 58.0 32.0 25.0 17.0 12.0
Samarkand region 82.2 55.4 56.4 31.7 25.7 30.7 21.8
Surkhandarya region 69.0 39.0 49.0 21.0 18.0 20.0 5.0
Syrdarya region 60.0 48.0 46.0 29.0 17.0 19.0 7.0 1.0
Tashkent region 62.4 49.5 40.6 18.8 28.7 23.8 4.0
Fergana region 70.6 54.9 29.4 20.6 18.6 32.4 11.8
Khorezm region 76.0 55.0 39.0 15.0 15.0 18.0 3.0 2.0
TYPE OF SETTLEMENT
Urban 68.2 50.0 40.8 21.4 21.8 23.4 11.2 0.4
Rural 70.4 52.7 48.4 28.6 26.3 24.4 8.1 0.3

*Respondents could choose more than one answer.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Rural respondents are more interested than urban residents in information about their own
mahalla (48.4% and 40.8% respectively), region (28.6% and 21.4%) and district or city (26.3% and
21.8%).

The survey identified the views of people in Uzbekistan on topics about which there is not
enough information in the media. Its participants believe that the media lack information on prices,
incomes, employment and social support (41.3%) and on the problems and needs of the popula-
tion (40.6%). Respondents point to insufficient coverage of issues related to healthcare (23%),
laws and citizens’ rights (22%), public services (18%), education and science (16%), and ecology
and the environment (13.6%) (7able 13).

Views on missing information differ by gender: women are more likely than men to point to
insufficient coverage of health issues (25% and 21% respectively), topics related to young people
and their opportunities (16% and 7.7%) and practical information for everyday life (14.7% and 8.1%).
Men are more likely than women to feel that the media lack information on the results of state re-
forms (15.9% and 9.6%) (Table 13).
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Table 13 In your opinion, on which topics is there not enough information in the media?
(% of respondents: total sample, by gender and age)*

Total Gender Age group
sample Men Women 18-24 25-34 35-44 45-54 55+

Prices, incomes, employment 44 5 408 419 359 43.0 43.0 431 416
and social support
People’s problems and needs 40.6 419 393 BOA5 38.4 43.4 43.1 38.7
Healthcare 23.0 21.0 25.0 14.6 18.0 21.7 26.7 34.4
Laws and citizens'’ rights 22.0 23.0 211 21.7 23.6 18.9 224 237
Public services 18.0 18.0 18.0 24.6 20.8 15.7 14.9 14.0
Education and science 16.0 14.6 17.4 16.4 15.1 22.4 12.8 13.3
Ecology and the environment 13.6 14.6 12.6 13.5 16.9 12.9 11.0 13.6
Results of state reforms 12.8 15.9 9.6 16.4 12.7 9.4 14.9 10.4
Life in regions, cities andma- 45 o 135 10.5 18.5 13.7 10.1 9.3 8.2
hallas
Young people and their op- 1.8 7.7 16.0 12.8 9.9 129 8.9 147
portunities
Practical information for eve-

A 11.4 8.1 14.7 8.5 12.7 12.6 13.5 9.7
ryday life
International events 8.9 7.8 9.9 11.4 9.5 7.0 8.2 8.2
Entrepreneurship and busi- 5.5 5.5 5.5 7.5 4.9 6.6 5.0 3.6

ness development

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

The survey revealed age differences in respondents’ views on topics that are insufficiently
covered by the media. The share of respondents who noted a lack of information on healthcare
rises with age (14.6% of 18-24-year-olds, 18% of 25-34-year-olds, 21.7% of 35-44-year-olds,
26.7% of 45-54-year-olds and 34.4% of those aged 55 and over). Younger respondents were
more likely than older age groups to note a lack of information on public services (24.6% of 18-24-
year-olds, 20.8% of 25-34-year-olds, 15.7% of 35-44-year-olds, 14.9% of 45-54-year-olds and
14% of those aged 55 and over) and on life in the regions, cities and mahallas (18.5% of 18-24-
year-olds, 13.7% of 25-34-year-olds, 10.1% of 35-44-year-olds, 9.3% of 45-54-year-olds and 8.2%
of those aged 55 and over) (7able 13).

An analysis of respondents’ views by region of residence revealed no clear regional prefer-
ences regarding the topics on which the media provide too little information. Nevertheless, a lack
of coverage of prices, incomes, employment and social support was noted by residents of Jizzakh
region (58%); of the problems and needs of the population, by those in Surkhandarya region (50%);
of laws and citizens’ rights, by those in Andijan region (34.7%); and of ecology and the environ-
ment, by those in the Republic of Karakalpakstan (25%) and Bukhara region (22.8%) (7able 14).

By type of settlement, rural respondents are slightly more likely than urban ones to think
that the media lack information on prices, incomes, employment and social support (43.8% and
39.2% respectively). Urban residents are more likely than rural ones to report a lack of media infor-
mation on ecology and the environment (15.3% and 11.7%) (7able 14).
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Table 14 In your opinion, on which topics is there not enough information in the media?
(% by region and type of settlement)*

Prices, in-
comes, em- People’s Ecology and

ploymentand problems and Laws and citi- Public ser- Educationand  the environ-

social support needs Healthcare zens' rights vices science ment
REGION
Tashkent city 40.2 40.2 20.6 235 16.7 19.6 17.6
Eslﬁiﬁgfaif Kara- 410 410 27.0 16.0 24.0 23.0 25.0
Andijan region 49.5 47.5 20.8 34.7 21.8 17.8 10.9
Bukhara region 46.5 33.7 28.7 26.7 14.9 16.8 22.8
Jizzakh region 58.0 42.0 28.0 24.0 21.0 11.0 5.0
Kashkadarya region 28.4 32.4 20.6 13.7 7.8 16.7 10.8
Navoi region 34.7 35.6 20.8 21.8 24.8 15.8 1.9
Namangan region 34.0 35.0 20.0 19.0 23.0 19.0 15.0
Samarkand region 40.6 41.6 26.7 20.8 23.8 19.8 18.8
Surkhandarya region 42.0 50.0 22.0 16.0 16.0 13.0 6.0
Syrdarya region 42.0 39.0 26.0 25.0 17.0 15.0 9.0
Tashkent region 39.6 45.5 20.8 24.8 14.9 8.9 14.9
Fergana region 441 41.2 14.7 225 14.7 8.8 8.8
Khorezm region 38.0 44.0 26.0 20.0 12.0 19.0 14.0
TYPE OF SETTLEMENT
Urban 39.2 40.7 229 20.8 16.7 16.3 15.3
Rural 43.8 40.6 23.2 235 19.5 15.7 1.7

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Q KEY TAKEAWAYS

The results thus indicate that the information interests of the population of Uzbekistan cen-
tre on the national, international and local agenda. Respondents focus above all on events
directly related to the functioning of the state and to the main areas of everyday life: public
administration, education, science, healthcare, employment and reforms. At the same time,
the local information context matters more to women, becomes more important as re-
spondents get older and is more evident among rural residents.

Interest in particular media topics is shaped by the socio-demographic characteristics of the
audience. Women are more oriented towards information on education, healthcare, and
family and parenting; young people towards educational topics; and older age groups to-
wards health issues. At the same time, the gaps in coverage identified by the survey provide
grounds for improving the work of the media by supplying media content on prices, in-
comes, employment and social support, health, laws and citizens’ rights, public services, ed-
ucation, science and ecology.
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B.4 Format and language of information in the media

The survey found that respondents’ most preferred formats are news programmes (48.8%)
and short news items and digests (41.7%). In other words, both of these popular formats involve
receiving up-to-date news, with varying degrees of detail.

Among their preferred media formats, respondents named entertainment TV programmes
(24.2%), short video reels (22%) and in-depth analytical content (21.5%). Survey participants con-
sider live broadcasts (17.4%), video reports (17.1%), stories of ordinary people (14.7%), documen-
taries (14.1%), and interviews and talk shows (12%) to be relatively popular formats (7able 75).
Respondents mention discussions and debates (8.3%) and investigative journalism (8%) compara-
tively less often. The low share of “Hard to say” answers (0.3%) indicates that the vast majority of
survey participants have fairly well-defined preferences regarding the way media content is pre-
sented.

Table 15 Which information formats do you prefer?
(% of respondents: total sample, by gender and age)*

Toiel semme Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
News programmes 48.8 47.3 50.4 37.0 44.7 493 54.4 58.8
Short news items and 41.7 428 406 47.0 48.9 45.1 388 28.3
digests
TVentertainmentpro- 5, , 237 24.6 16.0 18.0 26.6 28.8 315
grammes
Short videos (reels) 22.0 22.6 21.5 34.9 23.2 21.3 18.9 11.8
In-depth analytical 215 243 18.8 203 222 21.0 221 2.7
pieces
Live broadcasts 17.4 15.6 19.1 12.1 18.0 15.4 19.6 21.9
Video reports 17.1 18.8 15.4 18.5 21.5 16.8 13.5 15.1
Sers“”ary people’s sto- 14.7 1.4 18.0 9.3 1.6 16.4 16.4 19.7
Documentaries 14.1 14.2 14.0 20.3 12.3 14.3 11.4 12.2
Interviews and talk 12.0 8.7 15.4 17.1 13.7 9.1 103 10.0
shows
Discussions and de- 8.3 8.7 7.9 10.0 9.9 5.6 6.4 9.7
bates
Investigative journalism 8.0 8.5 7.5 7.1 8.8 6.3 8.2 9.7
Practical how-to 3.6 2.7 45 46 21 17 5.0 47
guides
Podcasts and audio 3.1 3.7 3 6.4 6.0 2.4 07
programmes
Infographics and info 1.1 1.0 1.1 1.1 1.1 1.4 0.4 1.4
cards
Hard to say 0.3 0.3 0.3 1.1 0.4

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

Respondents from Navoi (55.4%) and Surkhandarya (56%) regions prefer information in the
form of news programmes, and those from the Republic of Karakalpakstan (48%) and the Fergana
(60.8%) and Khorezm (51%) regions prefer short news items and digests ( 7able 75). Entertainment
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TV programmes are chosen as a format by residents of the Republic of Karakalpakstan (30%) and

the Bukhara (30.7%) and Namangan (36%) regions, and short videos by residents of Tashkent city
(31.4%) and the Andijan (31.7%) and Kashkadarya (31.4%) regions ( 7able 75).

Table 15 Which information formats do you prefer?

(% by region and type of settlement)*
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REGION
Tashkent city 35.3 441 14.7 31.4 24.5 18.6 17.6 6.9
E:I';’)‘;kk’gfa‘r’f Kara- 59.0 48.0 30.0 25.0 19.0 15.0 27.0 15.0
Andijan region 48.5 40.6 26.7 31.7 24.8 17.8 17.8 14.9
Bukhara region 49.5 40.6 30.7 13.9 19.8 15.8 15.8 9.9
Jizzakh region 49.0 35.0 21.0 16.0 18.0 12.0 22.0 13.0
Kashkadarya region 50.0 29.4 25.5 31.4 20.6 27.5 5.9 19.6
Navoi region 55.4 337 20.8 19.8 26.7 17.8 13.9 18.8
Namangan region 42.0 38.0 36.0 21.0 28.0 17.0 16.0 17.0
Samarkand region 565 42.6 30.7 19.8 26.7 18.8 17.8 21.8
Surkhandarya region 56.0 40.0 19.0 21.0 19.0 13.0 16.0 11.0
Syrdarya region 45.0 35.0 26.0 14.0 19.0 21.0 14.0 21.0
Tashkent region 46.5 44.6 25.7 20.8 13.9 18.8 16.8 20.8
Fergana region 471 60.8 15.7 20.6 18.6 14.7 19.6 5.9
Khorezm region 47.0 51.0 16.0 22.0 23.0 15.0 19.0 10.0
TYPE OF SETTLEMENT
Urban 454 40.5 22.0 24.1 22.0 15.7 16.3 14.5
Rural 52.8 43.0 26.7 19.7 21.0 19.4 18.0 14.9

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

Rural respondents are more inclined than urban ones towards the more traditional formats

of news programmes (52.8% and 45.4% respectively) and entertainment TV programmes (26.7%

and 22% respectively) (7able 15). Short videos appeal slightly more to urban residents than to rural

respondents (24.1% and 19.7% respectively).

As might be expected, a comparison of preferred formats by type of media used shows

that news programmes are preferred by the TV audience (54.1%) and radio listeners (50.2%), and

short videos by users of social networks (44.8%) and Telegram (46%) ( Table 16).
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Table 16 Which information formats do you prefer?
(% of those who use each type of media)*

Media used
TV Radio Print/online press ~ Social networks Telegram
News programmes 54.1 50.2 51.4 44.8 46.0
Short videos (reels) 18.6 19.4 18.3 25.1 23.7
Live broadcasts 18.2 19.1 17.8 18.0 17.7
gg‘:}ggry people’s 14.7 1.0 14.0 132 14.8

*Respondents could give up to three answers.

The finding that live broadcasts and stories of ordinary people are equally preferred as in-
formation formats by users of different media is worth drawing on in shaping public opinion. Live
broadcasts, for example, are preferred by TV viewers (18.2%), radio listeners (19.1%), and users of
social networks (18%) and Telegram (17.7%) (Table 16).

The survey found that the state language is the preferred language for receiving infor-
mation. Most respondents prefer to read media information in Cyrillic script (71.7%), and almost
half favour information in Uzbek in Latin script (49.8%). Respondents also named Russian among
the languages most in demand for information (43.3%) (Table 17).

Some respondents said they choose Karakalpak (7%), Tajik (4.8%), Kazakh (5.6%) and Eng-
lish (11.3%) to receive information. Interestingly, women were more likely than men to name English

as their preferred language for media information (13% and 9.7% respectively) (Table 17).

Age has a marked effect on respondents’ choice of preferred language for media infor-
mation (7able 17). The older the survey participants, the more often they name Uzbek in Cyrillic
script (47% of 18—-24-year-olds, 56% of 25-34-year-olds, 75.5% of 35-44-year-olds, 86.1% of 45—
54-year-olds and 94.3% of those aged 55 and over) and Russian (36.3% of 18-24-year-olds, 37.3%
of 25-34-year-olds, 35.7% of 35-44-year-olds, 54.1% of 45-54-year-olds and 53.4% of those
aged 55 and over) as their preferred language for receiving information.

Conversely, the share of respondents who choose to read media information in Uzbek in
Latin script decreases with age (76.5% of 18-24-year-olds, 71.1% of 25-34-year-olds, 53.1% of 35-
44-year-olds, 27.4% of 45-54-year-olds and 20.4% of those aged 55 and over), as does the share
choosing English (23.1%, 11.3%, 10.5%, 8.2% and 3.6% respectively) (Table 17).

Table 17 In which language do you prefer to receive information from the media?
(% of respondents: total sample, by gender and age)*

Totallsam= Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
Uzbek (Cyrillic script) 71.7 70.7 72.7 47.0 56.0 75.5 86.1 94.3
Uzbek (Latin script) 49.8 48.0 51.6 76.5 711 53.1 27.4 20.4
Russian 43.3 453 41.3 36.3 37.3 85V 54.1 53.4
Karakalpak 7.0 7.2 6.8 6.0 7.7 6.6 7.1 7.5
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Totallsam= Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
Tajik 4.8 3.7 5.9 4.6 4.6 4.2 6.0 4.7
Kazakh 5.6 5.8 5.4 53 53 6.3 6.0 5.0
English 11.3 9.7 13.0 23.1 11.3 10.5 8.2 3.6

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

These age differences in the preferred language for media information stem from the lin-
guistic and educational socialisation of different generations. Older age groups are used to Uzbek
in Cyrillic script, as they were educated and formed lasting reading habits mainly at a time when
the Chyrillic script for Uzbek and the Russian language were widely used. Younger respondents, by
contrast, were socialised after Uzbek writing had begun its transition to the Latin script. Young re-
spondents’ stronger orientation towards English is probably linked to their greater involvement in

the modern digital and global information environment.

By region, residents of the Republic of Karakalpakstan prefer to receive information in
Karakalpak (90%) and Kazakh (36%), and residents of Andijan region in Uzbek in Cyrillic script
(84.2%), Russian (72.3%) and English (24.8%).

Respondents from Jizzakh (55%), Kashkadarya (55.9%), Navoi (55.4%) and Namangan
(57%) regions prefer to receive information in Uzbek in Latin script. Respondents from Bukhara re-
gion favour Uzbek in Cyrillic script (84.2%) and those from Tashkent region Kazakh (20.8%), while
respondents from Samarkand region choose Uzbek in Cyrillic (80.2%) and Latin (56.4%) script,
Russian (72.3%) and Tajik (26.7%) as languages for receiving media information ( 7ab/e 78).

Table 18 In which language do you prefer to receive information from the media?
(% by region and type of settlement)*

Uzbek (Cy- Uzbek (Latin

rillic script) script) Russian Karakalpak Tajik Kazakh English

REGION

Tashkent city 67.6 48.0 58.8 2.0 1.0 2.0 14.7
E:I'E’)gtk’gfa‘r’f Kara- 59.0 430 38.0 90.0 36.0 8.0
Andijan region 84.2 47.5 72.3 2.0 2.0 24.8
Bukhara region 84.2 33.7 46.5 1.0 5.9 2.0 7.9
Jizzakh region 78.0 5510) 37.0 2.0 1.0 11.0
Kashkadarya region 67.6 55.9 16.7 5.9 2.0
Navoi region 66.3 55.4 38.6 3.0 2.0 9.9 16.8
Namangan region 72.0 57.0 34.0 1.0 1.0 17.0
Samarkand region 80.2 56.4 72.3 26.7 13.9
Surkhandarya region 64.0 54.0 45.0 3.0 15.0 3.0 12.0
Syrdarya region 69.0 54.0 33.0 2.0 1.0 10.0
Tashkent region 62.4 47.5 49.5 1.0 20.8 7.9
Fergana region 72.5 58 28.4 2.9 7.8
Khorezm region 77.0 36.0 36.0 5.0

TYPE OF SETTLEMENT
Urban 70.3 453 45.1 6.3 43 2.1 10.7
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Uzbek (Cy- Uzbek (Latin
rillic script) script) Russian Karakalpak Tajik Kazakh English

Rural 73.4 55N 41.2 7.8 5.4 9.7 121

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

By type of settlement, rural respondents are more likely than urban ones to prefer receiv-
ing media information in Uzbek in Latin script (55.1% and 45.3% respectively) and in Kazakh (9.7%
and 2.1%).

Q KEY TAKEAWAY

The survey thus shows that the population’s preferences are dominated by news pro-
grammes, short news items and digests, entertainment TV programmes, short video reels
and in-depth analytical content. This points to diverse information preferences and to simul-
taneous demand for easy-to-digest content and for analytical material, for serious content
and for entertainment. The state language, along with Russian, is the preferred language for
receiving information from the media.

B.5 Assessment of the development and role of the media in the
country

The survey found that respondents are, to varying degrees, satisfied with the development
of the media in Uzbekistan: 44.6% report full satisfaction, 20.7% relative satisfaction and 30.6%
partial satisfaction (7able 79). Satisfaction with the development of the media in the country does
not depend on respondents’ gender or age.

Table 19 Overall, how satisfied are you with the development of the media in Uzbekistan?
(% of respondents: total sample, by gender and age)

Total sam- Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
Fully satisfied 44.6 44.2 45.0 40.2 41.9 49.0 47.3 44.4
Mostly satisfied 20.7 20.9 20.5 23.5 20.8 20.3 18.9 20.1
Portly satisfled. partly 30, 310 303 313 349 28.0 29.2 29.7
Mostly dissatisfied 3.0 2.7 383 2.8 2.1 1.4 3.6 5.0
Completely dissatisfied 1.1 1.3 1.0 2.1 0.4 1.4 1.1 0.7

By region, residents of the Republic of Karakalpakstan (51%) and Samarkand region (57.4%)
are more likely than the sample as a whole to be fully satisfied with the development of the coun-
try’s media. By type of settlement, rural residents report full satisfaction more often than urban
residents (49% and 40.8% respectively). Conversely, urban residents are more likely than rural re-
spondents to report partial satisfaction (35.4% and 25% respectively) (Annex Table 2).
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Survey participants are convinced that the media perform an informational function, stressing that
they keep the public informed about current events (52.7%), cover state reforms and initiatives
(25.1%), disseminate cultural and spiritual values (13.2%), highlight pressing social problems (12.7%)
and provide access to international information (12.4%).

Respondents also point to the regulatory function of the media, believing that the media
shape public opinion (45%), act as a link between the state and citizens, and raise civic engage-
ment and legal literacy (31.6%) (7able 20).

The media’s role in covering state reforms and initiatives matters more to men than to
women (29.3% and 20.9% respectively). Women, for their part, are more likely than men to empha-
sise that the media disseminate cultural and spiritual values (16.8% and 9.5% respectively).

Respondents aged 18-24 (23.8%) are less likely than other age groups (32.4% of 25-34-
year-olds, 32.9% of 35-44-year-olds, 35.6% of 45-54-year-olds and 33.3% of those aged 55 and
over) to see the current role of the media as raising civic engagement and legal literacy (7able 20).

Table 20 In your opinion, what role do the media currently play in our country?
(% of respondents: total sample, by gender and age)*

Total Gender Age group
sample Men Women 18-24 25-34 35-44 45-54 55+
Inform the public about cur- 5 5 50.9 54.5 53.4 549 53.8 477 53.4

rent events
Shape public opinion 45.0 47.9 421 42.7 415 44.4 51.6 448

Increase civic engagement

: 31.6 303 33.0 238 32.4 329 35.6 262
and legal literacy
Actas a link between the 29.8 29.7 30.0 31.0 275 36.4 27.4 26.9
state and citizens
Cover state reforms and ini- SRS 29.3 20.9 25.6 243 20.6 288 262
tiatives
Promote cultural and spir- 13.2 9.5 16.8 149 13 1.9 8.9 19.0
itual values
Cover pressing social prob- 4, 5 125 12.9 17 13.7 12.2 12.8 12.9
lems
Provide access to interna- 12.4 1.2 13.6 157 12.3 15.0 75 15
tional information
Point out problems in gov- 8.3 7.1 95 135 8.8 6.6 6.4 6.1
ernment bodies
Provide entertainment and 5.7 45 6.8 75 49 49 6.4 47
leisure
Play no significant role 5.1 5.8 4.4 583 6.7 4.9 6.0 2.5
Hard to say 0.6 0.3 0.8 0.4 0.7 0.3 0.4 1.1

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

The survey results on the current role of the media in the country indicate that residents of
Samarkand (62.4%) and Fergana (61.8%) regions see the media as shaping public opinion, 46.5% of
respondents from Andijan region see them as raising civic engagement, and 44% of respondents
from the Republic of Karakalpakstan see them as a link between the state and citizens (Annex Ta-
ble 3).
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Q KEY TAKEAWAY

Overall, the survey results point to a fairly high level of public satisfaction with the develop-
ment of the media in Uzbekistan. In public perception, the leading role of the media lies
above all in informing the population about current events, shaping public opinion and facili-
tating interaction between the state and citizens. Taken together, the data suggest that the
media are perceived not only as a source of information but also as an important social insti-
tution performing both informational and regulatory functions.

B.6 Level of trust in the country’s media and attitudes towards un-
reliable and false information

The study showed that, when looking for detailed information about a specific event or a
particular news story, its participants turn first and foremost to Telegram channels (45.7%), social
networks (36.9%), television, YouTube and video blogs (33.2%), and online publications and news
websites (30.7%).

Respondents are less likely to seek detailed information about a specific event or news
story from official government websites (14.3%), search engines and Al (8.9%), print newspapers
and magazines (5.3%) or radio (4.9%) (Table 21).

Table 21 Which source do you turn to when you want detailed information about a specific event
or a particular news story?
(% of respondents: total sample, by gender and age)*

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Telegram channels 45.7 44.9 46.5 59.1 50.7 48.6 40.2 29.7
Social networks 36.9 34.8 38.9 43.4 50.4 36.7 32.4 211
Television 33.8 35.4 322 19.6 20.8 24.5 42.0 62.7
YouTube and video 33.2 315 349 35.2 38.4 36.7 324 233
blogs
Online publicationsand 54 5 311 30.3 37.0 35.2 30.4 278 229
news websites
Official government 14.3 17.3 1.3 15.3 15.8 14.7 14.2 115
websites
Search engines and Al 8.9 7.2 10.6 15.3 9.9 10.1 583 3.9
Print newspapers and 5.3 4.7 5.9 25 25 45 4.6 12,5
magazines
Radio 4.9 6.5 383 1.8 1.8 5.6 6.8 8.6
Hard to say 1.2 1.6 0.8 1.1 1.4 0.7 1.4 1.4

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

Respondents’ age determines the audience for a number of media. In other words, tradi-

tional sources of information such as television, radio, and print newspapers and magazines are
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used by older age groups to obtain particular information, and internet-based sources by young

people.

Use of Telegram channels for information declines with age (59.1% of 18-24-year-olds and

29.7% of those aged 55 and over), as does use of social networks (43.4% of 18-24-year-olds and

21.1% of those aged 55 and over). A similar age pattern is seen for online publications and news

websites, whose share of users falls from 37% among 18-24-year-olds to 22.9% among respond-

ents aged 55 and over, as well as for YouTube and video blogs (from 35.2% to 23.3% respectively)

and search engines and Al tools (from 15.3% to 3.9% respectively) (7able 21).

The role of television grows markedly with age: 19.6% of 18-24-year-olds choose it to ob-

tain particular information, compared with 42% of 45-54-year-olds and 62.7% of respondents

aged 55 and over. Print newspapers and magazines, as well as radio, are also somewhat more in

demand among older respondents: in the 55-and-over group they are chosen by 12.5% and 8.6%

respectively (7able 27).

Residents of Tashkent city turn to online publications and news websites for detailed infor-

mation about a specific event or news story (40.2%), and residents of the Republic of Karakalpak-

stan to Telegram channels (66%), social networks (55%) and television (53%). Respondents from

Andijan region actively seek specific information through Telegram channels (53.5%), social net-
works (51.5%), YouTube and video blogs (47.5%), search engines (15.8%) and print newspapers and

magazines (11.9%) (7able 22).

Table 22 Which source do you turn to when you want detailed information about a specific event

or a particular news story?
(% by region and type of settlement)*
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REGION
Tashkent city 48.0 343 29.4 23.5 40.2 13.7 10.8 3.9 5.9
Republicof Karakalpak 660 550 530 320 300 140 50 50 3.0
Andijan region 5815 5149 36.6 47.5 33.7 21.8 15.8 11.9 6.9
Bukhara region 36.6 28.7 34.7 32.7 41.6 17.8 7.9 2.0 4.0
Jizzakh region 54.0 25.0 30.0 37.0 26.0 13.0 11.0 3.0 4.0
Kashkadarya region 37.3 27.5 28.4 28.4 27.5 11.8 3.9 4.9 2.9
Navoi region 39.6 33.7 33.7 30.7 30.7 14.9 15.8 9.9 4.0
Namangan region 49.0 33.0 37.0 33.0 22.0 13.0 5.0 7.0 2.0
Samarkand region 46.5 49.5 48.5 37.6 29.7 12.9 13.9 9.9 7.9
Surkhandarya region 38.0 33.0 33.0 32.0 28.0 9.0 10.0 7.0 8.0
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Syrdarya region 31.0 32.0 36.0 28.0 37.0 15.0 13.0 2.0 5.0
Tashkent region 44.6 27.7 31.7 31.7 337 15.8 6.9 4.0 5.9
Fergana region 53.9 343 13.7 26.5 22.5 14.7 2.9 2.0 3.9
Khorezm region 42.0 51.0 28.0 45.0 27.0 13.0 3.0 2.0 5.0

TYPE OF SETTLEMENT

Urban 43.2 36.2 30.4 324 31.8 15.7 9.9 4.7 4.6
Rural 48.7 37.6 37.8 343 29.3 12.7 7.8 6.0 52

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

Residents of Bukhara region are more likely than the sample as a whole to turn to online

publications and news websites (41.6%), and residents of Jizzakh and Fergana regions to Telegram

channels (54% and 53.9% respectively). Respondents from Samarkand region prefer to get spe-

cific information from social networks (49.5%) and television (48.5%), and those from Khorezm re-

gion from social networks (51%) and YouTube and video blogs (45%) ( 7able 22).

The study showed that television is the main source of information that respondents trust

most (44.3%). It is followed, at a noticeable distance, by official government websites (17.3%), Tele-

gram channels (11.3%), online publications and news websites (7.4%), social networks (6.7%) and

YouTube and video blogs (5.4%). The lowest level of trust is recorded for print newspapers and

magazines (2.5%), search engines and Al tools (1.8%) and radio (1.6%) (7able 23).

By gender, television also holds the leading position and is in almost equal demand among

men (43.9%) and women (44.7%). These data indicate that there are no pronounced gender differ-

ences in trust in television. Men are somewhat more likely than women to report trust in official

government websites (20.3% and 14.3% respectively).

Table 23 Which source of information do you trust most?
(% of respondents: total sample, by gender and age)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Television 44.3 43.9 44.7 23.1 28.9 40.9 58.4 70.6
Official government 17.3 20.3 14.3 228 232 22.4 75 10.4
websites
Telegram channels 11.3 10.1 12.4 17.1 12.0 12.2 9.6 5.4
Online publications and 5 4 6.3 8.6 12.5 9.2 63 6.0 32
news websites
Social networks 6.7 6.5 6.9 10.0 8.5 6.3 5.7 3.2
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Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
gﬁ)ﬂ:be and video 5.4 5.7 5.1 6.4 9.5 45 5.0 14
ﬁg‘gtanz'frfspapers and 2.5 17 33 1.1 21 2.4 43 25
Search engines and Al 1.8 1.8 1.7 5.0 3.2 0.4 0.4
Radio 1.6 2.3 1.0 1.1 1.1 2.8 1.8 1.4
None 0.6 0.3 0.8 0.7 0.3 1.4 0.4
Hard to say 1.1 1.1 1.1 1.1 1.8 17 1.1

Age is a factor that influences trust in particular sources of information. Trust in television
increases with age: 23.1% of 18-24-year-olds, 28.9% of 25-34-year-olds, 40.9% of 35-44-year-
olds, 58.4% of 45-54-year-olds and 70.6% of respondents aged 55 and over. By contrast, trust in

most digital sources declines with age. The share of respondents who trust Telegram channels

most falls from 17.1% among 18-24-year-olds to 5.4% among those aged 55 and over; for online

publications it falls from 12.5% to 3.2%, for social networks from 10% to 3.2%, and for search en-

gines and Al tools from 5% to 0.4%.

Trust in official government websites follows an interesting age pattern. Among respond-

ents aged up to 44, this source retains a fairly strong position (22.8% of 18-24-year-olds, 23.2% of
25-34-year-olds and 22.4% of 35-44-year-olds). In the 45-54 and 55-and-over groups, however,

the figure is markedly lower, at 7.5% and 10.4% respectively.

By region, television is trusted most by respondents from Kashkadarya (51%) and Samar-

kand (53.5%) regions, official government websites by residents of Andijan (24.8%) and Fergana

(31.4%) regions, and Telegram channels by respondents from Fergana region (23.5%) ( 7able 24).

Table 24 Which source of information do you trust most?
(% by region and type of settlement)

2 g @ 2
9] ° o 1S _
z G e g =
= (%] (]
£ s 5] = > o 0]
o 2 9 S o @ £
3 G 3 2 s Q o
c S = )
G o £ 39 9] o = o
@ Kl o o = < £ = <
5 2 4 £2 E 5 £ 8 5
9 = ke = £
o 5 o 52 3 2 & & 8
REGION
Tashkent city 36.3 12.7 9.8 17.6 9.8 3.9 1.0 2.0 2.0
Et‘z'?b“c of Karakalpak-— 490 14.0 17.0 4.0 10.0 4.0 10 1.0
Andijan region 43.6 24.8 9.9 6.9 4.0 2.0 4.0 5.0
Bukhara region 45.5 12.9 5.9 12.9 5.0 12.9 1.0 2.0 2.0
Jizzakh region 47.0 15.0 13.0 7.0 6.0 4.0 1.0 2.0 1.0
Kashkadarya region 51.0 15.7 11.8 3.9 3.9 5.9 1.0 2.9
Navoi region 45.5 21.8 6.9 5.0 6.9 4.0 4.0 3.0 2.0
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Namangan region 45.0 14.0 12.0 2.0 11.0 5.0 4.0 1.0 2.0
Samarkand region 5815 13.9 8.9 .9 5.9 5.0 3.0 1.0 2.0
Surkhandarya region 48.0 16.0 11.0 5.0 8.0 5.0 3.0 2.0 1.0
Syrdarya region 52.0 16.0 5.0 11.0 4.0 7.0 1.0 1.0 2.0
Tashkent region 38.6 16.8 15.8 7.9 4.0 6.9 5.0 2.0 1.0
Fergana region 16.7 31.4 23.5 6.9 10.8 2.9 4.9 2.9
Khorezm region 49.0 17.0 7.0 7.0 5.0 7.0 2.0 3.0 1.0
TYPE OF SETTLEMENT
Urban 40.5 18.6 1.2 8.8 8.0 5.0 21 1.6 2.0
Rural 48.7 15.8 11.4 5.8 52 5.8 2.9 1.7 1.5

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Rural respondents are more likely than urban residents to trust television most (48.7% and
40.5% respectively).

On the whole, respondents trust the country’s media. Full trust was reported by 44.5% of
respondents, relative trust by 21.4% and partial trust by 30.9% (7able 25).

Table 25 Overall, how much do you trust the media in Uzbekistan?
(% of respondents: total sample, by gender and age)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Fully trust 44.5 44.2 44.8 38.1 38.4 49.7 48.0 48.4
Tend to trust 21.4 21.0 21.8 25.3 22.9 19.2 19.2 20.4
Partly trust, partly not 30.9 31.4 30.4 32.7 35.9 27.3 28.8 29.7
Tend not to trust 2.3 24 2.3 2.1 2.5 3.1 2.8 1.1
Do not trust at all 0.8 0.9 0.7 1.8 0.4 0.3 1.1 0.4
Hard to say 0.1 0.1 0.3

The share of respondents who fully trust the country’s media rises with age: 38.1% among
18-24-year-olds and 48.4% among those aged 55 and over (7able 25).

By region, a high combined level of trust in the country’s media overall is more typical of
respondents from the Republic of Karakalpakstan (81%), Samarkand region (75.2%), Surkhandarya
region (74%), Namangan region (72%) and Andijan region (71.2%) (Table 26). By type of settlement,
rural residents show a higher level of full trust in the media (50.1%) than urban residents (39.7%).
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Table 26 Overall, how much do you trust the media in Uzbekistan?
(% by region and type of settlement)

Partly trust, Tend not to Do not trust at

Fully trust Tend to trust partly not trust all Hard to say
REGION
Tashkent city 31.4 21.6 43.1 2.0 2.0
E:g‘;tk’gfa‘r’f Kara- 50.0 31.0 17.0 2.0
Andijan region 45.5 257 28.7
Bukhara region 41.6 17.8 36.6 3.0 1.0
Jizzakh region 51.0 15.0 27.0 3.0 4.0
Kashkadarya region 52.0 14.7 31.4 2.0
Navoi region 45.5 14.9 35.6 4.0
Namangan region 43.0 29.0 25.0 2.0 1.0
Samarkand region 55.4 19.8 23.8 1.0
Surkhandarya region 45.0 29.0 24.0 1.0 1.0
Syrdarya region 37.0 26.0 35.0 2.0
Tashkent region 36.6 17.8 41.6 3.0 1.0
Fergana region 51.0 13.7 32.4 2.9
Khorezm region 38.0 24.0 31.0 5.0 2.0
TYPE OF SETTLEMENT
Urban 39.7 22.6 33.8 2.8 0.9 0.1
Rural 50.1 20.0 27.5 1.8 0.6

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

By type of media used, TV viewers (49.3%) and users of print and online publications
(46.6%) on the whole trust the media more than users of social networks (41.7%) and Telegram
(42.7%), as well as radio listeners (43.7%) (Table 2/).

Table 27 Overall, how much do you trust the media in Uzbekistan?
(% of those who use each type of media)

Media used
TV Radio Print/online press ~ Social networks Telegram
Fully trust 49.3 43.7 46.6 417 42.7
Tend to trust 22.3 24.9 22.1 22.0 22.1
Partly trust, partly not 26.5 28.5 29.1 33.0 321
Tend not to trust 1.5 23 1.8 24 2.3
Do not trust at all 0.4 0.3 0.5 0.8 0.7
Hard to say 0.1 0.3 0.1 0.1

Overall, most respondents encounter unreliable or misleading information to some degree.
Survey participants most often say they come across it sometimes (33.7%) or rarely (27.6%). A fur-
ther 13.9% encounter such information very often and 13.7% quite often. Of those surveyed, 8.7%
have never encountered unreliable information ( 7able 28).
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Gender differences are moderate overall. Men are somewhat more likely than women to
say that they encounter unreliable information sometimes (36.4% and 31.1% respectively) (7Table

28).

By age, unreliable or misleading information is encountered most often by younger age
groups. Among 18-24-year-olds, relatively high proportions encounter such information some-
times (39.9%) or quite often (16.7%). The share of respondents who say they never encounter un-
reliable information increases with age, from 3.2% among 18-24-year-olds to 15.8% among those
aged 55 and over (7able 28).

Table 28 How often do you come across unreliable or misleading information?
(% of respondents: total sample, by gender and age)

Total sam- Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Very often 13.9 15.8 12.0 13.2 20.1 13.6 16.4 6.1
Quite often 13.7 12.4 15.0 16.7 16.2 12.2 12.8 10.4
Sometimes 337 36.4 31.1 39.9 324 33.6 31.0 31.9
Rarely 27.6 25.6 29.7 25.6 23.6 30.1 27.4 Sik5
Never 8.7 8.4 9.1 3.2 6.3 8.7 9.6 15.8
Cannot judge reliability 2.1 1.4 2.8 1.4 1.4 17 2.8 3.2
Refused to answer 0.1 0.1 0.4
Hard to say 0.1 0.1 0.1 0.7

By region, respondents from Khorezm region reported encountering unreliable or mislead-
ing information very often (23%) and quite often (21%). Respondents from Namangan region (16%)

said they had never encountered such information.

In the total sample, respondents most often associate the spread of unreliable and false
information with YouTube and video blogs (50.1%), Telegram channels (44%) and social networks
(38.4%). Online publications and news websites are named in this connection somewhat less often
(36%). Far fewer respondents consider search engines and Al tools (11.3%), print newspapers and
magazines (6.2%), television (5.4%), radio (3%) and official government websites (1.5%) to be

sources of unreliable information.

The share of respondents who associate unreliable information with online publications and
news websites increases with age, from 31.7% among 18-24-year-olds to 42.7% among those
aged 55 and over. Young respondents are considerably more likely than other age groups to point
to search engines and Al tools as a potential source of unreliable information: 21.4% of 18-24-

year-olds versus 6.5% of respondents aged 55 and over.
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Table 29 In your opinion, in which sources is unreliable and false information most often found?
(% of respondents: total sample, by gender and age)*

Toiel semm- Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
YouTube and video 50.1 47.6 526 48.4 51.4 52.4 53.4 44.8
blogs
Telegram channels 44.0 47.9 40.2 43.8 49.6 45.8 42.3 38.4
Social networks 38.4 37.8 39.0 41.3 39.1 37.8 37.7 36.2
Online publications and 5, ¢ 362 35.8 317 33.1 37.1 35.6 427
news websites
Search engines and Al 11.3 10.9 11.6 21.4 9.2 9.1 10.3 6.5
Print newspapers and 6.2 6.5 5.8 9.6 6.3 2.4 6.8 57
magazines
Television 5.4 6.5 4.2 7.1 6.7 5.2 4.3 3.6
Radio 3.0 3.0 3.0 2.1 3.5 2.1 3.6 3.6
Official government 1.5 16 14 1.1 18 03 1.1 32
websites
None 0.2 0.3 0.1 0.4 0.3 0.4
Hard to say 2.8 3.0 2.5 1.4 1.1 2.1 2.5 6.8

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

By region, YouTube and video blogs were named more often than in the total sample by
residents of Andijan region (65.3%), as well as Samarkand region (59.4%), and Telegram channels
by respondents from the Republic of Karakalpakstan (61%), Namangan (58%), Samarkand (52.5%)
and Andijan (50.5%) regions.

Social networks are seen as a source of unreliable and false information by respondents
from the Republic of Karakalpakstan (54%), Fergana region (51%) and Khorezm region (45%), and
online publications and news websites by those from Andijan (46.5%), Navoi (44.6%), and Sur-
khandarya (43%) regions. The most pronounced regional differences for search engines and Al are
observed in Andijan region (21.8%) and the Republic of Karakalpakstan (20%) (Annex Table 5).

Rural respondents are more inclined than urban residents to think that false and unreliable
information is found in online publications and on news websites (41.2% and 31.6% respectively).

The survey showed that, in the total sample, the most common practice is to re-check in-
formation periodically: 29.3% of respondents do so sometimes, 25.1% always and 11.4% often. Less
frequent re-checking is reported by 16.9% of respondents, while 13.3% never do it. Another 3.8%
resort to additional checks only when the information raises doubts (7able 30).

The share of respondents who never re-check information increases with age, from 5.7%
among 18-24-year-olds to 18.1% among 45-54-year-olds and 23.3% among those aged 55 and
over (7able 30).
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Table 30 How often do you double-check information you get from the media?
(% of respondents: total sample, by gender and age)

Tovel sem- Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Always 25.1 27.4 22.8 24.2 30.6 29.4 21.0 20.1
Often 11.4 9.5 13.3 17.1 13.0 7.0 10.3 9.7
Sometimes 29.3 30.3 28.4 27.8 24.6 35.0 31.3 28.0
Rarely 16.9 14.2 19.5 19.2 18.3 15.4 16.0 15.4
Never 13.3 14.2 12.4 5.7 8.8 10.8 18.1 23.3
Ser;'?’ni; Lhoeuigtfglma“o” 3.8 43 3.4 6.0 4.6 2.4 32 29
Hard to say 0.1 0.1 0.1 0.7

The survey showed that most respondents believe they are able to distinguish false and
unreliable information from truthful information on their own: 34.5% can do so confidently and
without difficulty, and 47.5% can differentiate information, but not always. Of those surveyed,
17.7% do not consider themselves able to recognise unreliable information on their own (7able 37).

Table 31 Can you personally tell false and unreliable information from truthful, objective and relia-
ble information without anyone’s help?
(% of respondents: total sample, by gender and age)

Total Gender Age group
sample Men Women 18-24 25-34 35-44 45-54 55+
Iﬁfﬁ(‘)ﬁfg’ifcﬁ‘g‘?t‘;e”t'y and 345 384 30.7 37.7 38.4 318 29.9 34.8
Yes, but not always 47.5 46.0 48.9 52.3 49.6 47.6 49.5 38.4
No, | cannot 17.7 15.1 20.4 9.6 12.0 20.3 20.6 26.2
Hard to say 0.3 0.6 0.4 0.3 0.7

Men rate their own ability to recognise unreliable information somewhat higher than
women do, saying they can do so confidently and without difficulty (38.4% and 30.7% respec-
tively). Women, by contrast, are more likely than men to admit that they cannot tell false infor-
mation from reliable information on their own (20.4% versus 15.1%) (7able 31).

The share of respondents who admit they lack the ability to judge whether information is
truthful increases with age: 9.6% of 18-24-year-olds, 12% of 25-34-year-olds, 20.3% of 35-44-
year-olds, 20.6% of 45-54-year-olds and 26.2% of those aged 55 and over (Table 37).

By region, residents of Surkhandarya (40%) and Fergana (56.9%) regions more often re-
ported being absolutely confident that they can distinguish false and unreliable information from
truthful and reliable information, while respondents from Jizzakh (25%) and Namangan (27%) re-
gions more often reported lacking this ability.

Asked whether the media’s liability for spreading false information should be increased,
77.4% of respondents said that penalties should be tightened. Greater liability in cases where the

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 50



Section B. General questions about the media and media consumption Media Consumption in Uzbekistan - 2026

spread of unreliable information has serious consequences is supported by 17.7% of survey partic-
ipants. The view that such measures may restrict freedom of speech is held by 4.5% of respond-

ents.

Analysis by age shows that support for tougher liability is highest among respondents aged
25-34 (80.3%), 35-44 (80.8%) and 55 and over (80.6%). Among 18-24-year-olds the figure is
lower, at 69%, and this group is more likely than others to take a more moderate position, favour-

ing greater liability only where there are serious consequences (26.7%) ( Table 32).

Table 32 Should the media’s liability for spreading false information be increased?
(% of respondents: total sample, by gender and age)

Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
Yes, penalties should be tougher 77.4 77.8 76.9 69.0 80.3 80.8 76.2 80.6
Partly, only if the information has 17.6 17.5 17.8 267 16.9 15.4 18.1 1
serious consequences
No, this would restrict freedom of 45 4.0 50 3.9 25 35 53 72
speech
Refused to answer 0.1 0.1 0.4
Hard to say 0.4 0.7 0.1 0.4 0.4 0.3 0.4 0.7

By region, support for tougher penalties on the media for spreading false information is
more common among residents of Namangan (85%), Surkhandarya (83%), Khorezm (83%) and
Fergana (86.3%) regions. The more moderate position — applying such measures only where the
spread of false information has serious consequences - is held by respondents from Tashkent city
(23.5%) and Kashkadarya region (28.4%) (Annex Table 7).
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Q KEY TAKEAWAYS

Media consumption and trust in sources of information in Uzbekistan thus show a clear age
pattern. Young respondents are much more likely to rely on digital channels — Telegram, so-
cial networks, YouTube, online publications and search engines — whereas the role of televi-
sion, radio and print grows with age. At the same time, television remains the source trusted
most in the total sample, and trust in it rises steadily in older age groups. Overall, respond-
ents show a fairly high level of trust in Uzbekistan’s media: a substantial proportion fully trust
or tend to trust the national media.

The survey shows that the public perceives unreliable information as a pressing problem. Re-
spondents most often associate the spread of false or misleading information with YouTube
and video blogs, Telegram channels, social networks and online publications, that is, mainly
with the digital information environment. Young respondents are more likely to notice unreli-
able information and are more active in re-checking it, whereas the share of those who
never re-check the information they receive increases with age.

The survey revealed clear public demand for greater media liability for spreading false infor-
mation. An overwhelming majority of respondents support either tougher liability or stricter
measures in cases where the spread of unreliable information leads to serious conse-
quences.

B.7 Assessment of media performance, problems and develop-
ment measures

Freedom of speech and media independence are important indicators of the development

of the media sphere. The study showed that, overall, respondents’ assessments of both in Uzbeki-

stan are predominantly positive (7able 33).

Table 33 How would you rate the level of freedom of speech and media independence in Uzbeki-

stan today?
(% of respondents: total sample, by gender and age)

Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
High: journalists speak freely 49.7 46.3 53.0 52.7 52.8 54.9 427 452
and cover any topic
Medium: restrictions are felton 455 473 431 44.1 419 420 498 484
some topics
Low: the media often avoid sen- 4 5 6.1 3.4 32 53 3.1 7.1 5.0
sitive topics
Refused to answer 0.1 0.3 0.7
Hard to say 0.2 0.4 0.4 0.7
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Almost half of respondents (49.7%) rate the level of freedom of speech and media inde-
pendence as high, believing that journalists express themselves freely and cover any topic. A me-
dium rating is given by 45.2% of respondents, who point to restrictions on certain topics. Only
4.7% consider it low (7able 33).

Women are more likely than men to rate the level of freedom of speech and media inde-
pendence as high (53.0% and 46.3% respectively). Men, by contrast, somewhat more often give a
medium rating (47.3% and 43.1% respectively) and are more likely to describe the level of freedom
of speech as low (6.1% and 3.4% respectively) (7Table 33).

The share of respondents who rate the level of freedom of speech and media independ-
ence in Uzbekistan as high decreases with age: 52.7% of 18-24-year-olds, 52.8% of 25-34-year-
olds, 54.9% of 35-44-year-olds, 42.7% of 45-54-year-olds and 45.2% of respondents aged 55 and
over. A low rating of the media, expressed as the view that they avoid covering sensitive topics,
remains relatively rare in all age groups, although it is somewhat more common among respond-
ents aged 45-54 (7.1%).

By region, respondents from Namangan (60%) and Surkhandarya (56%) regions consider
the level of media development in the country to be high, saying that journalists express them-
selves freely and cover any topic. Residents of Tashkent city (54.9%) and of Andijan (52.5%), Tash-
kent (51.5%) and Khorezm (52%) regions are more reserved, rating it as medium. Respondents
from Jizzakh (9%) and Syrdarya (9%) regions point to a low level of freedom of speech and media
independence in the country (7able 34).

Table 34 How would you rate the level of freedom of speech and media independence in Uzbeki-
stan today?
(% by region and type of settlement)

High: journalists Medium: re- Low: the media
speak freely and  strictions are felt often avoid sen-  Refused to an-
cover any topic ~ on some topics sitive topics swer Hard to say
REGION
Tashkent city 37.3 54.9 6.9 1.0
If;z:ﬁ!fa‘r’f Kara- 53.0 41.0 6.0
Andijan region 41.6 52.5 5.9
Bukhara region 48.5 45.5 5.0 1.0
Jizzakh region 49.0 42.0 9.0
Kashkadarya region 52.9 441 2.9
Navoi region 54.5 43.6 2.0
Namangan region 60.0 36.0 3.0 1.0
Samarkand region 55.4 41.6 3.0
Surkhandarya region 56.0 39.0 4.0 1.0
Syrdarya region 51.0 40.0 9.0
Tashkent region 41.6 51.5 6.9
Fergana region 49.0 49.0 2.0
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High: journalists Medium: re- Low: the media

speak freely and strictions are felt often avoid sen-  Refused to an-

cover any topic ~ on some topics sitive topics swer Hard to say
Khorezm region 46.0 52.0 1.0 1.0
TYPE OF SETTLEMENT
Urban 48.2 471 43 0.1 0.3
Rural 51.5 43.0 5.2 0.2 0.2

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

When it comes to the conditions journalists in Uzbekistan have for their professional work,
41.3% of respondents consider them entirely adequate. A further 41% consider them adequate but

point to existing problems.

Negative assessments are much less common: 7.3% believe the conditions are mostly in-
adequate, and a further 8.3% state outright that they are inadequate.

The survey found no gender differences in assessments of whether journalists in Uzbeki-

stan have adequate conditions for their professional work.

The older the respondents, the less likely they are to consider the conditions for journalists’
professional work in the country adequate. Respondents aged 18-24, 25-34 and 35-44 (44.1%,
43.3% and 44.8% respectively) are more likely than those aged 45-54 (38.8%) and 55 and over
(35.5%) to consider the conditions for journalists’ professional work in the country entirely ade-
quate (7Table 35).

Interestingly, the share of respondents who assess the conditions for journalists’ profes-
sional work critically increases with age. The view that conditions are inadequate is held by 4.3% of
18-24-year-olds, as opposed to 12.1% of 45-54-year-olds and 12.2% of respondents aged 55 and

over.

Table 35 Do you think journalists in Uzbekistan have adequate conditions for their professional
work?
(% of respondents: total sample, by gender and age)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Yes, fully 41.3 41.9 40.7 441 43.3 44.8 38.8 B515!
Mostly yes, but there 41.0 406 4.4 46.6 39.8 M3 37.7 39.8
are problems
Mostly not 7.3 7.0 7.6 4.6 7.7 6.6 9.3 8.2
No, conditions are in- 8.3 8.9 7.6 43 7.0 59 12.1 122
adequate
Hard to say 2.1 1.6 2.5 0.4 21 1.4 21 43
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By region, respondents from Kashkadarya (52%) and Samarkand (53.5%) regions are more
likely than the sample as a whole to consider the conditions for journalists’ professional work en-
tirely adequate. Residents of Jizzakh (15%) and Syrdarya (16%) regions point to inadequate condi-
tions (Annex Table 8).

Asked about the most pressing problems in the work of the media today, respondents
named the spread of fake news (46.6%), insufficient objectivity and impartiality (33.1%) and insuffi-
cient transparency of government bodies (30.6%). They also pointed to journalists’ limited access
to information (27.4%), their insufficient professional training (20.4%) and a lack of analytical con-
tent (20.3%) (7able 36).

Table 36 In your view, what are the most pressing problems in the work of the media today?
(% of respondents: total sample, by gender and age)*

Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
Spread of fake news 46.6 37.9 5586 573 50.0 45.1 39.1 41.6
;Zﬁl‘yo“ objectivity andimpar- 33 4 33.4 328 27.0 30.6 39.2 33.8 348
Lack of transparency in gov- 30.6 337 27.6 295 303 27.6 327 33.0
ernment bodies
Journalists' limited access to 57 4 29.4 255 27.8 303 248 27.4 269
information
Inadequate professional train- 54 4 223 18.5 17.4 16.5 175 27.4 233
ing of journalists
Lack of analytical content 20.3 20.9 19.8 258 23.6 16.8 16.0 20.1
State influence on the media 13.4 14.1 12.7 14.2 13.0 15.0 12.8 11.8
Pressure on journalists 12.8 12.4 13.2 17.1 12.7 12.2 11.4 10.4
Financial dependence of the 5.3 6.0 47 8.2 6.7 5.2 36 29
media
No problems 0.6 0.6 0.6 0.4 0.0 1.0 0.7 0.7
Hard to say 3.6 3.7 315 1.4 2.8 3.8 5.0 5.0

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

Women are more likely than men to see the spread of fake news as a pressing problem in
the work of the media today (55.3% and 37.9% respectively). Men are somewhat more likely than
women to point to insufficient transparency of government bodies (33.7% and 27.6% respectively),
journalists’ limited access to information (29.4% and 25.5% respectively) and insufficient profes-
sional training of journalists (22.3% and 18.5% respectively) (7able 36).

By age, the spread of fake news is a particular concern for young respondents. It is cited by
57.3% of 18-24-year-olds, 50% of 25-34-year-olds, 45.1% of 35-44-year-olds, 39.1% of 45-54-
year-olds and 41.6% of those aged 55 and over. Young people aged 18-24 are also more likely
than other groups to point to a lack of analytical content (25.3%), pressure on journalists (17.1%)
and the financial dependence of the media (8.2%) (7able 36).
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An analysis of the three key problems identified by respondents as pressing for the work of

the media shows that the spread of fake news concerns residents of the Republic of Karakalpak-
stan (60%) and of Andijan (54.5%) and Surkhandarya (56.4%) regions. Respondents from Andijan
(42.6%) and Tashkent (46%) regions draw attention to insufficient objectivity and impartiality of the

media (7able 37).

Rural respondents are more likely than urban residents to point to insufficient objectivity

and impartiality of the media (39.2% and 27.9% respectively) (7able 37).

Table 37 In your view, what are the most pressing problems in the work of the media today?
(% by region and type of settlement)*

limited access to information
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REGION
Tashkent city 39.2 255 324 36.3 24.5 16.7 14.7 11.8 8.8
RepublicofKarakalpak= 400 360 280 300 250 300 210 260 40
Andijan region 54.5 42.6 327 28.7 24.8 27.7 17.8 16.8 6.9
Bukhara region 42.6 22.8 347 27.7 12.9 18.8 1.9 14.9 4.0
Jizzakh region 38.2 39.2 29.4 40.2 27.5 12.7 15.7 12.7 6.9
Kashkadarya region 44.0 31.0 30.0 23.0 18.0 25.0 10.0 13.0 4.0
Navoi region 51.0 34.0 33.0 25.0 19.0 17.0 18.0 13.0 4.0
Namangan region 48.5 31.7 31.7 31.7 20.8 21.8 10.9 12.9 3.0
Samarkand region 41.2 27.5 20.6 19.6 17.6 20.6 10.8 6.9 1.0
Surkhandarya region 56.4 32.7 31.7 26.7 21.8 30.7 16.8 8.9 12.9
Syrdarya region 41.0 31.0 25.0 24.0 19.0 17.0 6.0 13.0 6.0
Tashkent region 35.0 46.0 37.0 24.0 16.0 13.0 14.0 7.0 4.0
Fergana region 52.5 31.7 29.7 18.8 16.8 15.8 7.9 13.9 6.9
Khorezm region 49.0 32.0 33.0 28.0 22.0 18.0 12.0 8.0 2.0
TYPE OF SETTLEMENT
Urban 46.4 27.9 27.8 27.1 20.9 20.1 13.4 12.1 6.2
Rural 46.9 39.2 33.9 27.8 19.8 20.6 13.4 1855 4.3

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

In the total sample, most respondents are in favour of the state monitoring the reliability of

information (75.9%). Partial state regulation of the media, only in matters of security and morality,

is accepted by 8.2% of respondents. Complete independence of the media from state regulation

is supported by 5.3% of survey participants ( 7able 38).
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Respondents’ views on state regulation of the media vary by age. Support for state moni-
toring of the reliability of information grows with age: this position is shared by 71.2% of 18-24-
year-olds, 72.5% of 25-34-year-olds, 73.8% of 35-44-year-olds, 76.5% of 45-54-year-olds and
85.7% of those aged 55 and over. Conversely, support for limited regulation confined to matters of
security and morality generally declines with age, from 24.6% among 18-24-year-olds to 9.3%
among respondents aged 55 and over (7able 38).

Table 38 In your opinion, should the activities of the media be regulated by the state?
(% of respondents: total sample, by gender and age)

Total Gender Age group
sample Men Women  18-24 25-34 35-44 45-54 55+

Yes, the state should monitor the reli-

. . . 75.9 75.9 76.0 71.2 72.5 73.8 76.5 85.7
ability of information

Partly, only on matters of security and

: 18.2 17.6 18.8 24.6 19.4 19.9 17.8 9.3
morality
No, the media should be fully inde- 5.3 58 48 43 70 4.9 53 50
pendent
Refused to answer 0.1 0.1 0.4
Hard to say 0.5 0.6 0.4 0.7 1.4 0.4

Public opinion in Uzbekistan on the media extends to measures to increase media inde-
pendence in the country. These measures include strengthening legal guarantees of freedom of
speech (566.5%), improving the professional training of journalists (30.7%) and expanding journal-
ists” access to information from government bodies (27%) (7able 39).

Table 39 In your opinion, what measures would help increase media independence in Uzbekistan?
(% of the total sample)*

Response Total sample
Strengthening legal guarantees of freedom of speech 56.5
Improving professional training for journalists 30.7
Expanding journalists’ access to information from govern-

ment bodies 27.0
Develgping independent media platforms and private news 25.9
agencies

Expanding access to international information sources 20.4
Increasing competition between media (state, private, public) 19.7
Increasing media funding 14.7
Protecting journalists from pressure and censorship 14.6
Toughening penalties for obstructing journalists’ work 13.3
Simplifying registration and licensing of new media 11.6
Hard to say 2.2

*Respondents could choose up to three answers. Results are ranked by total-sample figures.
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Survey participants consider it necessary to develop independent media platforms and pri-
vate news agencies (25.9%), expand access to international sources of information (20.4%) and
increase competition among media outlets (19.7%). Respondents see increased funding for the
media (14.7%), protection of journalists from pressure and censorship (14.6%), tougher liability for
obstructing journalists” work (13.3%) and simpler registration and licensing of new media (11.6%) as
ways of increasing media independence (7able 39).

Views on measures to increase media independence vary by age: the older the respond-
ents, the smaller the share who see developing independent media platforms and private news
agencies, increasing competition among media outlets and simplifying the registration and licens-
ing of new media as ways of securing media independence in the country (Figure 2). For example,
young respondents aged 18-24 are more likely than those aged 55 and over to cite the develop-
ment of independent media platforms and private news agencies as a way of increasing media in-

dependence in the country (32.4% and 17.2% respectively).

Interestingly, improving the professional training of journalists is more often supported by
older age groups (31.5% of 35—-44-year-olds, 31.7% of 45-54-year-olds and 41.1% of those aged
55 and over) than by younger respondents (21.7% of 18-24-year-olds and 24.6% of 25-34-year-
olds) (Figure 2).

Figure 2 In your opinion, what measures would help increase media independence in Uzbekistan?
(% by age)

18-24 25-34 wm35-44 wm45-54 m55+

324
28.2

Developing independent media platforms and private news 580
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14.9
13.4
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In respondents’ view, several steps are needed to improve the work of the media in Uzbek-
istan. More than half consider it necessary to make coverage of events more objective (51.1%), and
a third to strengthen verification of information (33%). A substantial proportion also expect the
media to take a more analytical approach, with in-depth articles on pressing issues (27.6%) and de-
tailed explanations of the causes and consequences of events (21.6%) (7Table 40).

Other important areas for improvement are more timely publication of news (24.7%) and
the presentation of different opinions and points of view (22.5%). Less often, respondents mention
the need to broaden the range of topics covered (12.7%), give more coverage to the problems of
the population and the regions (9.5%), improve the quality and standard of language (9.1%) and
use more accessible language (6.1%) (7able 40).

Table 40 In your opinion, what specifically needs to be improved in the work of the media in Uz-
bekistan?
(% of the total sample)*

Response Total sample
Make coverage of events more objective 51.1
Strengthen fact-checking 33.0
Analyse current issues in in-depth articles 27.6
Publish news more promptly 24.7
Present a range of opinions and viewpoints 22.5
Explain thg causes and consequences of events in detail in 21.6
news stories

Explain the causes and consequences of events in detail 17.3
Broaden the range of topics 12.7
Give more coverage to public and regional problems 9.5
Improve the quality and standard of language 9.1
Use simpler language 6.1
Reduce advertising and paid-for content 5.2
Create more educational content 4.6
Raise journalists’ professionalism 4.3
Make more active use of modern digital formats 3.4
Do more investigative journalism 3.3
Observe journalistic ethics 1.4
Improve feedback channels with the audience 1.0
Hard to say 1.1

*Respondents could choose up to three answers. Results are ranked by total-sample figures.

Men and women differ in the measures they propose for improving the work of the media
(Figure 3).
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Figure 3 In your opinion, what specifically needs to be improved in the work of the media in Uz-
bekistan?
(% by gender)

m Men = Women

54.7
Make coverage of events more objective

Strengthen fact-checking

Publish news more promptly

Analyse current issues in in-depth articles

14.2
Explain the causes and consequences of events in detail

Present a range of opinions and viewpoints

Men are more likely than women to point to the need for more objective coverage of
events (54.7% and 47.5% respectively), stronger verification of information (35.9% and 30% re-
spectively), more timely publication of news (27.1% and 22.3% respectively) and in-depth articles
analysing pressing issues (29.3% and 25.9% respectively) (Figure 3).

Women are more likely than men to cite the need to explain the causes and consequences
of events in detail (20.4% and 14.2% respectively) and to present different opinions and points of
view (28.1% and 16.9% respectively) as measures that would directly improve the work of the me-
dia in Uzbekistan (Figure 3.

The age differences identified in the study show that older age groups consider greater
timeliness and objectivity of coverage and greater depth and breadth of published content to be
important measures, while young people consider reducing advertising and paid-for content im-
portant (Figure 4).
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Figure 4 In your opinion, what specifically needs to be improved in the work of the media in Uz-
bekistan?
(% by age)
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Respondents aged 35-44 (52.8%), 45-54 (53%) and 55 and over (53.4%) more often cite
greater objectivity in the coverage of events as a way of improving the work of the media. De-
mand for more timely publication of news generally grows with age: from 20.3% among 18-24-
year-olds to 30.8% among respondents aged 55 and over. A similar trend applies to the need to
explain the causes and consequences of events in the news in detail: the figure rises from 15.7%
among 18-24-year-olds to 25.1% among those aged 55 and over (Figure 3). Older age groups are
more likely than others to point to the need for a broader range of topics: 16.5% among those
aged 55 and over and 11.4% among respondents aged 18-24 (Figure 3).

The call to reduce advertising and paid-for content is somewhat more common among
young respondents and gradually declines with age, from 7% among 18-24-year-olds to 2.9%
among those aged 55 and over (Figure 3).
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Overall, the survey shows predominantly positive assessments of the state of freedom of
speech, media independence and journalists’ working conditions in Uzbekistan. Among the prob-
lems of the media sphere, respondents highlight the spread of fake news, insufficient objectivity
and impartiality of the media, journalists’ insufficient professional training and a lack of analytical

content.

Q KEY TAKEAWAY

Public opinion is marked by a clear demand for state involvement in ensuring the reliability of
information, in the form of monitoring the reliability of the information disseminated. The
most popular measures for increasing media independence are strengthening legal guaran-
tees of freedom of speech, improving journalists’ professional training and expanding access
to information from government bodies. The main areas for improving the work of the media
that people in Uzbekistan highlight are more objective coverage of events, stronger verifica-
tion of information, more analytical content, timeliness and the presentation of different
points of view.
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Section C. Television

67.5% 70.3% 52.8%

watch TV on any device of viewers most often watch of viewers trust O‘zbekiston 24
Table 41 news most
Table 62 Table 68

Television is one of the means through which information is disseminated, socially signifi-
cant events are covered and citizens form their understanding of developments in the country and
the world. As digital technologies develop and access to media content widens, it is becoming in-
creasingly important to study patterns of TV consumption, viewer preferences and audience atti-
tudes towards domestic TV channels.

In this context, studying the TV audience makes it possible to identify viewing patterns, the
most popular types of content and the level of trust in TV channels, as well as existing problems

and citizens’ expectations.

The aim of this section is to examine patterns of TV content consumption, audience prefer-
ences and levels of trust in Uzbekistan's TV channels, and to identify the main problems facing do-

mestic television and ways of improving it.

Public opinion on television and patterns of TV content consumption were analysed using the fol-
lowing selected indicators:

1) regularity and intensity of TV viewing;

2) how and where TV content is watched;
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3) audience preferences and motives for choosing TV channels;
4) viewers’ content interests;

5) assessment of the diversity of TV content;

6) level of public trust in Uzbekistan’s TV channels;

7) assessment of problems with TV content;

8) proposals for improving television in the country.

C.1 Regularity and intensity of TV viewing

The survey found that 67.5% of respondents watch TV channels or programmes, regard-
less of the device or means of access (66.9% of men and 68% of women). The remaining 32.5%
said they do not watch TV channels in any way, whether on a TV set, a computer or a smartphone,
or via the internet. This applies to 33.1% of men and 32% of women.

Differences by age are more pronounced. Among 18-24-year-olds and 25-34-year-olds,
57.7% in each group watch TV content. The figure is 64% among 35-44-year-olds and rises to
71.2% among those aged 45-54. The highest share of affirmative answers was recorded among
respondents aged 55 and over, at 87.1%.

Table 41 Do you watch TV channels or TV programmes in any way — on a TV set, computer,
smartphone or online?
(% of all respondents, by gender and age)

Yes No

Total sample 67.5 32.5
GENDER

Men 66.9 33.1
Women 68.0 32.0
AGE GROUP

18-24 57.7 42.3
25-34 57.7 42.3
35-44 64.0 36.0
45-54 71.2 28.8
55+ 87.1 12.9

The highest shares of respondents who said they watch TV channels or TV programmes in
any way, whether on a TV set, computer or smartphone, or via the internet, were recorded in Bu-
khara (92.1%), Andijan (87.1%) and Samarkand (79.2%) regions. High figures were also recorded in
Syrdarya region (79%), Tashkent region (76.2%) and Namangan region (75%).
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In Fergana region, the share of respondents who do not watch TV programmes (67.6%) ex-
ceeds the share of those who watch TV channels or TV programmes in any way, whether ona TV
set, computer or smartphone, or via the internet (32.4%). In Tashkent city, the share of respond-
ents who do not watch TV channels or TV programmes is 52.9%, while 47.1% said they watch TV
content. In Navoi region, answers were distributed as follows: 52.5% of respondents said they
watch TV content and 47.5% said they do not watch TV channels or programmes.

By type of settlement, 70.5% of rural respondents answered “yes, | watch”, compared with
64.9% of urban residents. Accordingly, 29.5% of rural and 35.1% of urban respondents answered

“ ”

no .

Table 42 Do you watch TV channels or TV programmes in any way — on a TV set, computer,
smartphone or online?
(% of all respondents)

Yes No

REGION

Tashkent city 471 52.9
Republic of Karakalpakstan 67.0 33.0
Andijan region 87.1 12.9
Bukhara region 92.1 7.9
Jizzakh region 63.0 37.0
Kashkadarya region 63.7 36.3
Navoi region 52.5 47.5
Namangan region 75.0 25.0
Samarkand region 79.2 20.8
Surkhandarya region 63.0 37.0
Syrdarya region 79.0 21.0
Tashkent region 76.2 23.8
Fergana region 32.4 67.6
Khorezm region 68.0 32.0
TYPE OF SETTLEMENT

Urban 64.9 35.1
Rural 70.5 29.5

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Responses show that regular viewing predominates. Overall, 54.3% of respondents watch
TV content several times a day and 29.0% once a day. Watching TV several times a week was re-
ported by 9.6% of respondents and once a week by 3.9%. A further 2.4% watch TV content several
times a month and 0.7% less than once a month.

By gender, 58.0% of women and 50.5% of men watch TV several times a day. Men, mean-
while, are more likely to watch once a day: 33.8% compared with 24.3% of women.
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Among respondents aged 55 and over, the share of those who watch TV several times a
day is 65.8%. The figure is 59.5% among 45-54-year-olds and 54.1% among 35-44-year-olds.
Among younger respondents, 43.2% of 18-24-year-olds and 42.1% of 25-34-year-olds watch TV

several times a day.

Table 43 How often do you watch TV?

(% of respondents who answered, n=952)

Several Several Less than
Several times a Once a times a once a
timesaday Once aday week week month month Hard to say
Total sample 54.3 29.0 9.6 3.9 2.4 0.7 0.1
GENDER
Men 50.5 33.8 9.8 3.0 2.1 0.8
Women 58.0 24.3 9.4 4.8 2.7 0.6 0.2
AGE GROUP
18-24 43.2 29.6 1.7 6.8 6.8 1.9
25-34 421 29.9 171 6.7 24 1.8
35-44 54.1 30.6 9.3 2.7 2.7 0.5
45-54 59.5 29.0 6.0 4.0 1.0 0.5
55+ 65.8 26.7 6.2 0.8 0.4

Watching TV several times a day is most widespread in Fergana (69.7%), Khorezm (63.2%)
and Samarkand (61.3%) regions. Comparatively high figures are also recorded in Navoi region
(60.4%) and the Republic of Karakalpakstan (59.7%). Daily viewing is also widespread in Kash-
kadarya region, where 43.1% of respondents watch TV once a day and 49.2% several times a day.
The share of respondents watching TV several times a day is comparatively lower in Tashkent city,
at 39.6%.

By type of settlement, 56.9% of rural respondents and 51.9% of urban residents watch TV

several times a day.

Table 44 How often do you watch TV?

(% of respondents who answered, n=952)

Several Several Less than
Several times a Once a times a once a
timesaday Once aday week week month month Hard to say

REGION

Tashkent city 39.6 35.4 14.6 8.3 2.1

E:I'E’)gtk’gfa‘r’f Kara- 59.7 343 3.0 3.0

Andijan region 58.0 33.0 23 4.5 23

Bukhara region 54.8 20.4 14.0 5.4 43 1.1
Jizzakh region 54.0 28.6 9.5 4.8 3.2

Kashkadarya region 49.2 43.1 3.1 1.5 3.1

Navoi region 60.4 24.5 9.4 1.9 3.8

Namangan region 50.7 28.0 17.3 2.7 1.3
Samarkand region 61.3 25.0 7.5 25 1.3 25

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 66



Section C. Television Media Consumption in Uzbekistan - 2026

Several Several Less than
Several times a Once a times a once a
timesaday Onceaday week week month month Hard to say
Surkhandarya region 49.2 25.4 15.9 6.3 3.2
Syrdarya region 51.9 31.6 10.1 25 25 1.3
Tashkent region 42.9 27.3 15.6 9.1 1.3 2.6 1.3
Fergana region 69.7 27.3 3.0
Khorezm region 63.2 25.0 5.9 2.9 2.9
TYPE OF SETTLEMENT
Urban 51.9 29.0 9.1 6.3 2.6 0.8 0.2
Rural 56.9 29.0 10.0 1.3 2.2 0.7

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Responses show that, on weekdays, the most common viewing duration is between 30
minutes and an hour, chosen by 34.6% of respondents. Some 24.6% watch TV content for one to
two hours and 19.1% for less than 30 minutes.

Among men, 34.8% watch TV content for 30 minutes to an hour and 24.4% for one to two
hours. The corresponding figures for women are 34.3% and 24.7%.

Among 18-24-year-olds, the most common pattern is 30 minutes to an hour of viewing
(35.8%), while 34.6% spend less than 30 minutes watching TV. Among 25-34-year-olds, 30
minutes to an hour also predominates (33.5%), and 26.2% of this age group watch for less than 30
minutes. In the 35-44 and 45-54 age groups, 30 minutes to an hour remains the most common
duration, at 34.4% and 41.5% respectively. In addition, 29.5% of 45-54-year-olds watch TV for one
to two hours a day.

Among those aged 55 and over, 29.6% watch TV for one to two hours and 28.8% for 30
minutes to an hour. This age group also has the highest share of people who watch TV for long pe-
riods: on a weekday, 16.5% watch TV content for two to three hours, 5.8% for three to four hours
and 7.4% for more than four hours.

Table 45 On average, how much time do you spend watching TV on a weekday?
(% of respondents who answered, n=952)

Usually do
not watch
Less than 30 30 minutes Morethan4  on week-
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours days
Total sample 19.1 34.6 24.6 9.8 4.2 4.3 3.5
GENDER
Men 17.4 34.8 24.4 9.6 5.1 4.9 3.8
Women 20.8 34.3 24.7 10.0 383 3.7 3.1
AGE GROUP
18-24 34.6 35.8 16.7 5.6 3.1 4.3
25-34 26.2 33.5 20.7 6.1 4.3 3.7 5.5
35-44 20.8 34.4 23.0 8.7 6.0 3.3 3.8
45-54 9.5 41.5 29.5 9.0 4.0 3.0 315
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Usually do
not watch
Less than 30 30 minutes Morethan4  on week-
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours days
55+ 10.7 28.8 29.6 16.5 5.8 7.4 1.2

The share of “30 minutes to an hour” answers is 47.5% in Samarkand region, 41.3% in Na-
mangan region, 40.9% in Andijan region and 40.0% in Kashkadarya region. In Navoi region, by con-
trast, one to two hours of viewing is more common (34.0%). In Tashkent city, answers are spread
relatively evenly across the main time categories: 29.2% of respondents watch TV for 30 minutes
to an hour, 27.1% for one to two hours and 20.8% for less than 30 minutes. A further 12.5% spend
two to three hours a day watching. In Tashkent region, 30 minutes to an hour is the most common
duration (29.9%), and 7.8% watch TV for more than four hours.

By type of settlement, 30 minutes to an hour is the most common duration among both ur-
ban (32.0%) and rural residents (37.3%). Some 25.4% of urban and 23.7% of rural residents watch
TV for one to two hours a day, while 18.5% and 19.8% respectively watch for less than 30 minutes.

Table 46 On average, how much time do you spend watching TV on a weekday?
(% of respondents who answered, n=952)

Usually do
not watch
Less than 30 30 minutes Morethan4  on week-
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours days
REGION
Tashkent city 20.8 29.2 27.1 12.5 2.1 4.2 4.2
E:I';’):i’gtca‘r’f Kara- 1.9 343 313 1.9 6.0 45
Andijan region 23.9 40.9 14.8 6.8 4.5 8.0 1.1
Bukhara region 25.8 28.0 21.5 10.8 3.2 43 6.5
Jizzakh region 30.2 28.6 25.4 9.5 4.8 1.6
Kashkadarya region 7.7 40.0 27.7 13.8 4.6 3.1 3.1
Navoi region 24.5 24.5 34.0 9.4 1.9 5.7
Namangan region 13.3 41.3 29.3 8.0 2.7 4.0 1.3
Samarkand region 13.8 47.5 17.5 5.0 5.0 3.8 7.5
Surkhandarya region 30.2 34.9 17.5 7.9 4.8 3.2 1.6
Syrdarya region 22.8 30.4 26.6 8.9 8.9 1.3 1.3
Tashkent region 18.2 29.9 23.4 6.5 5.2 7.8 9.1
Fergana region 121 36.4 24.2 15.2 3.0 6.1 3.0
Khorezm region 8.8 33.8 30.9 16.2 4.4 4.4 1.5
TYPE OF SETTLEMENT
Urban 18.5 32.0 25.4 10.5 4.3 583 4.1
Rural 19.8 37.3 23.7 8.9 41 383 2.8

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 68



Section C. Television Media Consumption in Uzbekistan - 2026

Responses show that, at weekends, respondents generally spend more time watching TV
than on weekdays. The most common option is one to two hours, chosen by 27.3% of respond-
ents. A further 20.6% watch TV content for 30 minutes to an hour and 16.3% for two to three
hours.

Among men, 27.4% watch TV for one to two hours, compared with 27.2% of women. Two
to three hours of viewing was reported by 17% of men and 16.6% of women. At the same time, the
share of those who do not watch TV at weekends is higher among women (8.3%) than among men
(5.3%).

Among 18-24-year-olds, the most common duration is 30 minutes to an hour (31.5%).
Among 25-34-year-olds, one to two hours predominates (26.8%). In the 45-54 age group, 27% of
respondents watch TV for one to two hours and 19.5% for two to three hours. Among those aged
55 and over, one to two hours is the most common duration (30.9%), while 23.5% spend two to
three hours watching TV. In addition, 9.9% of this group watch TV content for more than four
hours, the highest figure among respondents of all age groups.

Table 47 On average, how much time do you spend watching TV on a weekend day?
(% of respondents who answered, n=952)

Usually do
not watch
Less than 30 30 minutes Morethan4  on week-
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours days
Total sample 9.7 20.6 27.3 16.3 11.3 7.5 6.8
GENDER
Men 9.8 20.2 27.4 17.0 12.7 7.6 593
Women 9.6 21.0 27.2 16.6 10.0 7.3 8.3
AGE GROUP
18-24 16.7 S5 22.8 13.6 7.4 25 5.6
25-34 14.6 22.6 26.8 13.4 6.1 15 11.0
35-44 6.0 27.3 27.3 10.9 13.1 9.3 6.0
45-54 6.5 15.0 27.0 19.5 15.0 8.5 8.5
55+ 7.0 11.5 30.9 235 13.2 9.9 4.1

The highest shares of “one to two hours” answers are found in Navoi (37.7%), Fergana
(36.4%), Namangan (32.0%) and Samarkand (32.5%) regions. In Kashkadarya region, 29.2% of re-
spondents watch TV for two to three hours, while in Khorezm region the figure is 25%. In addition,
17.6% of respondents in Khorezm region spend three to four hours watching, the highest figure for
this category among the regions presented. In Tashkent region, 24.7% of respondents watch TV
for 30 minutes to an hour and 20.8% for one to two hours.

By type of settlement, one to two hours is the most common duration among both urban
(26.2%) and rural residents (28.5%). Rural residents are slightly more likely to watch TV for 30
minutes to an hour (22.2% versus 19.1% of urban residents).
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Table 48 On average, how much time do you spend watching TV on a weekend day?
(% of respondents who answered, n=952)

Usually do
not watch
Lessthan30 30 minutes Morethan4  on week-
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours days
REGION
Tashkent city 16.7 16.7 22.9 12.5 12.5 10.4 8.3
E:I';’):i’gtcazf Kara- 3.0 13.4 313 239 20.9 6.0 15
Andijan region 14.8 20.5 28.4 10.2 1.4 5.7 9.1
Bukhara region 12.9 25.8 247 12.9 9.7 8.6 5.4
Jizzakh region 7.9 22.2 27.0 19.0 6.3 12.7 4.8
Kashkadarya region 6.2 24.6 20.0 29.2 6.2 6.2 7.7
Navoi region 11.3 17.0 37.7 22.6 5.7 5.7
Namangan region 2.7 29.3 32.0 12.0 10.7 4.0 9.3
Samarkand region 6.3 25.0 32,5 11.3 10.0 8.8 6.3
Surkhandarya region 9.5 19.0 23.8 12.7 12.7 12.7 9.5
Syrdarya region 15.2 17.7 27.8 15.2 16.5 5.1 25
Tashkent region 14.3 24.7 20.8 14.3 5.2 1.7 9.1
Fergana region 6.1 6.1 36.4 24.2 15.2 3.0 9.1
Khorezm region 5.9 13.2 221 25.0 17.6 7.4 8.8
TYPE OF SETTLEMENT
Urban 11.2 19.1 26.2 16.2 12.0 7.9 7.5
Rural 8.1 222 28.5 17.4 10.7 7.0 6.1

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

In the total sample, the most common viewing period is 18:00-21:00, named by 27.9% of
respondents. Respondents watch TV less often during the day: 12:00-15:00 (8.8%), 09:00-12:00
(7.1%) and 15:00-18:00 (5.6%). Viewing after 24:00 was reported by 1.6% of survey participants.

Shares for the evening slots differ by gender. Among men, 52% named 21:00-24:00, com-
pared with 40.7% of women. For 18:00-21:00, the figures are 51.8% for men and 53.6% for
women. Women were also more likely to mention daytime viewing: 17.0% versus 9.8% of men for
09:00-12:00, and 21.0% versus 12.3% for 12:00-15:00.

Age differences are visible in the distribution of answers across time slots. Among 18-24-
year-olds, 45.7% named 21:00-24:00 and 21.6% 12:00-15:00. Among 25-34-year-olds, 21:00-
24:00 also has the highest share of answers (51.2%). The figure is 52.5% among 35-44-year-olds
and 46% among 45-54-year-olds; in the latter group, 61.5% also reported watching between
18:00 and 21:00. Among those aged 55 and over, the highest figures are for 18:00-21:00 (63.8%)
and before 09:00 (57.6%).
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Table 49 At what time of day do you most often watch TV?
(% of respondents who answered, n=952)

Before 09:00- 21:00-

09:00 12:00 12:00-15:00 15:00-18:00 18:00-21:00 24:00 After 24:00
Total sample 24.3 741 8.8 5.6 27.9 24.5 1.6
GENDER
Men 45.0 9.8 12.3 8.9 51.8 52.0 4.5
Women 46.8 17.0 21.0 121 53.6 40.7 1.7
AGE GROUP
18-24 43.2 14.8 21.6 13.6 38.3 45.7 3.7
25-34 31.1 13.4 22.6 8.5 43.3 51.2 6.7
35-44 46.4 9.8 17.5 9.3 49.7 5245 2.2
45-54 45.5 14.0 12.5 10.0 61.5 46.0 2.0
55+ 57.6 14.8 12.3 11.1 63.8 3941 1.6

*Respondents could choose more than one answer.

Viewing between 18:00 and 21:00 was most often reported by respondents in Namangan
region (65.3%), Samarkand region (58.8%), the Republic of Karakalpakstan (56.7%) and Kash-
kadarya region (55.4%). The figure was 54.2% in Tashkent city, 51.9% in Tashkent region and 51.1%
in Andijan region. The lowest share for this slot was recorded in Bukhara region (44.1%).

The 21:00-24:00 slot was most often named by respondents in Tashkent city (60.4%),
Khorezm region (55.9%), Andijan region (52.3%) and the Republic of Karakalpakstan (65.7%).

Viewing before 09:00 was most often reported by respondents in the Republic of Kara-
kalpakstan (74.6%), Surkhandarya region (68.3%) and Kashkadarya region (60.0%).

Viewing after 24:00 is much less common. The highest share is in the Republic of Kara-
kalpakstan (11.9%), followed by Andijan region (6.8%) and Samarkand region (6.3%).

By type of settlement, urban residents most often reported watching before 09:00
(52.7%), while rural residents most often named 18:00-21:00 (55.6%). Daytime viewing between
12:00 and 15:00 was more common among rural (20.3%) than urban residents (13.4%). Viewing af-
ter midnight was reported by 2.4% of urban and 3.7% of rural respondents.

Table 50 At what time of day do you most often watch TV?
(% of respondents, by region and type of settlement, n=952)

Before 09:00- 21:00-

09:00 12:00 12:00-15:00 15:00-18:00 18:00-21:00 24:00 After 24:00
REGION
Tashkent city 29.2 14.6 10.4 10.4 54.2 60.4 0.0
E:I';’):i’gtca‘r’f Kara- 746 209 3538 19.4 56.7 657 19
Andijan region 36.4 9.1 15.9 18.2 51.1 5988 6.8
Bukhara region 26.9 15.1 21.5 9.7 441 39.8 2.2
Jizzakh region 41.3 14.3 15.9 1.1 52.4 44.4 1.6
Kashkadarya region 60.0 10.8 13.8 4.6 55.4 44.6 1.5
Navoi region 30.2 1.9 18.9 5.7 491 43.4 3.8
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Before 09:00- 21:00-

09:00 12:00 12:00-15:00 15:00-18:00 18:00-21:00 24:00 After 24:00
Namangan region 46.7 12.0 14.7 9.3 65.3 40.0 0.0
Samarkand region 56.3 13.8 12.5 1.3 58.8 47.5 6.3
Surkhandarya region 68.3 23.8 15.9 15.9 50.8 36.5 1.6
Syrdarya region 53.2 7.6 20.3 6.3 49.4 38.0 0.0
Tashkent region 50.6 23.4 10.4 1.7 51.9 42.9 2.6
Fergana region 33.3 15.2 3.0 9.1 51 39.4 0.0
Khorezm region 29.4 5.9 16.2 13.2 48.5 554 1.5
TYPE OF SETTLEMENT
Urban 52.7 13.0 13.4 10.3 50.1 43.6 2.4
Rural 38.6 13.9 20.3 10.7 55.6 49.2 3.7

*Respondents could choose more than one answer.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

C.2 Modes and conditions of TV viewing

Overall, home is the main place for watching TV: 94.6% of respondents said they most of-
ten watch TV at home. A further 2.6% watch at work or their place of study, 1.3% on a smartphone
or tablet while travelling, 0.9% in cafés, waiting areas and other public places, and 0.7% at other

people’s homes.
By gender, home viewing predominates among both women (95.7%) and men (93.4%).

By age, the share of respondents who named home as their main viewing place increases
in the older groups. It was chosen by 84.6% of 18—24-year-olds and 88.9% of 25-34-year-olds.
Among 35-44- and 45-54-year-olds the figures are 98.5% and 98.7% respectively, and among
those aged 55 and over 98.9%.

Table 51 Where do you most often watch TV?
(% of respondents who answered, n=952)

In cafés, waiting On the move
Atworkormy At other people’s  areas or other (smartphone or

At home place of study homes public places tablet)
Total sample 94.6 2.6 0.7 0.9 1.3
GENDER
Men 93.4 2.9 0.9 1.4 1.4
Women 95.7 23 0.6 0.3 1.1
AGE GROUP
18-24 84.6 43 34 1.7 6.0
25-34 88.9 5.6 0.8 3.2 1.6
35-44 98.5 1.5
45-54 98.7 1.3
55+ 98.9 1.1
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Results show that home viewing predominates across regions and among both urban and
rural residents. At the same time, other viewing places are mentioned more often in Bukhara, Andi-
jan and Tashkent regions and by urban respondents.

Table 52 Where do you most often watch TV?
(% of respondents who answered, n=952)

In cafés, waiting On the move
Atworkormy At other people’s  areas or other (smartphone or

At home place of study homes public places tablet)
REGION
Tashkent city 97.6 24
paksion (660
Andijan region 94.5 1.4 1.4 2.7
Bukhara region 81.9 7.2 3.6 24 4.8
Jizzakh region 94.4 1.9 1.9 1.9
Kashkadarya region 94.9 5.1
Navoi region 96.1 2.0 2.0
Namangan region 100.0
Samarkand region 97.9 2.1
Surkhandarya region
Syrdarya region 94.5 3.6 1.8
Tashkent region 89.1 43 43 2.2
Fergana region 100.0
Khorezm region 100.0
TYPE OF SETTLEMENT
Urban 92.2 3.4 1.6 1.6 1.3
Rural 96.6 1.8 0.3 1.3

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

The survey shows that the most common way of watching TV is switching between chan-
nels to find the most interesting programme, reported by 35.6% of respondents. Some 32.8%
choose a specific programme in advance, and 19.2% turn on the TV at a set time. Less common are
leaving one channel on (6.8%), watching individual TV segments online (4.0%) and having the TV on
mainly in the background (1.5%).

Men are slightly more likely to choose a specific programme in advance (35.5% versus
30.1% of women). Women, for their part, more often turn on the TV at a set time (19.8% versus
18.7% of men) and tend to leave one channel on (8.1% versus 5.5%).

Among 18-24-year-olds, the most common approach is choosing a specific programme in
advance (39.5%). Among 25-34-year-olds, 28% do this, while 29.3% prefer switching channels in
search of something interesting. Among 35-44- and 45-54-year-olds, switching channels in
search of interesting content is the most common approach (40.4% and 40.5% respectively). In
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the group aged 55 and over, channel switching also ranks first (37.4%), while 32.9% choose a spe-

cific programme in advance.

Table 53 How do you usually watch TV?

(% of respondents who answered, n=952)

Total Gender Age group

sample Men Women  18-24 25-34 35-44 45-54 55+
| choose a specific programme in ad- 328 355 301 395 280 328 310 329
I turn on the TV at a set time 19.2 18.7 19.8 16.7 21.3 17.5 19.0 21.0
ik it:tr;“egszrfgzr;gg'rsai:‘:]gbk the 35.6 350 362 278 293 404 405 374
| usually leave one channel on 6.8 15 8.1 6.2 9.8 15 7.0 6.2
The TV is mostly on in the background 1.5 1.5 1.5 1.9 2.4 0.5 2.0 0.8
| watch individual TV segments online 4.0 3.8 4.2 8.0 9.1 2.7 0.5 1.6
Hard to say 0.1 0.2 0.5

Switching channels to find an interesting programme is the most common approach in Fer-
gana (60.6%), Tashkent (48.1%), Jizzakh (46.0%) and Khorezm (45.6%) regions. Choosing a specific
programme in advance was most often reported in Samarkand (45.0%) and Surkhandarya (44.4%)

regions. Turning on the TV at a set time is most common in Tashkent city (33.3%) and Navoi region

(30.2%).

Table 54 How do you usually watch TV?

(% of respondents who answered, n=952)
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REGION
Tashkent city 25.0 8618 27.1 10.4 4.2
Republic of Kara- 343 13.4 M8 3.0 6.0 15
kalpakstan
Andijan region 39.8 15.9 27.3 8.0 1.1 8.0
Bukhara region 21.5 19.4 39.8 11.8 1.1 6.5
Jizzakh region 30.2 17.5 46.0 4.8 1.6
Kashkadarya region 27.7 21.5 40.0 6.2 1.5 3.1
Navoi region 22.6 30.2 35.8 3.8 3.8 3.8
Namangan region 38.7 24.0 28.0 6.7 2.7
Samarkand region 45.0 15.0 26.3 6.3 25 5.0
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Surkhandarya region 44.4 25.4 12.7 12.7 1.6 3.2
Syrdarya region 31.6 21.5 31.6 5.1 1.3 8.9
Tashkent region 26.0 14.3 48.1 6.5 1.3 2.6 1.3
Fergana region 24.2 9.1 60.6 6.1
Khorezm region 39.7 11.8 45.6 2.9
TYPE OF SETTLEMENT
Urban 31.2 21.9 32.9 7.1 1.6 5.1 0.2
Rural 34.4 16.3 38.6 6.5 1.3 2.8

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

C.3 Audience preferences and motives for choosing TV channels

According to the survey, state national channels are the most widely watched type of TV

channel among respondents, named by 43.1% of survey participants. Non-state national channels

are watched by 23.0% of respondents. They are followed by regional and local channels (11.7%),

Russian channels (9.0%), channels from neighbouring countries (6.9%) and other foreign channels

(6.3%).

By gender, state national channels lead among both men (86.0%) and women (86.3%). Men

are more likely than women to watch non-state national channels (48.6% versus 43.2%), Russian

channels (21.7% versus 14.6%) and channels from neighbouring countries (14.6% versus 13.1%).

Viewing of regional and local channels is similar among men and women, at 23.8% and 23.1% re-

spectively. Foreign channels are chosen slightly more often by women (13.5% versus 11.5% of

men).

Analysis by age shows that the share of viewers of state national channels rises from 76.5%

among 18-24-year-olds to 93.0% among those aged 55 and over. Non-state national channels are

most popular among 35-44-year-olds (51.9%), and regional and local channels among 25-34-

year-olds (29.3%). Russian channels are mentioned most often by respondents aged 55 and over

(24.7%) and 45-54-year-olds (22.5%). Foreign channels are most popular among younger re-
spondents aged 18-24 (18.5%) and 25-34 (17.7%). Among respondents over 55, the figure is 5.8%.
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Table 55 What types of TV channels do you usually watch?

Multjple answers possible (% of respondents who answered, n=952)
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Total sample 43.1 23.0 11.7 6.9 9.0 6.3
GENDER
Men 86.0 48.6 23.8 14.6 21.7 1.5
Women 86.3 43.2 23.1 13.1 14.6 13.5
AGE GROUP
18-24 76.5 46.3 26.5 16.7 13.6 18.5
25-34 84.1 415 29.3 12.8 11.0 17.7
35-44 85.8 51.9 2815 12.6 14.8 14.2
45-54 87.5 46.0 22.0 12.5 225 10.0
55+ 93.0 44.0 18.5 14.8 24.7 5.8

According to the survey, state national channels are the most watched in every region. Fig-
ures are particularly high in Samarkand (97.5%), Khorezm (94.1%) and Surkhandarya (92.1%) re-
gions. In Tashkent city, the share of such viewers is lower, at 75.0%.

Non-state national channels are especially popular in Namangan (84.0%) and Samarkand
(71.3%) regions. They are also watched by more than half of respondents in Fergana, Syrdarya,
Khorezm and Kashkadarya regions. The lowest figure is in Bukhara region (21.5%).

Regional and local channels are most often watched by respondents in the Republic of
Karakalpakstan (59.7%), Andijan region (34.1%) and Jizzakh region (31.7%). In Fergana region, only
3.0% of respondents surveyed there choose them. Channels from neighbouring countries are
most popular in the Republic of Karakalpakstan (38.8%). Russian channels are watched most in Sa-
markand (36.3%) and Andijan (29.5%) regions. Other foreign channels (excluding Russian channels
and those of neighbouring countries) are chosen most often in Andijan region (27.3%), the Repub-
lic of Karakalpakstan (22.4%) and Samarkand region (21.3%).

Rural residents are more likely than urban residents to watch state national channels
(90.4% versus 82.2%), non-state national channels (53.8% versus 38.5%) and regional and local
channels (27.2% versus 19.9%). Russian channels are chosen by 22.3% of urban and 13.5% of rural
respondents.
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Table 56 What types of TV channels do you usually watch?

Multjple answers possible (% of respondents who answered, n=952)

Media Consumption in Uzbekistan - 2026
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REGION
Tashkent city 75.0 41.7 20.8 10.4 271 12.5
Republic of Kara- 88.1 47.8 59.7 38.8 13.4 22.4
kalpakstan
Andijan region 86.4 40.9 34.1 21.6 29.5 27.3
Bukhara region 81.7 21.5 14.0 6.5 17.2 10.8
Jizzakh region 84.1 28.6 31.7 15.9 12.7 9.5
Kashkadarya region 87.7 52.3 15.4 1.5 1.5 1.5
Navoi region 84.9 28.3 26.4 20.8 15.1 9.4
Namangan region 85.3 84.0 26.7 12.0 8.0 6.7
Samarkand region 97.5 71.3 12.5 8.8 36.3 21.3
Surkhandarya region 92.1 30.2 15.9 17.5 20.6 6.3
Syrdarya region 81.0 57.0 26.6 8.9 1.4 6.3
Tashkent region 77.9 28.6 23.4 23.4 18.2 18.2
Fergana region 90.9 57.6 3.0 3.0 15.2 9.1
Khorezm region 94.1 54.4 8.8 1.5 22.1 5.9
TYPE OF SETTLEMENT
Urban 82.2 38.5 19.9 12.0 22.3 13.0
Rural 90.4 53.8 27.2 15.9 13.5 12.0

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

According to the survey, the channels respondents watch most often are Milliy TV (44.5%),
O‘zbekiston 24 (41.7%), Zo'r TV (34.9%) and Sevimli TV (33.8%). Yoshlar (28.6%) and Mening Yurtim
(MY5) (26.1%) are also fairly popular. The least frequently mentioned were the regional channels of

respondents’ own region (2.7%), Renessans TV (4.4%) and O‘zbekiston tarixi HD (4.6%).

Men and women prefer different channels. Men most often watch O‘zbekiston 24 (47.7%)
and Sport (39.8%), followed by Milliy TV (32.3%) and Zo'r TV (32.1%). Among women, Milliy TV ranks

first (56.4%), followed by Sevimli TV (46.2%), O‘zbekiston 24 (36.0%) and Mening Yurtim (33.2%).

The gap is especially wide for sports channels: Sport is watched by 39.8% of men and 6.8% of

women, and Futbol TV by 21.5% of men and 2.1% of women.

Preferences also vary by age. Among 18-24-year-olds, the most popular channels are Milliy
TV (48.7%), Zo'r TV (47.4%) and Sevimli TV (35.1%). Among 25-34-year-olds, Milliy TV (43.0%), Zo'r
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TV (41.1%) and Sevimli TV (34.8%) lead. Respondents aged 35-44 most often watch Milliy TV
(48.3%), O'zbekiston 24 (46.1%) and Sevimli TV (33.1%). In the 45-54 age group, Milliy TV leads
(48.7%), followed by O‘zbekiston 24 (44.2%) and Yoshlar (33.0%). Respondents aged 55 and over
most often watch O‘zbekiston 24 (50.0%), Yoshlar (40.3%) and Milliy TV (36.6%).

Table 57 Which Uzbek TV channels do you watch most often?
(% of respondents who answered, n=952)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
O'zbekiston 17.2 20.4 14.0 7.8 15.2 14.6 15.7 27.7
O‘zbekiston 24 41.7 47.7 36.0 29.2 8815 46.1 4422 50.0
O‘zbekiston tarixi HD 4.6 6.6 2.8 7.1 3.8 1.1 5.6 515
Yoshlar 28.6 31.6 257 18.8 22.8 21.9 33.0 40.3
Toshkent 5.2 5.7 4.7 3.2 3.8 3.9 9.6 4.6
Sport 23.0 39.8 6.8 227 20.9 27.0 19.8 24.4
Navo 18.8 15.2 22.3 1.7 14.6 20.2 21.3 23.1
Dunyo bo‘ylab 17.9 19.8 16.2 15.6 12.7 16.9 20.8 21.4
Bolajon 7.8 5.1 10.4 3.9 13.9 10.1 3.6 8.0
Madaniyat va ma'rifat 8.5 8.1 8.9 5.2 7.0 7.3 5.6 15.1
Mahalla 20.5 17.1 23.8 11.0 10.8 23.6 21.8 29.8
Kinoteatr 21.8 24.6 19.1 28.6 253 26.4 20.8 12.6
Aglvoy 5.4 1.5 9.1 3.2 12.0 9.6 25 1.7
Futbol TV 11.7 21.5 21 18.2 15.8 10.7 8.6 8.0
Mening Yurtim (MY5) 26.1 18.7 33.2 27.9 291 21.9 27.9 24.4
FTV 4.8 2.2 7.2 11.0 7.6 3.4 25 1.7
UzReport TV 11.9 18.7 5.3 18.2 9.5 12.4 10.7 10.1
Milliy TV 44.5 32.3 56.4 48.7 43.0 48.3 48.7 36.6
Zo'r TV 34.9 32.1 37.7 47.4 411 32.6 34.0 25.2
Sevimli TV 33.8 211 46.2 35.1 34.8 33.1 33.0 33.6
Renessans TV 4.4 3.1 5.7 11.0 5.1 5.1 1.5 1.7
My region’s TV channel 2.7 2.9 2.6 2.6 3.2 3.4 1.5 2.9
Hard to say 0.1 0.0 0.2 0.0 0.0 0.0 0.0 0.4

*Respondents could choose more than one answer.

The share of respondents who chose Milliy TV is highest in Kashkadarya (56.9%), Syrdarya
(563.2%) and Tashkent (50.7%) regions. O‘zbekiston 24 is mentioned most often by respondents in
Fergana (67.7%), Surkhandarya (60.3%) and Samarkand (52.6%) regions.

Yoshlar is most often chosen by respondents in Namangan region (38.7%), the Republic of
Karakalpakstan (37.9%) and Andijan region (36.5%). Sport was named by 39.4% of respondents in
the Republic of Karakalpakstan and 33.3% in Surkhandarya region. Futbol TV was mentioned most
often in the Republic of Karakalpakstan (25.8%) and Kashkadarya region (21.5%).

Among entertainment channels, Zo‘r TV was mentioned most often by respondents in Sur-
khandarya region (46.8%), Andijan region (45.0%) and Samarkand region (43.6%). Sevimli TV was
also often chosen by respondents in Surkhandarya region (46.8%) and Andijan region (45.0%).
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Mening Yurtim (MY5) was mentioned most often in Bukhara (38.7%) and Tashkent (36.6%) regions.
Kinoteatr was most frequently chosen by respondents in the Republic of Karakalpakstan (45.5%),
and Mahalla by those in Jizzakh region (33.3%).

Table 58 Which Uzbek TV channels do you watch most often?
(% of respondents who answered, n=952)

Region
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O‘zbekiston 27.1 13.6  16.1 11.7 147 250 138 106 205 130 190 234 1.3 224
O‘zbekiston 24 365 330 677 417 30.7 50.0 385 485 526 442 603 340 282 373
O‘zbekiston tarixi HD 7.1 3.4 0.0 1.7 4.0 5.8 1.5 1.5 9.0 52 1.6 4.3 5.6 10.4
Yoshlar 365 239 29.0 20.0 387 308 277 37.9 269 169 333 191 268 313
Toshkent 3.5 1.1 0.0 6.7 9.3 7.7 0.0 6.1 1.3 7.8 3.2 14.9 8.5 4.5
Sport 212 17.0 258 21.7 227 192 262 394 231 16.9 333 149 183 254
Navo 21.2 148 9.7 18.3 20.0 212 262 227 256 20.8 254 128 5.6 13.4
Dunyo bo‘ylab 224 125 194 283 213 9.6 185 212 256 13.0 7.9 23.4 127 16.4
Bolajon 129 1.4 6.5 16.7 9.3 0.0 0.0 4.5 10.3 5.2 3.2 4.3 11.3 7.5
Madaniyat va ma’rifat 11.8 11.4 3.2 1.7 6.7 135 10.8 3.0 10.3 1.3 11.1 10.6 5.6 7.5
Mahalla 17.6 17.0 9.7 333 160 288 200 242 218 221 254 128 155 20.9
Kinoteatr 188 250 194 183 28.0 135 185 455 192 195 143 106 19.7 284
Aglvoy 3.5 3.4 3.2 10.0 8.0 5.8 9.2 9.1 6.4 1.3 6.3 4.3 4.2 1.5
Futbol TV 129 10.2 6.5 1.7 6.7 19.2 215 258 5.1 5.2 7.9 8.5 8.5 14.9
Mening Yurtim (MY5) 247 193 387 233 147 154 354 258 167 29.9 349 34.0 36.6 269
FTV 1.2 4.5 6.5 6.7 6.7 5.8 4.6 1.5 5.1 13.0 1.6 6.4 2.8 1.5
UzReport TV 129 102 16.1 1.7 10.7 5.8 15.4 13.6 167 117 7.9 10.6 14.1 9.0
Milliy TV 48.2 38.6 355 40.0 40.0 327 56.9 500 449 532 349 468 50.7 433
Zo'r TV 365 341 355 450 333 308 262 40.9 436 351 206 468 423 194
Sevimli TV 341 30.7 355 450 360 308 323 303 359 325 222 468 31.0 358
Renessans TV 4.7 4.5 9.7 6.7 1.3 1.9 4.6 1.5 5.1 6.5 1.6 12.8 2.8 3.0
My region’s TV channel 1.2 2.3 3.2 1.7 0.0 1.9 4.6 12.1 1.3 6.5 1.6 0.0 0.0 1.5
Hard to say 0.0 0.0 0.0 1.7 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

The main reason respondents gave for choosing TV channels was that they show pro-
grammes of interest to them. This reason was given by 77.7% of respondents (75.2% of men and
80.2% of women). In second place came the timely delivery of up-to-date news, cited by 41.2% of
respondents: 45.3% of men and 37.2% of women.

In addition, 25.2% of respondents said they choose channels that are suitable for family
viewing; this reason was given by 31.7% of women and 18.5% of men. Reliability of information

matters to 22.1% of respondents, and objective, comprehensive coverage of events to 21.8%.
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Entertainment programmes were cited as a reason for watching TV by 24.3% of women
and 16.7% of men. Domestic films and series were mentioned by 21.3% of women and 15.6% of
men, and programmes for children and teenagers by 14.3% of women and 7.5% of men. Men were
more likely than women to mention interest in sports programmes and live broadcasts: 31.0% of
men and 7.7% of women chose this option. In addition, 16.5% of men said they choose channels
because they cover issues important to society, compared with 10.4% of women.

Table 59 Why do you most often choose these particular TV channels?
Up to five answers possible (% of respondents who answered, n=952)

Gender
Total sample Men Women
Show programmes that interest me 77.7 75.2 80.2
Report the latest news promptly 41.2 453 37.2
| consider their information reliable 22.1 242 20.0
S\Zi; sobjective, comprehensive coverage of 21.8 211 26
Cover issues that matter to our society 13.4 16.5 10.4
Show high-quality domestic films and series 18.5 15.6 21.3
Show interesting foreign films and series 12.9 14.7 11.1
Iglri’l;:?n t:g; entertainment and comedy pro- 20.5 16.7 243
Ilis(ranbi?ctzg-:ncs;setc; in their sports programmes and 19.1 31.0 27
grs:rg#ziucational and informative pro- 1.9 1.9 1.9
Lng;cg:gsting programmes for children and teen- 10.9 75 143
Suitable for family viewing 25.2 18.5 31.7
| like the presenters, journalists and guests 3.7 24 49
grt:r;eri‘ir;g interviews and discussion pro- 7. 55 8.9
Cover life in my region, city or district 3.1 2.9 3.4
Programmes are in a language that suits me 8.2 6.2 10.2
High picture and sound quality 7.2 5.1 9.4
Convenient programme schedule 3.9 383 4.5
Few adverts and ad breaks 2.6 1.5 3.6
| am used to watching these channels 4.4 4.6 4.3
My family members watch them 9.0 6.2 1.7
Available on my TV or from my provider 0.4 0.4 0.4
Can be watched online or in a mobile app 1.7 1.3 2.1
Hard to say 0.2 0.0 0.4

*Respondents could choose up to five answers.

In all age groups, the main reason for choosing TV channels is that they show programmes
of interest. This answer was given by 83.8% of 18-24-year-olds, 72.2% of 25-34-year-olds, 75.8%
of 35-44-year-olds, 82.7% of 45-54-year-olds and 74.8% of those aged 55 and over.
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Attention to news increases slightly with age: 35.1% of 18-24-year-olds cited the timely de-
livery of up-to-date news, compared with 43.7% of those aged 55 and over. Interest in domestic
films and series is most pronounced in the oldest age group: they were mentioned by 27.7% of re-
spondents aged 55 and over, compared with 14.3% of 18—-24-year-olds.

Interviews and discussion programmes were cited as a reason by 13.6% of 18-24-year-
olds, whereas in the groups aged 35 and over the share did not exceed 5.1%. Programmes for chil-
dren and teenagers were mentioned more often by respondents aged 35-44 (17.4%) and 25-34
(13.9%).

Table 60 Why do you most often choose these particular TV channels?
(% of respondents who answered, by age, n=952)

Age group

18-24 25-34 35-44 45-54 55+
Show programmes that interest me 83.8 72.2 75.8 82.7 74.8
Report the latest news promptly 35.1 39.2 42.7 43.1 43.7
| consider their information reliable 27.9 26.6 18.5 16.2 22.7
Offer objective, comprehensive cover- 24.0 215 219 223 202
age of events
Cover issues that matter to our society 1.7 14.6 12.9 13.7 13.9
Shqw high-quality domestic films and 143 133 18.0 15.2 277
series
EZCSJW interesting foreign films and se- 10.4 14.6 15.2 17 126
| like their entertainment and comedy 16.2 1.4 19.7 24.4 26.9
programmes
lam mterested' in their sports pro- 16.9 15.8 23.0 16.2 223
grammes and live broadcasts
Useful educational and informative 71 70 90 137 189
programmes
Interesting programmes for children 65 13.9 17.4 91 8.4
and teenagers
Suitable for family viewing 18.2 27.8 247 28.4 25.6
| like the presenters, journalists and 3.9 57 28 36 20
guests
Interesting interviews and discussion 136 108 3.9 5.1 50
programmes
Cover life in my region, city or district 1.3 3.2 1.7 4.6 4.2
Prggrammes are in a language that 52 5.1 8.4 17 92
suits me
High picture and sound quality 10.4 8.2 9.6 7.1 2.9
Convenient programme schedule 5.8 3.8 3.9 3.6 2.9
Few adverts and ad breaks 2.6 2.5 2.2 3.6 2.1
| am used to watching these channels 3.2 1.3 5.6 5.1 59
My family members watch them 13.6 7.0 8.4 10.7 6.3
Available on my TV or from my provider 0.0 1.3 0.6 0.5 0.0
Can be watched online or in a mobile 19 44 11 15 0.4
app
Hard to say 0.0 0.0 0.6 0.0 0.4
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*Respondents could choose up to five answers.

For both urban and rural residents, interesting programmes remain the main reason for
choosing TV channels, cited by 76.7% of urban and 78.8% of rural residents. Rural residents more
often mentioned the timely delivery of news (44.2% versus 38.3% in urban areas), reliability of in-
formation (23.7% versus 20.5%) and objective coverage of events (23.7% versus 20.1%). They were
also more likely to cite interest in domestic films and series (20.6%), entertainment programmes
(23.9%) and sports broadcasts (23.5%), compared with 16.5%, 17.3% and 15.0% respectively among
urban residents. Educational and informative programmes were mentioned more often by urban

residents: 13.3% versus 10.4% in rural areas.

Table 61 Why do you most often choose these particular TV channels?
Up to five answers possible (% of respondents who answered, n=952)

Type of settlement

Urban Rural
Show programmes that interest me 76.7 78.8
Report the latest news promptly 38.3 442
| consider their information reliable 20.5 23.7
Offer objective, comprehensive coverage of events 20.1 23.7
Cover issues that matter to our society 12.9 13.9
Show high-quality domestic films and series 16.5 20.6
Show interesting foreign films and series 10.4 15.5
| like their entertainment and comedy programmes 17.3 23.9
Lzrsrjcsinterested in their sports programmes and live broad- 15.0 235
Useful educational and informative programmes 13.3 10.4
Interesting programmes for children and teenagers 8.7 13.3
Suitable for family viewing 24.7 25.7
| like the presenters, journalists and guests 3.0 4.4
Interesting interviews and discussion programmes 7.4 7.1
Cover life in my region, city or district 3.8 24
Programmes are in a language that suits me 6.3 10.2
High picture and sound quality 4.7 10.0
Convenient programme schedule 4.4 383
Few adverts and ad breaks 3.2 2.0
| am used to watching these channels 3.6 58
My family members watch them 8.7 9.3
Available on my TV or from my provider 0.2 0.7
Can be watched online or in a mobile app 1.9 1.5
Hard to say 0.4 0.0

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 82



Section C. Television Media Consumption in Uzbekistan - 2026

C.4 Viewers’ content interests

News and information programmes are the most watched type of content, chosen by
70.3% of respondents. Programmes on family and parenting (28.6%), health (26.9%) and domestic

films (23.4%) are also popular.

News is watched by 73.8% of men and 66.8% of women. Men are also more likely to choose
programmes on history, culture and the arts (25.1% versus 16.6% of women) and sports pro-
grammes (22.2% versus 3.6%). Women are more likely to watch programmes on family and parent-
ing (38.3% versus 18.7% of men) and health (31.1% versus 22.6%), as well as domestic films (27.2%

versus 19.3%) and series (18.7% versus 9.5%).

Table 62 What types of TV programmes do you watch most often?
Up to five answers possible (% of respondents who answered, n=952)

Gender
Total sample Men Women
News and current affairs programmes 70.3 73.8 66.8
Analytical and socio-political programmes 121 16.0 8.3
grt:r;v;?;s, talk shows and discussion pro- 18.2 165 198
Documentaries and investigative reports 20.2 22.9 17.7
Educational and popular science programmes 14.3 14.3 14.3
History, culture and arts programmes 20.8 25.1 16.6
Programmes on social issues 13.2 12.1 14.3
Legal programmes 16.4 19.1 13.8
Health and healthy lifestyle programmes 26.9 22.6 31.1
Economy, business and finance programmes 6.8 9.0 4.7
Family and parenting programmes 28.6 18.7 38.3
Religious education programmes 5.6 4.8 6.4
Children’s programmes and cartoons 8.2 3.3 13.0
Youth programmes 10.9 8.1 13.6
Entertainment shows 12.3 10.3 14.3
Comedy programmes 10.1 10.5 9.6
Music programmes and concerts 14.2 11.6 16.6
Contests, quizzes and talent shows 1.2 0.9 1.5
Domestic films 23.4 19.3 27.2
Foreign films 10.2 13.2 7.2
Domestic series 14.2 9.5 18.7
Foreign series 3.8 383 4.3
Sports programmes and live broadcasts 12.8 22.2 3.6
Travel, nature and environment programmes 3.8 4.2 3.4
Cookery programmes 5.8 1.8 9.8
I;%r:\n%i{ gardening and lifestyle pro- 4.4 33 55
Regional and local programmes 1.3 24 0.2
Hard to say 0.1 0.0 0.2
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Programme choices differ noticeably across age groups. The share of respondents who
watch programmes on family and parenting rises with age, from 16.2% among 18-24-year-olds to
39.1% among those aged 55 and over.

Children’s programmes and cartoons are chosen more often by respondents aged 35-44
(36.0%) and 25-34 (34.2%). Legal programmes are mentioned more often by 18-24-year-olds
(24.7%) and those over 55 (24.4%).

Educational and popular science programmes are more popular with younger respond-
ents, chosen by 26.0% of 18-24-year-olds. The share falls with age to 15.1% among those aged 55

and over.

A similar pattern applies to foreign series, mentioned by 14.9% of the youngest respond-
ents and 6.7% of the oldest age group.

Domestic series are chosen more often by respondents aged 45-54 (27.9%) and over 55
(26.5%). Sports programmes are likewise mentioned more often by the oldest group (18.1%), com-
pared with 9.1% of 18-24-year-olds.

Table 63 What types of TV programmes do you watch most often?
Up to five answers possible (% of respondents who answered, n=952)

Age group

18-24 25-34 35-44 45-54 55+
Intery|ews, talk shows and dis- 61.7 63.3 66.9 76.1 78.2
cussion programmes
Dpcumentanes and investiga- 14.9 10.1 79 147 12,6
tive reports
Educational and popular sci- 26.0 196 15.7 16.8 15.1
ence programmes
History, culture and arts pro- 227 278 208 208 12.6
grammes ’ ’ ’ ’ ’
Programmes on social issues 16.9 7.0 12.9 16.2 16.8
Legal programmes 24.7 16.5 15.2 21.8 24.4
Health and healthy lifestyle 15.6 17.7 12.4 1.2 10.9
programmes ’ ' ’ ’ ’
Economy, business and fi- 26.0 133 12.9 16.2 15.1
nance programmes
Family and parenting pro- 16.2 209 23.0 28.9 391
grammes ’ ’ ’ ’ ’
Religious education pro- 17 95 6.7 41 4.2
grammes ’ ' ’ ' ’
Children’s programmes and 175 34.2 36.0 28.9 26.5
cartoons ’ ’ ' ’ ’
Youth programmes 3.9 2.5 5.6 3.0 10.9
Entertainment shows 8.4 188 11.2 8.1 25
Comedy programmes 12.3 12.7 11.8 10.7 8.4
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Age group

18-24 25-34 35-44 45-54 55+
Music programmes and con- 11.0 1.4 14.0 9.6 14.7
certs
Contests, quizzes and talent 52 6.3 1.2 12.2 13.0
shows
Domestic films 1.7 12.0 12.4 15.7 17.2
Foreign films 1.9 1.9 1.1 0.0 1.3
Domestic series 18.8 19.0 21.9 27.9 26.5
Foreign series 14.9 14.6 9.0 8.1 6.7
Sports programmes and live 91 108 16.3 14.2 18.1
broadcasts
Travel, nature and environ- 45 38 28 51 29
ment programmes
Cookery programmes 1.7 10.8 16.3 14.7 10.5
Home, DIY, gardening and life- 3.9 51 56 15 3.4
style programmes
Regional and local pro- 26 6.3 6.7 6.6 6.3
grammes
Hard to say 0.6 5.7 5.1 3.6 6.3

News and information programmes are the most watched content among both urban and

rural respondents, at 65.3% and 75.4% respectively.

Rural respondents frequently choose programmes on family and parenting (32.7% versus

24.7% of urban residents), health (28.5% versus 25.4%), domestic films (25.2% versus 21.6%) and

legal programmes (19.7% versus 13.3%).

Urban respondents are more likely to watch documentaries and investigative journalism

(21.6% versus 18.8% in rural areas) and programmes on history, culture and the arts (22.4% versus

19.0%).

Table 64 What types of TV programmes do you watch most often?

(% of respondents who answered, n=952)

Type of settlement

Urban Rural
News and current affairs programmes 65.3 75.4
Analytical and socio-political programmes 121 12.2
Interviews, talk shows and discussion programmes 16.9 19.5
Documentaries and investigative reports 21.6 18.8
Educational and popular science programmes 13.7 14.8
History, culture and arts programmes 22.4 19.0
Programmes on social issues 11.4 15.0
Legal programmes 13.3 19.7
Health and healthy lifestyle programmes 25.4 28.5
Economy, business and finance programmes 6.6 7.1
Family and parenting programmes 247 32.7
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Type of settlement

Urban Rural
Religious education programmes 6.6 4.6
Children’s programmes and cartoons 7.0 9.5
Youth programmes 10.4 11.5
Entertainment shows 11.8 12.8
Comedy programmes 10.1 10.0
Music programmes and concerts 121 16.4
Contests, quizzes and talent shows 0.8 1.5
Domestic films 21.6 25.2
Foreign films 9.7 10.6
Domestic series 10.8 17.7
Foreign series 3.8 3.8
Sports programmes and live broadcasts 11.6 13.9
Travel, nature and environment programmes 5.5 2.0
Cookery programmes 5.7 6.0
Home, DIY, gardening and lifestyle programmes 4.2 4.6
Regional and local programmes 1.1 1.5
Hard to say 0.2 0.0

*Respondents could choose up to five answers.

C.5 Assessment of the diversity of TV content

Respondents most often say that television lacks programmes on health and healthy life-
styles (23.8%). In addition, 21.6% feel there are not enough open discussions and interviews with
experts, and 21.1% see a shortage of programmes on ecology and environmental protection.

Among men, 26.7% feel there are not enough open discussions and interviews with ex-
perts, compared with 16.8% of women. Men are also more likely to point to a shortage of objective
news and analytical programmes (23.6% versus 16.2% of women) and of investigative journalism
(19.8% versus 9.4%).

Women are more likely to note a lack of programmes for women (29.1% versus 5.7% of
men). A higher share of women also feel there is not enough content for children and teenagers
(27% versus 12.8%) and too few health programmes (26.2% versus 21.4%).

Table 65 In your opinion, what kind of content is lacking on television in our country?
Up to five answers possible (% of respondents who answered, n=952)

Gender
Total sample Men Women
Objective news and analytical programmes 19.8 23.6 16.2
Open discussions and interviews with experts 21.6 26.7 16.8
Ecr’i/ger?r:rénes on social problems and how to 19.0 227 155
Investigative journalism 14.5 19.8 9.4
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Gender

Total sample Men Women
Educational and popular science programmes 18.2 18.9 17.4
Programmes to improve legal and financial lit- 15.2 14.8 15.5
eracy
Programmes on health and healthy lifestyles 23.8 214 26.2
Programmes on ecology and environmental 1.1 233 18.9
protection
Program'rr‘wes on Uzbekistan’s history, culture 15.0 16.3 13.8
and traditions
Programmes on contemporary culture, litera- 14.4 14.3 145
ture and art
Content for children and teenagers 20.0 12.8 27.0
Programmes for young people 18.0 14.8 211
Prggrammes on family, parenting and relation- 17.5 15.0 20.0
ships
Programmes for women 17.6 5.7 291
Programmes for older people 9.1 8.6 9.6
Programmes on entrepreneurship, careers and 6.1 8.1 4.0
employment
Programmes on life in the regions, mahallas 8.0 8.4 27
and rural areas
Internatlonal‘news and programmes on life in 7.1 88 55
other countries
High-quality domestic films and series 14.8 14.3 15.3
Entertainment, comedy and music pro- 2.9 3.1 28
grammes
Sports programmes and live broadcasts 4.3 7.0 1.7
Progrgmmes featuring ordinary citizens and 8.5 88 8.3
their views
Nothing is lacking 2.7 2.6 2.8
Hard to say 4.3 4.4 4.3

*Respondents could choose up to five answers.

Respondents aged 18-24 most often mention a lack of open discussions and interviews
with experts (26.6%) and of educational and popular science programmes (25.3%). Among 25-34-
year-olds, programmes on ecology (25.3%), on health and healthy lifestyles (24.7%) and open dis-
cussions with experts (24.7%) are the most in demand.

Respondents aged 35-44 most often point to a shortage of content for children and teen-
agers (23.6%). In the 45-54 age group, objective news and analytical programmes come first
(26.4%). Those aged 55 and over most often mention a lack of programmes on health (27.0%) and

on family and parenting (25.7%), as well as programmes for women (24.5%).
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Table 66 In your opinion, what kind of content is lacking on television in our country?
(% of respondents who answered, n=952)

Age group

18-24 25-34 35-44 45-54 55+
Objective news and analytical pro- 214 18.4 16.9 26.4 165
grammes ’ ’ ’ ’ ’
Open discussions and interviews with 26.6 247 18.0 218 19.0
experts ’ ’ ’ ’ ’
Programmes on social problems and 227 20.9 19.1 17.3 16.9
how to solve them ’ ’ ’ ’ ’
Investigative journalism 20.1 10.1 14.6 14.2 13.9
Educational and popular science pro-
grammes 253 19.0 15.7 21.3 12.2
Programmes to improve legal and fi-
nancial literacy 16.2 15.8 12.4 17.3 14.3
Programmes on health and healthy
lifestyles 221 247 20.2 23.9 27.0
Programmes on ecology and environ-
mental protection 24.0 253 19.1 16.2 21.9
Programmes on Uzbekistan’s history, 16.2 14.6 96 183 16.0
culture and traditions ‘ ’ ’ ’ '
Programmes on contemporary cul-
ture, literature and art 24.0 15.2 11.8 11.2 12.2
Content for children and teenagers 22.1 20.3 23.6 19.3 16.5
Programmes for young people 22.7 15.8 15.7 19.8 16.5
Programmes on family, parenting and
relationships 10.4 16.5 15.2 16.2 25.7
Programmes for women 9.1 16.5 16.9 17.8 24.5
Programmes for older people 0.6 5.7 8.4 8.6 17.7
Programmes on entrepreneurship, 71 4.4 3.9 91 55
careers and employment ’ : : : :
Programmes on life in the regions,
mahallas and rural areas 73 12 9 ) &7
International news and programmes
on life in other countries e 4.4 i ) 55
High-quality domestic films and series 16.9 13.9 15.7 14.7 185
Entertainment, comedy and music 19 25 45 36 21
programmes ’ ’ ' ’ ’
Sports programmes and live broad- 13 63 6.2 46 3.4
casts ’ ’ ’ ’ ’
Programmes featuring ordinary citi- 65 70 79 1.2 9.3
zens and their views ’ ' ' ’ ’
Nothing is lacking 0.0 1.9 5.6 1.0 4.2
Hard to say 2.6 2.5 4.5 3.6 7.2

*Respondents could choose up to five answers.

Urban residents most often mention a lack of programmes on health and healthy lifestyles
(23.9%), open discussions and interviews with experts (22.8%) and content for children and teen-
agers (20.9%).
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Among rural residents, too, health programmes are the most sought after (23.7%). In addi-
tion, they are more likely to point to a shortage of programmes on ecology and environmental pro-
tection (22.4%) and of objective news and analytical programmes (20.8%).

The most pronounced difference concerns programmes about life in the regions, mahallas
(local communities) and rural areas: 11.3% of rural residents and 4.9% of urban residents say such
programmes are lacking. Rural residents are also more likely to note a shortage of high-quality do-
mestic films and series (16.4% versus 13.3%), entertainment programmes (4.4% versus 1.5%) and
sports programmes (6.2% versus 2.5%).

Table 67 In your opinion, what kind of content is lacking on television in our country?
(% of respondents who answered, n=952)

Type of settlement

Urban Rural
Objective news and analytical programmes 18.8 20.8
Open discussions and interviews with experts 22.8 20.4
Programmes on social problems and how to solve them 18.8 19.3
Investigative journalism 14.6 14.4
Educational and popular science programmes 18.2 18.2
Programmes to improve legal and financial literacy 15.0 15.3
Programmes on health and healthy lifestyles 23.9 23.7
Programmes on ecology and environmental protection 19.9 22.4
Programmes on Uzbekistan’s history, culture and traditions 15.4 14.6
Programmes on contemporary culture, literature and art 121 16.9
Content for children and teenagers 20.9 19.1
Programmes for young people 17.3 18.6
Programmes on family, parenting and relationships 17.3 17.7
Programmes for women 16.5 18.8
Programmes for older people 8.2 10.0
Programmes on entrepreneurship, careers and employment 8.3 6.9
Programmes on life in the regions, mahallas and rural areas 4.9 11.3
International news and programmes on life in other countries 7.2 7.1
High-quality domestic films and series 13.3 16.4
Entertainment, comedy and music programmes 1.5 4.4
Sports programmes and live broadcasts 25 6.2
Programmes featuring ordinary citizens and their views 8.5 8.6
Nothing is lacking 2.1 383
Hard to say 4.0 4.7

*Respondents could choose up to five answers.

C.6 Level of public trust in Uzbekistan’s TV channels

O‘zbekiston 24 is the most trusted channel, named by 52.8% of respondents. It is followed
by O‘zbekiston (28.3%), Sevimli TV (25.4%), Milliy TV (25.1%), Yoshlar (23.7%) and Zo'r TV (23.1%).
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Men more often express trust in O‘zbekiston 24 (55.6%), O‘zbekiston (32.7%) and Yoshlar
(25.1%). They are also more likely to name the Sport (18.2%), UzReport TV (16.5%) and Futbol TV
(6.6%) channels.

Women are more likely to trust Milliy TV (34.0%), Sevimli TV (33.6%), O‘zbekiston (24.0%)
and Zo'r TV (24.7%). They also name Mening Yurtim (16.2% versus 10.8% of men) and Mahalla
(14.7% versus 10.5%) more often.

Table 68 Which TV channels in our country do you trust most?
(% of respondents who answered, n=952)

Gender
Total sample Men Women
O‘zbekiston 28.3 32.7 24.0
O‘zbekiston 24 52.8 55.6 50.0
O‘zbekiston tarixi HD 4.4 5.9 3.0
Yoshlar 23.7 25.1 22.3
Toshkent 5.5 6.2 49
Sport 11.0 18.2 4.0
Navo 3.7 383 4.0
Dunyo bo‘ylab 6.4 6.8 6.0
Bolajon 0.9 0.2 1.5
Madaniyat va ma'rifat 7.4 7.7 7.0
Mahalla 12.6 10.5 14.7
Kinoteatr 2.4 2.6 2.1
Aglvoy 0.9 0.9 0.9
Futbol TV 3.9 6.6 1.3
Mening Yurtim (MY5) 13.5 10.8 16.2
FTV 0.8 0.4 1.1
UzReport TV 13.0 16.5 9.6
Milliy TV 25.1 15.8 34.0
Z0r TV 23.1 21.5 24.7
Sevimli TV 25.4 16.9 33.6
Renessans TV 1.1 1.3 0.9
My region’s TV channel 3.4 3.5 3.2
Hard to say 0.6 0.4 0.9

*Respondents could choose up to three answers.

In all age groups, O‘zbekiston 24 remains one of the most trusted channels. It is named by
49.4% of 18-24-year-olds, 57.0% of those aged 25-34, 50.6% of 35-44-year-olds, 49.2% of those
aged 45-54 and 56.7% of respondents aged 55 and over.

Respondents aged 18-24 place the most trust in Zo'r TV (31.2%) and Milliy TV (29.2%). In the
25-34 group, O‘zbekiston 24 is followed by Yoshlar (25.3%), Milliy TV and Sevimli TV (24.7% each).
Among those aged 35-44, O‘zbekiston (32.0%), Milliy TV (29.2%) and Sevimli TV (28.1%) stand out.
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In the 45-54 age group, O‘zbekiston 24 is followed by Sevimli TV (30.5%), O‘zbekiston (26.9%) and
Zo'r TV (26.4%). Among those aged 55 and over, O‘zbekiston ranks second (39.9%), followed by
Yoshlar (30.3%) and Mahalla (18.9%).

The share of respondents who report trusting O‘zbekiston also increases with age, from
13.6% among 18-24-year-olds to 39.9% among those aged 55 and over. At the same time, Zo'r TV
is trusted more by young respondents, especially those aged 18-24 (31.2%), while among respond-
ents over 55 the figure is 15.1%.

Table 69 Which TV channels in our country do you trust most?
(% of respondents who answered, n=952)

Age group

18-24 25-34 35-44 45-54 55+
O‘zbekiston 13.6 22.8 32.0 26.9 39.9
O‘zbekiston 24 49.4 57.0 50.6 49.2 56.7
O‘zbekiston tarixi HD 6.5 3.2 1.7 7.1 3.8
Yoshlar 12.3 25.3 21.3 25.4 30.3
Toshkent 3.9 4.4 6.2 4.6 7.6
Sport 11.7 9.5 13.5 7.6 12.6
Navo 3.9 2.5 2.2 3.6 545
Dunyo bo‘ylab 7.8 5.7 2.8 8.1 7.1
Bolajon 0.6 3.2 0.6 0.0 0.4
Madaniyat va ma'rifat 6.5 8.9 7.3 6.1 8.0
Mahalla 5.2 7.6 12.4 15.2 18.9
Kinoteatr 3.9 1.9 4.5 2.5 0.0
Aglvoy 0.6 1.9 1.1 0.5 0.4
Futbol TV 7.8 2.5 45 2.0 34
Mening Yurtim (MY5) 16.2 13.3 9.6 14.7 13.9
FTV 1.9 1.3 0.6 0.5 0.0
UzReport TV 17.5 17.1 14.6 8.6 9.7
Milliy TV 29.2 24.7 29.2 28.9 16.4
Zo'rTV 31.2 22.8 23.6 26.4 15.1
Sevimli TV 22.1 24.7 28.1 30.5 21.8
Renessans TV 3.2 1.9 1.1 0.0 0.0
My region's TV chan- 52 338 3.4 30 21
Hard to say 0.6 0.0 1.1 0.0 1.3

*Respondents could choose up to three answers.

Respondents trust O‘zbekiston 24 more than any other channel, but the level of trustin it
varies by region. The highest shares of respondents who trust this channel are found in Fergana
(71.0%), Navoi (65.4%), Syrdarya (63.6%), Surkhandarya (63.5%) and Samarkand (62.8%) regions.
The lowest share is in Tashkent region (31.0%).

O‘zbekiston enjoys the greatest trust in Andijan (41.2%), Khorezm (38.8%) and Navoi
(38.5%) regions. In the Republic of Karakalpakstan, the figure is 13.6%, and in Bukhara region 19.3%.
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Yoshlar is most trusted in the Republic of Karakalpakstan (37.9%) and Namangan region (30.7%).
The highest shares of respondents who trust Milliy TV are in Samarkand (42.3%), Andijan (34.1%)
and Kashkadarya (30.8%) regions. Zo'r TV is most trusted in Tashkent (33.8%), Jizzakh (33.3%) and
Fergana (32.3%) regions. The highest levels of trust in Sevimli TV are found in Tashkent (33.8%), Sa-
markand (30.8%), Bukhara (30.7%) and Fergana (32.3%) regions. The Sport channel is most trusted
in the Republic of Karakalpakstan (31.8%).

Table 70 Which TV channels in our country do you trust most?
(% of respondents who answered, n=952)

Region
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O‘zbekiston 412 193 323 283 347 385 215 136 295 247 302 234 225 388
O‘zbekiston 24 435 50.0 71.0 517 427 654 477 561 628 63.6 635 489 31.0 552
O‘zbekiston tarixi HD 3.5 1.1 6.5 3.3 2.7 3.8 1.5 3.0 3.8 3.9 7.9 8.5 7.0 9.0
Yoshlar 259 148 226 233 30.7 269 200 37.9 256 143 20.6 298 169 269
Toshkent 7.1 3.4 3.2 1.7 4.0 5.8 0.0 7.6 0.0 9.1 3.2 6.4 16.9 7.5
Sport 11.8 13.6 3.2 16.7 9.3 3.8 16.9 31.8 6.4 5.2 7.9 4.3 9.9 7.5
Navo 1.2 2.3 0.0 1.7 4.0 5.8 4.6 4.5 3.8 5.2 3.2 6.4 2.8 6.0
Dunyo bo‘ylab 8.2 8.0 6.5 8.3 6.7 3.8 0.0 9.1 5.1 7.8 6.3 10.6 4.2 4.5
Bolajon 0.0 1.1 0.0 0.0 1.3 1.9 0.0 1.5 1.3 0.0 0.0 0.0 2.8 1.5
Madaniyat va ma'rifat 8.2 8.0 3.2 3.3 8.0 15.4 9.2 7.6 3.8 1.7 95 10.6 0.0 4.5
Mahalla 7.1 14.8 3.2 18.3 160 115 21.5 6.1 1.5 13.0 15.9 8.5 14.1 10.4
Kinoteatr 1.2 4.5 3.2 1.7 2.7 0.0 1.5 4.5 1.3 1.3 1.6 6.4 1.4 3.0
Aglvoy 1.2 0.0 0.0 0.0 2.7 0.0 1.5 3.0 0.0 1.3 0.0 0.0 0.0 1.5
Futbol TV 59 1.1 0.0 6.7 0.0 1.9 12.3 9.1 2.6 0.0 0.0 8.5 4.2 3.0
Mening Yurtim (MY5) 15.3 9.1 6.5 18.3 10.7 7.7 10.8 182 103 143 95 21.3 239 119
FTV 0.0 0.0 3.2 1.7 2.7 0.0 0.0 1.5 0.0 0.0 0.0 2.1 0.0 1.5
UzReport TV 17.6 6.8 16.1 15.0 12.0 11.5 138 152 205 13.0 95 21.3 8.5 4.5
Milliy TV 341 25.0 129 233 133 115 30.8 19.7 423 247 222 191 29.6 26.9
Zo'r TV 294 295 323 333 227 212 200 136 244 13.0 159 149 338 194
Sevimli TV 212 30.7 323 250 24.0 269 246 242 308 182 254 213 338 194
Renessans TV 0.0 2.3 0.0 1.7 0.0 0.0 1.5 0.0 2.6 2.6 1.6 2.1 0.0 0.0
My region’s TV channel 4.7 2.3 0.0 1.7 1.3 1.9 1.5 6.1 0.0 1.7 1.6 2.1 4.2 4.5
Hard to say 0.0 0.0 0.0 1.7 4.0 0.0 1.5 0.0 0.0 0.0 0.0 0.0 0.0 1.5

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Both urban and rural respondents trust O‘zbekiston 24 the most: it is named by 51.6% of
urban and 54.0% of rural respondents. Sevimli TV ranks second by share of respondents who trust
it, at 24.9% in urban and 25.9% in rural areas. Zo'r TV also scores relatively high: 23.5% among urban

and 22.8% among rural residents.
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Table 71 Which TV channels in our country do you trust most?
(% of respondents who answered, n=952)

Type of settlement

Urban Rural
O‘zbekiston 28.5 28.1
O‘zbekiston 24 51.6 54.0
O‘zbekiston tarixi HD 553 315
Yoshlar 23.0 243
Toshkent 4.4 6.6
Sport 9.1 13.1
Navo 4.2 3.1
Dunyo bo‘ylab 6.6 6.2
Bolajon 0.4 1.3
Madaniyat va ma'rifat 5.9 8.8
Mahalla 10.8 14.6
Kinoteatr 2.1 2.7
Aglvoy 0.6 1.1
Futbol TV 4.2 315
Mening Yurtim (MY5) 1.6 15.5
FTV 0.6 0.9
UzReport TV 12.7 13.3
Milliy TV 21.1 29.2
ZorTV 23.5 22.8
Sevimli TV 24.9 25.9
Renessans TV 1.5 0.7
My region’s TV channel 3.8 2.9
Hard to say 1.1 0.2

*Respondents could choose up to three answers.

C.7 Assessment of problems with TV content

The problems with TV content that respondents mention most often are monotonous pro-
grammes and storylines (36.8%) and frequent repeats of the same programmes (36.2%). Respond-
ents also point to too much advertising (29.1%) and the low quality of domestic films and series
(27.5%). One-sided coverage of events and issues is noted by 20.1%. Men more often cite monot-
onous programmes and storylines (40.4%), a lack of interesting and useful content (19.3%) and a
lack of objective and reliable information (19.1%). Women are more likely to mention excessive ad-
vertising (31.5%), the low quality of domestic films and series (29.6%) and one-sided coverage of
events and issues (22.1%).

Content unsuitable for children and teenagers is mentioned by 19.6% of women and 10.1%
of men. Scenes of violence, cruelty or indecent behaviour are noted by 11.1% of women and 7.0%

of men.
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Table 72 What problems with TV content have you encountered recently?
(% of respondents who answereaq, by gender, n=9252)

Gender

Total sample Men Women
Monotonous programmes and storylines 36.8 40.4 33.2
Frequent reruns of the same programmes 36.2 36.7 35.7
Lack of interesting and useful content 16.4 19.3 13.6
Lack of objective and reliable information 15.5 19.1 1.9
One-sided coverage of events and issues 20.1 18.0 221
SuperﬁleaI coverage of important topics, lack 14.4 16.9 1.9
of analysis
Predominance of official information 13.7 14.5 13.0
Too many entertainment programmes 9.6 8.1 11.1
Outdated or untimely information 14.5 14.9 14.0
Poor quality of domestic films and series 27.5 25.3 29.6
Poor quality of scripts and TV programmes 8.2 6.6 9.8
Too few pro'grammes on regional life and ordi- 5.7 59 55
nary people’s problems
Insufficient diversity of opinions and viewpoints 5.0 4.4 5.5
Incorrect or poor speech by presenters and 5.5 55 55
guests
Poor translation or dubbing of foreign content 5.5 6.6 4.5
Content unsuitable for children and teenagers 14.9 101 19.6
§cenes of violence, cruelty or indecent behav- 9.1 70 11
iour
Stgreotyped or disrespectful portrayal of cer- 3.6 35 36
tain social groups
Too much advertising 29.1 26.6 31.5
Iensctonvenlent airtimes for programmes of inter- 6.8 59 27
Have not encountered any 4.8 583 4.3
Hard to say 3.7 383 4.0

*Respondents could choose up to five answers.

Among respondents aged 35-44, 41.0% point to monotonous programmes as a problem
with TV content, as do 40.6% of those aged 45-54. Frequent repeats are noted by 39.9% of those

aged 25-34 and by the same share of respondents aged 55 and over.

Too much advertising is mentioned more often by the oldest age group (31.9%) and by 25—
34-year-olds (31.0%). The low quality of domestic films and series is cited by 30.4% of respondents
aged 25-34 and 28.2% of those aged 55 and over.

Among other problems with TV content, one-sided coverage of events and issues stands
out; it is cited most often by respondents aged 35-44 (25.8%). A lack of interesting and useful
content is mentioned most often by 18—-24-year-olds (20.8%). The same age group is also compar-
atively more likely to point to superficial coverage of important topics and a lack of analysis (19.5%)

and to the predominance of official information (19.5%).
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Content unsuitable for children and teenagers is mentioned by 17.1% of respondents aged
25-34 and 16.0% of those aged 55 and over. The share of respondents who have not encountered
any of these problems is 7.3% in the 35-44 group and 6.3% among those aged 55 and over.

Table 73 What problems with TV content have you encountered recently?

(% of respondents who answered, n=952)

Age group

18-24 25-34 35-44 45-54 55+
Monotonous programmes and storylines 38.3 32.9 41.0 40.6 31.9
Frequent reruns of the same pro- 325 399 287 386 399
grammes
Lack of interesting and useful content 20.8 16.5 17.4 14.2 14.7
Lack of objective and reliable information 15.6 183 13.5 18.8 15.5
One-sided coverage of events and issues 16.9 19.0 25.8 17.8 20.6
Superficial coverage of important topics, 195 12.0 1.2 157 13.9
lack of analysis
Predominance of official information 19.5 10.8 12.4 17.8 9.7
Too many entertainment programmes 9.7 10.1 10.7 6.1 1.3
Outdated or untimely information 16.9 1.4 14.6 14.7 14.7
Poor quality of domestic films and series 26.6 30.4 25,8 26.9 28.2
Poor quality of scripts and TV pro- 8.4 8.2 96 8.1 71
grammes
Toq few programmes on regional life and 45 5.1 56 6.1 6.7
ordinary people’s problems
Ir?sufflc]ent diversity of opinions and 65 76 45 46 20
viewpoints
Incorrect or poor speech by presenters 71 8.2 28 56 46
and guests
Poor translation or dubbing of foreign 91 57 45 36 55
content
Content unsuitable for children and teen- 12.3 17.1 14.6 14.2 16.0
agers
Scene§ of violence, cruelty or indecent 91 8.9 8.4 91 97
behaviour
Stereptypepl or disrespectful portrayal of 45 3.2 28 5.1 25
certain social groups
Too much advertising 28.6 31.0 24.2 28.9 31.9
!nconvement airtimes for programmes of 65 8.2 96 56 50
interest
Have not encountered any 2.6 2.5 7.3 4.1 6.3
Hard to say 2.6 2.5 2.2 4.6 5.5

*Respondents could choose up to five answers.

Among urban residents, 37.6% name monotonous programmes and storylines as one of
the problems with TV content they have encountered recently; among rural residents, the figure is
35.8%. Frequent repeats are mentioned more often by rural respondents (37.8% versus 34.7% of
urban residents). Excessive advertising is cited by 30.1% of rural and 28.1% of urban respondents.
The low quality of domestic films and series is also mentioned more often by rural residents
(29.6%, compared with 25.4% of urban residents).
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Urban and rural respondents also differ in how they assess the content of TV programmes.
A lack of interesting and useful content is noted by 18.8% of rural and 14.2% of urban residents,
and a lack of objective and reliable information by 16.6% and 14.4% respectively. Superficial cover-
age of important topics and a lack of analysis are cited by 16.8% of rural residents, compared with
12.1% of urban residents. There is also a marked difference regarding the predominance of official
information, which is mentioned by 17.9% of rural respondents and 9.7% of urban residents.

In addition, content unsuitable for children and teenagers is mentioned by 18.8% of rural
and 11.2% of urban residents. Rural respondents are also more likely to point to poor-quality trans-
lation or dubbing of foreign content (7.1% versus 4.0%).

Table 74 What problems with TV content have you encountered recently?
(% of respondents who answered, n=952)

Type of settlement

Urban Rural
Monotonous programmes and storylines 37.6 35.8
Frequent reruns of the same programmes 34.7 37.8
Lack of interesting and useful content 14.2 18.8
Lack of objective and reliable information 14.4 16.6
One-sided coverage of events and issues 19.5 20.8
Superficial coverage of important topics, lack of analysis 121 16.8
Predominance of official information 9.7 17.9
Too many entertainment programmes 8.9 10.4
Outdated or untimely information 14.6 14.4
Poor quality of domestic films and series 25.4 29.6
Poor quality of scripts and TV programmes 7.6 8.8
Too few programmes on regional life and ordinary people’s 6.1 53
problems
Insufficient diversity of opinions and viewpoints 5.7 4.2
Incorrect or poor speech by presenters and guests 4.7 6.4
Poor translation or dubbing of foreign content 4.0 7.1
Content unsuitable for children and teenagers 11.2 18.8
Scenes of violence, cruelty or indecent behaviour 8.5 9.7
Stereotyped or disrespectful portrayal of certain social 3.0 4.2
groups
Too much advertising 28.1 30.1
Inconvenient airtimes for programmes of interest 6.3 7.3
Have not encountered any 4.9 4.6
Hard to say 3.2 4.2

*Respondents could choose up to five answers.

C.8 Proposals for improving television in the country

Overall, 41.4% of respondents believe that television in Uzbekistan should give more cover-
age to the pressing problems facing the population. A further 40.4% favour creating more high-
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quality programmes for children and young people. In addition, 34.3% point to the need to reduce
the amount of advertising and the frequency of commercial breaks, 32.5% to improve the quality
of domestic films and series, and 31.9% to ensure a diversity of opinions and viewpoints.

Among men, 46.4% consider it necessary to cover the pressing problems facing the popu-
lation more widely, compared with 36.6% of women. The need to ensure a diversity of opinions and
viewpoints is cited by 34.9% of men and 28.9% of women. More educational and popular science
programmes are supported by 29.7% of men and 25.7% of women, and more analytical and dis-

cussion programmes by 25.1% and 17.7% respectively.

Among women, 44.7% support creating more high-quality programmes for children and
young people, compared with 36.0% of men. The need to reduce the amount of advertising and
the frequency of commercial breaks is noted by 36.4% of women and 32.1% of men, and the need
to improve the quality of domestic films and series by 33.2% of women and 31.9% of men.

Differences are also seen in views on other areas for improvement. Among men, 23.1%
consider it necessary to expand coverage of life in the regions, mahallas and rural areas, compared
with 18.1% of women. Making television more accessible to people with disabilities is mentioned by
11.7% of women and 7.5% of men, and developing live broadcasts and open discussions by 14.9%

of women and 11.6% of men.

The least frequently mentioned needs are developing online broadcasting, mobile apps
and on-demand viewing (2.9%), increasing the transparency of TV channels’ editorial policies
(3.8%) and improving the quality of translation and dubbing of foreign content (3.9%).

Table 75 In your opinion, what needs to be improved in the work of television in Uzbekistan?
Up to five answers possible (% of respondents who answered, n=952)

Gender

Total sample Men Women
Ensure a diversity of opinions and viewpoints 31.9 34.9 28.9
Increase the number of analytical and discussion 21.3 251 17.7
programmes
Give more coverage to people’s pressing prob- 41.4 26.4 366
lems
Expand coverage of life in the regions, mahallas 20.5 231 18.1
and rural areas
Inc;rease the number of educational and popular 27.7 297 257
science programmes
Create more high-quality programmes for chil- 40.4 36.0 447
dren and young people
Improve the quality of domestic films and series 32.5 31.9 33.2
Reduce repetitive and monotonous programmes 12.2 11.0 13.4
Reduce the amount of advertising and the fre- 34.3 32.1 36.4
quency of ad breaks
Raise the professionalism of journalists, present- 13.1 12.1 14.0

ers and editors
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Gender
Total sample Men Women

Improve the standard of speech and language in 7.4 68 29
TV programmes
Imprjove the quality of translation and dubbing of 3.9 4.2 36
foreign content
Improve picture and sound quality 4.2 5.1 3.4
Review the schedule and airtimes of popular pro- 4.8 35 6.0
grammes
Make TV more accessible to people with disabili-

- . - 9.6 7.5 11.7
ties (subtitles, sign language)

Involve citizens anc! independent experts in pro- 5.0 5.7 43
grammes more actively

Develop live broadcasts and open discussions 13.3 11.6 14.9
Develop onlinfe broadcasting, mobile apps and 2.9 26 32
on-demand viewing
(I;/Inatke channels’ editorial policies more transpar- 3.8 4.0 36
Other 0.3 0.4 0.2
Hard to say 4.0 3.5 4.5

*Respondents could choose up to five answers.

Across age groups, wider coverage of the pressing problems facing the population is the
most sought-after way of improving television in Uzbekistan. This need is cited by 46.8% of re-
spondents aged 25-34 and 45.4% of those aged 55 and over. The figure is 38.3% among 18-24-
year-olds, 39.3% in the 35-44 group and 36.5% among those aged 45-54.

Creating more high-quality programmes for children and young people is also among the
most frequently cited areas for improvement. Support for this proposal stands at 45.5% in the 35—
44 age group, 45.0% among those over 55 and 43.7% in the 45-54 group. Among respondents
aged 25-34 the figure is 39.2%, while among 18-24-year-olds it is 24.7%.

The need to reduce the amount of advertising and the frequency of commercial breaks is
cited by 38.7% of respondents aged 55 and over, 37.1% of those aged 45-54 and 33.7% of the 35-
44 group. Among respondents aged 25-34 and 18-24, the shares are 29.7% and 29.2% respec-
tively. Improving the quality of domestic films and series is mentioned more often by those aged
45-54 (39.1%), as well as by respondents aged 35-44 (32.0%) and 55 and over (31.9%).

Age differences are also evident with regard to diversity of opinions and viewpoints.
Among 18-24-year-olds, 40.3% believe such diversity should be ensured: the highest figure of any
age group. In the other groups, the share holding this view ranges from 28.1% among those aged
35-44 to 32.9% among those aged 25-34.

Increasing the number of educational and popular science programmes is supported more
often by respondents aged 55 and over (35.7%). The figure is 27.0% among those aged 35-44,
25.9% among 45-54-year-olds, 24.7% among 18-24-year-olds and 21.5% among those aged 25—
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34. The need to raise the professionalism of journalists, presenters and editors is cited more often
by respondents aged 45-54 (17.8%) and 55 and over (15.1%).

Table 76 In your opinion, what needs to be improved in the work of television in Uzbekistan?
(% of respondents who answered, n=952)

Age group

18-24 25-34 35-44 45-54 55+
Ensure a diversity of opinions and viewpoints 40.3 32.9 28.1 29.4 30.7
Increase the number of analytical and discussion 221 19.6 202 208 231
programmes
glr\rlé more coverage to people’s pressing prob- 383 468 393 36,5 45.4
Expand coverage of life in the regions, mahallas 221 209 16.9 218 21.0
and rural areas
Inqrease the number of educational and popular 247 215 27.0 25.9 35.7
science programmes
Create more high-quality programmes for chil- 247 392 455 437 45.0
dren and young people
Improve the quality of domestic films and series 28.6 29.7 32.0 39.1 31.9
Reduce repetitive and monotonous programmes 11.7 10.8 13.5 13.7 11.3
Reduce the amount of advertising and the fre- 202 297 337 371 38.7
quency of ad breaks
Raise the professmnahsm of journalists, present- 65 95 14.0 178 15.1
ers and editors
Improve the standard of speech and language in 58 1.4 45 91 63
TV programmes
metjove the quality of translation and dubbing of 58 5.1 28 56 13

oreign content

Improve picture and sound quality 52 5.1 3.9 41 3.4
Review the schedule and airtimes of popular pro- 1.7 51 3.9 15 34
grammes
Make 1A% more a)cces&ble to people with disabili- 10.4 10.8 8.4 76 10.9
ties (subtitles, sign language)
Involve citizens anc{ independent experts in pro- 58 51 3.4 71 38
grammes more actively
Develop live broadcasts and open discussions 13.6 17.7 11.8 12.2 12.2
Develop onllng broadcastlng, mobile apps and 52 4.4 3.9 15 08
on-demand viewing
Z/Ina;ke channels’ editorial policies more transpar- 71 19 28 4.6 209
Other 0.0 0.6 0.6 0.5 0.0
Hard to say 2.6 25 5.1 5.6 3.8

*Respondents could choose up to five answers.

In most regions, the improvements most in demand are wider coverage of the pressing
problems facing the population and the creation of high-quality programmes for children and
young people. The need to cover the population’s problems is cited most often by respondents in
Tashkent city (57.4%) and Jizzakh region (50.0%), while programmes for children and young peo-
ple are particularly important to residents of the Republic of Karakalpakstan (60.6%) and Fergana
region (54.8%).
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Other demands also vary noticeably. In the Republic of Karakalpakstan, respondents more

often point to the need to improve the quality of domestic films and series (50.0%), and in

Khorezm region to reduce the amount of advertising (50.7%). In Samarkand region, a relatively

high share of respondents favour improving domestic films and series (46.2%) and increasing the

number of educational and popular science programmes (38.5%). Respondents in Tashkent city

are more likely than those in other regions to point to the need to involve citizens and independent

experts in discussing TV content (23.4%).

Table 77 In your opinion, what needs to be improved in the work of television in Uzbekistan?

(% of respondents who answered, n=952)

Type of settlement

Urban Rural

Ensure a diversity of opinions and viewpoints 33.4 30.3
Increase the number of analytical and discussion pro- 203 223
grammes
Give more coverage to people’s pressing problems 39.5 43.4
Expand coverage of life in the regions, mahallas and rural ar- 19.0 221
eas ’ ’
Increase the number of educational and popular science pro- 256 299
grammes
Create more high-quality programmes for children and 35.7 45.4
young people
Improve the quality of domestic films and series 28.8 36.5
Reduce repetitive and monotonous programmes 10.4 14.2
Reduce the amount of advertising and the frequency of ad

31.3 37.4
breaks
Raise the professionalism of journalists, presenters and edi-

11.2 15.0
tors
Improve the standard of speech and language in TV pro- 76 71
grammes ’ ’
Improve the quality of translation and dubbing of foreign 27 51
content . 6
Improve picture and sound quality 3.2 583
Review the schedule and airtimes of popular programmes 515 4.0
Make TV more accessible to people with disabilities (subtitles, 85 10.8
sign language) ’ ’
Involve citizens and independent experts in programmes 49 51
more actively ’ ’
Develop live broadcasts and open discussions 11.8 14.8
Develop online broadcasting, mobile apps and on-demand 3.0 20
viewing ’ ’
Make channels’ editorial policies more transparent 4.4 3.1
Other 0.2 0.4
Hard to say 4.4 3.5

Among both urban and rural respondents, the most sought-after improvement is wider

coverage of the pressing problems facing the population, cited by 39.5% of urban and 43.4% of

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center

100



Section C. Television Media Consumption in Uzbekistan - 2026

rural residents. The second key area is the creation of high-quality programmes for children and
young people, named by 35.7% of urban and 45.4% of rural respondents.

Rural residents are more likely to call for improving the quality of domestic films and series
(36.5% versus 28.8% of urban residents), reducing advertising (37.4% versus 31.3%) and increasing
the number of educational and popular science programmes (29.9% versus 25.6%). They also more
often see a need to expand coverage of life in the regions, mahallas and rural areas (22.1% versus
19.0%).
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Section D. Radio

21.9% 27.8% 64.4

listen to the radio of men listen to the radio of listeners choose a station for
Table 78 (women: 16.0%) its music
Table 78 Table 96

Radio is one of the sources people use to find out about events at home and abroad. Mod-
ern technology has widened the ways people can listen: alongside traditional radio sets, pro-
grammes are available through car radios, smartphones and the internet. The choice of stations
and listening habits may vary with people’s interests, age and daily activities. This makes it particu-
larly important to examine how widespread and regular radio listening is, the conditions in which
people listen, and their preferences for particular stations and programmes.

This section examines radio listening among the population of Uzbekistan, including how
often and for how long people listen to radio programmes, the conditions in which they listen, the
stations they prefer and the main reasons for choosing them.

Public opinion on radio listening was analysed using the following indicators:

1. Prevalence of radio listening among the population;
2. Frequency, duration and time of radio listening;

3. Places, modes and conditions of radio listening;

4. Public preferences for Uzbek radio stations;

5. Main reasons for choosing radio stations and content preferences.
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For each indicator, the distribution of responses was examined by gender, age, region and type of
settlement.

D.1 Prevalence of radio listening among the population

Respondents who do not listen to radio content far outnumber those who do. In total,
21.9% of respondents listen to radio stations and programmes in some form (on a radio set, a car
radio, a smartphone or online), while 78.1% said they do not listen to the radio. The share of non-
listeners is 72.2% among men and 84.0% among women. In this survey, then, interest in radio con-

tent is more common among men.

The highest share of listeners is among respondents aged 35-44 (26.9%). The figure is
22.5% among 25-34-year-olds, 22.4% among 45-54-year-olds and 20.8% among those aged 55
and over. Young people aged 18-24 are the least likely to listen (16.7%).

Table 78 Do you listen to radio stations or radio programmes in any way — on a radio set, car radio,
smartphone or online?
(% of all respondents, n=1,411)

Yes No

Total sample 21.9 78.1
GENDER

Men 27.8 72.2
Women 16.0 84.0
AGE GROUP

18-24 16.7 83.3
25-34 22,5 77.5
35-44 26.9 73.1
45-54 22.4 77.6
55+ 20.8 79.2

There are substantial regional differences in radio listening. The highest shares of listeners
are in Bukhara region (42.6%), Andijan region (35.6%) and Khorezm region (34.0%). In Tashkent city
28.4% of respondents listen to the radio, in Syrdarya region 26.0% and in Tashkent region 21.8%.

In several regions the share of listeners is markedly lower: 18.8% in Samarkand region,
18.0% in Namangan, 17.6% in Kashkadarya, 15.7% in Fergana, 14.0% in Jizzakh and 13.9% in Navoi.
The lowest shares of listeners are in Surkhandarya region (9.0%) and the Republic of Karakalpak-
stan (11.0%). Accordingly, most respondents in these regions said they do not listen to radio sta-

tions or programmes.

Differences by type of settlement are slight: 23.0% of urban and 20.6% of rural respond-
ents listen to the radio, while 77.0% and 79.4% respectively do not. Urban residents are thus

slightly more likely to listen, but the gap between the two groups is small.
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Table 79 Do you listen to radio stations or radio programmes in any way - on a radio set, car ra-
dio, smartphone or online?
(% of all respondents, n=1,411)

Yes No

REGION

Andijan region 35.6 64.4
Bukhara region 42.6 57.4
Fergana region 15.7 84.3
Jizzakh region 14.0 86.0
Namangan region 18.0 82.0
Navoi region 13.9 86.1
Kashkadarya region 17.6 82.4
Republic of Karakalpakstan 11.0 89.0
Samarkand region 18.8 81.2
Syrdarya region 26.0 74.0
Surkhandarya region 9.0 91.0
Tashkent city 28.4 71.6
Tashkent region 21.8 78.2
Khorezm region 34.0 66.0
TYPE OF SETTLEMENT

Urban 23.0 77.0
Rural 20.6 79.4

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

D.2 Frequency, duration and time of radio listening

Among survey participants, 46.3% listen to the radio several times a day and 20.1% once a
day. A further 13.6% listen several times a week and 9.1% once a week. Listening several times a
month is reported by 8.1%, and less than once a month by 2.9%.

Listening frequency differs by gender. Half of male listeners (50.0%) tune in several times a
day, compared with 39.8% of female listeners. Women, however, are more likely to listen once a
day (25.7% vs 16.8% of men). Listening several times a day is therefore more common among men,

while women are more likely to listen once a day or once a week.

Age differences are most apparent in how often people listen each day. Listening several
times a day is most common among 35-44-year-olds (58.4%). The figure is 48.3% among those
aged 55 and over, 41.3% among 45-54-year-olds and 42.2% among 25-34-year-olds. It is lowest
among young people aged 18-24 (36.2%).
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Table 80 How often do you listen to the radio?
(% of respondents who answered, n=309)

Several times a Several times a Several timesa Less than once
day Once a day week Once a week month a month

Total sample 46.3 20.1 13.6 9.1 8.1 2.9
GENDER
Men 50.0 16.8 13.8 6.6 9.2 3.6
Women 39.8 25.7 13.3 13.3 6.2 1.8
AGE GROUP
18-24 36.2 19.1 12.8 6.4 19.1 6.4
25-34 42.2 18.8 12.5 12.5 9.4 4.7
35-44 58.4 19.5 5.2 6.5 6.5 3.9
45-54 41.3 23.8 25.4 7.9 1.6
55+ 48.3 19.0 13.8 12.1 6.9

A regional breakdown shows that in most regions listeners most commonly tune in several
times a day. The highest figures for this option are in Fergana region (75.0%), Samarkand region
(68.4%), Surkhandarya region (66.7%) and Khorezm region (64.7%). The figure is 51.2% in Bukhara

region and 50.0% in both Namangan and Navoi regions.

In some regions, however, listening once a day is more common. In the Republic of Kara-
kalpakstan this option was chosen by 54.5% of listeners, in Kashkadarya region by 38.9% and in
Andijan region by 33.3%.

Listening frequency also varies by type of settlement. Among rural residents, 50.7% listen
several times a day, compared with 42.9% of urban residents. Urban respondents, on the other
hand, are slightly more likely to listen once a day (22.3% vs 17.2% of rural residents).

Table 81 How often do you listen to the radio?
(% of respondents who answered, n=309)

Several times a Several times a Several timesa Less than once
day Once a day week Once a week month amonth

REGION
Andijan region 38.9 33.3 5.6 11.1 11.1
Bukhara region 51.2 7.0 20.9 14.0 7.0
Fergana region 75.0 12.5 12.5
Jizzakh region 85V 14.3 14.3 7.1 7.1 21.4
Namangan region 50.0 16.7 5.6 11.1 11.1 5.6
Navoi region 50.0 14.3 14.3 14.3 7.1
Kashkadarya region 16.7 38.9 16.7 22.2 5.6
E:I';’):i’gtca‘r’f Kara- 1822 54.5 1822 9.1
Samarkand region 68.4 211 5.3 583
Syrdarya region 38.5 23.1 19.2 7.7 7.7 3.8
Surkhandarya region 66.7 1.1 1.1 111
Tashkent city 27.6 27.6 27.6 10.3 6.9
Tashkent region 45.5 9.1 13.6 9.1 18.2 4.5
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Several times a Several times a Several timesa Less than once
day Once a day week Once a week month a month
Khorezm region 64.7 11.8 11.8 2.9 5.9 2.9
TYPE OF SETTLEMENT
Urban 429 22.3 16.6 8.0 6.9 34
Rural 50.7 17.2 9.7 10.4 9.7 2.2

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

On weekdays, most respondents who listen to the radio spend less than an hour on it. The
most common duration is under 30 minutes, reported by 35.0% of respondents, while another
27.8% listen for 30 minutes to an hour.

Among 18-24-year-olds, listening for less than 30 minutes is the most common pattern
(569.6%). The figure is 37.5% among 25-34-year-olds and 22.1% among 35-44-year-olds. In the 35-
44 age group, a relatively high share (22.1%) listen for one to two hours.

Table 82 On average, how much time do you spend listening to the radio on a typical weekday?
(% of respondents who answered, n=309)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Less than 30 minutes 35.0 34.2 36.3 59.6 37.5 22.1 38.1 25.9
30 minutes to 1 hour 27.8 27.0 29.2 25.5 21.9 31.2 25.4 34.5
1-2 hours 16.8 17.3 15.9 4.3 18.8 22.1 17.5 17.2
2-3 hours 5.8 6.1 53 4.3 6.3 5.2 3.2 10.3
3-4 hours 5.2 5.6 4.4 21 341 10.4 4.8 3.4
More than 4 hours 4.2 5.1 2.7 4.7 3.9 4.8 6.9
Usually donotlistenon g 5 46 62 43 7.8 52 6.3 17

weekdays

In most regions, the most common weekday listening time is under 30 minutes. The highest
figures for this option are in Syrdarya region (50.0%), the Republic of Karakalpakstan (45.5%), Bu-
khara region (44.2%) and Navoi region (42.9%). In Tashkent city, 41.4% of listeners tune in for less
than 30 minutes.

In several regions there is also a sizeable share of respondents who listen for 30 minutes to
an hour on a typical weekday. This option is most common in Jizzakh region (35.7%), Navoi region
(35.7%), Samarkand region (36.8%) and Tashkent city (37.9%). In Namangan region 33.3% of re-
spondents gave this answer, and in Syrdarya region 34.6%.

Longer weekday listening, of one to two hours, is more common in Surkhandarya and Andi-
jan regions (33.3% and 27.8% respectively).

Among urban residents, the most common weekday listening time is under 30 minutes
(37.1%); among rural residents the figure is 32.1%. Listening for 30 minutes to an hour is reported
g
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by 29.1% of urban and 26.1% of rural residents. Rural respondents, however, are more likely to lis-

ten for one to two hours (23.1% vs 12.0% of urban residents).

Table 83 On average, how much time do you spend listening to the radio on a typical weekday?
(% of respondents who answered, n=309)

Usually do
Lessthan30 30 minutes More than 4 not listen on
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours weekdays
REGION
Andijan region 25.0 25.0 27.8 5.6 2.8 5.6 8.3
Bukhara region 4422 25.6 14.0 4.7 4.7 2.3 4.7
Fergana region 37.5 12.5 6.3 12.5 6.3 18.8 6.3
Jizzakh region 35.7 35.7 7.1 7.1 14.3
Namangan region 8813 8813 1.1 5.6 5.6 5.6 5.6
Navoi region 42.9 35.7 14.3 7.1
Kashkadarya region 27.8 16.7 22.2 16.7 16.7
5;2232;? Kara- 455 18.2 9.1 18.2 9.1
Samarkand region 21.1 36.8 21.1 10.5 10.5
Syrdarya region 50.0 34.6 7.7 7.7
Surkhandarya region 33.3 11.1 33.3 222
Tashkent city 414 37.9 10.3 3.4 6.9
Tashkent region 31.8 27.3 227 4.5 4.5 9.1
Khorezm region 235 26.5 26.5 8.8 11.8 2.9
TYPE OF SETTLEMENT
Urban 37.1 29.1 12.0 5.7 6.3 3.4 6.3
Rural 32.1 26.1 23.1 6.0 3.7 5.2 3.7

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

At weekends, respondents mostly listen to the radio for 30 minutes to an hour, an option

chosen by 26.9%. A further 17.8% listen for one to two hours and 16.8% for less than 30 minutes,

while 18.4% said they do not usually listen to the radio at weekends.

Among 18-24-year-olds, the most common weekend listening time is 30 minutes to an
hour (31.9%). The same is true of 35-44-year-olds (33.3%). Among 25-34-year-olds, 11.7% listen
for more than four hours on a weekend day. The share of those who do not usually listen at week-
ends is highest among 35-44-year-olds (22.1%), followed by 45-54-year-olds (20.6%).

Table 84 On average, how much time do you spend listening to the radio on a weekend day?
(% of respondents who answered, n=309)

Toiel semme Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Less than 30 minutes 16.8 16.8 16.8 2505 20.3 15.6 12.7 12.1
30 minutes to 1 hour 26.9 27.0 26.5 31.9 234 20.8 33.3 27.6
1-2 hours 17.8 17.3 18.6 19.1 23.4 14.3 14.3 19.0
2-3 hours 8.4 8.2 8.8 4.3 6.3 7.8 9.5 13.8
3-4 hours 5.2 4.6 6.2 2.1 4.7 7.8 4.8 5.2
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Total sam- Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
More than 4 hours 6.5 6.6 6.2 2.1 3.1 1.7 4.8 8.6
Usually donotlistenat — 4q 4 19.4 16.8 14.9 18.8 22.1 20.6 13.8
weekends

Weekend listening time varies by region. In Bukhara region (39.5%), Namangan region
(33.3%), Surkhandarya region (33.3%), Tashkent city (34.5%) and Tashkent region (36.4%), the most
common option is listening to the radio for 30 minutes to an hour. In Andijan region this option was
chosen by 25.0% of respondents, in the Republic of Karakalpakstan by 27.3% and in Syrdarya re-
gion by 30.8%.

The share of respondents who do not usually listen to the radio at weekends deserves par-
ticular attention. It is highest in Tashkent city, at 44.8%.

Among urban respondents, 28.6% listen for 30 minutes to an hour at weekends, 17.1% for
less than 30 minutes and 14.3% for one to two hours. Among rural residents, the most common
weekend listening time is 30 minutes to an hour (24.6%).

Table 85 On average, how much time do you spend listening to the radio on a weekend day?
(% of respondents who answered, n=309)

Usually do
Less than 30 30 minutes More than 4  not listen at
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours weekends
REGION
Andijan region 19.4 25.0 13.9 11.1 11.1 8.3 11.1
Bukhara region 20.9 I 9.3 7.0 2.3 2.3 18.6
Fergana region 12.5 6.3 12.5 12.5 12.5 12.5 31.3
Jizzakh region 14.3 14.3 28.6 7.1 14.3 21.4
Namangan region 5.6 8813 1.1 1.1 5.6 333
Navoi region 21.4 14.3 35.7 7.1 21.4
Kashkadarya region 16.7 222 16.7 222 5.6 5.6 11.1
Eslﬁiﬁgfaif Kara- 27.3 27.3 182 9.1 9.1 9.1
Samarkand region 583 26.3 26.3 15.8 583 583 15.8
Syrdarya region 19.2 30.8 26.9 11.5 3.8 7.7
Surkhandarya region 11.1 33.3 222 11.1 22.2
Tashkent city 3.4 34.5 10.3 6.9 448
Tashkent region 31.8 36.4 4.5 4.5 4.5 9.1 9.1
Khorezm region 20.6 14.7 29.4 5.9 14.7 14.7
TYPE OF SETTLEMENT
Urban 17.1 28.6 14.3 6.3 3.4 6.9 23.4
Rural 16.4 24.6 22.4 11.2 7.5 6.0 1.9

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.
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Radio is most often listened to before 09:00 (44.7% of respondents) and between 09:00
and 12:00 (44.3%). The evening slot of 18:00-21:00 comes next, mentioned by 29.8% of respond-
ents. The figures are 23.3% for 12:00-15:00, 20.1% for 21:00-24:00 and 18.1% for 15:00-18:00.

Among 18-24-year-olds, the peak periods are 09:00-12:00 (48.9%) and before 09:00
(44.7%). For 25-34-year-olds the corresponding figures are 43.8% and 32.8%. Respondents aged
35-44 most often listen before 09:00 (46.8%) and between 09:00 and 12:00 (42.9%). In the 45-54
age group, 47.6% listen before 09:00 and the same share between 09:00 and 12:00. Among those
aged 55 and over, listening before 09:00 is most common (51.7%), and a further 39.7% mentioned
09:00-12:00.

Table 86 At what time of day do you most often listen to the radio?
Multjple answers possible (% of respondents who answered, n=30%)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Before 09:00 44.7 44.4 451 44.7 32.8 46.8 47.6 51.7
09:00-12:00 44.3 46.9 39.8 48.9 43.8 429 47.6 39.7
12:00-15:00 23.3 224 24.8 10.6 14.1 36.4 30.2 19.0
15:00-18:00 18.1 15.8 22.1 10.6 15.6 19.5 28.6 13.8
18:00-21:00 29.8 30.6 28.3 31.9 28.1 28.6 33.3 27.6
21:00-24:00 20.1 23.0 15.0 14.9 23.4 24.7 14.3 20.7
After 24:00 4.5 6.1 1.8 8.5 4.7 5.2 0.0 5.2

In Surkhandarya region, 77.8% of respondents mentioned the 09:00-12:00 slot, as did
63.6% in the Republic of Karakalpakstan, 57.9% in Samarkand region, 56.3% in Fergana region and
55.6% in Kashkadarya region. In some regions, however, listening before 09:00 was mentioned
more often: the figure is 73.7% in Samarkand region, 66.7% in Kashkadarya region, 56.3% in Fer-
gana region and 50.0% in both Jizzakh and Tashkent regions.

Evening listening (18:00-21:00) also varies by region. It is highest in the Republic of Kara-
kalpakstan (54.5%), Samarkand region (52.6%) and Tashkent region (45.5%). This slot was chosen
by 38.9% of respondents in Namangan region, 33.3% in Kashkadarya region and 31.3% in Fergana
region. Late-evening listening (21:00-24:00) was mentioned most often by respondents from the
Republic of Karakalpakstan (54.5%), Tashkent region (31.8%) and Jizzakh region (28.6%).

By type of settlement, urban respondents most often listen to the radio before 09:00
(48.0%) and between 09:00 and 12:00 (47.4%). Among rural residents, each of these slots ac-
counts for 40.3%. In the evening (18:00-21:00), 32.1% of rural and 28.0% of urban respondents lis-
ten to the radio.
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Table 87 At what time of day do you most often listen to the radio?
Multjple answers possible (% of respondents who answered, n=30%)

Before 09:00- 21:00-

09:00 12:00 12:00-15:00 15:00-18:00 18:00-21:00 24:00 After 24:00
REGION
Andijan region 47.2 36.1 25.0 19.4 30.6 22.2 2.8
Bukhara region 25.6 419 25.6 16.3 20.9 18.6 7.0
Fergana region 56.3 56.3 12.5 37.5 31.3 25.0 6.3
Jizzakh region 50.0 28.6 214 214 14.3 28.6 7.1
Namangan region 222 44.4 27.8 222 38.9 11.1 0.0
Navoi region 85V 214 214 7.1 14.3 214 21.4
Kashkadarya region 66.7 55.6 11.1 222 33.3 11.1 0.0
5;2232;? Kara- 36.4 63.6 455 27.3 54.5 54.5 18.2
Samarkand region 73.7 57.9 15.8 10.5 52.6 15.8 0.0
Syrdarya region 30.8 50.0 15.4 15.4 23.1 23.1 0.0
Surkhandarya region 44.4 77.8 222 33.3 222 11.1 0.0
Tashkent city 20.7 414 241 17.2 27.6 13.8 0.0
Tashkent region 50.0 27.3 18.2 9.1 45.5 31.8 4.5
Khorezm region 441 471 8588 14.7 235 11.8 5.9
TYPE OF SETTLEMENT
Urban 48.0 47.4 24.0 18.3 28.0 20.6 4.6
Rural 40.3 40.3 22.4 17.9 32.1 19.4 4.5

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

D.3 Places, modes and conditions of radio listening

Overall, 45.8% of respondents most often listen to the radio at home and 44.6% in the car.
Listening at work (6.3%) and on public transport (3.3%) is mentioned far less often.

Among men, the most common answer is “in the car”, chosen by 49.7%, whereas women

more often listen at home (52.9%).

Respondents aged 18-24 most often listen at home (48.6%), while 40.0% listen in a car.
Among 25-34-year-olds, listening in a car predominates (52.9%), and 33.3% listen at home. The
pattern is similar among 35-44-year-olds: half of this age group (50.0%) prefer to listen in a car
and 38.7% at home. In the 45-54 group the figures are close: 47.9% listen in a car and 45.8% at
home. Home listening is most pronounced among those aged 55 and over (68.2%).

Table 88 Where do you most often listen to the radio?
(% of respondents who answered, n=309)

At home In the car On public transport At work
Total sample 45.8 44.6 3.3 6.3
GENDER
Men 41.8 49.7 1.3 7.2
Women 52.9 35.6 6.9 4.6
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At home In the car On public transport At work
AGE GROUP
18-24 48.6 40.0 2.9 8.6
25-34 383 52.9 3.9 9.8
35-44 38.7 50.0 4.8 6.5
45-54 45.8 47.9 6.3
55+ 68.2 27.3 4.5

By region, home listening is most common in Jizzakh region (69.2%), Kashkadarya region
(66.7%) and Syrdarya region (60.0%). In Namangan region 58.8% of respondents listen at home, in
Tashkent region 56.3%, and in Fergana region and Tashkent city 54.5% and 54.2% respectively. In
Andijan region the figure is 50.0%. Home listening is least common in Surkhandarya region (20.0%)
and Navoi region (21.4%).

Listening in a car is most widespread among respondents from Surkhandarya region
(80.0%). High figures are also recorded in Navoi region (64.3%), Khorezm region (58.6%) and Bu-
khara region (56.4%).

Urban residents most often listen at home (48.7%), and 39.1% listen in a car. Rural residents,
by contrast, more often mention the car (49.6%), while 43.2% listen at home.

Table 89 Where do you most often listen to the radio?
(% of respondents who answered, n=309)

At home In the car On public transport At work
REGION
Andijan region 50.0 36.7 6.7 6.7
Bukhara region 30.8 56.4 2.6 10.3
Fergana region 54.5 36.4 9.1
Jizzakh region 69.2 30.8
Namangan region 58.8 858 5.9
Navoi region 21.4 64.3 14.3
Kashkadarya region 66.7 22.2 111
Samarkand region 38.5 53.8 77
Syrdarya region 60.0 20.0 5.0 15.0
Surkhandarya region 20.0 80.0
Tashkent city 54.2 458
Tashkent region 56.3 &/ 6.3
Khorezm region 31.0 58.6 10.3
TYPE OF SETTLEMENT
Urban 48.7 39.1 52 7.0
Rural 43.2 49.6 1.6 5.6

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.
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Purposeful listening to selected programmes predominates among survey participants:
42.1% of respondents said they listen attentively to a selected programme. Another 21.4% pay
close attention only to particular news items or segments. A further 18.8% tend to switch stations
in search of something interesting, while 11.0% mainly use the radio as background. Listening to
individual recordings or excerpts online is reported by 6.8% of survey participants.

Attentive listening to a chosen programme is reported by 31.9% of 18-24-year-olds, 37.5%
of 25-34-year-olds and 45.5% of 35-44-year-olds. The share is highest among 45-54-year-olds
(50.8%) and stands at 41.4% among those aged 55 and over. Following only particular news items
and segments is most often reported by 25-34-year-olds (25.0%). Switching stations in search of
interesting content is most typical of the youngest group, with 23.4% of 18-24-year-olds choosing
this option. Background listening is most common among 25-34-year-olds (14.1%).

Table 90 How do you usually listen to the radio?
(% of respondents who answered, n=309)

Total Gender Age group
sample Men Women  18-24 25-34 35-44 45-54 55+

| listen attentively to a chosen pro-
gramme

421 41.8 42.5 31.9 37.5 45.5 50.8 41.4

| listen attentively only to certain

. 21.4 21.4 21.2 23.4 25.0 18.2 19.0 22.4
news items or segments

The radio is mostly on in the back-

11.0 10.2 12.4 10.6 14.1 1.7 7.9 10.3
ground

| switch stations looking for interest-

. 18.8 18.9 18.6 234 15.6 18.2 15.9 22.4
ing content

| listen to individual recordings and

. : 6.8 77 583 10.6 7.8 6.5 6.3 3.4
clips online

The most common way of listening to the radio is attentive listening to a chosen pro-
gramme. The highest figures are in Samarkand region (57.9%), Namangan region (50.0%),
Khorezm region (50.0%) and Bukhara region (48.8%). This option was chosen by 46.2% of re-
spondents in Syrdarya region, 45.5% in Tashkent region and 42.9% in Navoi region. Attentive listen-
ing to particular news items and segments is especially common in Fergana region, where 43.8% of
respondents chose this option. Using the radio mainly as background is most typical of respond-
ents from the Republic of Karakalpakstan, where 63.6% gave this answer. Switching stations in

search of interesting content is most frequent in Namangan region (38.9%).

Attentive listening to a chosen programme is more common among rural residents (48.5%)
than among urban residents (37.1%). In urban areas, the share of those who listen closely only to

particular news items and segments is slightly higher (23.4% vs 18.7% in rural areas).
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Table 91 How do you usually listen to the radio?
(% of respondents who answered, n=309)

| listen attentively

| listen attentively  only to certain The radio is | switch stations | listen to individ-
to a chosen pro- news items or mostly oninthe looking forinter-  ual recordings
gramme segments background esting content and clips online
REGION
Andijan region 41.7 22.2 11.1 13.9 11.1
Bukhara region 48.8 23.3 7.0 11.6 9.3
Fergana region 37.5 43.8 18.8
Jizzakh region 21.4 21.4 14.3 28.6 14.3
Namangan region 50.0 5.6 38.9 5.6
Navoi region 42.9 14.3 7.1 28.6 7.1
Kashkadarya region 88 22.2 27.8 16.7
ﬁ;g:ﬁ!fa‘r’f Kara- 9.1 9.1 63.6 9.1 9.1
Samarkand region 57.9 31.6 583 583
Syrdarya region 46.2 15.4 7.7 15.4 15.4
Surkhandarya region 88 22.2 111 22.2 11.1
Tashkent city 34.5 20.7 13.8 24.1 6.9
Tashkent region 45.5 31.8 4.5 13.6 4.5
Khorezm region 50.0 17.6 5.9 26.5
TYPE OF SETTLEMENT
Urban 37.1 23.4 12.6 20.6 6.3
Rural 48.5 18.7 9.0 16.4 7.5

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Answers about what respondents usually do while listening show that the radio more often
accompanies everyday activities than serves as an activity in its own right. The most common an-
swers are doing housework (41.4%) and driving (40.5%). Another 30.7% of respondents listen while

relaxing.

Among men, 56.1% listen to the radio while driving, compared with 13.3% of women.
Women, by contrast, are far more likely to listen while doing housework (63.7% vs 28.6% of men).
Listening while relaxing is reported by 34.5% of women and 28.6% of men.

Driving is mentioned most often by respondents aged 18-24 (42.6%), 35-44 (41.6%) and
45-54 (41.3%). The figure is 40.6% among 25-34-year-olds and 36.2% among those aged 55 and
over. The youngest group also has a relatively high share of people who listen on public transport
(21.3%).

Doing housework is most typical of 18-24-year-olds, mentioned by 51.1% of this group. Lis-
tening while relaxing is more common among older respondents. In the 55-and-over group the
figure is 39.7%.
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Table 92 What do you usually do while listening to the radio?

(% of respondents who answered, n=309)

Media Consumption in Uzbekistan - 2026

Total Gender Age group

sample Men Women  18-24 25-34  35-44  45-54 55+
Driving 40.5 56.1 13.3 42.6 40.6 41.6 41.3 36.2
Travelling on public transport 12.9 10.2 17.7 21.3 14.1 1.7 6.3 13.8
Doing housework 41.4 28.6 63.7 51.1 32.8 40.3 44.4 414
Working 13.6 14.3 12.4 6.4 14.1 16.9 15.9 12.1
Studying 0.6 1.0 0.0 0.0 3.1 0.0 0.0 0.0
Relaxing 30.7 28.6 34.5 234 29.7 24.7 36.5 39.7
Exercising or walking 7.4 7.1 8.0 6.4 6.3 10.4 6.3 6.9
Deliberately listening to a programme, 2.9 26 35 43 3.1 13 3.2 3.4

without doing anything else

*Respondents could choose more than one answer.

By region, listening while driving is most widespread among respondents in Khorezm re-
gion (58.8%), Fergana region (56.3%), Tashkent city (55.2%) and Surkhandarya region (55.6%).

Listening while doing housework is also a prominent part of respondents’ daily routines.

The highest figures are in the Republic of Karakalpakstan and Jizzakh region (72.7% and 64.3% re-

spectively), as well as in Syrdarya (61.5%) and Surkhandarya (66.7%) regions.

Listening on public transport was mentioned most often in Navoi region (35.7%), Andijan

region (30.6%) and Syrdarya region (23.1%). Exercising or walking was mentioned less often in

most regions, but in the Republic of Karakalpakstan 45.5% of respondents chose this option.

By type of settlement, rural residents were slightly more likely than urban residents to listen

while driving (41.8% vs 39.4%). Rural respondents were more likely to say they listen while relaxing
(38.8% vs 24.6% of urban residents).

Table 93 What do you usually do while listening to the radio?
Multjple answers possible (% of respondents who answered, n=309)

Deliberately listening to a programme, without
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REGION
Andijan region 19.4 30.6 47.2 8.3 2.8 47.2 22.2 8.3
Bukhara region 46.5 4.7 25.6 18.6 0.0 23.3 4.7 23
Fergana region 56.3 6.3 31.3 6.3 0.0 18.8 0.0 0.0
Jizzakh region 28.6 14.3 64.3 7.1 0.0 57.1 0.0 7.1
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o1 | Deliberately listening to a programme, without
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Namangan region 22.2 16.7 50.0 0.0 5.6 16.7 0.0 .6
Navoi region 35.7 35.7 50.0 7.1 0.0 21.4 7.1 0.0
Kashkadarya region 38.9 5.6 44.4 5.6 0.0 16.7 0.0 5.6
Republic of Kara- 36.4 9.1 72.7 455 0.0 72.7 455 0.0
kalpakstan
Samarkand region 52.6 10.5 36.8 31.6 0.0 31.6 0.0 0.0
Syrdarya region 26.9 23.1 61.5 3.8 0.0 53.8 7.7 3.8
Surkhandarya region 5510 1.1 66.7 0.0 0.0 1.1 1.1 0.0
Tashkent city 55.2 6.9 31.0 13.8 0.0 27.6 3.4 34
Tashkent region 31.8 9.1 36.4 27.3 0.0 31.8 9.1 0.0
Khorezm region 58.8 2.9 285 14.7 0.0 11.8 2.9 0.0
TYPE OF SETTLEMENT
Urban 39.4 13.1 411 12.0 1.1 24.6 7.4 2.3
Rural 41.8 12.7 41.8 15.7 0.0 38.8 7.5 3.7

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

D.4 Public preferences for Uzbek radio stations

Among survey participants, the most frequently mentioned radio stations were Vodiy
Sadosi (38.2%), Yoshlar (35.3%) and Mahalla (28.5%).

Station preferences differ by gender. Men most often named Vodiy Sadosi (41.3%), Yoshlar
(34.2%) and O‘zbekiston 24 (23.0%), while among women the leaders are Yoshlar (37.2%), Mahalla
(34.5%) and Vodiy Sadosi (32.7%).

Oriat FM was mentioned more often by survey participants aged 18-24 (23.4%). Among
35-44-year-olds, the most common answers were Vodiy Sadosi (42.9%), Yoshlar (31.2%) and Ma-
halla (27.3%). In the 45-54 age group, Vodiy Sadosi is the most frequent choice (47.6%). Among
those aged 55 and over, Yoshlar is mentioned most often (48.3%), followed by Mahalla (44.8%),
Mash’al (34.5%), Vodiy Sadosi (32.8%) and O‘zbekiston 24 (24.1%).

Table 94 Which Uzbek radio stations do you listen to most often?
(% of respondents who answered, n=309)

Totallsam= Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
O‘zbekiston 15.5 18.9 9.7 14.9 12.5 15.6 14.3 20.7
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Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
O‘zbekiston 24 22.3 23.0 21.2 42.6 21.9 14.3 15.9 241
Yoshlar 35.3 34.2 37.2 34.0 37.5 31.2 27.0 48.3
Mahalla 28.5 25.0 34.5 27.7 20.3 27.3 23.8 44.8
Mash'’al 13.9 17.9 7.1 6.4 7.8 10.4 11.1 34.5
Oriat FM 11.0 10.7 11.5 23.4 4.7 10.4 12.7 6.9
Oriat Dono 18.4 17.9 19.5 14.9 141 20.8 222 19.0
O‘zbegim Taronasi 14.2 13.3 15.9 14.9 14.1 20.8 12.7 6.9
Navro‘z FM 4.9 2.6 8.8 8.5 3.1 1.3 6.3 6.9
HIT FM 1.6 1.0 2.7 4.3 3.1 0.0 1.6 0.0
Avtoradio/Hamroh 4.2 4.6 3.5 2.1 4.7 5.2 4.8 34
Radio Grand 4.9 3.6 7.1 4.3 3.1 5.2 9.5 1.7
Maxima 1.0 1.0 0.9 0.0 0.0 2.6 1.6 0.0
Nostalgie 3.2 4.1 1.8 4.3 3.1 3.9 3.2 1.7
Poytaxt 8.4 9.2 7.1 6.4 4.7 7.8 7.9 (545
Igbol FM 6.8 8.2 4.4 6.4 9.4 1.7 3.2 1.7
Istiglol FM 3.9 4.6 2.7 6.4 4.7 7.8 0.0 0.0
Vodiy Sadosi 38.2 41.3 32.7 23.4 391 429 47.6 32.8
Ruxsor FM 9.4 9.7 8.8 8.5 6.3 1.7 7.9 12.1
Retro FM 2.9 3.6 1.8 2.1 1.6 0.0 9.5 1.7
Temp FM 0.3 0.5 0.0 0.0 0.0 0.0 0.0 1.7
Biz FM 0.3 0.5 0.0 21 0.0 0.0 0.0 0.0
Samarqgand Inform 1.3 1.5 0.9 4.3 0.0 0.0 3.2 0.0
Diydor 10.0 7.7 14.2 4.3 10.9 18.2 6.3 6.9
Oltin Zamin 9.1 7.7 11.5 10.6 10.9 10.4 4.8 8.6
Nukus FM 3.9 3.6 4.4 2.1 1.6 6.5 4.8 34
Alo FM 5.8 5.6 6.2 8.5 6.3 7.8 4.8 1.7
Radio Ozodlik 1.0 1.5 0.0 0.0 0.0 1.3 3.2 0.0
Radio Buxoro 2.6 2.0 315 0.0 3.1 1.3 6.3 1.7
Other 0.6 0.5 0.9 0.0 0.0 1.3 0.0 1.7
Hard to say 2.6 3.1 1.8 0.0 9.4 1.3 0.0 1.7

*Respondents could choose up to five answers.

A comparison of responses shows that rural respondents are more likely than urban ones
to listen to Yoshlar (45.5% vs 27.4%), Mahalla (35.8% vs 22.9%) and Mash’al (19.4% vs 9.7%). Rural
residents also more often name Diydor (13.4% vs 7.4%), Oltin Zamin (13.4% vs 5.7%) and Igbol FM
(11.2% vs 3.4%). Urban respondents, meanwhile, more often mentioned O‘zbekiston 24 (23.4% vs
20.9%), Oriat Dono (19.4% vs 17.2%), Ruxsor FM (11.4% vs 6.7%) and Radio Grand (6.9% vs 2.2%).

Table 95 Which Uzbek radio stations do you listen to most often?
Up to five answers possible (% of respondents who answered, n=309)

Type of settlement

Urban Rural
O‘zbekiston 14.3 17.2
O‘zbekiston 24 23.4 20.9
Yoshlar 27.4 45.5
Mahalla 22.9 35.8
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Type of settlement

Urban Rural
Mash’al 9.7 19.4
Oriat FM 10.3 11.9
Oriat Dono 19.4 17.2
O‘zbegim Taronasi 13.1 15.7
Navro‘z FM 5.7 3.7
HIT FM 2.3 0.7
Avtoradio/Hamroh 5.7 2.2
Radio Grand 6.9 2.2
Maxima 0.6 1.5
Nostalgie 5.1 0.7
Poytaxt 9.1 7.5
Igbol FM 3.4 11.2
Istiglol FM 4.0 3.7
Vodiy Sadosi 34.3 43.3
Ruxsor FM 11.4 6.7
Retro FM 3.4 2.2
Temp FM 0.6 0.0
Biz FM 0.0 0.7
Samargand Inform 0.0 3.0
Diydor 7.4 13.4
Oltin Zamin 5.7 13.4
Nukus FM 6.3 0.7
Alo FM 2.9 9.7
Radio Ozodlik 1.1 0.7
Radio Buxoro 0.6 5.2
Other 0.0 1.5
Hard to say 29 2.2

*Respondents could choose up to five answers.

D.5 Main reasons for choosing radio stations and content prefer-

ences

Among survey participants, the main reason for choosing a station is its music format, cited

by 64.4% of respondents. Frequent airplay of favourite songs and artists was mentioned by 38.5%,

up-to-date news by 42.7% and reliable and useful information by 26.2%. Interesting presenter-led

and themed programmes were nhamed by 21.7%, timely weather and traffic updates by 17.5%, and

entertainment and comedy shows by 14.6%. A further 13.6% of respondents said they like the pre-

senters and their style.

By gender, men are more likely than women to choose stations for up-to-date news

(48.0% vs 33.6%) and reliable and useful information (31.1% vs 17.7%). Men are also more likely to

mention the convenience of listening in the car (11.2% vs 6.2%) and limited advertising (9.7% vs
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8.0%). Women, for their part, more often mention that programmes are available in a language
that suits them (13.3% vs 7.1% of men). Presenter-led and themed programmes were cited by
23.9% of women and 20.4% of men, and timely weather and traffic updates by 19.5% of women
and 16.3% of men.

Table 96 Why do you most often choose these particular radio stations?
(% of respondents who answered, n=309)

Gender
Total sample Men Women

| like the music format 64.4 63.8 65.5
They often play my favourite songs and artists 38.5 37.8 39.8
Broadcast up-to-date news 42.7 48.0 33.6
Provide reliable and useful information 26.2 311 17.7
grt:r;e;‘ir;g presenter-led and themed pro- 21.7 20.4 23.9
| like the presenters and their style 13.6 13.3 14.2
Interesting interviews with guests and experts 6.5 6.1 7.1
Good entertainment and comedy programmes 14.6 14.8 14.2
:;%Tgtﬁt;s?aa;is on weather, road conditions 17.5 16.3 195
Cover events in my region or city 4.9 5.6 315
Programmes are in a language that suits me 9.4 7.1 13.3
High sound quality and a stable signal 7.4 77 7.1
Few adverts 9.1 9.7 8.0
Convenient to listen to in the car 9.4 11.2 6.2
a\g:ill(zble online, via a mobile app or social net- 2.6 26 27
Chance to take part in broadcasts, contests

and discussions 1.9 1.5 2
| am used to listening to this station 4.9 4.1 6.2
It is a popular station 5.2 5.1 53
It has the best reception where | live 3.6 2.6 53

*Respondents could choose up to five answers.

Across age groups, the music format is mentioned most often by 18-24-year-olds (74.5%).
The figure is 67.2% among 25-34-year-olds and 66.7% among 45-54-year-olds, but lower among
those aged 35-44 and those aged 55 and over (58.4% and 58.6% respectively).

News content becomes more important with age. Up-to-date news was cited as a reason
for choosing a station by 27.7% of 18-24-year-olds and 35.9% of 25-34-year-olds. The share rises
to 41.6% among 35-44-year-olds, 52.4% among 45-54-year-olds and 53.4% in the oldest group.
Presenter-led and themed programmes are singled out most often by respondents aged 18-24
(27.7%) and 35-44 (27.3%).
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Age differences are also evident in attitudes to entertainment content. Good entertain-
ment and comedy shows were mentioned by 22.4% of those aged 55 and over and 18.2% of 35—
44-year-olds.

Regular airplay of favourite artists is also mentioned as a reason for choosing a station by
50% of respondents aged 55 and over.

The presenters’ style was mentioned more often by respondents aged 35-44 (16.9%) and
25-34 (15.6%), compared with 6.4% of 18-24-year-olds.

Timely reporting on weather, road conditions and traffic jams was mentioned by 21.3% of
18-24-year-olds, 19.5% of 35-44-year-olds and 19.0% of those aged 55 and over.

Older respondents are more likely to mention that programmes are available in a language
that suits them: 12.7% among 45-54-year-olds and 13.8% among those aged 55 and over. By com-
parison, the figure among 18-24-year-olds is 4.3%.

Table 97 Why do you most often choose these particular radio stations?
Up to five answers possible (% of respondents who answered, n=309)

Age group

18-24 25-34 35-44 45-54 55+
| like the music format 74.5 67.2 58.4 66.7 58.6
They often play my favourite songs 298 313 338 47.6 50.0
and artists
Broadcast up-to-date news 27.7 35.9 41.6 52.4 53.4
:;)t\i/iodne reliable and useful infor- 23.4 297 23.4 3.8 31.0
Interesting presenter-led and 277 20.3 273 15.9 17.2

themed programmes
| like the presenters and their style 6.4 15.6 16.9 14.3 12.1
Interesting interviews with guests

6.4 6.3 6.5 6.3 6.9
and experts
Good entertainment and comedy 17.0 47 18.2 11 2.4
programmes
Prompt updates on weather, road 213 15.6 19.5 127 19.0
conditions and traffic jams
Cover events in my region or city 8.5 3.1 52 4.8 3.4
Prggrammes are in a language that 43 63 91 12.7 138
suits me
High sound quality and a stable signal 14.9 6.3 2.6 6.3 10.3
Few adverts 14.9 10.9 1.7 1.6 6.9
Convenient to listen to in the car 2.1 10.9 10.4 12.7 8.6
Ava.ilable online, via a mobile app or 21 31 3.9 16 17
social networks
Chance to takg part in broadcasts, 21 31 0.0 32 17
contests and discussions
| am used to listening to this station 2.1 6.3 3.9 6.3 52
It is a popular station 6.4 4.7 10.4 3.2 0.0
It has the best reception where | live 4.3 1.6 52 1.6 5.2
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*Respondents could choose up to five answers.

A regional comparison shows that the music format remains one of the most frequently
cited reasons for choosing a station in all the regions presented. The highest shares are among re-
spondents in Samarkand region (84.2%) and the Republic of Karakalpakstan (81.8%). High figures
are also recorded in Surkhandarya (77.8%) and Andijan (75.0%) regions.

Frequent airplay of favourite songs and artists was mentioned most often by respondents
in Navoi region (64.3%) and Samarkand region (63.2%), as well as in Andijan, Fergana and Naman-
gan regions (50.0% each).

Reliable and useful information was cited most often by respondents in Jizzakh region
(64.3%).

Timely reporting on weather, road conditions and traffic jams was mentioned most often
by respondents in Jizzakh region (42.9%), Syrdarya region (30.8%) and the Republic of Karakalpak-
stan (27.3%).

Respondents in Kashkadarya region were the most likely to mention that programmes are
available in a language that suits them (33.3%).

Table 98 Why do you most often choose these particular radio stations?
Up to five answers possible (% of respondents who answered, n=309)

Type of settlement

Urban Rural
| like the music format 61.1 68.7
They often play my favourite songs and artists 34.9 43.3
Broadcast up-to-date news 35.4 52.2
Provide reliable and useful information 23.4 29.9
Interesting presenter-led and themed programmes 20.0 23.9
| like the presenters and their style 12.6 14.9
Interesting interviews with guests and experts 4.6 9.0
Good entertainment and comedy programmes 13.7 15.7
Prompt updates on weather, road conditions and traffic jams 171 17.9
Cover events in my region or city 4.6 5.2
Programmes are in a language that suits me 9.7 9.0
High sound quality and a stable signal 8.0 6.7
Few adverts 8.6 9.7
Convenient to listen to in the car 6.9 12.7
Available online, via a mobile app or social networks 1.7 3.7
Chance to take part in broadcasts, contests and discussions 29 0.7
| am used to listening to this station 5.1 4.5
It is a popular station 6.3 3.7
It has the best reception where | live 2.3 5.2

*Respondents could choose up to five answers.
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By type of settlement, the music format is one of the most frequently cited reasons for
choosing a station among both urban and rural respondents. It appeals to 68.7% of rural and 61.1%
of urban residents. There is a similar gap for frequent airplay of favourite songs and artists, men-
tioned by 43.3% of rural and 34.9% of urban respondents.

There are also clear differences in how respondents value news content. Up-to-date news
was cited by 52.2% of rural and 35.4% of urban residents, and reliable and useful information by
29.9% and 23.4% respectively. Presenter-led and themed programmes were also chosen more of-
ten by rural respondents (23.9% vs 20.0% of urban residents).
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Section E. Print and online press

28.3% 38.8% 55.9%

read the print or online press of readers read the press only of readers read the press every
Table 99 online day
Table 101 Table 103

Receiving reliable information in good time is important because it helps give people a
sense of being informed and secure. The media undoubtedly play an important role in informing
the public about events at home and abroad. Newspapers, magazines and online media outlets are
among the channels through which people obtain information. As the internet develops, it is
changing not only the ways people obtain information but also their preferences regarding the
format in which they read the press. This makes it particularly important to examine how widely

and how regularly people read print and electronic publications, and what their reading habits are.

This section examines how people in Uzbekistan read the print and online press, including

format preferences and the frequency and duration of reading.

The analysis took into account the structure of the sample and the content of the ques-
tionnaire. The question on whether people read the print and online press was analysed on the ba-
sis of responses from all 1,411 respondents. Subsequent questions on reading habits, topic
preferences and assessments of the publications’ work were analysed among the 399 survey par-
ticipants who read the press. Some questions were addressed specifically to readers of print pub-

lications (244 respondents) and of the online press (269 respondents).

The analysis of public opinion on the print and online press was based on the following indicators:
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1. Reach of the print and online press and format preferences;

2. Frequency, duration and circumstances of reading the press;

3. Ways of obtaining the print and online press;

4. Topic preferences and reasons for choosing publications;

5. Assessment of press content and suggestions for improvement.

For each indicator, the distribution of responses was examined by gender, age, region and type of
settlement.

E.1 Prevalence of reading the print and online press

One indicator of respondents’ engagement with information is whether they turn to print
and electronic publications. Survey participants were asked whether they read newspapers, mag-
azines or content from online media outlets, in print or electronic form. The responses made it

possible to estimate how widely the print and online press is read among respondents.

Most survey participants (71.7%) do not read newspapers, magazines or content from
online media outlets in either print or electronic form. The same pattern holds across gender and
age groups (Table 99).

Table 99 Do you read newspapers, magazines or content from online media outlets, in print or
electronic form?
(% of respondents: total sample, by gender and age, n=1,411)

Yes No

Total sample 28.3 71.7
GENDER

Men 27.7 72.3
Women 28.9 71.1
AGE GROUP

18-24 26.7 733
25-34 28.2 71.8
35-44 30.4 69.6
45-54 26.0 74.0
55+ 30.1 69.9

Responses to this question vary noticeably by region. The highest share of readers is in
Andijan region (63.4%). The figure is considerably lower in Syrdarya (37.0%), Navoi (34.7%) and Bu-
khara (32.7%) regions. In Namangan region 31.0% of respondents answered yes, in Samarkand
28.7%, in Khorezm 28.0% and in Tashkent city 27.5% (Table 100).
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Table 100 Do you read newspapers, magazines or content from online media outlets, in print or

electronic form?
(% by region and type of settlement, n=1,411)

Yes No

REGION

Tashkent city 27.5 72.5
Republic of Karakalpakstan 22.0 78.0
Andijan region 63.4 36.6
Bukhara region 32.7 67.3
Jizzakh region 15.0 85.0
Kashkadarya region 22,5 77.5
Navoi region 34.7 65.3
Namangan region 31.0 69.0
Samarkand region 28.7 71.3
Surkhandarya region 21.0 79.0
Syrdarya region 37.0 63.0
Tashkent region 22.8 77.2
Fergana region 9.8 90.2
Khorezm region 28.0 72.0
TYPE OF SETTLEMENT

Urban 27.1 72.9
Rural 29.6 70.4

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

Respondents who said they read newspapers, magazines or content from online media

outlets were then asked in which format they prefer to read them: print only, electronic only or

both.

Among readers as a whole, the largest share (38.8%) prefer the electronic format only, and

slightly fewer (32.6%) print only (Table 101).

Table 101 In what format do you mainly read the press?

(% of respondents: total sample, by gender and age, n=399)

Both print and
Print only online Online only

Total sample 32.6 28.6 38.8
GENDER

Men 31.8 27.7 40.5
Women 383 29.4 37.3
AGE GROUP

18-24 10.7 38.7 50.7
25-34 20.0 30.0 50.0
35-44 28.7 28.7 42.5
45-54 37.0 28.8 34.2
55+ 64.3 17.9 17.9
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The survey showed that 40.5% of men and 37.3% of women prefer newspapers and maga-

zines in electronic format.

By age, respondents aged 55 and over (64.3%) and 45-54-year-olds (37%) favour the print
format of newspapers and magazines. The other age groups more often choose the electronic
format (Table 101).

By region, respondents in Tashkent city (46.4%), the Republic of Karakalpakstan (40.9%),
and Andijan (51.6%), Samarkand (51.7%), Syrdarya (45.9%) and Khorezm (42.9%) regions most of-
ten choose the electronic format only. Reading in both formats is the most common choice in
Navoi (40.0%) and Fergana (50.0%) regions, while print only is the preferred option in Jizzakh re-
gion (73.3%), Namangan region (45.2%) and Tashkent region (56.5%) (Table 102).

Table 102 In what format do you mainly read the press?
(% by region and type of settlement, n=399)

Both print and
Print only online Online only

REGION

Tashkent city 25.0 28.6 46.4
Republic of Karakalpakstan 22.7 36.4 40.9
Andijan region 234 25.0 51.6
Bukhara region SE 36.4 30.3
Jizzakh region 73.3 13.3 13.3
Kashkadarya region 34.8 30.4 34.8
Navoi region 31.4 40.0 28.6
Namangan region 45.2 22.6 32.3
Samarkand region 20.7 27.6 51.7
Surkhandarya region 38.1 23.8 38.1
Syrdarya region 32.4 21.6 45.9
Tashkent region 56.5 21.7 21.7
Fergana region 20.0 50.0 30.0
Khorezm region 25.0 32.1 42.9
TYPE OF SETTLEMENT

Urban 34.0 27.7 38.3
Rural 31.1 29.5 39.4

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Continuing the analysis of how people read newspapers, magazines and content from
online media outlets, the survey asked respondents who read the press how often they turn to it.

The largest share of readers (34.8%) read the press several times a day. Another 22.3% do
so several times a week and 21.1% once a day. More than half of those who read the press there-
fore turn to it every day (Table 103).
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Table 103 How often do you read the press?
(% of respondents: total sample, by gender and age; % of respondents who answered, n=399)

Media Consumption in Uzbekistan - 2026

Toiel semme Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Several times a day 34.8 40.0 29.9 33.3 43.8 33.3 32.9 31.0
Once a day 21.1 17.9 24.0 20.0 12.5 21.8 26.0 25.0
Several times a week 22.3 21.5 23.0 227 22,5 21.8 21.9 22.6
Once a week 9.8 10.3 9.3 13.3 5.0 11.5 11.0 8.3
Several times a month 9.3 8.2 10.3 9.3 11.3 9.2 15 10.7
Less ihanonce 2.5 21 29 13 38 23 27 2.4
Hard to say 0.3 0.0 0.5 0.0 1.3 0.0 0.0 0.3

The survey found that the largest share of respondents read the press several times a day

(34.8%), with men (40.0%) more likely to do so than women (29.9%). Women are somewhat more

likely than men to read the press once a day (24.0% and 17.9% respectively).

By age, 25-34-year-olds are the most likely to read the press several times a day (43.8%).

In the other age groups the share is roughly the same: 33.3% among 18-24-year-olds and 35-44-

year-olds, 32.9% among 45-54-year-olds and 31.0% among those aged 55 and over (Table 104).

Table 104 How often do you read the press?
(% by region and type of settlement, n=399)

Several Several Less than
Several times a Once a times a once a
timesaday Once aday week week month month Hard to say

REGION

Tashkent city 42.9 14.3 7.1 10.7 10.7 10.7 3.6
E:g:i’gtcazf Kara- 45.5 13.6 18.2 13.6 9.1 0.0 0.0
Andijan region 35.9 18.8 29.7 4.7 7.8 3.1 0.0
Bukhara region 36.4 30.3 21.2 6.1 3.0 3.0 0.0
Jizzakh region 8813 8813 20.0 6.7 6.7 0.0 0.0
Kashkadarya region 435 30.4 13.0 8.7 4.3 0.0 0.0
Navoi region 40.0 8.6 34.3 0.0 17.1 0.0 0.0
Namangan region 19.4 19.4 25.8 29.0 6.5 0.0 0.0
Samarkand region 37.9 37.9 3.4 3.4 10.3 6.9 0.0
Surkhandarya region 33.3 23.8 14.3 9.5 19.0 0.0 0.0
Syrdarya region 24.3 24.3 24.3 8.1 16.2 2.7 0.0
Tashkent region 26.1 13.0 34.8 8.7 13.0 4.3 0.0
Fergana region 30.0 20.0 30.0 20.0 0.0 0.0 0.0
Khorezm region 39.3 14.3 25.0 214 0.0 0.0 0.0
TYPE OF SETTLEMENT

Urban 325 22.3 22.8 9.7 8.7 3.4 0.5
Rural 37.3 19.7 21.8 9.8 9.8 1.6 0.0

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.
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By region, residents of Tashkent city (42.9%), the Republic of Karakalpakstan (45.5%), and
Kashkadarya (43.5%), Navoi (40.0%) and Khorezm (39.3%) regions most often read the press sev-
eral times a day. In Samarkand region, reading the press once a day is the most common (37.9%).
Respondents in Andijan (29.7%) and Tashkent (34.8%) regions more often reported reading the
press several times a week. In Namangan region (29.0%), reading the press once a week is the
most common.

Looking further at reading habits, the study paid particular attention to the time respond-
ents spend reading the press on a typical weekday. Participants were asked how long they spend
reading it.

Respondents mostly spend less than 30 minutes (35.8%) or between 30 minutes and one
hour (36.1%) reading the press. For most of them, therefore, reading the press takes no more than
an hour on a typical weekday (Table 105).

Table 105 How much time do you spend reading the press on a typical weekday?
(% of respondents: total sample, by gender and age, n=399)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Less than 30 minutes 35.8 39.0 32.8 40.0 45.0 47.1 21.9 23.8
30 minutes to 1 hour 36.1 37.4 34.8 37.3 30.0 31.0 411 41.7
1-2 hours 18.8 17.9 19.6 13.3 16.3 17.2 26.0 21.4
2-3 hours 5.5 4.1 6.9 4.0 2.5 3.4 6.8 10.7
3-4 hours 0.8 0.0 1.5 1.3 1.3 0.0 1.4 0.0
More than 4 hours 1.3 0.5 2.0 1.3 1.3 0.0 1.4 24
8;‘;?('2’8‘;‘5’ notreadon 44 1.0 25 27 38 1.1 14 0.0

By gender, men are slightly more likely than women to spend less than 30 minutes (39.0%
versus 32.8%) or between 30 minutes and one hour (37.4% versus 34.8%) reading the press. Read-

ing the press thus takes no more than one hour on a typical weekday for most respondents (Table
105).

By age, respondents aged 18-24 (40.0%), 25-34 (45.0%) and 35-44 (47.1%) most often
spend less than 30 minutes reading the press. Among those aged 45-54 (41.1%) and 55 and over
(41.7%), the most common reading time is between 30 minutes and one hour (Table 105).

Table 106 How much time do you spend reading the press on a typical weekday?
(% by region and type of settlement, n=399)

Usually do
Less than 30 30 minutes More than4 notread on
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours weekdays
REGION
Tashkent city 50.0 25.0 17.9 3.6 0.0 0.0 3.6
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Usually do

Lessthan30 30 minutes More than 4  not read on

minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours weekdays
E:I';’):i’gtca‘r’f Kara- 54.5 273 9.1 45 0.0 0.0 45
Andijan region 26.6 37.5 18.8 9.4 3.1 3.1 1.6
Bukhara region 36.4 36.4 18.2 3.0 3.0 0.0 3.0
Jizzakh region 26.7 588 13.3 6.7 0.0 0.0 0.0
Kashkadarya region 34.8 39.1 26.1 0.0 0.0 0.0 0.0
Navoi region 28.6 45.7 20.0 2.9 0.0 2.9 0.0
Namangan region 22.6 419 22.6 6.5 0.0 3.2 3.2
Samarkand region 27.6 51.7 10.3 10.3 0.0 0.0 0.0
Surkhandarya region 8813 19.0 38.1 9.5 0.0 0.0 0.0
Syrdarya region 56.8 24.3 13.5 5.4 0.0 0.0 0.0
Tashkent region 3941 26.1 21.7 8.7 0.0 0.0 4.3
Fergana region 30.0 20.0 40.0 0.0 0.0 10.0 0.0
Khorezm region 39.3 46.4 10.7 0.0 0.0 0.0 3.6

TYPE OF SETTLEMENT

Urban 325 34.5 223 6.3 1.0 1.5 1.9
Rural 39.4 37.8 15.0 47 0.5 1.0 1.6

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

By region, reading for less than 30 minutes is most typical of residents of Tashkent city
(50.0%), the Republic of Karakalpakstan (54.5%) and Syrdarya region (56.8%). Respondents in
Jizzakh (53.3%), Samarkand (51.7%), Navoi (45.7%), Namangan (41.9%) and Khorezm (46.4%) re-
gions most often read for between 30 minutes and one hour. In Surkhandarya region, reading for
one to two hours is the most common (38.1%) (Table 106).

Differences by type of settlement are small: urban residents most often read the press for
between 30 minutes and one hour (34.5%), and rural residents for less than 30 minutes (39.4%)
(Table 106).

Overall, despite some differences by gender, age and region, reading the press takes up a
relatively small part of the weekday for most respondents — generally no more than an hour.

Continuing the analysis of reading time, the survey asked respondents how much time they

usually spend reading on a day off.
On days off, the largest share of respondents spend between 30 minutes and one hour

reading the press (29.8%), and another 26.1% spend between one and two hours (Table 107).

Table 107 How much time do you spend reading the press on a typical weekend day?
(% of respondents: total sample, by gender and age, n=399)

Totallsam= Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
Less than 30 minutes 19.5 24.6 14.7 28.0 22,5 24.1 11.0 11.9
30 minutes to 1 hour 29.8 25.6 33.8 28.0 30.0 32.2 28.8 29.8
1-2 hours 26.1 30.8 21.6 30.7 20.0 21.8 31.5 27.4
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Totallsam= Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
2-3 hours 7.8 5.6 9.8 5.3 3.8 3.4 12.3 14.3
3-4 hours 3.8 2.6 4.9 1.3 3.8 2.3 4.1 7.1
More than 4 hours 3.3 3.1 3.4 1.3 5.0 4.6 2.7 24
8;‘;?('2’8‘;‘5’ notreadon g3 7.7 10.8 53 13.8 10.3 9.6 71
Hard to say 0.3 0.0 0.5 0.0 0.0 1.1 0.0 0.0

Reading time differs by gender: among men, reading for one to two hours is the most com-
mon (30.8%), whereas women more often spend between 30 minutes and one hour (33.8%).

By age, among 18-24-year-olds the most common reading time on days off is one to two
hours (30.7%). Respondents aged 25-34 (30.0%) and 35-44 (32.2%) most often spend between
30 minutes and one hour, while in the 45-54 age group reading for one to two hours predomi-
nates (31.5%).

Table 108 How much time do you spend reading the press on a typical weekend day?
(% by region and type of settlement, n=399)

Usually do
Less than 30 not read
30 minutes to More than  on week- Hard to

minutes 1 hour 1-2hours 2-3hours 3-4hours 4 hours days say
REGION
Tashkent city 25.0 429 14.3 3.6 0.0 0.0 10.7 0.0
E:E‘;tk’gfa‘r’f Kara- 27.3 50.0 182 0.0 0.0 0.0 0.0 45
Andijan region 20.3 20.3 26.6 9.4 6.3 7.8 9.4 0.0
Bukhara region 15.2 36.4 12.1 18.2 6.1 3.0 9.1 0.0
Jizzakh region 6.7 20.0 33.3 20.0 6.7 6.7 6.7 0.0
Kashkadarya region 13.0 26.1 391 8.7 0.0 0.0 13.0 0.0
Navoi region 22.9 14.3 40.0 2.9 2.9 2.9 14.3 0.0
Namangan region 25.8 19.4 22.6 6.5 6.5 3.2 16.1 0.0
Samarkand region 13.8 41.4 27.6 10.3 3.4 0.0 3.4 0.0
Surkhandarya region 23.8 23.8 14.3 9.5 9.5 4.8 14.3 0.0
Syrdarya region 16.2 43.2 32.4 5.4 0.0 2.7 0.0 0.0
Tashkent region 30.4 17.4 26.1 8.7 4.3 4.3 8.7 0.0
Fergana region 20.0 10.0 20.0 0.0 10.0 10.0 30.0 0.0
Khorezm region 10.7 46.4 32.1 3.6 0.0 0.0 7.1 0.0
TYPE OF SETTLEMENT
Urban 20.4 29.6 26.7 6.3 3.4 3.4 9.2 0.5
Rural 18.7 30.1 25.4 9.3 4.1 3.1 9.3 0.0

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

By region, reading for between 30 minutes and one hour predominates in most regions.
The highest figures are in the Republic of Karakalpakstan (50.0%), Khorezm (46.4%), Syrdarya
(43.2%) and Samarkand (41.4%) regions and Tashkent city (42.9%). In Navoi (40.0%), Kashkadarya
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(39.1%) and Jizzakh (33.3%) regions, by contrast, respondents most often spend one to two hours
reading (Table 108).

By type of settlement, reading for between 30 minutes and one hour is the most frequent
answer among both urban (29.6%) and rural (30.1%) residents. Thus, despite regional differences,

the most common reading time on days off is between 30 minutes and two hours (Table 108).

To explore reading habits further, respondents were asked at what time of day they most

often turn to print and online publications.
The most common times for reading the press are the evening hours from 18:00 to 21:00

(35.6%) and from 21:00 to 24:00 (31.8%) (Table 109).

Table 109 At what time of day do you most often read the press?
(% of respondents: total sample, by gender and age, n=399)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Before 09:00 17.3 19.0 15.7 20.0 10.0 16.1 16.4 23.8
09:00-12:00 20.8 22.1 19.6 24.0 12.5 20.7 30.1 17.9
12:00-15:00 26.8 24.1 29.4 20.0 26.3 27.6 26.0 33.3
15:00-18:00 19.5 17.9 21.1 21.3 18.8 16.1 19.2 22.6
18:00-21:00 35.6 37.4 33.8 36.0 8510 34.5 34.2 38.1
21:00-24:00 31.8 30.8 32.8 41.3 33.8 31.0 30.1 238
After 24:00 2.3 1.5 2.9 4.0 5.0 1.1 0.0 1.2

*Respondents could choose up to three answers.

There are no significant gender differences: both men (37.4%) and women (33.8%) most

often read the press between 18:00 and 21:00.

By age, among 18-24-year-olds the most common reading times are 18:00-21:00 (36.0%)
and 21:00-24:00 (41.3%). Respondents aged 25-34 (35.0%), 35-44 (34.5%), 45-54 (34.2%) and 55
and over (38.1%) most often read the press between 18:00 and 21:00 (Table 109).

The preferred time for reading the press is therefore the evening, from 18:00 to 24:00,

with 18-24-year-olds more likely to read later in the evening.

Table 110 At what time of day do you most often read the press?
(% by region and type of settlement, n=399)

Before 09:00- 21:00-

09:00 12:00 12:00-15:00 15:00-18:00 18:00-21:00 24:00 After 24:00
REGION
Tashkent city 17.9 21.4 28.6 10.7 42.9 25.0 0.0
E:I';’):i’gtca‘r’f Kara- 182 36.4 40.9 318 59.1 50.0 45
Andijan region 234 18.8 20.3 20.3 46.9 453 4.7
Bukhara region 6.1 36.4 21.2 21.2 8618 242 0.0
Jizzakh region 13.3 20.0 40.0 40.0 40.0 40.0 0.0
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Before 09:00- 21:00-

09:00 12:00 12:00-15:00 15:00-18:00 18:00-21:00 24:00 After 24:00
Kashkadarya region 13.0 21.7 47.8 13.0 13.0 21.7 0.0
Navoi region 22.9 171 14.3 171 31.4 31.4 2.9
Namangan region 16.1 25.8 32.3 16.1 38.7 16.1 3.2
Samarkand region 17.2 20.7 27.6 20.7 414 414 6.9
Surkhandarya region 33.3 23.8 14.3 14.3 33.3 19.0 4.8
Syrdarya region 21.6 13.5 18.9 10.8 24.3 SO 0.0
Tashkent region 4.3 30.4 21.7 17.4 43.5 26.1 0.0
Fergana region 0.0 0.0 30.0 30.0 20.0 20.0 0.0
Khorezm region 14.3 0.0 42.9 28.6 14.3 28.6 0.0
TYPE OF SETTLEMENT
Urban 14.6 18.0 25.7 20.9 32,5 31.1 24
Rural 20.2 23.8 28.0 18.1 38.9 32.6 2.1

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Reading times vary by region. Respondents in Surkhandarya region most often read the
press before 9:00 and between 18:00 and 21:00 (33.3% each). Between 9:00 and 12:00, the press
is read by residents of the Republic of Karakalpakstan and Bukhara region (36.4% each). Between
12:00 and 15:00, the press is read more often by respondents in the Republic of Karakalpakstan
(40.9%) and in Jizzakh (40.0%), Kashkadarya (47.8%) and Khorezm (42.9%) regions. The highest
figure for 15:00-18:00 is in Jizzakh region (40.0%). In the evening, between 18:00 and 21:00, the
press is read more often in Tashkent city (42.9%), the Republic of Karakalpakstan (59.1%), Andijan
(46.9%), Navoi (31.4%), Namangan (38.7%) and Samarkand (41.4%) regions and Tashkent region
(43.5%). The highest figures for 21:00-24:00 are in the Republic of Karakalpakstan (50.0%) and in
Andijan (45.3%), Jizzakh (40.0%) and Samarkand (41.4%) regions (Table 110).

By type of settlement, urban residents most often read the press between 18:00 and 21:00
(32.5%) and between 21:00 and 24:00 (31.2%). The pattern is similar among rural residents, who
also most often read between 18:00 and 21:00 (38.9%) and between 21:00 and 24:00 (32.6%) (Ta-
ble 110).

The survey results therefore show that the evening, from 18:00 to 24:00, is the most com-
mon time for reading the press, among both urban and rural residents. In some regions, however,
a higher share of respondents prefer to read in the morning or during the day.

Respondents were also asked where they most often read the press. The results show that

most of them (80.5%) prefer to read at home (Table 111).

Table 111 Where do you most often read the press?
(% of respondents: total sample, by gender and age, n=399)

Total sam- Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
At home 80.5 75.4 85.3 747 75.0 77.0 80.8 94.0
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Total sam- Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
At work 13.5 18.5 8.8 10.7 17.5 19.5 15.1 4.8
At my place of study 1.3 0.5 2.0 53 1.3 0.0 0.0 0.0
On public transport 1.5 2.1 1.0 1.3 1.3 3.4 1.4 0.0
In the car 0.5 1.0 0.0 1.3 0.0 0.0 1.4 0.0
Ina café orother pub- ¢ g 05 1.0 0.0 13 0.0 14 12
lic place
In alibrary or reading 1.0 10 10 4.0 13 0.0 0.0 0.0
room
In a queue or while 1.0 1.0 1.0 27 25 0.0 0.0 0.0

waiting

Reading at home is more common among women (85.3%) than among men (75.4%). Home
reading predominates in all age groups, especially among those aged 55 and over (94.0%) and 45—
54 (80.8%); the figure is slightly lower among 18-24-year-olds (74.7%) and 25-34-year-olds
(75.0%) (Table 111).

Table 112 Where do you most often read the press?
(% by region and type of settlement, n=399)

In a café
At my orother Inalibrary Inaqueue
place of  On public public orreading  or while
At home At work study transport  In the car place room waiting

REGION

Tashkent city 67.9 25.0 0.0 0.0 3.6 3.6 0.0 0.0
E:g:tk’gfa‘r’f Kara- 81.8 18.2 0.0 0.0 0.0 0.0 0.0 0.0
Andijan region 87.5 6.3 1.6 0.0 0.0 0.0 1.6 3.1
Bukhara region 78.8 12.1 3.0 3.0 0.0 0.0 3.0 0.0
Jizzakh region 80.0 13.3 0.0 0.0 0.0 0.0 6.7 0.0
Kashkadarya region 91.3 4.3 0.0 0.0 0.0 4.3 0.0 0.0
Navoi region 71.4 20.0 0.0 0.0 0.0 0.0 2.9 5.7
Namangan region 77.4 12.9 3.2 3.2 3.2 0.0 0.0 0.0
Samarkand region 86.2 10.3 0.0 3.4 0.0 0.0 0.0 0.0
Surkhandarya region 81.0 19.0 0.0 0.0 0.0 0.0 0.0 0.0
Syrdarya region 81.1 13.5 2.7 0.0 0.0 2.7 0.0 0.0
Tashkent region 78.3 17.4 0.0 4.3 0.0 0.0 0.0 0.0
Fergana region 80.0 10.0 0.0 10.0 0.0 0.0 0.0 0.0
Khorezm region 78.6 14.3 3.6 3.6 0.0 0.0 0.0 0.0
TYPE OF SETTLEMENT

Urban 782 14.1 1.5 1.9 1.0 1.0 1.0 1.5
Rural 82.9 13.0 1.0 1.0 0.0 0.5 1.0 0.5

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

In every region, the press is read mainly at home. The highest shares of respondents nam-
ing home as their place of reading are in Kashkadarya (91.3%), Namangan (90.3%) and Andijan
(87.5%) regions; in Tashkent city the figure is 67.9%. Home reading is slightly more widespread
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among rural residents (82.9%) than among urban residents (78.2%). Home is therefore the main
place for reading the press, regardless of regional, gender and age differences (Table 112).

Continuing the study of reading habits, the survey asked respondents who read print
newspapers and magazines how they obtain them.

The survey showed that respondents buy newspapers and magazines at kiosks or shops
(42.6%) and take out subscriptions (32.0%) (Table 15). By gender, both men (41.4%) and women
(43.8%) most often buy print publications at kiosks or shops (Table 113).

Table 113 How do you obtain print newspapers and magazines?
(% of respondents: total sample, by gender and age, n=244)

| get them
through the
| buy themat |getthem free mahalla or an-
kiosks or atworkormy Ireadthemat other organi-
| subscribe shops place of study the library sation Hard to say

Total sample 32.0 42.6 18.9 20.9 20.1 1.2
GENDER
Men 33.6 41.4 21.6 224 15.5 0.0
Women 30.5 43.8 16.4 19.5 242 23
AGE GROUP
18-24 43.2 16.2 21.6 43.2 18.9 2.7
25-34 27.5 325 325 17.5 27.5 2.5
35-44 30.0 34.0 20.0 28.0 16.0 2.0
45-54 &8 58.3 16.7 14.6 22.9 0.0
55+ 30.4 58.0 10.1 10.1 17.4 0.0

*Respondents could choose up to three answers.

Ways of obtaining the print press vary by age. Among 18-24-year-olds, subscriptions and
reading in libraries are the most common (43.2% each). Respondents aged 25-34 (32.5%) and 35—
44 (34.0%) most often buy newspapers and magazines at kiosks or shops. In the 45-54 (58.3%)
and 55-and-over (58.0%) age groups, buying print publications is also the main way of obtaining
them, and it is markedly more common than among younger respondents.

How people obtain the print press thus differs with age: younger readers more often use
subscriptions and libraries, while older age groups mostly buy newspapers and magazines them-

selves.

Table 114 How do you obtain print newspapers and magazines?
(% by region and type of settlement, n=244)

| get them
through the
I buy themat |getthem free mahalla or an-
kiosks or atworkormy Ireadthemat other organi-
| subscribe shops place of study the library sation Hard to say
REGION
Tashkent city 26.7 BE8 20.0 20.0 40.0 6.7
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| get them
through the
I buy themat | getthem free mahalla or an-
kiosks or atworkormy Ireadthemat other organi-
| subscribe shops place of study the library sation Hard to say

E:I'E’)gtk’gfa‘r’f Kara- 385 53.8 23.1 30.8 23.1 0.0
Andijan region 41.9 452 12.9 8515 25.8 0.0
Bukhara region 21.7 43.5 17.4 217 17.4 0.0
Jizzakh region 23.1 69.2 7.7 15.4 15.4 0.0
Kashkadarya region 40.0 40.0 20.0 0.0 13.3 0.0
Navoi region 48.0 28.0 24.0 20.0 24.0 0.0
Namangan region 28.6 38.1 33.3 19.0 19.0 0.0
Samarkand region 7.1 429 21.4 28.6 21.4 7.1
Surkhandarya region 30.8 46.2 30.8 30.8 23.1 0.0
Syrdarya region 15.0 65.0 15.0 20.0 15.0 0.0
Tashkent region 38.9 27.8 5.6 222 1.1 5.6
Fergana region 28.6 42.9 28.6 14.3 0.0 0.0
Khorezm region 43.8 31.3 12.5 0.0 18.8 0.0
TYPE OF SETTLEMENT

Urban Silk5 42.5 17.3 19.7 15.0 1.6
Rural 8245 42.7 20.5 22.2 25.6 0.9

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

By region, buying at kiosks or shops is the most popular way of obtaining print newspapers
and magazines, with high figures in Jizzakh (69.2%) and Syrdarya (65.0%) regions, the Republic of
Karakalpakstan (53.8%) and Surkhandarya region (46.2%). In Navoi (48.0%), Khorezm (43.8%) and
Kashkadarya (40.0%) regions, however, a considerable share of respondents subscribe to print
publications. In Tashkent city, the most common way is to receive newspapers and magazines
through the mahalla (local community) or other organisations (40.0%) (Table 114).

There are no significant differences by type of settlement: buying print publications at ki-
osks or shops predominates among both urban (42.5%) and rural (42.7%) residents (Table 114).

Buying at kiosks and shops is therefore the main way of obtaining the print press, although in some
regions subscriptions and distribution through organisations play a noticeable role.

The analysis of how the press is obtained also covered online readers: respondents who
read online publications were asked how they access them. Most respondents read the news
through mobile apps (58%), while 37.2% receive information via the publications’ Telegram chan-

nels.
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Table 115 How do you access the online press?
(% of respondents: total sample, by gender and age, n=269)

Media Consumption in Uzbekistan - 2026

Via publications”  Via publications’

Via publications’ social media Telegram chan-  Via search en-

websites Via mobile apps pages nels gines
Total sample 31.6 58.0 31.2 37.2 25.7
GENDER
Men 36.1 60.2 30.8 31.6 25.6
Women 27.2 55.9 31.6 42.6 25.7
AGE GROUP
18-24 38.8 52.2 29.9 37.3 37.3
25-34 32.8 57.8 35.9 34.4 25.0
35-44 27.4 58.1 22.6 30.6 21.0
45-54 239 71.7 34.8 43.5 21.7
55+ 88 50.0 36.7 46.7 16.7

*Respondents could choose up to three answers.

By gender, both men (60.2%) and women (55.9%) most often use mobile apps. Women,

however, are more likely than men to use the publications’ Telegram channels (42.6% versus

31.6%), while men more often go directly to the publications’ websites (36.1% versus 27.2% of

women).

Mobile apps are the most common way of accessing the online press in all age groups, with

a particularly high figure among 45-54-year-olds (71.7%) (Table 115).

Table 116 How do you access the online press?

(% by region and type of settlement, n=269)

Via publications”  Via publications’

Via publications’ social media Telegram chan- Via search en-

websites Via mobile apps pages nels gines
REGION
Tashkent city 19.0 76.2 28.6 23.8 14.3
Eael‘;:ﬁ!fa‘r’f Kara- 58.8 647 471 70.6 29.4
Andijan region 51.0 61.2 34.7 46.9 28.6
Bukhara region 18.2 63.6 36.4 31.8 4.5
Jizzakh region 75.0 50.0 0.0 25.0 50.0
Kashkadarya region 6.7 533 20.0 40.0 6.7
Navoi region 88 54.2 88 88 20.8
Namangan region 23.5 52.9 29.4 471 S5
Samarkand region 21.7 60.9 26.1 39.1 30.4
Surkhandarya region 38.5 69.2 23.1 30.8 38.5
Syrdarya region 28.0 44.0 20.0 36.0 32.0
Tashkent region 10.0 40.0 50.0 0.0 40.0
Fergana region 25.0 37.5 25.0 62.5 25.0
Khorezm region 28.6 57.1 38.1 14.3 28.6
TYPE OF SETTLEMENT
Urban 31.6 65559 30.1 27.2 21.3

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 135



Section E. Print and online press Media Consumption in Uzbekistan - 2026

Via publications”  Via publications’

Via publications’ social media Telegram chan- Via search en-
websites Via mobile apps pages nels gines
Rural 31.6 60.2 32.3 47.4 30.1

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Residents of Tashkent city (76.2%) and of Surkhandarya (69.2%), Bukhara (63.6%) and Sa-
markand (60.9%) regions most often use mobile apps to read the online press. Respondents in
Jizzakh region, by contrast, more often go directly to the publications’ websites (75.0%). The publi-
cations’ Telegram channels are most popular among residents of the Republic of Karakalpakstan
(70.6%) and Fergana region (62.5%). In Kashkadarya region, the most common way of accessing
the online press is through search engines (66.7%) (Table 116).

Use of mobile apps does not differ significantly by type of settlement: the figure is 55.9%
among urban residents and 60.2% among rural residents. Rural residents (47.4%), however, more
often use the publications’ Telegram channels.

Overall, mobile apps are respondents’ preferred way of accessing the online press, alt-
hough in some regions Telegram channels and the publications’ websites predominate. Regional
characteristics and reader preferences should therefore be taken into account when choosing
channels for distributing online press content.

To look more closely at how people read the print and online press, the survey asked re-
spondents which sections and types of content are of most interest to them.

Respondents are most interested in news about Uzbekistan (57.4%), international news
(43.4%) and content on education and science (34.3%). Articles on health and medicine (27.3%)

and on politics and public administration (24.8%) are also in demand (Table 117).

Table 117 Which sections or types of content do you usually read in print and online publications?
(% of respondents: total sample, by gender and age, n=399)

Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
News from Uzbekistan 57.4 69.2 46.1 46.7 48.8 64.4 68.5 58.3
International news 43.4 49.2 37.7 54.7 37.5 425 411 41.7
Politics and public administration 24.8 32.8 17.2 21.3 27.5 27.6 24.7 22.6
Economy, business and finance 17.3 221 12.7 18.7 22,5 18.4 17.8 9.5
Social issues and problems 16.3 20.5 12.3 13.3 20.0 11.5 19.2 17.9
Regional, city or district news 9.8 11.8 7.8 9.3 8.8 5.7 9.6 (515
;Z‘\’,Vii'ecmzem' rights and legal 20.1 22.1 18.1 17.3 18.8 126 205 310
Investigative journalism 5.5 5.1 5.9 2.7 2.5 6.9 2.7 11.9
Q;f’n'i‘:)tfa' articles and expert 35 3.1 3.9 13 63 3.4 41 2.4
Interviews with and stories about 7.8 6.7 88 93 75 4.6 96 83

well-known people
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Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
Education and science 34.3 31.3 37.3 32.0 425 36.8 34.2 26.2
Health and medicine 27.3 17.4 36.8 18.7 28.8 258 24.7 38.1
Culture, literature and art 7.0 7.7 6.4 6.7 10.0 3.4 515 9.5
History and national traditions 6.0 4.6 7.4 10.7 8.8 3.4 4.1 3.6
Religion and spiritual education 7.5 6.7 8.3 6.7 6.3 5.7 6.8 11.9
Family and parenting 16.5 7.2 25.5 6.7 18.8 12.6 13.7 29.8
Content for young people 9.3 5.1 13.2 17.3 8.8 6.9 9.6 4.8
Content for women 17.0 1.0 32.4 16.0 21.3 17.2 15.1 [585)
Sport 15.3 23.1 7.8 258 1.3 20.7 6.8 11.9
Technology, the internet and arti- 4 62 2.0 40 25 57 55 24
ficial intelligence
Ecolpgy and environmental pro- 4.3 6.7 2.0 4.0 0.0 8.0 515! 3.6
tection
Agriculture and rural life 4.0 3.6 4.4 2.7 3.8 6.9 4.1 2.4
Jobs, vacancies and career de- 3.5 26 4.4 5.3 25 3.4 55 12
velopment
Travel and tourism 7.5 3.6 1.3 16.0 7.5 4.6 515 4.8
Home, household, cooking and 8.3 2.6 137 4.0 100 103 55 10.7
lifestyle
Entertainment, humour and ce- 3.0 41 2.0 27 13 23 6.8 2.4
lebrity news
Classified ads and advertising 4.0 4.6 3.4 8.0 3.8 5.7 2.7 0.0
Horoscopes, crosswords and 0.5 05 05 0.0 0.0 23 0.0 0.0

other leisure content

*Respondents could choose up to five answers.

Topic preferences differ by gender. Men are more interested than women in news about
Uzbekistan (69.2% versus 46.1%), international news (49.2% versus 37.7%) and politics and public
administration (32.8% versus 17.2%). Women are more likely to read about education and science
(37.3% versus 31.3% of men), health and medicine (36.8% versus 17.4%) and family and parenting
(25.5% versus 7.2%) (Table 117).

By age, interest in news about Uzbekistan is strongest among 45-54-year-olds (68.5%) and
35-44-year-olds (64.4%), while 18-24-year-olds are more interested than other age groups in in-
ternational news (54.7%). Content on education and science is most popular among 25-34-year-
olds (42.5%), whereas respondents aged 55 and over show markedly higher interest in health and
medicine (38.1%).

Interest in particular topics thus varies by gender and age. Young people are interested in
international news and news about education and science, while middle-aged and older people
are most interested in national news. Readers’ interests should therefore be taken into account
when shaping the content of print and online publications.
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Table 118 Which sections or types of content do you usually read in print and online publications?
(% by region, n=399)

=
e c 5
g Ke] c c D
5 < g < ¢ & % s 5 s 5
> X 5] 2 5 © c o o © o) > 2 o)
5 % > ® ® = & ¢ v § & ¢ ®§ ¢
£ 0 = o E S g © S 2 s % o £
2 3 & 5 £ £ 5 5 % £ § £ §
% a5 T % g & 2 E E ¥ T % 2 | 5
e 25 & @ 5 <2 z z 3 a 2 © £ <
News from Uzbekistan 67.9 63.6 469 485 80.0 435 543 645 69.0 619 595 522 60.0 571
International news 393 50.0 406 364 400 391 543 355 690 333 459 391 50.0 357

Politics and public admin-

. X 321 273 250 333 333 217 200 129 20.7 333 189 261 30.0 25.0
istration

Economy, business and fi-
nance

Social issues and problems 214 182 219 91 267 87 143 97 172 190 162 87 30.0 143
Regional, city or district

250 00 219 182 200 174 1.4 161 207 190 162 43 200 250

36 182 125 91 133 43 114 129 69 143 54 87 100 71

news

Laws, citizens'rightsandle- 551 557 488 152 67 264 257 65 241 333 108 217 200 214
gal advice

Investigative journalism 143 45 78 6.1 6.7 43 00 32 34 95 00 00 200 71
Analyticalarticlesand ex- 54 94 43 00 67 00 00 97 34 00 00 00 00 36
pert opinion

Interviews with and stories
about well-known people

Education and science 286 364 313 212 400 261 514 355 621 476 243 174 200 357
Health and medicine 286 2277 281 333 333 217 257 258 310 238 297 174 30.0 284
Culture, literature and art 3.6 9.1 63 30 67 43 29 129 172 95 00 87 200 7.1

History and national tradi-
tions

10.7 91 141 6.4 67 174 29 65 69 00 108 43 00 00

36 45 78 30 00 O00O0 57 97 69 48 108 43 200 36

Religionand spiritualedu- v 45 156 121 67 00 57 97 69 48 81 87 100 0.0

cation

Family and parenting 143 227 219 212 200 130 229 194 6.9 48 189 13.0 0.0 10.7
Content for young people 10.7 9.1 7.8 6.1 133 13.0 846 194 6.9 48 108 43 0.0 10.7
Content for women 10.7 364 297 152 133 87 200 97 6.9 95 216 13.0 0.0 143
Sport 10.7 227 141 242 67 174 143 161 69 143 108 174 300 17.9

Technology, the internet

A . 36 136 94 00 67 00 29 00 34 00 OO 43 00 71
and artificial intelligence

Ecologyandenvironmental 5 47 30 67 00 57 97 34 48 00 87 00 107

protection

Agriculture and rural life 36 91 63 30 67 00 86 32 00 48 27 43 00 00
Jobs, vacanciesand career 55 44 00 00 43 86 32 00 48 81 87 00 7.
development

Travel and tourism 71 91 109 00 67 87 57 97 138 48 81 00 00 107
Home, household, cooking ;4 o4 78 30 00 43 57 129 69 95 189 43 100 107
and lifestyle

Entertainment, humour and

- 00 45 16 00 67 00 00 65 34 00 135 00 00 36
celebrity news

Classified ads and advertis-
ing

Horoscopes, crosswords
and other leisure content

00 45 63 00 67 43 57 32 69 48 00 00 00 107

60 o0 16 00 0O 0O 0O OO O©0O 00 27 00 00 OO0

*Respondents could choose up to five answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.
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Across regions, interest centres on news about Uzbekistan, international events, and edu-

cation and science. Interest in national news is high among residents of Jizzakh (80.0%), Samar-

kand (69.0%) and Namangan (64.5%) regions and Tashkent city (67.9%). International news is most

popular among respondents in Samarkand (69.0%) and Navoi (54.3%) regions, and in Fergana re-

gion and the Republic of Karakalpakstan (50.0% each). Content on education and science attracts

particular interest in Samarkand (62.1%), Navoi (51.4%) and Surkhandarya (47.6%) regions. Thus,

although interest in national news predominates, international events and educational content fea-

ture prominently in reading preferences in some regions (Table 118).

Table 119 Which sections or types of content do you usually read in print and online publications?

(% by type of settlement, n=399)

Type of settlement

Urban Rural
News from Uzbekistan 54.9 60.1
International news 41.7 451
Politics and public administration 28.2 21.2
Economy, business and finance 18.0 16.6
Social issues and problems 14.6 18.1
Regional, city or district news 7.3 12.4
Laws, citizens’ rights and legal advice 20.9 19.2
Investigative journalism 4.9 6.2
Analytical articles and expert opinion 3.9 3.1
Interviews with and stories about well-known people 7.3 8.3
Education and science 31.6 37.3
Health and medicine 26.7 28.0
Culture, literature and art 553 8.8
History and national traditions 6.8 5.2
Religion and spiritual education 6.8 8.3
Family and parenting 121 21.2
Content for young people 8.3 10.4
Content for women 14.6 19.7
Sport 15.0 15.5
Technology, the internet and artificial intelligence 3.4 4.7
Ecology and environmental protection 24 6.2
Agriculture and rural life 1.9 6.2
Jobs, vacancies and career development 29 4.1
Travel and tourism 8.3 6.7
Home, household, cooking and lifestyle 4.4 12.4
Entertainment, humour and celebrity news 1.9 4.1
Classified ads and advertising 553 2.6
Horoscopes, crosswords and other leisure content 0.0 1.0

*Respondents could choose up to five answers.

The pattern is similar by type of settlement. Respondents are most interested in news

about Uzbekistan (54.9% of urban and 60.1% of rural residents) and international news (41.7% and
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45.1% respectively). Rural residents are more interested in education and science (37.3% versus

31.6% of urban residents), and news about family and parenting is also more popular among rural
(21.2%) than urban residents (12.1%).

Continuing the analysis of preferences, the survey asked respondents who read the print

press which newspapers and magazines they read most often. The most popular print publications
among respondents are “Xalq so‘zi” (38.9%), “Yangi O‘zbekiston” (37.7%) and “Mahalla” (28.7%).
Readers also turn to “O‘zbekiston ovozi” (20.1%) (Table 120). Newspapers covering socio-political

events and national affairs therefore attract the greatest interest.

Table 120 Which print newspapers or magazines do you read most often?
(% of respondents: total sample, by gender and age, n=244)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Yangi O‘zbekiston 37.7 43.1 32.8 56.8 45.0 28.0 35.4 31.9
Xalq so‘zi 38.9 40.5 37.5 29.7 40.0 58.0 8888 33.3
Pravda Vostoka 3.7 6.0 1.6 2.7 10.0 2.0 2.1 2.9
O‘zbekiston ovozi 20.1 19.8 20.3 243 20.0 10.0 27.1 20.3
Ishonch 11.5 13.8 9.4 10.8 10.0 16.0 10.4 10.1
Mahalla 28.7 31.0 26.6 16.2 25.0 18.0 37.5 391
Hurriyat 6.1 4.3 7.8 8.1 15.0 4.0 2.1 4.3
Jadid 5.7 9.5 2.3 16.2 5.0 4.0 4.2 2.9
Ma'rifat 13.9 7.8 19.5 0.0 17.5 14.0 6.3 24.6
Yoshlar ovozi 17.6 125 19.6 243 20.0 16.0 16.7 14.5
gig‘i:‘ismn adabiyotiva 5 g 43 10.9 27 7.5 2.0 12,5 1.6
Qishlog hayoti 4.1 1.7 6.3 27 2.5 4.0 4.2 5.8
XXl asr 1.6 1.7 1.6 5.4 0.0 4.0 0.0 0.0
Adolat 111 13.8 8.6 18.9 5.0 12.0 8.3 11.6
Milliy tiklanish 111 8.6 13.3 21.6 7.5 14.0 10.4 5.8
Vatanparvar 6.6 6.0 7.0 10.8 5.0 6.0 6.3 5.8
Postda/Na postu 2.5 2.6 2.3 0.0 0.0 2.0 6.3 2.9
Inson va gonun 12.7 12.9 12.5 16.2 10.0 12.0 16.7 10.1
O‘zbekiston bunyodkori 2.5 2.6 2.3 0.0 25 2.0 4.2 2.9
Norma/Norma masia- 0.8 0.0 16 27 0.0 2.0 0.0 0.0
Soliq va bojxona xabar- 2.5 2.6 23 0.0 50 2.0 0.0 43
Toshkent
ogshomi/Vecherniy 1.2 0.9 1.6 0.0 25 2.0 0.0 1.4
Tashkent
lg;:‘:far;fahsgjggl Tash- 50 2.6 16 0.0 0.0 4.0 42 14
Tong yulduzi 9.4 5.2 13.3 5.4 25.0 8.0 4.2 7.2
Kitob dunyosi 7.4 7.8 7.0 5.4 12.5 6.0 2.1 10.1
Tafakkur 2.9 3.4 2.3 5.4 0.0 2.0 4.2 2.9
Sharq yulduzi 111 3.4 18.0 8.1 17.5 2.0 12.5 14.5
Jahon adabiyoti 6.6 6.9 6.3 13.5 7.5 6.0 4.2 4.3
VATAN 3.7 6.0 1.6 8.1 25 2.0 2.1 4.3
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Totallsam= Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
ﬁg\?v':g:;: district 1.5 103 125 2.7 75 18.0 14.6 1.6
Darakchi newspaper 5.3 52 515 0.0 2.5 10.0 6.3 5.8
Hidoyat 0.8 0.9 0.8 0.0 0.0 0.0 2.1 1.4
“Islom nuri” newspaper 0.8 1.7 0.0 0.0 0.0 0.0 0.0 2.9
Hard to say 1.6 1.7 1.6 0.0 7.5 0.0 2.1 0.0

*Respondents could choose up to five answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

By gender, men most often read “Yangi O‘zbekiston” (43.1%) and “Xalq so‘zi” (40.5%), while
women most often read “Xalq so‘zi” (37.5%) and “Yangi O‘zbekiston” (32.8%). Interest in “Mahalla”
is slightly higher among men (31.0%) than among women (26.6%) (Table 120).

By age, “Yangi O‘zbekiston” is the most popular publication among respondents aged 18-
24 (56.8%) and 25-34 (45.0%). In the 35-44 age group “Xalq so‘zi” is the most read (58.0%), while
“Mahalla” is popular among those aged 45-54 (37.5%) and 55 and over (39.1%) (Table 120).

Print press preferences thus differ mainly by age: “Yangi O‘zbekiston” is more popular
among younger respondents, “Xalq so‘zi” among the middle-aged, and “Mahalla” holds a promi-
nent place in the older age groups. This points to the need to take the age profile of the audience
into account when shaping the content and distribution of print publications.

Table 121 Which print newspapers or magazines do you read most often?
(% by region, n=244)

%
e c S
£ .9 c S k)
g c = c g) 'g’ .g’ ° 5 6 5 ,5
> < S & S © = o o S S > © o
5 % > ® ©® ¢ & ¢ v § & ¢ B ¢
£ 0 = © = S g 5 g 2 g £ o £
2 5 &§ 5 % £ 5 § T £ § £ § ¢
2 1Bs] & | = g G S = £ X ° G = 5
E &8 = 2 8§ & 2 2 § 32 & & & ¢
Yangi O'zbekiston 333 615 258 435 462 200 480 381 429 615 350 278 429 188
Xalq so'zi 267 462 387 435 462 333 440 381 429 308 300 333 286 563
Pravda Vostoka 00 77 00 87 00 00 00 00 214 77 00 56 143 0.0
O'zbekiston ovozi 200 231 258 261 154 333 160 143 214 385 100 111 143 125
Ishonch 00 231 129 130 385 67 00 00 71 308 150 56 00 188
Mahalla 333 385 258 261 385 400 320 381 143 385 250 56 286 250
Hurriyat 00 00 97 87 00 67 00 143 00 77 150 56 143 0.0
Jadid 133 154 97 00 00 00 120 48 00 77 50 00 143 00
Ma'rifat 67 231 129 130 308 133 80 143 71 231 150 111 143 125
Yoshlar ovozi 200 231 161 87 231 333 80 190 357 154 250 56 00 188
gﬁget;‘is"on adabiyotiva 433 77 45 87 77 133 00 48 143 77 50 00 286 125
Qishlog hayoti 00 77 65 87 00 00 40 48 71 77 00 00 00 63
XXI asr 00 00 00 43 77 00 40 00 00 00 00 00 00 63
Adolat 200 00 129 43 154 67 120 95 71 77 250 56 429 0.0
Milliy tiklanish 67 00 194 87 77 133 40 143 143 77 250 11 00 63
Vatanparvar 6.7 0.0 3.2 8.7 77 133 0.0 95 143 00 150 56 0.0 63
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Postda/Na postu 133 77 00 43 00 67 00 48 00 00 00 00 00 00
Inson va gonun 200 308 194 00 154 133 200 143 143 77 100 00 143 00
O'zbekistonbunyodkori 0.0 00 65 00 00 00 80 48 00 00 50 00 00 00
r’:l;)trcmh?/ Normamasla- o5 00 32 00 77 00 00 00 00 00 00 00 00 00
Soliq va bojxona xabarlari 6.7 00 129 00 00 00O 40 OO OO OO 00 OO0 00 ©00
Toshkent
ogshomi/Vecherniy 00 00 65 00 00 00 00 00 00 00 00 56 00 00
Tashkent
Toshkenthagiqati/Tash- ., o6 35 00 00 00 00 00 00 00 00 167 00 00
kentskaya pravda
Tong yulduzi 133 154 129 174 77 00 120 48 71 00 150 56 00 63
Kitob dunyosi 67 00 97 00 77 67 40 143 71 00 150 56 286 63
Tafakkur 00 00 65 43 00 00 00 00 00 231 50 00 00 00
Sharq yulduzi 267 77 194 43 231 00 40 48 143 00 150 56 286 125
Jahon adabiyoti 67 154 32 43 77 133 160 143 00 00 50 00 00 00
VATAN 00 154 97 00 00 133 40 00 00 00 00 56 00 00
Regional or district 00 154 129 87 154 00 80 143 214 00 150 167 143 188
newspaper
Darakchi newspaper 6.7 77 00 43 154 00 00 00 143 77 5.0 5.6 0.0 188
Hidoyat 00 77 00 00 00 00 40 00 00 00 00 00 00 00
“Islom nuri” newspaper 00 00 00 00 00 00 40 00 00 00 00 56 00 00
Hard to say 133 00 32 00 00 00 00 00 00 00 00 00 00 63

*Respondents could choose up to five answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Preferences for print titles also differ across regions. “Yangi O‘zbekiston” is most popular
among residents of the Republic of Karakalpakstan and Surkhandarya region (61.5% each) and of
Navoi (48.0%) and Jizzakh (46.2%) regions (Table 121).

Interest in “Xalq so‘zi” is high in Khorezm (56.3%) and Jizzakh (46.2%) regions, the Republic
of Karakalpakstan (46.2%) and Bukhara region (43.5%) (Table 121).

“Mahalla”, meanwhile, is most popular among respondents in Namangan (38.1%), Navoi
(32.0%) and Jizzakh (38.5%) regions (Table 121).

“O‘zbekiston ovozi” is most in demand in Kashkadarya (33.3%) and Namangan (31.4%) re-
gions. In Samarkand region, “Yangi O‘zbekiston” attracts considerable interest (42.9%) (Table 121).

“Ishonch” is read more often by respondents in Jizzakh (38.5%) and Surkhandarya (30.8%)
regions (Table 121).
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Table 122 Which print newspapers or magazines do you read most often?
(% by type of settlement, n=244)

Type of settlement

Urban Rural
Yangi O‘zbekiston 36.2 &3
Xalqg so‘zi 36.2 41.9
Pravda Vostoka 515 1.7
O‘zbekiston ovozi 21.3 18.8
Ishonch 8.7 14.5
Mahalla 29.9 27.4
Hurriyat 3.9 8.5
Jadid 4.7 6.8
Ma'rifat 11.0 17.1
Yoshlar ovozi 17.3 17.9
O‘zbekiston adabiyoti va san’ati 8.7 6.8
Qishlog hayoti 4.7 34
XXl asr 1.6 1.7
Adolat 11.0 11.1
Milliy tiklanish 11.0 11.1
Vatanparvar 6.3 6.8
Postda/Na postu 24 2.6
Inson va gonun 7.9 17.9
O‘zbekiston bunyodkori 0.8 43
Norma/Norma maslahatchi 0.8 0.9
Soliq va bojxona xabarlari 24 2.6
Toshkent ogshomi/Vecherniy Tashkent 0.0 2.6
Toshkent hagiqati/Tashkentskaya pravda 1.6 2.6
Tong yulduzi 6.3 12.8
Kitob dunyosi 10.2 43
Tafakkur 3.9 1.7
Sharq yulduzi 12.6 9.4
Jahon adabiyoti 515 7.7
VATAN 3.9 34
Regional or district newspaper 8.7 14.5
Darakchi newspaper 4.7 6.0
Hidoyat 0.0 1.7
“Islom nuri” newspaper 0.8 0.9
Hard to say 24 0.9

*Respondents could choose up to five answers.

Print press preferences do not differ significantly by type of settlement. Among both urban
and rural residents, the most popular newspapers are “Xalq so‘'zi” (36.2% and 41.9% respectively),
“Yangi O‘zbekiston” (36.2% and 39.3%) and “Mahalla” (29.9% and 27.4%). Rural residents show
slightly greater interest in “Ma’rifat” (17.1% versus 11.0% of urban residents) and “Inson va gonun”
(17.9% versus 7.9%). Overall, the main preferences of print press readers in urban and rural areas
are similar (Table 122).
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Readers of the online press were likewise asked which online publications and news web-
sites they visit most often. Kun.uz is the most popular online publication (74.7%), and a considera-
ble share also read Daryo.uz (43.5%) and Qalampir.uz (36.8%). Gazeta.uz is read by 20.4% of
respondents (Table 123).

Table 123 Which online publications or news websites do you read most often?
(% of online press readers, n=26%)

Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
Kun.uz 74.7 82.7 66.9 76.1 78.1 75.8 69.6 70.0
Gazeta.uz 20.4 23.3 17.6 17.9 234 22.6 26.1 6.7
Daryo.uz 43.5 52.6 34.6 47.8 54.7 30.6 457 8888
Qalampir.uz 36.8 36.1 37.5 35.8 453 8515 34.8 26.7
Podrobno.uz 2.6 4.5 0.7 4.5 1.6 3.2 2.2 0.0
Xabar.uz 13.4 1.3 15.4 13.4 10.9 8.1 23.9 13.3
Zamin.uz 10.0 8.3 11.8 13.4 10.9 4.8 8.7 13.3
UzNews.uz 7.8 8.3 7.4 10.4 6.3 8.1 8.7 3.3
Anhor.uz 3.7 3.0 4.4 9.0 1.6 3.2 0.0 3.3
Nova24.uz 3.7 3.8 3.7 4.5 1.6 3.2 4.3 6.7
Repost.uz 5.2 3.8 6.6 6.0 6.3 4.8 4.3 3.3
Nuz.uz 1.9 1.5 2.2 4.5 0.0 0.0 0.0 6.7
Rost24.uz 2.2 0.8 3.7 3.0 3.1 1.6 2.2 0.0
Effect.uz 2.6 1.5 3.7 3.0 1.6 6.5 0.0 0.0
Darakchi.uz 17.8 14.3 213 13.4 17.2 21.0 15.2 26.7
Oyina.uz 1.5 0.8 2.2 0.0 1.6 4.8 0.0 0.0
UzReport.news 12.6 15.0 10.3 6.0 12.5 17.7 15.2 13.3
Afisha.uz 1.9 1.5 2.2 3.0 3.1 1.6 0.0 0.0
Spot.uz 9.3 17.3 1.5 9.0 7.8 12.9 4.3 13.3
Review.uz 2.2 0.8 3.7 45 1.6 3.2 0.0 0.0
Kursiv Uzbekistan 1.5 0.8 2.2 1.5 0.0 1.6 4.3 0.0
UzDaily.uz 0.4 0.8 0.0 1.5 0.0 0.0 0.0 0.0
Xg’gncsfﬁ%”zﬂe'\l‘(ies";’asn 9.3 9.8 8.8 9.0 9.4 14.5 43 6.7
Yuz.uz 1.9 0.0 3.7 3.0 4.7 0.0 0.0 0.0
Dunyo.info 12.6 53 19.9 10.4 7.8 12.9 17.4 20.0
Sputnik Uzbekistan 2.6 23 2.9 3.0 3.1 3.2 0.0 3.3
The Tashkent Times 2.2 1.5 2.9 3.0 1.6 4.8 0.0 0.0
Norma.uz 1.9 2.3 1.5 0.0 0.0 4.8 4.3 0.0
Eckolog.uz 0.4 0.8 0.0 1.5 0.0 0.0 0.0 0.0
UzDiplomat.uz 1.5 0.8 2.2 3.0 1.6 0.0 0.0 3.3
Uz24.uz 5.2 6.0 4.4 3.0 6.3 1.6 4.3 16.7
Bugun.uz 11.2 12.0 10.3 14.9 14.1 8.1 6.5 10.0
Vaqt.uz 3.0 23 3.7 3.0 1.6 4.8 4.3 0.0
Hard to say 1.1 0.0 2.2 0.0 0.0 0.0 4.3 3.3

*Respondents could choose up to five answers.

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 144



Section E. Print and online press Media Consumption in Uzbekistan - 2026

By gender, Kun.uz is the most popular outlet among both men (82.7%) and women (66.9%).
Men also read Daryo.uz (52.6%) and Gazeta.uz (23.3%) more often, while interest in Qalampir.uz is
almost the same among men (36.1%) and women (37.5%) (Table 123).

By age, Kun.uz is the most popular outlet in all groups, especially among respondents aged
25-34 (78.1%) and 18-24 (76.1%). Among 25-34-year-olds there is also noticeable interest in
Daryo.uz (54.7%), while in the 45-54 age group 45.7% read it (Table 123).

Readers’ preferences are thus dominated by a single online publication, while interest in
other outlets, primarily Daryo.uz and Qalampir.uz, varies by gender and age.

As the regional breakdown shows, Kun.uz is the most popular online publication in all re-
gions of the country (Table 124). At the same time, interest in Daryo.uz is high among residents of
Namangan (70.6%), Syrdarya (64.0%), Navoi (58.3%), Khorezm (57.1%) and Surkhandarya (53.8%)
regions (Table 124).

Qalampir.uz is popular among online press readers in Syrdarya (48.0%), Khorezm (47.6%),
Surkhandarya (46.2%) and Navoi (45.8%) regions, and in Tashkent and Kashkadarya regions (40.0%
each) (Table 124).

Table 124 Which online publications or news websites do you read most often?
(% of online press readers, by region, n=26%)

© S c c g

R AR

= |2l = € g G S £ £ X ° G o 5

e &5 < &8 5 ¢ 2 2 & & & & & £
Kun.uz 66.7 882 735 682 750 667 708 824 696 846 840 50.0 625 905
Gazeta.uz 238 353 245 273 255 133 250 00 348 00 160 00 0.0 238
Daryo.uz 524 294 347 227 50.0 467 583 706 87 538 64.0 30.0 50.0 57.1
Qalampir.uz 381 294 204 318 250 400 458 412 391 462 480 40.0 375 476
Podrobno.uz 95 00 20 00O O©OO OO OO OO 87 0O 40 100 00 00
Xabar.uz 143 294 122 91 250 00 167 00 174 385 120 300 OO0 0.0
Zamin.uz 143 235 163 9.1 0.0 6.7 8.3 5.9 8.7 77 40 00 125 438
UzNews.uz 95 294 61 45 250 67 4.2 0.0 8.7 00 80 00 00 143
Anhor.uz 0.0 59 8.2 91 250 0O OO 0O 43 00 OO 100 ©00O0 0O
Nova24.uz 95 0.0 41 9.1 60 00 83 00 00O 0O 00 200 0.0 00
Repost.uz 143 59 6.1 4.5 0.0 0.0 4.2 00 130 77 00 00 125 00
Nuz.uz 48 0.0 41 45 00 00 0O ©0O 0O 0O 40 00 00 00
Rost24.uz 48 0.0 6.1 45 00 00 00 OO0 00 77 00 00 00 0.0
Effect.uz 48 0.0 6.1 45 00 00 00 59 00 77 00 00 00 0.0
Darakchi.uz 95 11.8 265 182 250 133 208 176 174 77 240 20.0 250 48
Oyina.uz 00 00 20 45 00 00 42 00 0O OO OO0 ©00O0 00 48
UzReport.news 143 353 163 13.6 50.0 267 125 0.0 8.7 77 0.0 100 0.0 4.8
Afisha.uz 48 0.0 41 60 00 67 00O 0O 43 00O 00 00 00 00
Spot.uz 143 59 6.1 0.0 0.0 6.7 42 1.8 174 231 40 00 375 143
Review.uz 0.0 5.9 41 4.5 00 0.0 0.0 5.9 0.0 77 00 00 00 00
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Kursiv Uzbekistan 00 00 20 45 00 67 00 00 43 00 00 00 00 00
UzDaily.uz 00 00 00 45 00 00 00 00 00 00 00 00 00 00
UzA - National News 48 294 122 45 00 200 167 59 00 00 120 00 125 00
Agency of Uzbekistan
Yuz.uz 00 00 20 45 00 00 42 00 87 00 00 00 00 00
Dunyo.info 143 235 163 227 00 200 83 00 174 308 40 00 00 00
Sputnik Uzbekistan 48 59 20 00 00 00 42 00 87 00 00 00 125 00
The Tashkent Times 95 00 61 00 00 00 42 00 00 00 00 00 00 00
Norma.uz 48 00 20 00 00 00 42 00 00 00 00 100 00 48
Eckolog.uz 00 00 00 00 00 00 00 00 00 00 40 00 00 00
UzDiplomat.uz 48 00 20 45 00 67 00 00 00 00 00 00 00 00
Uz24.uz 00 18 61 00 00 133 00 00 43 77 80 00 00 95
Bugun.uz 48 59 102 91 250 00 125 235 130 77 80 00 250 286
Vaqt.uz 48 118 41 00 00 67 00 00 43 00 40 00 00 00
Hard to say 48 00 00 00 00 00 42 59 00 00 00 00 00 00

*Respondents could choose up to five answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Online press preferences do not differ significantly by type of settlement. Kun.uz is the
most popular outlet among both urban (73.5%) and rural (75.9%) residents. Urban residents read
Daryo.uz (46.3% versus 40.6% of rural residents) and Qalampir.uz (39.7% versus 33.8%) slightly
more often (Table 125).

Table 125 Which online publications or news websites do you read most often?
(% by type of settlement, n=26%)

Type of settlement

Urban Rural
Kun.uz 735 75.9
Gazeta.uz 221 18.8
Daryo.uz 46.3 40.6
Qalampir.uz 39.7 33.8
Podrobno.uz 2.2 3.0
Xabar.uz 10.3 16.5
Zamin.uz 8.8 1.3
UzNews.uz 8.1 7.5
Anhor.uz 2.2 583
Nova24.uz 3.7 3.8
Repost.uz 6.6 3.8
Nuz.uz 2.9 0.8
Rost24.uz 1.5 3.0
Effect.uz 1.5 3.8
Darakchi.uz 15.4 20.3
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Type of settlement

Urban Rural
Oyina.uz 0.0 3.0
UzReport.news 11.0 14.3
Afisha.uz 1.5 23
Spot.uz 7.4 11.3
Review.uz 1.5 3.0
Kursiv Uzbekistan 2.2 0.8
UzDaily.uz 0.0 0.8
UzA - National News Agency of Uzbekistan 9.6 9.0
Yuz.uz 1.5 2.3
Dunyo.info 10.3 15.0
Sputnik Uzbekistan 4.4 0.8
The Tashkent Times 1.5 3.0
Norma.uz 2.9 0.8
Eckolog.uz 0.7 0.0
UzDiplomat.uz 1.5 1.5
Uz24.uz 4.4 6.0
Bugun.uz 10.3 12.0
Vaqt.uz 2.2 3.8
Hard to say 1.5 0.8

*Respondents could choose up to five answers.

Kun.uz is thus the most popular outlet among online press readers, leading in all socio-de-
mographic groups and regions. Daryo.uz and Qalampir.uz also attract considerable interest, with
their popularity varying by gender, age and region.

As a further step in the analysis of reading preferences, respondents were asked to name
their main reasons for choosing print and online publications.

The main reasons for choosing publications are objective coverage of events (50.4%) and
trust in the information published (50.1%). Respondents also value timely reporting of current news
(30.3%) and clear presentation of information (24.6%) (Table 126). This indicates that, when choos-
ing the press, readers are guided above all by the reliability of information, the objectivity of its
presentation and the timeliness of publication.

Table 126 Why do you choose these particular publications?
(% of respondents: total sample, by gender and age, n=399)

Total Gender Age group
sample Men Women 18-24 25-34 35-44 45-54 55+
| trust the information they publish 50.1 49.7 50.5 62.7 55.0 46.0 38.4 48.8
| find their coverage of events ob-

50.4 53.8 471 44.0 55.0 44.8 5749 51.2

jective

Report the latest news promptly 30.3 31.3 29.4 34.7 28.8 26.4 32.9 29.8
Offer in-depth analysis of events 148 169 127 67 163 103 219 190
and issues

Topics match my interests 22.1 221 221 21.3 17.5 20.7 17.8 32.1
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Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
I';?eb"Sh contentusefulforeveryday 494 164 216 14.7 1.3 264 260 16.7
Cover events in my region, city or 130 133 127 107 125 138 137 143
district
Offerarangeof opinionsandview- 453 149 194 187 188 138 192 167
points
Pub.lish exclusive stories and investi- 4.3 4.1 4.4 27 50 4.6 55 36
gations
| Ilk.e the publication’s writers, jour- 7.8 10.8 4.9 12.0 8.8 5.7 6.8 6.0
nalists and experts
Informationis presented clearlyand 54 4 234 255 213 200 264 288 262
accessibly
Conter}t is published in a language 6.8 6.7 6.9 4.0 6.3 8.0 9.6 6.0
that suits me
High-quality writing and journalism 3.8 5.1 2.5 583 2.5 3.4 4.1 3.6
Coqvenient structure and attractive 5.5 72 3.9 4.0 50 4.6 41 9.5
design
Easy to read on the website ormo- 44 g 9.2 123 160 7.5 13.8 123 48
bile app
Convenient print format 6.5 7.2 5.9 6.7 8.8 6.9 4.1 6.0
Easy to find or buy 4.5 4.6 4.4 583 25 2.3 6.8 6.0
Free access to content 3.8 3.6 3.9 6.7 3.8 4.6 2.7 1.2
The price of a subscription or single 4 21 5.9 40 5.0 23 27 6.0
issue suits me
| use the content for work or study 4.8 2.6 6.9 4.0 6.3 2.3 6.8 4.8
| am used to reading this publication 12.0 7.7 16.2 8.0 10.0 9.2 13.7 19.0
'ttlc'; awell-known, popular publica- 10.3 1.3 9.3 14.7 8.8 14.9 4.1 8.3
Hard to say 0.3 0.5 0.0 0.0 0.0 0.0 0.0 1.2

*Respondents could choose up to five answers.

By gender, men are slightly more likely to cite objective coverage of events (53.8% versus

47.1% of women). Trust in the information published is almost equally important to men (49.7%)

and women (50.5%). The main criteria for choosing publications are thus broadly the same for men

and women.

By age, the most common reason among 18-24-year-olds is trust in the information pub-

lished (62.7%). Among 25-34-year-olds, trust and objective coverage of events are equally im-
portant (55.0% each). In the 45-54 (57.5%) and 55-and-over (51.2%) age groups, objectivity is
mentioned most often. Among respondents over 55, topics that match their personal interests

also feature prominently (32.1%) (Table 126).
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Table 127 Why do you choose these particular publications?
(% by region, n=399)

¥
e c S
© o c =
] ks 5 S o
., & s 5 s °© 2 ¥ s & 2 § 2
§ 5 ©® ® © & 8§ ¢ = § & ¢ B ¢
£ 0 = c = S g © S 2 s % o £
g 3 5 5 £ & : 5 F £ § £ & 3
% ol S < ﬁ G z £ £ = © 3 o 5}
© &5 < a 5 N = = ] a & © e <
Lﬁgﬁ;ﬁhe informationthey 555 434 301 576 667 217 686 387 552 667 514 478 300 500
| find their coverage of 321 409 516 455 667 565 486 548 483 619 703 348 600 393

events objective

Report the latest news 357 500 359 242 200 217 286 19.4 448 381 216 261 200 286
promptly
Offer in-depth analysis of

events and issues
Topics match my interests 17.9 364 250 273 267 174 20.0 258 241 95 189 130 30.0 179

Publish content useful for
everyday life

286 91 188 91 5833 87 143 161 34 143 8.1 87 300 71

214 182 297 212 333 43 229 194 207 286 162 43 00 36

Cover events in my region,

! - 10.7 273 141 152 20.0 130 86 129 6.9 48 108 87 40.0 10.7
city or district

Offer a range of opinions

. - 250 227 281 121 267 130 114 194 207 95 135 43 00 143
and viewpoints

Publish exclusive stories

. . 36 136 78 3.0 67 00 00 65 69 48 00 00 00 36
and investigations

| like the publication’s writ-

. . 7.1 91 109 30 00 43 29 65 103 48 54 174 200 107
ers, journalists and experts

Information is presented

. 286 91 250 121 20.0 217 371 258 276 238 21.6 217 10.0 429
clearly and accessibly

Content is published in a

. 36 182 47 121 67 43 114 97 103 00 54 00 00 36
language that suits me

High-quality writing and

journalism 36 00 63 00 67 43 00 32 69 48 27 43 200 00

Convenient structure and

) . 107 45 63 30 133 87 57 65 34 48 27 43 00 36
attractive design

Easy to read on the website

. 21.4 182 203 6.1 6.7 87 86 129 34 95 54 00 00 107
or mobile app

Convenient print format 7.1 4.5 3.1 9.1 13.3 43 8.6 65 103 438 5.7 43 10.0 741
Easy to find or buy 3.6 4.5 6.3 6.1 67 00 29 00 138 00 27 43 0.0 7.1
Free access to content 36 136 78 0.0 00 0.0 00 3.2 0.0 00 0.0 8.7 0.0 10.7

The price of a subscription

. . - 3.6 9.1 7.8 0.0 0.0 4.3 5.7 3.2 0.0 4.8 2.7 0.0 100 34
or single issue suits me

| use the content for work

71 136 31 30 67 00 M4 32 69 48 27 43 00 00
or study

| am used to reading this

publication 71 182 219 91 133 43 86 65 241 190 54 00 00 143

It is a well-known, popular
publication

Hard to say 36 00 0O 0O OO 0O OO OO 0O 0O OO 00 00 o00

71 136 156 6.1 67 43 57 129 103 48 162 43 100 143

*Respondents could choose up to five answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

By region, trust in the information published is one of the main reasons for choosing publi-
cations in most regions. The highest figures are among residents of Navoi (68.6%), Jizzakh and
Surkhandarya (66.7% each) regions and the Republic of Karakalpakstan (63.6%) (Table 127).
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Objective coverage of events matters most to respondents in Syrdarya (70.3%), Jizzakh (66.7%),
Surkhandarya (61.9%) and Fergana (60.0%) regions (Table 127).

Timely reporting of current news is cited more often by respondents in the Republic of
Karakalpakstan (50.0%) and Samarkand region (44.8%). In Jizzakh region, in-depth analysis of
events and issues is an important factor in choosing publications (53.3%). Clear and accessible
presentation of information is mentioned more often by residents of Khorezm (42.9%) and Navoi
(37.1%) regions (Table 127).

Reasons for choosing print and online publications differ by type of settlement. For rural
residents, the most important criteria are objective coverage of events (54.9%) and trust in the in-
formation published (53.9%). Rural residents also more often mention topics that match their per-
sonal interests and content useful in everyday life (25.4% each). Among urban residents, timely
reporting of current news carries slightly more weight (32.0%) (Table 128).

Table 128 Why do you choose these particular publications?
(% by type of settlement, n=399)

Type of settlement

Urban Rural
| trust the information they publish 46.6 53.9
| find their coverage of events objective 46.1 54.9
Report the latest news promptly 32.0 28.5
Offer in-depth analysis of events and issues 15.0 14.5
Topics match my interests 18.9 25.4
Publish content useful for everyday life 13.1 25.4
Cover events in my region, city or district 10.7 15.5
Offer a range of opinions and viewpoints 18.9 15.5
Publish exclusive stories and investigations 34 5.2
| like the publication’s writers, journalists and experts 6.8 8.8
Information is presented clearly and accessibly 20.9 28.5
Content is published in a language that suits me 4.9 8.8
High-quality writing and journalism 2.9 4.7
Convenient structure and attractive design 7.8 3.1
Easy to read on the website or mobile app 10.7 10.9
Convenient print format 4.9 8.3
Easy to find or buy 24 6.7
Free access to content 4.4 3.1
The price of a subscription or single issue suits me 34 4.7
| use the content for work or study 49 4.7
| am used to reading this publication 10.7 13.5
It is a well-known, popular publication 7.8 13.0
Hard to say 0.5 0.0

*Respondents could choose up to five answers.
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The analysis of reading preferences continued with a question on what kinds of content
respondents feel are lacking in Uzbekistan's print and online press.

The greatest demand is for content devoted to open discussion of pressing social issues
(31.8%), objective and reliable news (30.1%) and in-depth analytical articles (29.1%). Respondents
also point to a shortage of content on the problems and needs of ordinary citizens (24.3%), investi-
gative journalism (20.6%) and articles devoted to fact-checking and debunking unreliable infor-
mation (20.1%). A lack of information on employment, professions and the labour market was
reported by 16% of respondents. Content on the work of government bodies and its results was
mentioned by 15.3%, articles on health and healthy lifestyles by 14.3%, and content on family and
parenting by 14.5% (Table 129).

Objective information, in-depth analysis, open discussion of problems and attention to
people’s everyday needs are thus particularly important to respondents.

Table 129 In your opinion, what kind of content is lacking in our country’s press?
(% of respondents in the total sample, n=39%)

Total sample
Objective and reliable news 30.1
In-depth analytical content 29.1
Diverse opinions and alternative viewpoints 11.5
Investigative journalism 20.6
Fact-checking and rebuttals of unreliable information 20.1
Open discussion of pressing social issues 31.8
Content on the work and results of government bodies 15.3
Articles on ordinary citizens’ problems and needs 24.3
Content on life in the regions, mahallas and rural areas 5.3
International news and analysis of world events 12.5
Legal information and explanations of new laws 6.5
Content on financial literacy and consumer protection 4.3
Information on jobs, professions and the labour market 16.0
Content on the economy, entrepreneurship and business 6.8
Educational and popular science articles 9.3
Content on health and healthy lifestyles 14.3
Articles on ecology and environmental protection 9.3
Content on culture, literature, art and history 5.3
Content for children and teenagers 11.8
Content for young people 7.5
Articles on family and parenting 14.5
Stories of successful people and useful initiatives 4.5
Practical tips for everyday life 9.0
Hard to say 3.0

*Respondents could choose up to five answers.
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To conclude the analysis of reading preferences, respondents were asked what changes
they think are needed to improve the work of print and online publications in Uzbekistan.

Respondents consider more objective and comprehensive coverage of events to be the
most important area for improvement (43.1%). They also see a need for broader coverage of cur-
rent issues and events (34.6%), faster publication of news (31.6%) and a wider range of opinions
and viewpoints (20.3%) (Table 130).

Table 130 What needs to be improved in the work of the print and online press in Uzbekistan?
(% of print and online press readers, n=399)

%

Provide more objective and comprehensive coverage of

events S
Present a wider range of opinions and viewpoints 20.3
Deepen analysis of current events and issues 34.6
Publish news more promptly 31.6
Develop investigative journalism 14.8
Give more coverage to people’s problems and needs 34.6
Expand coverage of life in the regions, mahallas and rural ar- 15.0
eas

Make topics more relevant and varied 13.0
Raise the professionalism of journalists and editors 4.5

Improve the language, style and clarity of texts 15.3
Make information sources more transparent 7.8

Respect journalistic ethics and citizens’ rights 4.0
Publish more in Uzbek, Russian and other languages 8.5

Improve the design, structure and visual presentation of con- 18

tent

Improve online publications’ websites and mobile apps 5.3

Improve the quality of printing, photos and layout 3.0

Present content more creatively 4.3

Hard to say 1.8

*Respondents could choose up to three answers.

Respondents who read the press thus turn to print and online publications fairly often and
use a variety of ways to obtain information. When choosing publications, they attach the greatest
importance to trust in the information published, objective coverage of events and timely news.
Readers’ topic preferences focus mainly on events in Uzbekistan and around the world, with inter-
est in particular topics varying by gender and age. The survey also revealed demand for more ob-
jective and comprehensive coverage of events, in-depth analysis of social problems and higher-
quality content.
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Section F. Social networks

64.8% 92.7% 81.3%

use social networks of users are on Instagram of users check social media sev-
Table 131 Table 133 eral times a day
Table 135

Social networks now occupy an important place in people’s everyday lives. They are a com-
mon way of obtaining information, communicating and exchanging opinions. As digital technolo-
gies develop, social media offers growing opportunities not only for communication but also for
getting news, learning, work and professional development. At the same time, the widespread use
of social networks brings certain problems related to the reliability of information, fraud and the
security of personal data. This makes it particularly important to study how widespread social me-
dia use is, how often and in what ways people use it, what users prefer and what problems they

encounter.

The aim of this section is to examine patterns of social media use among the population of
Uzbekistan, including platform preferences, the frequency and duration of use, the main purposes
for which people turn to social networks, and users’ assessments of content and of the problems

that arise.
The analysis of public opinion on social media use was based on the following indicators:

1. Prevalence of social media use and platform preferences;
2. Frequency, duration, time and place of social media use;

3. Reasons for choosing social networks and preferred types of accounts;

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 153



Section F. Social networks

Media Consumption in Uzbekistan - 2026

4. Assessment of social media content, user needs and the problems users encounter.

One of the areas covered by the survey was the population’s use of social networks. Respondents

were asked whether they use social media, and their answers show how widespread such use is

and how it differs by gender, age, region and type of settlement. The survey found that 64.8% of

respondents use social media, while 35.2% do not.

Table 131 Do you use social media?
(% of respondents: total sample, by gender and age, n=1,411)

Yes No

Total sample 64.8 35.2
GENDER

Men 66.3 33.7
Women 63.4 36.6
AGE GROUP

18-24 84.0 16.0
25-34 77.5 22.5
35-44 69.6 30.4
45-54 54.4 45.6
55+ 38.4 61.6

No significant gender differences were found: 66.3% of men and 63.4% of women use so-

cial media. There is, however, a marked difference by age: 84% of respondents aged 18-24 use so-
cial media, as do 77.5% of those aged 25-34 and 69.6% of those aged 35-44. The opposite trend is

seen in the older age groups: the figure is 54.4% among 45-54-year-olds and 38.4% among re-

spondents aged 55 and over. The share of social media users therefore declines with age.

Table 132 Do you use social media?
(% by region and type of settlement, n=1,411)

Yes No

REGION

Tashkent city 7848 24.5
Republic of Karakalpakstan 79.0 21.0
Andijan region 88.1 11.9
Bukhara region 70.3 29.7
Jizzakh region 47.0 53.0
Kashkadarya region 52.0 48.0
Navoi region 47.5 52.5
Namangan region 56.0 44.0
Samarkand region 80.2 19.8
Surkhandarya region 51.0 49.0
Syrdarya region 65.0 35.0
Tashkent region 61.4 38.6
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Yes No
Fergana region 52.9 47.1
Khorezm region 82.0 18.0
TYPE OF SETTLEMENT
Urban 67.4 32.6
Rural 61.9 38.1

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Across regions, the share of social media users is highest in Andijan (88.1%), Khorezm (82%)
and Samarkand (80.2%) regions and the Republic of Karakalpakstan (79%). The lowest figures were
recorded in Jizzakh (47%), Navoi (47.5%) and Surkhandarya (51%) regions. In Jizzakh and Navoi re-
gions, the share of non-users exceeds the share of users.

There are no significant differences by type of settlement: 67.4% of urban and 61.9% of ru-
ral respondents use social media.

To study user preferences, the survey asked respondents which social networks they usu-
ally use. Instagram proved to be the most widely used platform (92.7%) (Table 133).

Table 133 Which social media platforms do you usually use?
(% of social network users, n=215)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Instagram 92.7 91.2 94.2 96.2 95.9 95.0 86.9 82.2
Facebook 28.2 38.1 17.9 28.0 28.2 27.1 30.7 271
TikTok 14.2 14.1 14.3 21.2 14.5 13.1 9.2 7.5
Odnoklassniki 4.0 6.4 1.6 3.0 3.2 3.0 6.5 6.5
VKontakte 1.7 2.4 1.1 3.0 1.8 1.0 2.0 0.0
X (formerly Twitter) 1.4 2.1 0.7 2.5 1.8 0.5 1.3 0.0
Threads 2.4 3.0 1.8 5.1 2.3 1.0 2.0 0.0
LinkedIn 1.2 1.9 0.4 3.0 0.9 0.5 0.7 0.0
YouTube 6.2 5.1 7.4 3.0 515 6.0 8.5 12.1
WhatsApp 0.3 0.6 0.0 0.8 0.0 0.0 0.7 0.0
Hard to say 0.8 0.9 0.7 0.4 0.0 0.5 0.7 3.7

*Respondents could choose more than one answer.

Instagram is popular among both men (91.2%) and women (94.2%). The gender gap is more
pronounced for Facebook, which was named by 38.1% of men compared with 17.9% of women
(Table 133).

Instagram leads in every age group. TikTok is most widespread among 18-24-year-olds
(21.2%), compared with 7.5% among respondents aged 55 and over. Facebook use, by contrast, is
spread relatively evenly across age groups (Table 133).

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 155



Section F. Social networks

Table 134 Which social media platforms do you usually use?

(% by region and type of settlement, n=215)

Media Consumption in Uzbekistan - 2026
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REGION
Tashkent city 84.4 39.0 23.4 2.6 9.1 3.9 3.9 2.6 7.8 0.0 1.3
z;‘:]“b"c ofKarakalpak-  "go9 342 253 38 13 13 25 13 165 13 13
Andijan region 89.9 32.6 15.7 3.4 2.2 3.4 6.7 2.2 45 0.0 2.2
Bukhara region 91.5 211 9.9 5.6 1.4 1.4 0.0 1.4 9.9 0.0 0.0
Jizzakh region 100.0 31.9 12.8 0.0 0.0 2.1 2.1 0.0 43 0.0 0.0
Kashkadarya region 96.2 17.0 15.1 3.8 1.9 0.0 0.0 0.0 0.0 0.0 0.0
Navoi region 91.7 43.8 16.7 0.0 0.0 0.0 0.0 4.2 0.0 0.0 0.0
Namangan region 94.6 7.1 7.1 1.8 0.0 0.0 0.0 0.0 0.0 0.0 3.6
Samarkand region 92.6 39.5 7.4 4.9 25 3.7 3.7 0.0 8.6 0.0 1.2
Surkhandarya region 92.2 29.4 13.7 5.9 0.0 0.0 2.0 2.0 21.6 0.0 0.0
Syrdarya region 95.4 16.9 16.9 9.2 0.0 0.0 1.5 1.5 4.6 0.0 0.0
Tashkent region 96.8 242 17.7 3.2 1.6 1.6 1.6 0.0 1.6 3.2 0.0
Fergana region 94.4 29.6 5.6 5.6 1.9 0.0 1.9 1.9 0.0 0.0 0.0
Khorezm region 93.9 232 8.5 4.9 0.0 0.0 3.7 0.0 3.7 0.0 0.0
TYPE OF SETTLEMENT
Urban 92.4 29.9 14.3 4.5 2.7 1.8 2.7 1.6 6.3 0.2 0.8
Rural 93.1 26.1 14.1 35 0.5 1.0 2.0 0.7 6.2 0.5 0.7

*Respondents could choose more than one answer.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

Instagram also holds the lead across regions. The share of its users is highest in Jizzakh
(100%), Tashkent (96.8%), Kashkadarya (96.2%) and Syrdarya (95.4%) regions. Facebook is used

more often in Navoi region (43.8%), Tashkent city (39%), and Samarkand (39.5%) and Khorezm

(23.2%) regions. TikTok use is highest in the Republic of Karakalpakstan (25.3%) and Tashkent city

(23.4%) (Table 134).

Differences by type of settlement are minor. Instagram is used by 92.4% of urban and

93.1% of rural respondents, Facebook by 29.9% and 26.1% respectively, and TikTok by 14.3% and

14.1% (Table 134).

Instagram is therefore the most widely used social network among respondents regardless

of gender, age, region or type of settlement. Facebook, however, is used markedly more often by

men, and TikTok by younger respondents.

The survey next looked at how often people use social media. Respondents who use social

networks were asked how frequently they access them. The overwhelming majority of users turn

to social media several times a day (81.3%) (Table 135).
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Table 135 How often do you use social media?
(% of respondents: total sample, by gender and age, n=215)

Toiel semme Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Several times a day 81.3 80.1 82.6 87.7 87.7 85.9 71.2 59.8
Once a day 13.4 14.1 12.7 7.6 9.1 10.6 22.2 28.0
Several times a week 3.1 3.6 2.5 3.0 3.2 1.0 3.9 5.6
Once a week 0.8 0.6 0.9 0.4 0.0 1.0 1.3 1.9
Several times a month 0.3 0.4 0.2 0.4 0.0 0.5 0.0 0.9
Less ihanonce 0.2 0.0 0.4 0.4 0.0 0.0 0.0 0.9
Hard to say 0.5 0.6 0.4 0.0 0.0 0.0 0.7 1.9

There are no significant gender differences: 80.1% of men and 82.6% of women use social
media several times a day.

By age, use several times a day is most common among respondents aged 18-24 (87.7%),
25-34 (87.7%) and 35-44 (85.9%). Among 45-54-year-olds the figure is 71.2%, and among those
aged 55 and over 59.8% (Table 135).

Table 136 How often do you use social media?
(% by region and type of settlement, n=215)

Several Several Less than
Several times a Once a times a once a
timesaday Once aday week week month month Hard to say

REGION

Tashkent city 77.9 14.3 5.2 0.0 1.3 0.0 1.3
E:g:igfa‘:f Kara- 785 19.0 13 0.0 0.0 0.0 13
Andijan region 85.4 10.1 0.0 3.4 0.0 0.0 1.1
Bukhara region 84.5 12.7 2.8 0.0 0.0 0.0 0.0
Jizzakh region 85.1 2.1 10.6 2.1 0.0 0.0 0.0
Kashkadarya region 77.4 17.0 1.9 0.0 1.9 0.0 1.9
Navoi region 79.2 12.5 8.3 0.0 0.0 0.0 0.0
Namangan region 67.9 23.2 3.6 1.8 0.0 0.0 1.8
Samarkand region 76.5 17.3 3.7 1.2 0.0 0.0 0.0
Surkhandarya region 76.5 13.7 5.9 0.0 2.0 0.0 0.0
Syrdarya region 87.7 10.8 0.0 1.5 0.0 0.0 0.0
Tashkent region 88.7 9.7 1.6 0.0 0.0 0.0 0.0
Fergana region 88.9 9.3 1.9 0.0 0.0 0.0 0.0
Khorezm region 82.9 13.4 1.2 0.0 0.0 2.4 0.0
TYPE OF SETTLEMENT

Urban 81.3 13.7 383 0.4 0.6 0.0 0.6
Rural 81.4 13.2 2.7 1.2 0.0 0.5 0.5

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.
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The same pattern holds across regions: in every region of the country, most users turn to
social media several times a day. The highest figures are among respondents in Tashkent (88.7%),
Fergana (88.9%), Andijan (85.4%) and Jizzakh (85.1%) regions (Table 136).

There is practically no difference by type of settlement: 81.3% of urban and 81.4% of rural

respondents use social media several times a day (Table 136).

For the overwhelming majority of users, then, turning to social media several times a day is

the norm.

The survey also examined how long people spend on social media on a typical weekday.
Respondents were asked how much time they spend on social networks daily.

The most common durations are 30 minutes to one hour (30.4%) and one to two hours
(25.9%). Less than 30 minutes a day was reported by 19.6% of respondents (Table 137).

Table 137 How much time do you spend on social media on a typical weekday?
(% of respondents: total sample, by gender and age, n=215)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Less than 30 minutes 19.6 18.4 20.8 13.1 227 211 22.9 19.6
30 minutes to 1 hour 30.4 291 31.7 25.4 291 29.6 34.0 40.2
1-2 hours 25.9 27.4 24.3 8815 23.6 24.6 19.6 25.2
2-3 hours 12.2 12.4 12.1 13.6 12.3 11.6 14.4 7.5
3-4 hours 4.0 4.5 3.6 6.4 4.5 4.5 2.0 0.0
More than 4 hours 4.9 4.9 4.9 6.8 4.5 15 383 2.8
8;‘;?('2’8‘;‘5’ notuse on 2.0 2.1 18 0.8 3.2 2.0 2.0 19
Hard to say 0.7 0.6 0.7 0.0 0.0 1.0 1.3 1.9

There are no significant gender differences. Among men, 29.1% spend between 30 minutes
and one hour on social media, compared with 31.7% of women. Men (27.4%) are slightly more likely
than women (24.3%) to report one to two hours (Table 137).

Differences by age are more noticeable. Among 18-24-year-olds, the most common dura-
tion is one to two hours (33.5%), while among those aged 55 and over it is 30 minutes to one hour
(40.2%). Young respondents are also more likely than other age groups to spend two to three
hours on social media (13.6%) (Table 137).

Table 138 How much time do you spend on social media on a typical weekday?
(% by region and type of settlement, n=215)

Less than 30 Usually do
30 minutes to More than notuseon  Hardto
minutes 1 hour 1-2hours 2-3hours 3-4hours 4hours  weekdays say
REGION
Tashkent city 18.2 24.7 234 1.7 13.0 52 2.6 1.3
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Less than 30 Usually do
30 minutes to More than notuseon  Hard to

minutes 1 hour 1-2hours 2-3hours 3-4hours 4hours  weekdays say
E:I';’):i’gtca‘r’f Kara- 215 29.1 24.1 1.4 6.3 6.3 0.0 13
Andijan region 6.7 33.7 28.1 15.7 4.5 5.6 3.4 2.2
Bukhara region 211 29.6 23.9 15.5 5.6 2.8 1.4 0.0
Jizzakh region 19.1 31.9 259 6.4 6.4 6.4 4.3 0.0
Kashkadarya region 20.8 28.3 34.0 11.3 0.0 3.8 0.0 1.9
Navoi region 35.4 29.2 18.8 12.5 2.1 2.1 0.0 0.0
Namangan region 16.1 25.0 30.4 16.1 1.8 5.4 1.8 1.8
Samarkand region 19.8 37.0 25.9 9.9 2.5 2.5 1.2 0.0
Surkhandarya region 285 17.6 31.4 15.7 0.0 7.8 2.0 0.0
Syrdarya region 24.6 26.2 26.2 10.8 4.6 6.2 1.5 0.0
Tashkent region 22.6 30.6 22.6 14.5 1.6 8.1 0.0 0.0
Fergana region 18.5 42.6 18.5 7.4 3.7 3.7 5.6 0.0
Khorezm region 15.9 35.4 29.3 11.0 1.2 3.7 3.7 0.0
TYPE OF SETTLEMENT
Urban 18.8 27.1 29.5 10.5 515 5.7 2.0 0.8
Rural 20.6 34.5 21.3 14.4 2.2 4.0 2.0 0.5

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Time spent on social media varies by region. The share of respondents spending 30
minutes to one hour is highest in Fergana (42.6%), Samarkand (37%) and Khorezm (35.4%) regions.
One to two hours is more common in Tashkent (22.6%), Jizzakh (25.5%) and Andijan (28.1%) re-
gions. In Navoi region, a relatively high share of respondents spend less than 30 minutes on social
media (35.4%) (Table 138).

There are some differences by type of settlement. Among urban respondents, the most
common duration is one to two hours (29.5%), while among rural residents it is 30 minutes to one
hour (34.5%) (Table 138).

Most users, therefore, spend no more than two hours on social media on a typical week-
day.

Respondents were also asked how much time they spend on social media on a typical
weekend day. At weekends, the most common durations are one to two hours (25.4%), 30 minutes
to one hour (19%) and two to three hours (15%) (Table 139).

Table 139 How much time do you spend on social media on a typical weekend day?
(% of respondents: total sample, by gender and age, n=215)

Totallsam= Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
Less than 30 minutes 11.7 7.9 15.6 8.9 12.7 13.1 11.8 13.1
30 minutes to 1 hour 19.0 16.9 21.2 16.1 20.0 23.6 16.3 18.7
1-2 hours 25.4 26.1 24.6 23.7 24.1 21.1 29.4 33.6
2-3 hours 15.0 17.3 12.5 16.1 15.5 14.6 14.4 13.1
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Totallsam= Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+
3-4 hours 12.8 15.2 10.3 18.6 11.8 10.1 11.8 8.4
More than 4 hours 8.5 10.3 6.7 12.3 10.0 8.0 4.6 3.7
\‘fvzljeﬂga‘;‘; not use on 6.7 5.1 8.3 38 59 8.5 9.8 6.5
Hard to say 0.8 0.9 0.7 0.4 0.0 1.0 1.3 1.9

Men are slightly more likely than women to spend two to three hours on social media
(17.3% vs 12.5%), while women more often report 30 minutes to one hour (21.2% vs 16.9% of men)
(Table 139).

Among 18-24-year-olds, the most common weekend duration is one to two hours (23.7%).
Among those aged 25-34 and 35-44, 30 minutes to one hour (20% and 23.6% respectively) and
one to two hours (24.1% and 21.1%) predominate. One to two hours is also the most common du-
ration among 45-54-year-olds (29.4%) and those aged 55 and over (33.6%) (Table 139).

Table 140 How much time do you spend on social media on a typical weekend day?
(% by region and type of settlement, n=215)

Less than 30 Usually do
30 minutes to More than notuseon  Hard to

minutes 1 hour 1-2hours 2-3hours 3-4hours 4hours  weekdays say
REGION
Tashkent city 9.1 22.1 20.8 15.6 9.1 14.3 7.8 1.3
Eslﬁiﬁgfaif Kara- 1.4 19.0 228 177 15.2 7.6 5.1 13
Andijan region 6.7 22,5 25.8 18.0 12.4 10.1 2.2 2.2
Bukhara region 9.9 19.7 29.6 21.1 5.6 9.9 4.2 0.0
Jizzakh region 10.6 12.8 31.9 17.0 21.3 0.0 6.4 0.0
Kashkadarya region 15.0 20.8 18.9 22.6 9.4 5.7 5.7 1.9
Navoi region 18.8 14.6 29.2 12.5 4.2 8.3 12.5 0.0
Namangan region 10.7 14.3 23.2 12.5 19.6 3.6 12.5 3.6
Samarkand region 1.1 21.0 28.4 14.8 14.8 3.7 4.9 0.0
Surkhandarya region 5.9 11.8 39.2 3.9 15.7 7.8 13.7 0.0
Syrdarya region 16.9 26.2 21.5 12.3 4.6 13.8 4.6 0.0
Tashkent region 16.1 17.7 14.5 12.9 16.1 16.1 6.5 0.0
Fergana region 1.1 18.5 222 1.1 18.5 9.3 9.3 0.0
Khorezm region 13.4 18.3 29.3 13.4 14.6 6.1 4.9 0.0
TYPE OF SETTLEMENT
Urban 1.7 16.4 25.6 16.2 12.7 9.4 7.0 0.8
Rural 1.7 22.3 251 13.4 12.9 7.4 6.2 0.7

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Regionally, the share of respondents spending one to two hours on social media is highest
in Jizzakh (31.9%), Khorezm (29.3%), Navoi (29.2%) and Samarkand (28.4%) regions. Jizzakh (21.3%)
and Namangan (19.6%) regions have relatively high shares of respondents using social media for
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three to four hours. More than four hours is most often reported in Tashkent city (14.3%) and in
Surkhandarya (13.7%) and Navoi (12.5%) regions (Table 140).

By type of settlement, one to two hours is the most common duration among both urban
(25.6%) and rural respondents (25.1%). The share spending more than four hours on social media is
slightly higher in urban areas (9.4% vs 7.4% in rural areas) (Table 140).

Table 141 At what time of day do you most often use social media?
(% of respondents: total sample, by gender and age, n=215)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Before 09:00 12.6 16.1 8.9 9.3 11.4 15.6 1.1 18.7
09:00-12:00 221 20.6 23.7 25.8 18.6 22.6 20.9 21.5
12:00-15:00 29.1 26.3 31.9 322 31.4 271 28.1 22.4
15:00-18:00 16.9 12.0 22.1 15.7 17.3 15.1 20.3 17.8
18:00-21:00 40.0 42.8 37.1 42.4 38.2 36.7 43.8 39.3
21:00-24:00 50.8 5815 48.0 52.5 53.6 52.8 45.8 44.9
After 24:00 6.1 6.9 5.4 8.1 7.3 6.0 3.9 2.8

*Respondents could choose more than one answer.

Another question concerned the time of day when respondents most often use social me-
dia. Use is highest in the evening: between 21:00 and 24:00 (50.8%) and between 18:00 and 21:00
(40%). During the day, 29.1% of respondents use social media between 12:00 and 15:00, 22.1% be-
tween 9:00 and 12:00, and 16.9% between 15:00 and 18:00 (Table 141).

Evening use is the most common pattern for both men and women. Men are slightly more
likely to use social media between 21:00 and 24:00 (53.5% vs 48% of women), while women more
often name 12:00-15:00 (31.9% vs 26.3%) and 15:00-18:00 (22.1% vs 12%) (Table 141).

The 21:00-24:00 slot is the most common in all age groups. The share of users at this time
is highest among respondents aged 25-34 (53.6%), 35-44 (52.8%) and 18-24 (52.5%). Among 45—
54-year-olds the figure is 45.8%, and among those aged 55 and over 44.9% (Table 141).

Table 142 At what time of day do you most often use social media?
(% by region and type of settlement, n=215)

Before 09:00- 21:00-

09:00 12:00 12:00-15:00 15:00-18:00 18:00-21:00 24:00 After 24:00
REGION
Tashkent city 14.3 20.8 31.2 221 37.7 44.2 10.4
E:I';’):i’gtca‘r’f Kara- 13.9 342 49.4 24.1 50.6 57.0 8.9
Andijan region 18.0 21.3 225 15.7 43.8 49.4 5.6
Bukhara region 14.1 25.4 25.4 16.9 324 39.4 5.6
Jizzakh region 8.5 21.3 10.6 21.3 27.7 57.4 43
Kashkadarya region 17.0 9.4 35.8 20.8 24.5 52.8 7.5
Navoi region 27.1 18.8 31.3 12.5 39.6 62.5 8.3
Namangan region 8.9 23.2 32.1 8.9 46.4 50.0 3.6
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Before 09:00- 21:00-

09:00 12:00 12:00-15:00 15:00-18:00 18:00-21:00 24:00 After 24:00
Samarkand region 14.8 21.0 235 17.3 45.7 50.6 7.4
Surkhandarya region 7.8 235 29.4 13.7 31.4 51.0 5.9
Syrdarya region 9.2 16.9 21.5 10.8 29.2 52.3 6.2
Tashkent region 6.5 242 22.6 17.7 46.8 50.0 9.7
Fergana region 7.4 241 37.0 13.0 57.4 29.6 0.0
Khorezm region 7.3 20.7 31.7 18.3 39.0 64.6 1.2
TYPE OF SETTLEMENT
Urban 11.1 221 27.1 16.2 38.1 50.4 515
Rural 14.4 221 S5 17.9 42.4 51.4 6.9

*Respondents could choose more than one answer.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Across regions, use between 21:00 and 24:00 is most widespread in Khorezm (64.6%),
Navoi (62.5%) and Jizzakh (57.4%) regions and the Republic of Karakalpakstan (57%). In Fergana
region, by contrast, the largest share of respondents use social media between 18:00 and 21:00
(57.4%). In Bukhara region, the figures are 25.4% for 12:00-15:00 and 39.4% for 21:00-24:00.

Evening hours, especially 21:00-24:00, are thus the main time for social media use. This
pattern holds in most age and regional groups, with some variation in how activity is distributed
over the day.

Respondents were then asked where they most often use social media. Home is the main
place of use (75%). A further 11.1% chose “almost everywhere”, and 9.1% said they most often read
or use information at work (Table 143).

Table 143 Where do you most often use social media?
(% of respondents: total sample, by gender and age, n=215)

Total sam- Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
At home 75.0 69.4 80.8 67.4 66.4 77.4 82.4 94.4
At work 9.1 1.1 6.9 8.1 11.8 13.6 7.2 0.0
At my place of study 1.5 0.9 2.2 3.4 2.7 0.0 0.0 0.0
On public transport 0.7 1.1 0.2 0.8 1.4 0.5 0.0 0.0
In the car 0.8 1.1 0.4 0.4 1.8 1.0 0.0 0.0
" e;)lc;acfee orotherpub- 4 g 0.6 0.4 13 05 05 0.0 0.0
\',rv‘a‘";t%“ge“e or while 0.4 0.6 0.2 0.4 0.9 0.0 07 0.0
Almost everywhere 11.1 14.1 8.0 17.8 14.5 6.0 8.5 2.8
Hard to say 0.9 1.1 0.7 0.4 0.0 1.0 1.3 2.8

Women (80.8%) are more likely than men (69.4%) to use social media at home. Men, by
contrast, more often chose “almost everywhere” (14.1% vs 8.0% of women). Men (11.1%) are also
slightly more likely to mention using social media at work (Table 143).
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Home use predominates in all age groups, and the share of respondents naming home as

their main place of use increases with age. Young respondents are more likely than other age

groups to use social media almost everywhere (17.8% of 18—-24-year-olds and 14.5% of 25-34-

year-olds) (Table 143).

Table 144 At what time of day do you most often use social media?
(% by region and type of settlement, n=215)

. -
£ £
i 5 : E £
3 - s : g 5
£ z £ : £ o3 o 2 2
< < < O S5 S B S5 < T

REGION
Tashkent city 77.9 1.7 1.3 1.3 0.0 0.0 0.0 6.5 1.3
Etza“b"c of Karakalpak- gg, 127 0.0 0.0 13 0.0 0.0 266 13
Andijan region 82.0 9.0 3.4 0.0 0.0 1.1 1.1 2.2 1.1
Bukhara region 66.2 7.0 2.8 0.0 4.2 1.4 1.4 16.9 0.0
Jizzakh region 70.2 2.1 0.0 0.0 0.0 0.0 0.0 27.7 0.0
Kashkadarya region 77.4 1.9 0.0 0.0 0.0 0.0 0.0 18.9 1.9
Navoi region 70.8 10.4 0.0 42 21 21 0.0 10.4 0.0
Namangan region 67.9 5.4 1.8 1.8 0.0 0.0 0.0 19.6 3.6
Samarkand region 85.2 7.4 25 0.0 0.0 0.0 0.0 37 1.2
Surkhandarya region 74.5 13.7 3.9 2.0 0.0 2.0 0.0 2.0 2.0
Syrdarya region 76.9 12.3 1.5 0.0 0.0 1.5 0.0 7.7 0.0
Tashkent region 72.6 6.5 0.0 1.6 1.6 0.0 1.6 16.1 0.0
Fergana region 74.1 222 3.7 0.0 0.0 0.0 0.0 0.0 0.0
Khorezm region 87.8 4.9 0.0 0.0 1.2 0.0 1.2 4.9 0.0
TYPE OF SETTLEMENT
Urban 73.0 9.4 1.8 0.8 0.8 0.4 0.8 12.3 0.8
Rural 77.4 8.7 1.2 0.5 0.7 0.7 0.0 9.7 1.0

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

In every region of the country, social media is used mainly at home. The share of respond-

ents naming home as their place of use is highest in Khorezm (87.8%), Samarkand (85.2%) and Sur-

khandarya (74.5%) regions and Tashkent city (77.9%). The share of respondents choosing “almost

everywhere” is also worth noting. The highest figures were recorded in Jizzakh region (27.7%) and
the Republic of Karakalpakstan (26.6%), followed by Namangan (19.6%), Kashkadarya (18.9%), Bu-
khara (16.9%) and Tashkent (16.1%) regions. This option was chosen by 10.4% of respondents in

Navoi region, 7.7% in Syrdarya region and 6.5% in Tashkent city.

By type of settlement, home use is slightly more common among rural respondents

(77.4%) than among urban ones (73%). “Almost everywhere” is more frequent among urban resi-

dents (12.3%) than among rural residents (9.7%).
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Home is therefore the main place of social media use regardless of gender, age and region.
Women and older respondents are more likely to use social media at home. In addition, respond-

ents’ answers show that 11.1% of survey participants use information almost everywhere.

The survey then looked at the purposes for which people use social media. The most com-
mon are getting news of interest (62.5%) and keeping in touch with relatives and friends (57.3%).
Respondents also use social media for learning (38.4%), entertainment (35.7%), viewing photos and
videos (32.3%), work and professional development (27.4%) and shopping (17.2%) (Table 145).

Table 145 For what purposes do you use social media?
(% of respondents: total sample, by gender and age, n=215)

Total Gender Age group

sample Men Women 18-24 25-34 35-44 45-54 55+
Keeping in touch with 57.3 505 643 58.9 54.1 57.3 57.5 59.8
family and friends
Getting news of interest 62.5 62.5 62.5 61.0 64.5 62.3 60.1 65.4
Entertainment 35.7 41.3 29.9 32.2 30.0 35.2 41.8 47.7
\e’fsw'”g photos and vid- 32.3 30.4 34.4 34.7 30.9 28.1 34.0 35.5
Learning 38.4 34.5 42.4 449 40.5 35.2 858 29.9
Work or professionalde- 57 4 30.4 243 28.4 355 27.6 222 15.9
velopment
Looking for goods and 9.8 9.2 105 102 9.1 8.5 1.8 10.3
services
Shopping 17.2 13.7 20.8 22.0 19.1 12.1 16.3 13.1
Promoting a business or 10.3 12.8 7.6 15.7 9.5 10.6 9.2 0.9
personal brand
Taking partin public dis- 4.8 5.6 40 5.1 5.9 45 4.6 28
cussions
Finding people and com- 6.3 6.9 5.8 7.2 5.0 6.5 3.9 10.3
munities
Creating and posting my 4.2 32 5.1 6.8 32 Q5 2.0 47
own content
Hard to say 0.9 1.1 07 0.4 0.0 1.0 13 2.8

*Respondents could choose more than one answer.

Women are more likely than men to use social media to keep in touch with relatives and
friends (64.3% vs 50.5%), for learning (42.4% vs 34.5%) and for shopping (20.8% vs 13.7%). Men
slightly more often mention work and professional development (30.4% vs 24.3%) (Table 145).

Getting news is one of the main purposes of social media use in all age groups. The share
using social media for entertainment rises with age, from 32.2% among 18-24-year-olds to 47.7%
among those aged 55 and over. Use for work and professional development is most common
among 25-34-year-olds (35.5%), compared with 15.9% among those aged 55 and over (Table 145).
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Table 146 For what purposes do you use social media?
(% by region and type of settlement, n=215)
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REGION
Tashkent city 597 519 390 312 338 247 130 182 91 39 39 13 13
z;‘:]“b"c of Karakalpak- |58 671 278 418 418 354 152 215 63 51 51 63 13
Andijan region 551 663 416 360 449 393 135 191 146 90 146 90 1.1
Bukhara region 493 634 296 310 282 141 85 155 99 99 28 56 00
Jizzakh region 574 660 404 319 511 383 85 319 191 64 85 64 00
Kashkadarya region 396 585 283 340 283 264 7.5 15.1 9.4 3.8 3.8 1.9 1.9
Navoi region 542 625 229 313 458 333 104 167 167 63 21 42 00
Namangan region 536 607 357 250 411 321 161 196 179 71 89 00 36
Samarkand region 716 704 556 284 457 222 99 173 86 25 1M1 49 12
Surkhandarya region 529 627 471 275 333 275 39 78 20 20 20 39 20
Syrdarya region 60.0 662 246 308 246 215 46 169 108 15 77 31 00
Tashkent region 629 565 226 306 339 226 13 194 65 48 32 48 00
Fergana region 463 593 315 259 444 278 111 185 130 00 37 37 00
Khorezm region 610 610 439 402 402 220 24 61 49 37 61 12 00
TYPE OF SETTLEMENT
Urban 570 59.4 326 324 346 291 105 172 102 55 59 49 08
Rural 576 665 397 323 432 253 89 171 104 40 69 32 10

*Respondents could choose more than one answer.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Regionally, getting news of interest is mentioned most often by users in Samarkand
(70.4%), Andijan (66.3%) and Surkhandarya (62.7%) regions and the Republic of Karakalpakstan
(67.1%). Keeping in touch with relatives and friends is particularly widespread in Samarkand region
(71.6%), the Republic of Karakalpakstan (65.8%) and Tashkent region (62.9%). Learning is cited
more often by respondents in Jizzakh (51.1%), Andijan (44.9%), Fergana (44.4%) and Namangan
(41.1%) regions (Table 146).

By type of settlement, getting news is slightly more common among rural respondents
(66.5%) than among urban ones (59.4%). Rural residents also use social media more often for
learning (43.2% vs 34.6%) and entertainment (39.7% vs 32.6%). Keeping in touch with relatives and
friends is almost equally common among urban (57%) and rural (57.6%) users (Table 146).

In sum, respondents use social media mainly to get news and to stay in touch with family
and friends. They also use it for learning, entertainment and professional development. Women
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more often mention communication, learning and shopping, whereas men more often cite enter-
tainment, work and professional development, and promoting a business or personal brand. Age
differences are most pronounced for educational and professional purposes: learning is men-
tioned more often by younger respondents, while use for work and professional development is
most typical of 25-34-year-olds. Older respondents more often give answers related to entertain-

ment and getting news.

To explore patterns of use further, the survey asked respondents how they usually use so-
cial media. The most common approach is a targeted search for the information they need
(61.9%). By age, this approach was reported most often by participants aged 55 and over (70.1%)
and by respondents aged 35-44 (67.3%). The lowest share is among young participants aged 18-
24 (55.1%).

More than half of respondents mainly scroll through their feed (51%). Women were more
likely than men to report scrolling through their feed when using social media (56.3% vs 46.0%)
(Table 147).

Following specific accounts was mentioned by 17.6% of respondents. Men chose this op-
tion more often than women (20.8% vs 14.3%).

Posting their own content was reported by 12.8% of respondents, and following links from

notifications by 18.6%. A further 14.2% use social media without any particular purpose.

Table 147 How do you usually use social media?
(% of respondents: total sample, by gender and age, n=215)

Totallsam= Gender Age group
ple Men Women 18-24 25-34 35-44 45-54 55+

| mostly scroll through 51.0 46.0 56.3 53.0 51.4 467 5822 439
the feed

| search for specificin- 44 4 619 618 55.1 65.0 673 54.9 70.1
formation

| follow particular ac- 17.6 20.8 14.3 24.6 15.9 17.6 18 14.0
counts

| communicate in the 17.3 18.6 15.8 20.8 16.4 15.1 16.3 16.8
comments

| post my own content 12.8 12.8 12.7 20.8 9.1 10.1 1.1 10.3
| take part in groupsand 43 122 15.4 19.9 13.6 1.6 9.2 1.2
communities

| follow links from notifi-— 4g 4 18.2 19.0 19.9 20.0 206 14.4 15.0
cations

| use them with no par-

. ; 14.2 14.3 14.1 14.4 11.8 12.6 19.6 14.0
ticular aim

Hard to say 1.1 1.5 0.7 0.4 0.5 1.0 1.3 3.7

*Respondents could choose more than one answer.

Targeted searching for information is almost equally common among men (61.9%) and
women (61.8%). Women, however, are more likely than men to mainly scroll through their feed
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(56.3% vs 46%), while men slightly more often follow specific accounts (20.8% vs 14.3%) and post

comments (18.6% vs 15.8%) (Table 147).

By age, targeted searching is most common among respondents aged 55 and over

(70.1%), 35-44 (67.3%) and 25-34 (65%). Among 18—24-year-olds the figure is 55.1%. Young re-
spondents are more likely than other age groups to follow specific accounts (24.6%), post their

own content (20.8%) and take part in groups and communities (19.9%). Among 45-54-year-olds,

scrolling through the feed is the most common practice (58.2%).

Across regions, the share of respondents using social media for targeted information

searches is highest in Samarkand (77.8%), Fergana (75.9%), Khorezm (67.1%) and Navoi (66.7%) re-
gions. Scrolling through the feed is mentioned more often by users in Tashkent city (62.3%) and in

Surkhandarya (58.8%), Andijan (55.1%) and Kashkadarya (54.7%) regions. Commenting is relatively

more common in Surkhandarya region (33.3%), and posting one’s own content in the Republic of
Karakalpakstan (22.8%) (Table 148).

Table 148 How do you usually use social media?

(% by region and type of settlement, n=215)

o = 2 . " £
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REGION
Tashkent city 62.3 50.6 15.6 14.3 15.6 6.5 20.8 13.0 1.3
z;‘:]“b"c of Karakalpak-~ = g3 65.8 24.1 215 228 228 215 7.6 13
Andijan region 55.1 56.2 22.5 20.2 12.4 20.2 29.2 22.5 2.2
Bukhara region 33.8 64.8 16.9 18.3 1.3 141 19.7 12.7 0.0
Jizzakh region 447 57.4 23.4 23.4 19.1 19.1 12.8 27.7 0.0
Kashkadarya region 54.7 491 15.1 11.3 5.7 15.1 9.4 9.4 3.8
Navoi region 54.2 66.7 14.6 12.5 16.7 20.8 16.7 18.8 0.0
Namangan region 50.0 62.5 17.9 19.6 14.3 17.9 23.2 14.3 3.6
Samarkand region 59.3 77.8 17.3 16.0 16.0 13.6 19.8 23.5 1.2
Surkhandarya region 58.8 64.7 15.7 33.3 7.8 5.9 13.7 2.0 2.0
Syrdarya region 44.6 52.3 16.9 6.2 3.1 6.2 24.6 10.8 0.0
Tashkent region 50.0 53.2 19.4 9.7 6.5 6.5 16.1 12.9 0.0
Fergana region 33.3 75.9 1.1 37.0 222 9.3 3.7 5.6 0.0
Khorezm region 53.7 67.1 13.4 6.1 6.1 13.4 171 14.6 0.0
TYPE OF SETTLEMENT
Urban 51.8 58.8 19.1 17.8 13.3 1355 15.6 13.7 1.2
Rural 50.1 65.8 15.6 16.6 12.2 141 223 14.9 1.0

*Respondents could choose more than one answer.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.
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By type of settlement, targeted searching is more common among rural respondents
(65.8%) than among urban ones (58.8%). Urban residents, meanwhile, slightly more often scroll
through their feed (51.8% vs 50.1% of rural residents) and follow specific accounts (19.1% vs
15.6%).

Targeted information searches and feed scrolling are thus the dominant ways of using so-
cial media. Young respondents are more likely than other age groups to take part in discussions,
follow specific accounts and post their own material, while searching for the information they need
is more widespread among middle-aged and older respondents.

As a further measure of user preferences, respondents were asked which social network
they use most often. The overwhelming majority named Instagram (87.2%) (Table 149).

Instagram leads among both men (83.9%) and women (90.6%). It is also the preferred plat-
form in all age groups, with the highest shares among 18-24-year-olds (91.9%) and 25-34-year-
olds (90.9%). Respondents in the oldest age group, however, are slightly more likely than young
people to name Facebook as their main social network (15% vs 3%) (Table 149).

Table 149 Which social media platform do you use most often?
(% of respondents: total sample, by gender and age, n=215)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Instagram 87.2 83.9 90.6 91.9 90.9 89.4 80.4 74.8
Facebook 6.0 9.2 2.7 3.0 3.6 4.0 10.5 15.0
TikTok 2.5 2.4 2.7 3.0 2.3 3.0 3% 0.0
Odnoklassniki 0.2 0.2 0.2 0.0 0.5 0.0 0.0 0.9
VKontakte 0.2 0.4 0.0 0.0 0.5 0.0 0.0 0.9
X (formerly Twitter) 0.3 0.4 0.2 0.4 0.5 0.0 0.7 0.0
Threads 0.2 0.2 0.2 0.0 0.9 0.0 0.0 0.0
LinkedIn 0.2 0.4 0.0 0.4 0.0 0.0 0.7 0.0
YouTube 2.2 1.7 2.7 0.8 0.9 25 3.9 4.7
Hard to say 0.9 1.1 0.7 0.4 0.0 1.0 0.7 3.7

Instagram also leads in every region of the country. The share of respondents choosing it is
highest in Kashkadarya (94.3%), Khorezm (92.7%), Tashkent (91.9%) and Fergana (?0.7%) regions.
Facebook has relatively high shares in Tashkent city (10.4%) and in Andijan (10.1%) and Navoi
(12.5%) regions (Table 150).

Instagram is the most frequently used platform among both urban (85.9%) and rural re-
spondents (88.8%). Facebook is chosen slightly more often by urban residents (7% vs 4.7% of rural
residents) (Table 150).

Instagram is therefore the main social network for the overwhelming majority of users re-

gardless of gender, age and region.
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Table 150 Which social media platform do you use most often?
(% by region and type of settlement, n=215)

Media Consumption in Uzbekistan - 2026
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REGION
Tashkent city 77.9 10.4 5.2 0.0 0.0 1.3 0.0 0.0 3.9 1.3
Republicof Karakalpak™ g35 38 38 00 00 00 13 00 63 13
Andijan region 78.7 10.1 3.4 0.0 1.1 0.0 1.1 0.0 4.5 1.1
Bukhara region 84.5 4.2 7.0 0.0 1.4 0.0 0.0 0.0 2.8 0.0
Jizzakh region 87.2 8.5 2.1 0.0 0.0 0.0 0.0 0.0 2.1 0.0
Kashkadarya region 94.3 0.0 3.8 0.0 0.0 0.0 0.0 0.0 0.0 1.9
Navoi region 87.5 12.5 0.0 0.0 0.0 0.0 0.0 0.0 0.0 0.0
Namangan region 92.9 1.8 1.8 0.0 0.0 0.0 0.0 0.0 0.0 3.6
Samarkand region 88.9 6.2 1.2 0.0 0.0 1.2 0.0 0.0 0.0 2.5
Surkhandarya region 88.2 5.9 2.0 2.0 0.0 0.0 0.0 0.0 2.0 0.0
Syrdarya region 89.2 6.2 0.0 1.5 0.0 0.0 0.0 0.0 3.1 0.0
Tashkent region 91.9 4.8 1.6 0.0 0.0 1.6 0.0 0.0 0.0 0.0
Fergana region 90.7 7.4 0.0 0.0 0.0 0.0 0.0 1.9 0.0 0.0
Khorezm region 92.7 2.4 1.2 0.0 0.0 0.0 0.0 1.2 2.4 0.0
TYPE OF SETTLEMENT
Urban 85.9 7.0 2.3 0.0 0.4 0.4 0.2 0.4 25 0.8
Rural 88.8 47 2.7 0.5 0.0 0.2 0.2 0.0 17 1.0

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-

vations.

Respondents were then asked why they most often choose this particular social network.

The main reasons are interesting content (49.9%), the ability to get news quickly (40.7%), keeping
in touch with relatives and friends (44.2%) and a user-friendly interface (30.9%). Respondents also

mention good recommendations (28%) and the platform’s suitability for work and business (15.1%)

(Table 157).

Table 151 Why do you most often choose this particular platform?
(% of respondents: total sample, by gender and age, n=215)

Toiel semme Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
My family and friends 44.2 43.0 453 51.3 445 357 418 467
are there
Ithas more interesting = 49 525 47.3 525 5322 45.2 49.7 467
content
User-friendly interface 30.9 33.8 27.9 39.0 32.3 27.6 28.1 20.6
tci’c‘;?sd recommenda- 28.0 26.1 29.9 25.0 27.7 27.6 28.8 34.6
| get the news quickly 40.7 37.9 43.5 35.6 40.0 43.2 42.5 45.8
Suitable for work or 15.1 15.6 15.5 16.1 12.7 17.6 18.3 8.4
business
Suitable for postingmy 4 ¢ 6.2 7.6 7.6 5.9 7.5 78 47
own content
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Total sam- Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Content in my pre- 8.5 7.3 9.8 7.6 9.1 10.1 7.8 75
ferred language
Less unwanted adver- 7.1 7.1 7.1 9.3 4.1 55 1.8 47
tising
l am used to it 12.3 111 13.6 8.9 14.5 13.1 13.1 13.1
| trust its algorithms 1.6 2.4 0.9 3.4 1.4 1.0 0.7 0.9
Hard to say 1.0 1.1 0.9 0.4 0.5 1.0 1.3 2.8

*Respondents could choose up to three answers.

Men are slightly more likely than women to choose a platform for its interesting content

(52.5% vs 47.3%) and for the ability to get news quickly (37.9% vs 43.5% of women). Women,

meanwhile, more often cite keeping in touch with relatives and friends (45.3% vs 43% of men). A

user-friendly interface is mentioned by 33.8% of men and 27.9% of women (Table 151).

Among 18-24-year-olds, the most common reasons for choosing a platform are interest-

ing content (52.5%) and keeping in touch with relatives and friends (51.3%). Interesting content

also predominates among 25-34-year-olds (53.2%), while among those aged 35-44 the reasons

cited most often are interesting content (45.2%) and the ability to get news quickly (43.2%).

Among 45-54-year-olds the most common reason is interesting content (49.7%), and among

those aged 55 and over the leading reasons are keeping in touch with family and friends and inter-

esting content (46.7% each) (Table 151).

Table 152 Why do you most often choose this particular platform?
(% by region and type of settlement, n=215)
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REGION
Tashkent city 42.9 46.8 37.7 26.0 32.5 13.0 9.1 9.1 3.9 10.4 0.0 2.6
Et‘z'?b“c ofKerakalpak- 519 494 329 278 494 139 76 76 104 177 25 13
Andijan region 41.6 56.2 22.5 36.0 50.6 15.7 5.6 10.1 185 14.6 3.4 1.1
Bukhara region 33.8 46.5 33.8 31.0 40.8 (515 2.8 8.5 5.6 9.9 4.2 0.0
Jizzakh region 53.2 48.9 34.0 255 40.4 12.8 6.4 6.4 10.6 17.0 0.0 0.0
Kashkadarya region 34.0 39.6 18.9 26.4 41.5 20.8 1.9 15.1 7.5 13.2 0.0 1.9
Navoi region 41.7 39.6 35.4 333 25.0 12.5 8.3 12.5 12.5 14.6 6.3 0.0
Namangan region 37.5 58.9 30.4 3319 411 12.5 7.1 10.7 1.8 10.7 1.8 3.6
Samarkand region 48.1 60.5 34.6 27.2 45.7 22.2 1.1 12.3 4.9 7.4 0.0 1.2
Surkhandarya region 43.1 51.0 333 41.2 333 5.9 3.9 3.9 3.9 7.8 2.0 2.0
Syrdarya region 492 36.9 35.4 18.5 35.4 4.6 4.6 6.2 7.7 15.4 0.0 0.0
Tashkent region 46.8 50.0 19.4 24.2 41.9 11.3 4.8 4.8 6.5 9.7 1.6 0.0
Fergana region 27.8 55.6 333 31.5 40.7 333 13.0 7.4 3.7 3.7 0.0 0.0
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Khorezm region 58.5 52.4 31.7 14.6 40.2 15.9 8.5 4.9 6.1 18.3 1.2 0.0
TYPE OF SETTLEMENT
Urban 46.3 46.1 30.9 25.0 39.8 13.7 6.3 8.6 6.3 13.3 1.6 1.0
Rural 54.8 31.0 31.8 41.7 16.0 7.7 8.4 8.2 11.2 1.7 1.0 54.8

*Respondents could choose up to three answers.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Regionally, interesting content is mentioned most often by respondents in Samarkand
(60.5%), Namangan (58.9%), Andijan (56.2%) and Khorezm (52.4%) regions. Keeping in touch with
relatives and friends matters particularly to users in Khorezm (58.5%) and Jizzakh (53.2%) regions
and the Republic of Karakalpakstan (51.9%). The ability to get news quickly is cited more often in
Andijan region (50.6%), the Republic of Karakalpakstan (49.4%) and Samarkand region (45.7%) (Ta-
ble 152).

By type of settlement, rural residents (54.8%) are more likely than urban ones (46.3%) to
choose a platform for keeping in touch with relatives and friends. Interesting content is mentioned
slightly more often by urban residents (46.1% vs 31% of rural residents) (Table 152).

The choice of social network is thus driven primarily by interesting content, the opportunity
to keep in touch with family and friends, and quick access to news.

Next, the survey turned to the types of accounts that social media users subscribe to. Re-
spondents were asked which pages they follow. Most users follow the accounts of relatives,
friends and acquaintances (68%). Also common are subscriptions to the pages of colleagues, fel-
low students and classmates (40.5%) and of news websites, newspapers, magazines and TV chan-
nels (23.9%). The accounts of government bodies and institutions are followed by 18.4% of
respondents, and the pages of bloggers and opinion leaders by 17.8% (Table 153).

Table 153 What types of accounts do you follow?
(% of respondents: total sample, by gender and age, n=215)

Total Gender Age group
sample Men Women  18-24 25-34  35-44  45-54 55+
Family, friends and acquaintances 68.0 68.5 67.4 68.2 727 68.3 65.4 60.7
E]Z':zzg“es' fellow students or class- 405 437 373 403 427 412 366 411

News websites, newspapers, magazines,
TV channels and radio stations

Government bodies and institutions 18.4 23.6 12.9 22.0 24.5 15.6 15.7 6.5
Government officials and public figures 9.9 10.3 9.6 15.3 9.5 9.0 5.9 6.5

23.9 24.4 234 25.8 21.4 26.1 255 18.7
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Total Gender Age group
sample Men Women  18-24 25-34  35-44  45-54 55+
Local authorities and mahallas 12.5 14.3 10.5 9.3 15.0 12.6 11.8 15.0
Bloggers and opinion leaders 17.8 18.2 17.4 25.0 20.9 15.6 9.8 11.2
E:;formers, musicians and other celebri- 10.3 99 107 131 95 50 11 14.0
Scientists, teachers and experts 6.9 7.7 6.0 8.9 7.7 6.0 3.9 6.5

Schools, universities and other educa-

. . 14.1 10.5 17.9 13.1 16.4 16.6 11.8 10.3
tional institutions

Medical organisations and specialists 12.0 6.9 17.4 10.2 10.5 12.1 14.4 15.9
Companies, brands, shops and services 7.2 6.2 8.3 8.9 6.8 515 8.5 5.6
Entrepreneurs and business communities 11.3 13.1 9.4 11.9 12.3 1.1 14.4 3.7
Eg;fsessional communities and organisa- 3.0 32 27 38 32 3.0 26 0.9
Job vacancy and employment accounts 3.8 4.3 383 5.1 4.5 2.0 4.6 1.9
Civil society and non-profit organisations 3.0 4.3 1.6 4.2 2.3 4.0 2.0 0.9
Charities and charitable initiatives 2.5 2.6 2.5 3.0 1.4 3.5 2.0 2.8
Ir:tee(;’ir;ational organisations and foreign 4.0 43 38 59 41 25 3.9 28
Religious organisations and figures 2.4 2.4 2.5 2.5 1.8 1.0 2.6 5.6
Sports clubs, federations and athletes 121 18.8 5.1 14.8 11.4 14.6 10.5 5.6
ﬁ:t:ﬂ:rjireasl institutions, theatres, museums, 3.0 36 22 3.4 18 45 33 0.9
Entertainment and comedy pages 10.2 9.2 11.2 11.9 8.2 9.0 12.4 9.3
Travel pages and travel bloggers 7.7 7.5 7.8 12.7 4.5 7.0 9.8 0.9
Communities based on interests and M5 79 152 144 118 131 92 47
Do not follow any accounts 3.3 3.6 2.9 0.8 2.3 4.0 2.0 11.2
Hard to say 1.6 1.7 1.6 0.8 0.0 2.0 2.6 4.7

*Respondents could choose more than one answer.

Following the accounts of relatives, friends and acquaintances is almost equally common
among men (68.5%) and women (67.4%). Men, however, are more likely than women to follow the
pages of government bodies and institutions (23.6% vs 12.9%), while women more often follow
medical organisations and specialists (17.4% vs 6.9%) (Table 153).

The accounts of relatives, friends and acquaintances are the most popular in all age
groups, with the highest share among 25-34-year-olds (72.7%). Young people aged 18-24 are
more likely than other age groups to follow bloggers and opinion leaders (25%) and the pages of
government officials and public figures (15.3%). Among respondents aged 55 and over, the share
following the accounts of government bodies and institutions is slightly lower (6.5%) than among
young people aged 18-24 (22%) (Table 153).

Social media subscriptions are thus mainly about maintaining personal and social ties.
Alongside this, some respondents follow news, government, educational and other specialised ac-
counts. Differences by gender and age are most visible in the choice of thematic pages, while fol-
lowing the accounts of family and friends is common to all the groups examined.
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Continuing the study of social media users’ preferences, the survey asked respondents
what kind of material they feel is lacking on social media. The most sought-after content is reliable,
verified news (37.5%), objective coverage of events (31.6%) and in-depth analysis (24.5%). Re-
spondents also point to a lack of plain-language explanations of complex events and current is-
sues (17.9%), official information from government bodies (16.6%) and reliable health and medical
content (16.1%) (Table 154).

Men are more likely than women to report a lack of reliable, verified news (40.3% vs 34.6%),
objective coverage of events (35.3% vs 27.7%) and in-depth analysis (29.8% vs 19%). Women, for
their part, more often point to a shortage of reliable health and medical content (19.6% vs 12.6%)
and of material on family and parenting (17.2% vs 8.8%) (Table 154).

Table 154 What kind of content do you find lacking on social media?
(% of respondents: total sample, by gender and age, n=215)

Total Gender Age group
sample Men Women  18-24 25-34 35-44 45-54 55+
Reliable, verified news 37.5 40.3 34.6 36.4 47.7 38.2 27.5 31.8
Objective coverage of events 31.6 35.3 27.7 33.9 30.5 291 32.0 32.7

Plain-language explanations of complex

. 17.9 20.8 15.0 17.8 19.5 19.6 13.7 17.8
events and current issues

In-depth analytical content 24.5 29.8 19.0 31.8 27.3 17.6 20.9 20.6
Dlverse opinions and constructive dis- 6.6 6.2 6.9 76 55 70 85 28
cussion
Information on life in regions, cities and

6.1 5.8 6.5 5.1 6.4 5.0 6.5 9.3
mahallas
Official information from government 166 199 132 165 127 161 216 187
bodies
Educational and popular science content ~ 12.0 10.1 14.1 13.1 10.9 13.1 11.8 10.3
Content on media literacy and digital 3.3 3.0 36 3.4 23 6.0 0.7 3.7
safety
regalinformation and explanations of 143 148 138 157 109 90 203 196
Content on financial literacy 7.2 6.6 7.8 6.4 9.5 7.0 6.5 5.6
Information on jobs, professions and 122 99 147 85 127 126 163 131
learning opportunities
Content on entrepreneurship and busi- 6.8 8.1 5.4 59 36 95 78 8.4

ness development
Reliable content on health and medicine 16.1 12.6 19.6 10.6 13.2 17.1 22.2 23.4
Content on culture, literature, art and

! 3.8 43 3.3 7.2 3.2 0.5 3.3 4.7
history
E:sntent on national traditions and val- 4.9 51 4.7 6.4 55 55 20 37
Content for children and teenagers 11.4 9.0 13.8 12.3 14.5 12.1 9.2 4.7
Useful content for young people 16.1 13.5 18.8 15.7 17.3 18.1 14.4 13.1
Content on family and parenting 12.9 8.8 17.2 10.2 14.5 12.1 14.4 15.0
Contenfc on ecology and environmental 7.5 8.8 6.3 8.1 5.0 8.0 92 8.4
protection
Practical tips for everyday life 9.4 8.1 10.7 5.1 7.7 11.6 14.4 11.2
Positive stories about successful people 3.4 17 51 6.4 23 25 26 19

and useful initiatives
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Total Gender Age group
sample Men Women  18-24 25-34 35-44 45-54 55+

High-quality entertainment and comedy

content 5.4 5.4 5.4 5.9 23 5.0 6.5 9.3
Content in a language that suits me 4.9 5.1 4.7 3.4 5.9 6.0 5.2 3.7
Do not follow any accounts 2.8 24 383 2.1 2.7 3.0 383 3.7
Hard to say 4.9 5.4 4.5 4.7 3.6 545 4.6 7.5

*Respondents could choose up to five answers.

By age, the need for reliable, verified news is greatest among 25-34-year-olds (47.7%),
compared with 27.5% among those aged 45-54. In-depth analysis is mentioned more often by
young respondents aged 18-24 (31.8%) and by those aged 25-34 (27.3%). Respondents aged 55
and over are relatively more likely to report a lack of health and medical content (23.4%), and those
aged 45-54 a lack of official information from government bodies (21.6%).

The main demand among social media users is thus for more reliable information, more ob-

jective coverage of events and greater availability of analytical content.

The survey then explored the problems users had recently encountered on social media.
Respondents were asked to indicate the most common problems they face when using social net-

works.

The most common problem is unreliable news (48.7%). Respondents have also encoun-
tered fraud and attempts to trick them out of money (34%), intrusive advertising (31.9%), suspi-
cious links, viruses and malicious files (24.9%), attempts to hack their accounts (24.2%) and fake
accounts created in someone else’s name (22.4%) (Table 155).

Table 155 What problems have you encountered on social media recently?
(% of respondents: total sample, by gender and age, n=215)

Total Gender Age group
sample Men Women  18-24 25-34  35-44  45-54 55+
Unreliable news and false information 48.7 50.5 46.9 46.6 50.9 49.2 50.3 45.8
Manipulative or misleading content 12.2 15.0 9.4 17.8 13.6 9.0 8.5 8.4
rraud ya”d attemptstotrickpeopleoutof 346 353 326 339 314 352 386 308

Suspicious links, viruses and malicious 24.9 278 21.9 271 268 226 24.2 215

files

Account hacking or hacking attempts 24.2 28.3 19.9 25.4 291 19.6 27.5 15.0
Fake accounts impersonating others 22.4 22,5 22.3 22,5 20.9 24.6 24.8 17.8
Leaks or unlawful use of personal data 7.5 7.5 7.6 11.4 10.9 5.0 4.6 0.9
Intrusive advertising 31.9 Bilk5 324 38.1 30.0 29.6 26.1 34.6
Spam and unwanted messages 121 12.6 11.6 16.9 13.2 14.6 7.2 1.9
Hidden advertising in bloggers’ posts 7.3 7.9 6.7 11.9 BY5) 7.5 52 3.7
Fake accounts, bots and inauthentic 121 13 129 1381 95 141 137 93
Insults, harassment or threats 35) 3.2 3.8 3.0 4.1 4.0 383 2.8
Aggressive arguments and hate speech 1.4 17 1.1 1.3 0.5 2.5 0.7 2.8
Discriminatory or degrading posts 0.8 0.9 0.7 0.0 0.9 2.0 0.0 0.9

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 174



Section F. Social networks Media Consumption in Uzbekistan - 2026

Total Gender Age group

sample Men Women  18-24 25-34  35-44  45-54 55+
Content showing violence or cruelty 4.0 3.0 5.1 3.0 5.0 4.0 353 5.6
Indecgnt content or content unsuitable 7.3 58 8.9 38 6.8 75 11 10.3
for children
Too much useless information 12.0 11.3 12.7 11.0 10.0 11.6 15.0 15.0
Monotonous and repetitive content 7.3 7.5 7.1 9.3 9.1 5.0 6.5 4.7
Recommendatlons that do not match my 3.0 21 38 25 36 20 26 47
interests
Ne'gative effect on mood or mental well- 2.1 11 31 17 27 15 26 19
being
Copyrightinfringement and use of oth- 5 ¢ 19 22 34 09 15 2.6 19
ers’ content without permission
Unjustified removal of posts or blocking 2.3 19 27 21 41 15 20 0.9
of accounts
Have not encountered any 8.3 7.1 9.6 4.7 4.5 10.6 13.1 13.1
Hard to say 4.4 4.1 4.7 3.0 2.3 4.0 5.2 11.2

*Respondents could choose up to five answers.

Men are slightly more likely than women to have encountered unreliable news and false in-
formation (50.5% vs 46.9%), as well as fraud and attempts to trick them out of money (35.3% vs
32.6%). The differences are more pronounced for account hacking attempts (28.3% of men vs
19.9% of women) and for suspicious links, viruses and malicious files (27.8% vs 21.9%) (Table 155).

Unreliable news and false information top the list of problems in all age groups. Fraud and
attempts to trick people out of money are mentioned most often by 45-54-year-olds (38.6%). Ac-
count hacking attempts are reported most often by respondents aged 25-34 (29.1%) and 45-54
(27.5%). Young people aged 18-24 are more likely than other age groups to have encountered in-
trusive advertising (38.1%) and spam (16.9%).

The main problems faced by social media users therefore relate to the spread of unreliable
information, fraud and threats to digital security. The findings point to the need for greater atten-
tion to the reliability of the content being disseminated, to the protection of personal accounts
and to informing users about the potential risks of social media.
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Section G. Telegram

86.1% 85.3% 83.6%

use Telegram of users open Telegram several of users use Telegram for per-
Figure 5 times a day sonal messaging
Table 160 Table 157

As digital communication plays a growing role in everyday life and the ways of obtaining,
sharing and disseminating information continue to change, studying how people use the Telegram
messaging app has become particularly relevant. Messaging apps are used not only for personal
communication but also for getting news, accessing thematic channels, sharing socially significant
information and interacting with various social groups. Analysing Telegram use therefore offers
deeper insight into current media consumption practices, users’ information preferences and the

ways they interact with the digital information environment.

The aim of this section is to examine patterns of Telegram use, including why and how in-
tensively people use it, users’ thematic preferences and the problems they encounter on the plat-

form.
The analysis of Telegram use was based on the following indicators:

1. the prevalence and intensity of Telegram use;
2. the purposes and patterns of Telegram use;

3. problems encountered when using Telegram.
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G.1 Prevalence and intensity of Telegram use

Telegram is widely used in the sample: 86.1% of respondents use it, while 13.9% said they
do not.

There are some differences by gender. Among women, 87.8% use Telegram, compared
with 84.4% of men. Accordingly, 12.2% of women and 15.6% of men do not use the messenger.

Figure 5 Do you use the Telegram messenger?
(% of all respondents, n=1,411)

m Yes, luse it No, | do not use it
Total sample 86.1 13.9
Men 84.4 15.6
Women 87.8 12.2

Telegram use is widespread in all age groups, although its popularity varies with respond-
ents’ age. The highest shares of users are found among 25-34-year-olds (95.8%) and young peo-
ple aged 18-24 (94.7%). Among 35-44-year-olds, 91.3% use the app.

The share of Telegram users declines with age: it stands at 84.7% among 45-54-year-olds
and 63.8% among those aged 55 and over. Accordingly, the share of non-users is highest in the
oldest age group, reaching 36.2%.

Figure 6 Do you use the Telegram messenger?
(% of all respondents, by age, n=1,411)

m Yes, luse it No, | do not use it
18-24 94.7 5.3
35-44 8.7

45-54

91.3
84.7
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The highest share of Telegram users is recorded in Fergana region (92.2%). Comparatively
high figures are also found in Jizzakh region (91%), Andijan region (90.1%), and the Republic of
Karakalpakstan and Khorezm region (0% each). In Tashkent city, 88.2% of respondents use Tele-
gram; the figure is 87% in Namangan region and 86.1% in Samarkand region.

Lower figures are recorded in Kashkadarya region, where 77.5% of respondents use the
messenger, and in Syrdarya region (78.0%). The share of users is 82.2% in Bukhara region, 83.0% in
Surkhandarya region and 85.1% in both Navoi and Tashkent regions. The highest shares of re-
spondents who do not use Telegram are found in Kashkadarya (22.5%) and Syrdarya (22.0%) re-
gions.

Telegram is used by 85% of respondents living in urban areas and 87.4% of rural residents.

Table 156 Do you use the Telegram messenger?
(% of all respondents, n=1,411)

Yes No
REGION
Andijan region 90.1 9.9
Bukhara region 82.2 17.8
Fergana region 92.2 7.8
Jizzakh region 91.0 9.0
Namangan region 87.0 13.0
Navoi region 85.1 14.9
Kashkadarya region 77.5 22.5
Republic of Karakalpakstan 90.0 10.0
Samarkand region 86.1 13.9
Syrdarya region 78.0 22.0
Surkhandarya region 83.0 17.0
Tashkent city 88.2 11.8
Tashkent region 85.1 14.9
Khorezm region 90.0 10.0
TYPE OF SETTLEMENT
Urban 85.0 15.0
Rural 87.4 12.6

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

G.2 Purposes and patterns of Telegram use

Respondents’ answers show that Telegram is used above all for personal communication.
This option was chosen by 83.6% of respondents in the total sample: 84.2% of men and 83.1% of
women. Personal messaging with relatives, friends and acquaintances is thus the most common

way of using the messenger, regardless of gender.
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Other popular uses are voice and video calls (44.6%) and communication in family, friend-
ship and other groups (44.4%). In both cases the figures for men and women are similar: 43.8% of
men and 45.4% of women use voice and video calls, while 46.0% and 43% respectively use group
chats. This shows that Telegram serves primarily as a communication tool, supporting both one-
to-one and group interaction.

Getting news is another important reason for using Telegram. Overall, 30.2% of respond-
ents get news about events in Uzbekistan via Telegram, and 23% get international news. Men are
more likely than women to use the app for news about events both at home (34.0% vs 26.6%) and
abroad (26.6% vs 19.5%). Obtaining official information from government bodies was mentioned
by 12.7% of respondents (16.0% of men and 9.5% of women).

Educational use deserves separate mention. Overall, 18.4% of respondents use Telegram
for studying and accessing educational materials: 24.6% of women, compared with 11.8% of men.

Table 157 For what purposes do you use Telegram?
(% of respondents who answered, n=1,215)

Gender
Total sample Men Women
Messaging family, friends and acquaintances 83.6 84.2 83.1
Making voice and video calls 44.6 43.8 45.4
Chatting in family, friends’ and other groups 44.4 46.0 43.0
Getting news about events in Uzbekistan 30.2 34.0 26.6
Getting international news 23.0 26.6 19.5
Getting news from my region, city or district 7.5 9.3 5.8
Soe;}c(iarég official information from government 12.7 16.0 95
ggsr’r;;nunicating for work and professional pur- 28.1 30.0 26.4
:Ir;asring documents, photos, videos and other 14.2 136 14.7
Studying and getting educational materials 18.4 11.8 24.6
Looking for work and vacancies 7.2 8.4 6.1
nGg:}t}ing information on professional develop- 9.5 99 92
Elljgtrli’rrl?e?sbusiness and communicating with 5.1 6.2 4.0
Advertising and selling goods or services 2.6 2.2 3.1
Finding and buying goods or services 3.7 3.7 3.7
Using Telegram bots 4.6 3.9 5.3
Reading bloggers’ and experts’ channels 1.6 1.9 1.4
Watching entertainment and comedy content 3.0 25 3.4
Watching films and videos, listening to music 7.2 8.1 6.4
Taking part in interest groups and communities 41 3.5 4.7
Taking part in discussions, polls and contests 2.1 2.2 1.9
Storing personal notes and files 8.0 6.4 9.5
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*Respondents could choose more than one answer.

The highest share is found among 18-24-year-olds (87.2%), and the lowest among 25-34-
year-olds (81.3%). Voice and video calls also play a prominent role: around 43-48% of respondents

use them, regardless of age.

At the same time, Telegram'’s role as a means of group communication grows markedly
with age. While 35.3% of 18-24-year-olds mentioned this function, the figures reach 49.0% among
35-44-year-olds and 52.1% among 45-54-year-olds. Among those aged 55 and over, the share
also remains high at 50.6%. A similar trend can be seen in the use of Telegram for news about
events in Uzbekistan: the figure rises from 24.4% in the youngest group to 34.5% among 45-54-

year-olds.

Telegram is used for work and professional communication by 33.1% of 18-24-year-olds,
30.1% of 25-34-year-olds and 31.0% of 35-44-year-olds. The figure falls to 26.1% among 45-54-

year-olds and to 16.3% among those aged 55 and over.

Use of the platform for studying and accessing educational materials is highest among 18-
24-year-olds (26.7%), compared with 9.7% among 45-54-year-olds and 7.3% among those aged

55 and over.

Table 158 For what purposes do you use Telegram?
(% of respondents who answered, n=1,215)

Age group

18-24 25-34 35-44 45-54 55+
Messaging family, friends and 87.2 81.3 83.1 81.9 84.8
acquaintances
Making voice and video calls 47.7 43.8 441 433 43.8
Chatting in family, friends’ and 353 382 49.0 521 506
other groups
Gettlng news about events in 24.4 27.6 333 345 326
Uzbekistan
Getting international news 24.8 20.2 19.5 26.5 24.7
Getting news from my region, 6.0 59 8.8 8.4 9.0
city or district
Getting official mformahon from 15.0 125 13.4 105 1.2
government bodies
Communicating for work and 331 30.1 31.0 26.1 16.3
professional purposes
Sharing documgnts, photos, vid- 14.7 143 138 13.4 14.6
eos and other files
Studying and getting educa- 26.7 18.8 24.9 9.7 7.3
tional materials
Looking for work and vacancies 7.9 8.5 5.7 7.6 6.2
Qettmg information on profes- 128 99 10.0 8.0 56
sional development
Running a business and com- 49 55 50 8.0 11

municating with customers
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Age group

18-24 25-34 35-44 45-54 55+
Advgrhsmg and selling goods or 26 15 4.2 29 17
services
F|nd!ng and buying goods or 15 4.4 19 63 51
services
Using Telegram bots 7.9 5.9 3.1 42 0.6
Reading bloggers’ and experts 19 26 0.8 13 17
channels
Watching entertainment and 19 29 23 38 45
comedy content
Wajcchlng fllm§ and videos, lis- 04 55 27 76 56
tening to music
Taking part in |pterest groups 4.9 4.0 23 55 3.9
and communities
Taking part in discussions, polls 23 15 15 3.4 17
and contests
Storing personal notes and files 8.6 8.8 9.2 8.4 3.4

*Respondents could choose more than one answer.

A comparison of urban and rural residents shows that in both groups Telegram is used pri-
marily for personal messaging with relatives, friends and acquaintances. This option was chosen by
82.5% of urban and 84.9% of rural residents. Urban residents use voice and video calls slightly
more often (45.8% vs 43.2%), whereas rural residents are slightly more likely to mention communi-
cation in family, friendship and other groups (45.3% vs 43.7%).

Rural residents are more likely to use Telegram to get news about events in Uzbekistan
(32.7% vs 28%), international news (24.4% vs 21.7%) and news about their own region, city or dis-
trict (9.5% vs 5.7%). The same pattern applies to obtaining official information from government
bodies: 15.6% among rural residents, compared with 10.1% among urban residents.

For certain purposes, the figures are higher among urban residents. In particular, they are
more likely to use Telegram to search for and buy goods or services (4.6% vs 2.6%) and to adver-

tise and sell goods or services (2.9% vs 2.3%).

Table 159 For what purposes do you use Telegram?
Multjple answers possible (% of respondents who answered, n=1,215)

Type of settlement

Urban Rural
Messaging family, friends and acquaintances 82.5 84.9
Making voice and video calls 45.8 43.2
Chatting in family, friends’ and other groups 43.7 45.3
Getting news about events in Uzbekistan 28.0 32.7
Getting international news 21.7 24.4
Getting news from my region, city or district 5.7 9.5
Getting official information from government bodies 10.1 15.6
Communicating for work and professional purposes 27.2 29.2
Sharing documents, photos, videos and other files 11.9 16.7
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Type of settlement

Urban Rural
Studying and getting educational materials 16.6 20.4
Looking for work and vacancies 6.5 8.1
Getting information on professional development 8.4 10.9
Running a business and communicating with customers 5.1 5.1
Advertising and selling goods or services 2.9 23
Finding and buying goods or services 4.6 2.6
Using Telegram bots 4.5 4.7
Reading bloggers’ and experts’ channels 1.5 1.8
Watching entertainment and comedy content 2.5 3.5
Watching films and videos, listening to music 7.4 7.0
Taking part in interest groups and communities 3.4 4.9
Taking part in discussions, polls and contests 1.9 23
Storing personal notes and files 6.2 10.0

The vast majority of respondents use Telegram every day: 85.3% use the platform several
times a day and a further 10.8% once a day. Among men, 85.2% use Telegram several times a day;

among women, 85.3%.

Telegram is used most intensively by 25-34-year-olds: 93% of them open the app several
times a day. High figures are also recorded among 18-24-year-olds (89.5%) and 35-44-year-olds
(88.5%). In the older age groups, the share of those using Telegram several times a day declines, to
79.4% among 45-54-year-olds and 70.2% among those aged 55 and over.

Table 160 How often do you use Telegram?
(% of respondents who answered, n=1,215)

Totallsam= Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Several times a day 85.3 85.2 85.3 89.5 93.0 88.5 79.4 70.2
Once a day 10.8 10.4 1.1 7.5 515 9.2 14.7 20.8
Several times a week 3.0 3.5 2.6 1.9 1.5 1.5 4.6 7.3
Once a week 0.3 0.5 0.2 0.4 0.4 1.1
Several times a month 0.4 0.3 0.5 0.4 0.4 0.8 0.6
Less thanonce a 0.2 03 08

Regional data show that Telegram is used several times a day in all the regions of Uzbeki-
stan represented in the survey. The highest figure is recorded in Khorezm region (88.9%), followed
by Tashkent city and the Republic of Karakalpakstan (87.8% each). This pattern of use is somewhat
less common in Kashkadarya region (79.7%) and Syrdarya region (80.8%). Telegram is used once a
day by 17.7% of respondents in Kashkadarya region, 14.9% of those surveyed in Samarkand region
and 14.3% in Andijan region.
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Among rural residents, 86.1% use Telegram several times a day, compared with 84.5% of
urban residents. The app is opened once a day by 10.4% of rural and 11.1% of urban residents. The
share of those who use Telegram several times a week is almost the same: 3% in rural areas and

3.1% in urban areas.

Table 161 How often do you use Telegram?
(% of respondents who answered, n=1,215)

Several times a Several times a Several timesa Less than once
day Once a day week Once a week month amonth
REGION
Andijan region 83.5 14.3 1.1 1.1
Bukhara region 85.5 8.4 4.8 1.2
Fergana region 85.1 1.7 3.2
Jizzakh region 87.9 7.7 3% 1.1
Namangan region 82.8 10.3 5.7 1.1
Navoi region 86.0 11.6 2.3
Kashkadarya region 79.7 17.7 2.5
Republic of K- 878 78 44
Samarkand region 83.9 14.9 1.1
Syrdarya region 80.8 12.8 5.1 1.3
Surkhandarya region 86.7 9.6 24 1.2
Tashkent city 87.8 8.9 2.2 1.1
Tashkent region 86.0 9.3 3.5 1.2
Khorezm region 88.9 6.7 383 1.1
TYPE OF SETTLEMENT
Urban 84.5 1.1 3.1 0.3 0.8 0.2
Rural 86.1 10.4 3.0 0.4 0.2

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

On weekdays, respondents most often spend between 30 minutes and one hour on Tele-
gram (28.7%) or less than 30 minutes (26.7%). A further 21.2% use the platform for one to two
hours a day. Among women, 29% spend less than 30 minutes a day on the platform, compared
with 24.4% of men.

Among 18-24-year-olds, two options are equally common: 30 minutes to one hour and
one to two hours a day (27.1% each). In the 25-34 and 35-44 age groups, the most frequent
choice is 30 minutes to one hour (29.4% and 29.1% respectively). Among 45-54-year-olds and
those aged 55 and over, using Telegram for less than 30 minutes a day is the most common option
(32.8% and 33.7% respectively). The share of those who spend a long time on Telegram also de-

creases with age.
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Table 162 How much time do you spend on Telegram on a weekday?
(% of respondents who answered, n=1,215)

Usually do
Less than 30 30 minutes More than4  not use on
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours weekdays
Total sample 26.7 28.7 21.2 9.7 5.9 5.3 2.4
GENDER
Men 24.4 29.5 21.9 9.3 6.7 5.2 2.9
Women 29.0 28.0 20.5 10.1 5.2 &3 1.9
AGE GROUP
18-24 211 27.1 27.1 12.0 4.9 6.8 1.1
25-34 235 29.4 21.0 9.6 7.7 15 2.9
35-44 25.7 291 18.8 10.3 8.4 5.0 2.7
45-54 32.8 28.2 18.9 8.8 3.4 5.9 2.1
55+ 33.7 30.3 19.1 6.7 4.5 2.2 34

Spending 30 minutes to one hour on Telegram is most common in Samarkand (36.8%),
Andijan (34.1%), Surkhandarya (34.9%) and Fergana (33.0%) regions, as well as in Tashkent city
(32.2%).

One to two hours a day is reported most often in Fergana region (25.5%) and Andijan re-
gion (25.3%), as well as in Namangan, Kashkadarya and Syrdarya regions (24.1-24.4%). The share
of respondents spending two to three hours in the app is highest in the Republic of Karakalpakstan
(16.7%), Jizzakh region (15.4%) and Kashkadarya region (15.2%).

Use of Telegram for more than four hours a day is found in Namangan region (8.0%), Navoi
region (8.1%), Tashkent region (7.0%) and Tashkent city (7.8%).

Less than 30 minutes a day is reported by 30.6% of rural residents, compared with 23.4%
of urban residents. Urban residents are more likely to spend 30 minutes to one hour in the app
(30.8% vs 26.4%), two to three hours (11.1% vs 8.1%) and more than four hours (6.2% vs 4.2%).

Table 163 How much time do you spend on Telegram on a weekday?
(% of respondents who answered, n=1,215)

Usually do
Lessthan30 30 minutes More than 4  not use on
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours weekdays
REGION
Andijan region 16.5 34.1 253 6.6 77 B8 4.4
Bukhara region 26.5 30.1 14.5 12.0 6.0 4.8 6.0
Fergana region 20.2 33.0 2585 9.6 1.1 3.2 7.4
Jizzakh region 27.5 26.4 17.6 15.4 6.6 515 1.1
Namangan region 241 253 241 11.5 4.6 8.0 23
Navoi region 85 24.4 17.4 4.7 385 8.1 23
Kashkadarya region 27.8 17.7 241 15.2 10.1 25 25
E:I';’):i’gtca‘r’f Kara- 267 24.4 2222 167 5.6 4.4
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Usually do
Less than 30 30 minutes More than4  notuse on
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours weekdays
Samarkand region 23.0 36.8 21.8 8.0 3.4 5.7 1.1
Syrdarya region 28.2 25.6 24.4 9.0 7.7 3.8 1.3
Surkhandarya region 30.1 34.9 15.7 3.6 9.6 4.8 1.2
Tashkent city 22.2 322 17.8 8.9 10.0 7.8
Tashkent region 36.0 24.4 20.9 4.7 5.8 7.0 1.2
Khorezm region 27.8 31.1 24.4 10.0 2.2 2.2 22
TYPE OF SETTLEMENT
Urban 234 30.8 19.7 11.1 6.2 6.2 25
Rural 30.6 26.4 22.8 8.1 5.6 4.2 2.3

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

According to respondents, time spent on Telegram generally increases at weekends. The
most common option is one to two hours a day, chosen by 26.2% of respondents. A further 22.3%
spend 30 minutes to one hour in the app and 19.2% less than 30 minutes. Overall, 26.3% of re-
spondents use Telegram for more than two hours on weekend days, including 6.3% who spend
more than four hours in the app.

At weekends, 22.9% of women and 15.3% of men use Telegram for less than 30 minutes.
Men are more likely to report longer use: two to three hours (14% vs 11.6% among women) and
three to four hours (10.1% vs 4.3%). More than four hours on Telegram is reported by 7.2% of men
and 5.5% of women.

Among 18-24-year-olds, 27.8% spend one to two hours on Telegram on a weekend day
and 31.3% more than two hours. Among 25-34-year-olds, the corresponding figures are 26.5%
and 26.9%.

Shorter use is more common in the older age groups. Among those aged 55 and over,
26.4% spend less than 30 minutes in the app and 28.7% between 30 minutes and one hour.

Table 164 How much time do you spend on Telegram on a weekend day?
(% of respondents who answered, n=1,215)

Usually do
Less than 30 30 minutes More than4  not use at
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours weekends
Total sample 19.2 22.3 26.2 12.8 7.2 6.3 6.1
GENDER
Men 15.3 221 25.9 14.0 10.1 7.2 5.4
Women 229 22.5 26.4 11.6 4.3 545 6.8
AGE GROUP
18-24 16.2 21.8 27.8 11.3 9.8 10.2 3.0
25-34 16.9 23.2 26.5 11.4 8.1 7.4 6.6
35-44 18.8 19.5 28.7 15.7 5.0 8.7 6.5
45-54 20.2 20.2 24.8 17.2 5.9 3.4 8.4
55+ 26.4 28.7 21.3 6.7 6.7 3.9 6.2
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The share of respondents using Telegram for one to two hours on weekend days is highest
in the Republic of Karakalpakstan and Khorezm region (34.4% each), followed by Tashkent city
(30.0%) and Samarkand region (29.9%). In Navoi region, by contrast, shorter use is more common:
34.9% of respondents spend less than 30 minutes in the app. This figure is also relatively high in
Tashkent region (25.6%), Kashkadarya region (25.3%) and Syrdarya region (24.4%).

The highest shares of users spending more than four hours on Telegram on a weekend day
are found in Tashkent region (11.6%), Andijan region (11.0%) and Tashkent city (10.0%).

The share of those who do not usually use Telegram at weekends deserves separate men-
tion. The highest figures are recorded in Namangan region (12.6%), Fergana region (10.6%) and
Surkhandarya region (9.6%).

By type of settlement, rural residents are slightly more likely to spend 30 minutes to one
hour on Telegram on a weekend day (25.0% vs 20.0% among urban residents). Urban residents are
more likely to use the platform for three to four hours (8.2% vs 6.0%) and for more than four hours
(7.3% vs 5.3%).

Table 165 How much time do you spend on Telegram on a weekend day?
(% of respondents who answered, n=1,215)

Usually do
Lessthan30 30 minutes Morethan4  not use at
minutes to 1 hour 1-2 hours 2-3 hours 3-4 hours hours weekends
REGION
Andijan region 12.1 22.0 27.5 13.2 9.9 11.0 4.4
Bukhara region 15.7 27.7 253 12.0 8.4 6.0 4.8
Fergana region 14.9 27.7 24.5 8.5 8.5 &3 10.6
Jizzakh region 19.8 19.8 26.4 17.6 6.6 6.6 383
Namangan region 14.9 241 20.7 14.9 5.7 6.9 12.6
Navoi region 34.9 2888 15.1 15.1 2.3 2.3 7.0
Kashkadarya region 253 15.2 21.5 20.3 10.1 2.5 5.1
E:I';‘;tk’gfa‘r’f Kara- 14.4 222 34.4 12.2 10.0 33 33
Samarkand region 16.1 26.4 29.9 13.8 9.2 23 2.3
Syrdarya region 24.4 25.6 28.2 6.4 5.1 6.4 3.8
Surkhandarya region 16.9 229 26.5 8.4 7.2 8.4 9.6
Tashkent city 13.3 15.6 30.0 15.6 6.7 10.0 8.9
Tashkent region 25.6 19.8 20.9 12.8 4.7 11.6 4.7
Khorezm region 22.2 20.0 34.4 7.8 5.6 5.6 4.4
TYPE OF SETTLEMENT
Urban 19.0 20.0 25.9 12.8 8.2 7.3 6.8
Rural 19.3 25.0 26.5 12.7 6.0 583 5.3

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.
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The evening is the most popular time for using Telegram. In the total sample, 43.3% of re-
spondents most often use the platform between 18:00 and 21:00, and 41.9% between 21:00 and
24:00. Telegram is also actively used in the first half of the day: 35.1% of respondents mentioned
09:00-12:00 and 33.5% 12:00-15:00. The time after midnight is mentioned least often (5.8%).

By gender, evening activity is more pronounced among men: 47.6% of men and 39.1% of
women use Telegram most often between 18:00 and 21:00, and 45.1% and 38.8% respectively be-
tween 21:00 and 24:00. Women, in turn, are slightly more likely to mention using the platform in
the first half of the day: for 09:00-12:00 the figure is 36.6%, compared with 33.5% of men. Men are

also more likely to use Telegram after midnight (7.4% vs 4.3% of women).

Respondents aged 55 and over are noticeably less likely to use Telegram mostly late in the
evening: 35.4% name 21:00-24:00, compared with 42.0-44.5% in the other age groups.

Table 166 At what time of day do you most often use Telegram?
(% of respondents who answered, n=1,215)

Toiel semme Gender Age group

ple Men Women 18-24 25-34 35-44 45-54 55+
Before 09:00 20.2 22.9 17.6 14.3 20.6 21.8 22.3 23.0
09:00-12:00 35.1 8815 36.6 38.0 37.1 37.5 34.5 24.7
12:00-15:00 33.5 323 34.6 33.8 32.0 34.9 32.8 34.3
15:00-18:00 25.6 26.1 251 26.3 26.1 26.1 26.5 21.9
18:00-21:00 43.3 47.6 391 40.2 41.2 471 45.4 42.7
21:00-24:00 41.9 451 38.8 429 445 425 42.0 35.4
After 24:00 5.8 7.4 4.3 7.9 6.6 5.7 15 2.2

*Respondents could choose more than one answer.

Between 18:00 and 21:00, the highest figures are recorded in Namangan region (59.8%)
and Fergana region (57.4%). High shares are also found in Khorezm region (51.1%), the Republic of
Karakalpakstan (50.0%) and Kashkadarya region (49.4%). In the late evening (21:00-24:00), the
Republic of Karakalpakstan and Khorezm region lead (53.3% each), followed by Samarkand region
(50.6%).

In Kashkadarya region, 49.4% of respondents use Telegram between 09:00 and 12:00 and
43% between 12:00 and 15:00; 39.2% mentioned the period before 09:00, 40.5% 15:00-18:00, and
25.3% the time after midnight.

Evening hours remain the most popular among both urban and rural residents. However,
rural respondents are more likely to use Telegram before 09:00 (23.6% vs 17.2% among urban resi-
dents), between 18:00 and 21:00 (46.2% vs 40.7%) and between 21:00 and 24:00 (44.1% vs 39.9%).
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Table 167 At what time of day do you most often use Telegram?
(% of respondents who answered, n=309)

Before 09:00- 21:00-

09:00 12:00 12:00-15:00 15:00-18:00 18:00-21:00 24:00 After 24:00
REGION
Andijan region 27.5 242 242 22.0 42.9 42.9 5.5
Bukhara region 15.7 34.9 36.1 19.3 28.9 41.0 4.8
Fergana region 18.1 447 38.3 26.6 57.4 28.7 0.0
Jizzakh region 18.7 27.5 28.6 25.3 35.2 38.5 7.7
Namangan region 241 42.5 44.8 29.9 59.8 34.5 0.0
Navoi region 15.1 419 33.7 23.3 36.0 BOA5 4.7
Kashkadarya region 39.2 49.4 43.0 40.5 49.4 48.1 2588
E:I'E’)gtk’gfa‘r’f Kara- 15.6 433 4222 367 50.0 533 10.0
Samarkand region 25.3 32.2 19.5 241 36.8 50.6 8.0
Syrdarya region 11.5 26.9 26.9 15.4 33.3 35.9 1.3
Surkhandarya region 12.0 41.0 28.9 20.5 33.7 42.2 24
Tashkent city 23.3 222 32.2 23.3 411 34.4 5.6
Tashkent region 19.8 31.4 27.9 221 47.7 442 7.0
Khorezm region 16.7 30.0 42.2 28.9 51.1 53.3 1.1
TYPE OF SETTLEMENT
Urban 17.2 34.5 31.3 26.2 40.7 39.9 5.1
Rural 23.6 35.7 36.0 25.0 46.2 441 6.7

*Respondents could choose more than one answer.

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

Respondents’ answers show that home is the main place where they use Telegram: 72% of
the total sample chose this option. In second place is using the platform almost everywhere, men-
tioned by 10.3% of respondents. A further 15.1% most often use Telegram at work.

Women are more likely than men to name home (77.9% vs 65.8%). Men, in turn, are more
likely to use Telegram at work (18.5% vs 11.9%) and almost everywhere (13.3% vs 7.4%).

Among those aged 55 and over, 90.4% use Telegram most often at home. In the younger
groups, this share is lower: 62.4% among 18—-24-year-olds and 64.3% among 25-34-year-olds. Us-
ing Telegram at work is most common among 25-34-year-olds (20.2%).

Table 168 Where do you most often use Telegram?
(% of respondents who answered, n=1,215)

Q
3
a 2
Q =
Ko} ©
) = 3 s o
2 9 . 2 5
@ a 9] < <
o @ ° o =S
) s g o 5]
9 o o >
o) ) RO © 0 > )
I = o o) o = (0] -
S 9 g 3 Qo 8 & 8
= z 5 = = © © £
< < < O < < < <
Total sample 72.0 15.1 1.6 0.3 0.2 0.2 0.2 10.3
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GENDER
Men 65.8 18.5 1.0 0.2 0.5 0.5 0.2 13.3
Women 77.9 11.9 2.1 0.5 0.2 7.4
AGE GROUP
18-24 62.4 1.7 4.9 1.1 0.4 0.4 0.4 18.8
25-34 64.3 20.2 2.2 0.4 0.4 0.4 121
35-44 73.6 16.5 0.4 0.4 9.2
45-54 761 16.4 7.6
55+ 90.4 9.0 0.6

Home remains the main place of Telegram use in every region shown. The highest figures

are recorded in Andijan and Khorezm regions (80.2% each), as well as in Surkhandarya region

(78.2%) and Fergana region (77.7%).

Residents of Kashkadarya region are relatively less likely to name home as their main place

of use (59.5%).

In most regions, work is the second most common place of Telegram use. The highest fig-

ures are recorded in Navoi region (24.4%) and Tashkent region (23.3%).

Using Telegram almost everywhere is reported by 29.1% of respondents in Kashkadarya

region and 25.6% in Samarkand region.

By type of settlement, urban residents are more likely than rural residents to choose “al-

most everywhere” (11.6% vs 8.8%).

Table 169 Where do you most often use Telegram?

(% of respondents who answered, n=1,215)
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REGION
Andijan region 80.2 8.8 2.2 1.1 7.7
Bukhara region 67.5 14.5 1.2 2.4 14.5
Fergana region 77.7 20.2 1.1 1.1
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Jizzakh region 69.2 B3 2.2 23.1
Namangan region 71.3 12.6 2.3 1.1 1.1 11.5
Navoi region 65.1 24.4 315 1.2 5.8
Kashkadarya region 525! 10.1 1.3 29.1
Samarkand region 61.1 13.3 25.6
Syrdarya region 75.9 19.5 2.3 2.3
Surkhandarya region 78.2 16.7 1.3 2.6 1.3
Tashkent city 74.7 18.1 3.6 1.2 2.4
Tashkent region 64.4 233 1.1 1.1 1.1 8.9
Khorezm region 80.2 12.8 7.0
TYPE OF SETTLEMENT
Urban 69.5 15.6 1.9 0.6 0.3 0.3 0.2 1.6
Rural 74.9 14.6 1.2 0.2 0.2 0.2 8.8

*Results for small groups are for reference only and should be interpreted with caution because of the limited number of obser-
vations.

News channels from Uzbekistan are the most popular type of Telegram channel: 55.2% of
respondents in the total sample subscribe to them. They are followed by channels of universities,
schools and educational centres (22.4%), channels of local authorities and mahallas (21.2%), educa-
tional and popular science channels (17.0%), and official channels of government bodies and insti-
tutions (15.6%). This points to considerable interest among respondents in news, educational and
official information. International news channels were chosen by 27.1% of respondents, and re-
gional and local news channels by 10.5%. Channels of bloggers and opinion leaders were men-
tioned by 12.3% of participants. In addition to channels of educational institutions and popular
science resources, 13.9% of respondents subscribe to professional and industry channels and
12.9% to channels with job vacancies and employment information. Interest in health and medicine
channels was expressed by 13.7%, while channels on finance and financial literacy, legal infor-
mation, and technology and artificial intelligence are less common, at 3.0-3.5%.

Men are more likely than women to subscribe to news channels from Uzbekistan (61.3% vs
49.4%), international news channels (35.7% vs 18.8%), official channels of government bodies
(20.7% vs 10.6%) and channels of local authorities and mahallas (24.1% vs 18.5%). There is also a
substantial gap for sports channels, chosen by 22.9% of men and 3.5% of women. Business and
entrepreneurship channels are likewise more often mentioned by men (11.6% vs 5.2%).

Among women, 25.3% subscribe to channels of universities, schools and educational cen-
tres, compared with 19.4% of men; for educational and popular science channels the figures are
20.6% and 13.1% respectively. Clear differences can be seen for health and medicine (18.8%
among women vs 8.4% among men), family and parenting (11.9% vs 4.2%), and cooking, home and

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 190



Section G. Telegram

Media Consumption in Uzbekistan - 2026

lifestyle (16.3% vs 1.5%). Women are also more likely to choose women’s channels (20.5% vs 0.3%

among men) and channels of shops, companies, brands and services (9.2% vs 4.4%). Overall, 6.0%

of respondents said they do not subscribe to any Telegram channels.

Table 170 What types of Telegram channels do you subscribe to?

(% of respondents who answered, n=1,215)

Gender
Total sample Men Women
Uzbek news channels 55.2 61.3 49.4
International news channels 271 35.7 18.8
Regional and local news channels 10.5 12.0 9.0
g;‘tfiiiiilncshannels of government bodies and in- 15.6 207 106
Channels of local authorities and mahallas 21.2 241 18.5
;Z?gr;f;ig; rs1ewspapers, magazines, TV and 4.5 5.4 37
Channels of bloggers and opinion leaders 12.3 13.0 11.8
Analytical and socio-political channels 6.7 6.7 6.6
Educational and popular science channels 17.0 13.1 20.6
((:Z;?tr;zcsals of universities, schools and education 22.4 19.4 253
Job vacancy and employment channels 12.9 12.8 13.0
Professional and industry channels 13.9 12.6 15.1
Business and entrepreneurship channels 8.3 11.6 5.2
Finance and financial literacy channels 3.4 3.7 3.1
ggr?ggilévv:;‘ch legal information and explana- 35 3.9 32
Health and medicine channels 13.7 8.4 18.8
Technology, internet and Al channels 3.0 49 1.3
Culture, literature, art and history channels 2.9 34 24
Religious education channels 2.4 3.2 1.6
Family and parenting channels 8.1 4.2 1.9
Women'’s channels 10.6 0.3 20.5
Youth channels 5.8 5.6 6.0
Sports channels 13.0 22.9 315
Travel channels 3.7 4.0 3.4
Entertainment and comedy channels 5.3 5.2 53
Film, series and music channels 8.2 10.1 6.4
Cookery, home and lifestyle channels 9.1 1.5 16.3
\(/ZiZ:;meIs of shops, companies, brands and ser- 6.8 4.4 92
g?oar:]gilg r\]/;iltgf?(lgsssiﬁed ads, discounts and 4.7 59 35
Do not follow any accounts 6.0 49 7.1
Hard to say 1.6 2.0 1.3

*Respondents could choose more than one answer.
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In all age groups, subscriptions to news channels from Uzbekistan are the most common:
57.7% of 25-34-year-olds, 57.1% of 18-24-year-olds, 55.5% of 45-54-year-olds and 48.9% of
those aged 55 and over subscribe to them. International news channels are particularly popular
among young respondents, mentioned by 35.0% of 18-24-year-olds. A similar pattern applies to
channels of local authorities and mabhallas: their share is higher among 35-44-year-olds (25.7%),
45-54-year-olds (25.2%) and those aged 55 and over (23.0%) than among young respondents.
Among 18-24-year-olds, 25.6% subscribe to educational and popular science channels and 32.0%
to channels of universities, schools and educational centres. Channels with job vacancies and em-
ployment information are more often mentioned by respondents aged 25-54.

Channels about family and parenting are more often mentioned by 35-44-year-olds
(11.5%). Young respondents are more likely to name channels of bloggers and opinion leaders
(14.3% among 18-24-year-olds). Sports channels, meanwhile, remain popular across age groups,
with the highest figures among 35-44-year-olds (16.9%) and 18—-24-year-olds (15.4%).

The share of respondents who do not subscribe to any Telegram channels deserves sepa-
rate mention. Respondents in the oldest age group (55 and over) more often find it difficult to an-
swer the question about types of channels (2.8%).

Table 171 What types of Telegram channels do you subscribe to?
(% of respondents who answered, n=1,215)

Age group

18-24 25-34 35-44 45-54 55+
Uzbek news channels 57.1 57.7 54.8 5515 48.9
International news channels 35.0 26.5 22.6 25.2 25.3)
Regional and local news channels 583 1.4 7.7 14.7 15.2
Offl(;lal F:ha.nnels of government bodies 18.0 16.2 16.9 126 12.9
and institutions
Channels of local authorities and ma- 143 191 257 252 23.0
hallas
Channels of newspapers, magazines,
TV and radio stations G & e 80 &%
grk;annels of bloggers and opinion lead- 143 132 11 13.0 90
Analytical and socio-political channels 12.0 515 5.4 5.0 4.5
Educational and popular science chan- 25.6 16.9 15.3 13.0 18
nels
Channgls of universities, schools and 32.0 23.2 23.0 17.6 12.4
education centres
Job vacancy and employment channels 10.2 15.4 15.3 15.1 6.7
Professional and industry channels 18.8 16.9 13.8 11.3 5.6
Business and entrepreneurship chan- 12.0 6.6 96 76 45
nels
Finance and financial literacy channels 4.5 5.1 1.5 2.1 3.4
Chanqels with legal information and ex- 38 4.0 23 42 3.4
planations of laws
Health and medicine channels 8.6 13.6 12.6 17.2 18.5
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Age group

18-24 25-34 35-44 45-54 55+
Technology, internet and Al channels 4.1 2.6 3.1 2.9 2.2
S:II;cure, literature, art and history chan- 38 18 27 29 3.4
Religious education channels 2.6 1.1 1.1 2.9 5.1
Family and parenting channels 2.6 8.8 11.5 9.2 9.0
Women'’s channels 7.5 10.3 10.0 10.9 16.3
Youth channels 10.9 8.1 2.3 2.1 4.5
Sports channels 15.4 11.4 16.9 10.5 9.6
Travel channels 4.9 3.7 2.3 5.0 2.2
Entertainment and comedy channels 3.8 4.4 6.9 7.1 3.9
Film, series and music channels 12.0 8.5 7.7 7.1 4.5
Cookery, home and lifestyle channels 9.0 7.0 11.5 11.3 5.6
g:jr;g?\lliscc;fs shops, companies, brands 56 88 27 76 3.4
Do not follow any accounts 1.1 4.0 6.5 6.7 14.6
Hard to say 0.0 1.8 1.9 2.1 2.8

*Respondents could choose more than one answer.

Among both urban and rural residents, subscriptions to news channels from Uzbekistan are

the most common, mentioned by 56% of urban and 54.3% of rural respondents. Rural residents

are slightly more likely to mention channels of local authorities and mahallas (23.2% vs 19.5%

among urban residents) and official channels of government bodies and institutions (16% vs

15.2%). Channels of universities, schools and educational centres are also more often chosen by

rural respondents (24.1% vs 20.9% in urban areas).

Table 172 What types of Telegram channels do you subscribe to?

Multjple answers possible (% of respondents who answered, n=1,215)

Type of settlement

Urban Rural
Uzbek news channels 56.0 54.3
International news channels 28.3 25.7
Regional and local news channels 9.9 11.1
Official channels of government bodies and institutions 15.2 16.0
Channels of local authorities and mahallas 19.5 23.2
Channels of newspapers, magazines, TV and radio stations 5.4 315
Channels of bloggers and opinion leaders 12.4 12.3
Analytical and socio-political channels 7.1 6.2
Educational and popular science channels 17.3 16.5
Channels of universities, schools and education centres 20.9 24.1
Job vacancy and employment channels 12.5 13.4
Professional and industry channels 12.5 15.5
Business and entrepreneurship channels 7.9 8.8
Finance and financial literacy channels 3.9 2.8
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Type of settlement

Urban Rural
Channels with legal information and explanations of laws 3.6 3.5
Health and medicine channels 14.4 13.0
Technology, internet and Al channels 34 2.6
Culture, literature, art and history channels 2.8 3.0
Religious education channels 2.6 2.1
Family and parenting channels 7.7 8.6
Women'’s channels 10.7 10.5
Youth channels 553 6.3
Sports channels 12.8 13.2
Travel channels 4.2 3.2
Entertainment and comedy channels 4.3 6.3
Film, series and music channels 9.1 7.2
Cookery, home and lifestyle channels 8.2 10.0
Channels of shops, companies, brands and services 7.4 6.2
Channels with classified ads, discounts and promotional of- 43 51
fers
Do not follow any accounts 5.4 6.7
Hard to say 1.2 2.1

G.3 Problems encountered when using Telegram

Respondents’ answers show that Telegram users most often encounter unreliable infor-
mation, intrusive advertising and spam, as well as fraudulent messages and unwanted notifica-
tions. The most widespread problem is unreliable or unverified information, mentioned by 35.1% of
respondents. Intrusive advertising and spam were cited by 31.6%, and overly frequent and dis-
tracting notifications by 26.9%. A further 24.4% of respondents have come across fraudulent mes-

sages and offers, and 23.2% fake online shops and sellers.

Malicious files, apps or programs were mentioned by 20.5% of respondents, fake accounts
and bots by 13.1%, and hacking or attempted hacking of their account by 9.7%. Being added to
groups or channels against their wishes was reported by 12.9% of respondents. In addition, 9.4%
mentioned difficulty identifying the author or original source of information, and 8.0% manipulative

posts and misleading headlines.

Men are more likely than women to mention unreliable or unverified information (38.9% vs
31.4%), intrusive advertising and spam (34.2% vs 29.1%) and malicious files and programs (22.2% vs
18.8%). They are also slightly more likely to report hacking or attempted hacking of their account
(11.3% vs 8.2%) and fake job vacancies, giveaways or investment offers (10.3% vs 7.6%).

Women, in turn, are more likely than men to mention being added to groups or channels
against their wishes (16.4% vs 9.3%), fake online shops and sellers (24.2% vs 22.2%), and difficulty
finding the information they need among a large number of messages (5.5% vs 3.7%).
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At the same time, 11.5% of respondents said they had not recently encountered any of the

problems listed: 13.4% of women and 9.6% of men.

Table 173 What problems have you encountered on Telegram recently?
(% of respondents who answered, n=1,215)

Gender

Total sample Men Women
Unreliable or unverified information 35.1 38.9 31.4
Manipulative posts and misleading headlines 8.0 9.4 6.6
Difficulty iQentifying the author or original 9.4 99 8.9
source of information
Large numbers of repeated messages and re- 19.5 21.0 18.0
posts
Information overload from too many channels 9.2 7.7 10.6
Overly frequent and distracting notifications 26.9 26.6 27.2
Intrusive advertising and spam 31.6 34.2 291
Being added to groups or channels without 12.9 93 16.4
consent
Fraudulent messages and offers 24.4 24.4 24.5
Fake online shops and sellers 23.2 22.2 24.2
Fake job vacancies, giveaways or investment 8.9 103 76
offers
Phishing links and attempts to obtain personal 1.6 19 13
data
Malicious files, apps or software 20.5 222 18.8
Account hacking or hacking attempts 9.7 11.3 8.2
Fake accounts impersonating others 3.0 22 3.9
Leaks or sharing of personal data without con- 1.4 17 11
sent
Fake accounts and automated bots 13.1 13.6 12.6
Insults, harassment or threats in groups and 11 0.7 14
comments
Hidden advertising in channel and blogger 13 13 13
posts
Sharing others’ content without crediting the 0.7 0.2 11
source
Difficulty finding information among large num- 4.6 37 55
bers of messages
Technical glitches, slow loading or connection 5.6 54 58
problems
Restriction or blocking of an account, group or 2.8 20 35
channel
Have not encountered any 11.5 9.6 13.4
Hard to say 4.1 4.0 4.2

*Respondents could choose up to five answers.

In all age groups, unreliable information, intrusive advertising and spam, and fraudulent
messages remain among the most common problems encountered on Telegram. However, the

nature of some difficulties varies with age.
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Unreliable or unverified information is mentioned most often by 18-24-year-olds (38.7%)
and 45-54-year-olds (37.4%). Among 25-34-year-olds the figure is 36.0%, and among 35-44-
year-olds and those aged 55 and over it is 31.0% and 30.9% respectively. Intrusive advertising and
spam are a particular concern for 35-44-year-olds (36.4%), while in the other age groups the
share ranges from 28.7% to 31.2%. Around a quarter of respondents in every age group have en-
countered fraudulent messages and offers, from 21.9% among those aged 55 and over to 25.7%
among 25-44-year-olds.

Marked age differences appear with regard to notifications and repetitive messages.
Overly frequent and distracting notifications are mentioned most often by young respondents
aged 18-24 (32.0%), while among those aged 55 and over the figure drops to 20.2%. Repetitive
messages and reposts are a particular concern for 45-54-year-olds (26.5%), well above the fig-
ures for the other age groups. Young respondents are also more likely to report difficulty identify-
ing the author or original source of information: 12.4% of 18-24-year-olds and 11.0% of 25-34-
year-olds. Among those aged 55 and over, the figure is 6.2%.

Differences are more pronounced still in answers related to digital security. Malicious files,
apps or programs were mentioned by 30.8% of 18-24-year-olds. The figure is 21.7% among 25—
34-year-olds, 21.1% among 35-44-year-olds and 15.1% among 45-54-year-olds, falling to 9.6%
among those aged 55 and over. A similar pattern applies to fake accounts and bots: 16.9% of 18—
24-year-olds and 16.2% of 25-34-year-olds had encountered them, while among respondents
over the age of 45 the share does not exceed 8.8%. Hacking or attempted hacking of an account
was reported by 13.5% of young respondents, 5.9% of 45-54-year-olds and 6.2% of those aged 55

and over.

Young respondents are also more likely to report being added to groups or channels
against their wishes: 17.7% of 18-24-year-olds, compared with 7.3% of those aged 55 and over.
Fake online shops and sellers are of greatest concern to the youngest group (26.3%) and to 25—
34-year-olds (24.3%). Fake job vacancies, giveaways and investment offers are mentioned more
often by 25-34-year-olds (12.9%) and 18-24-year-olds (10.9%). These results indicate that
younger respondents are more likely to report exposure to various digital threats and unwanted
activity. The share of those who have not encountered any of the problems listed deserves sepa-
rate mention. It stands at 5.3% among 18-24-year-olds, 7.0% among 25-34-year-olds and around
13% among 35-54-year-olds. In the group aged 55 and over, it reaches 23%.

Table 174 What problems have you encountered on Telegram recently?
(% of respondents who answered, n=1,215)

Age group
18-24 25-34 35-44 45-54 55+
Unreliable or unverified information 38.7 36.0 31.0 37.4 30.9
IManipulative posts and misleading head- 90 85 65 71 9.0
ines
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Age group

18-24 25-34 35-44 45-54 55+
Difficulty i.dentifyin.g the author or original 12.4 1.0 8.4 76 6.2
source of information
Large numbers of repeated messages and 195 15.8 192 265 16.3
reposts
Information overload from too many 83 99 88 88 107
channels
Qverly frequent and distracting notifica- 32.0 265 25.3 286 20.2
tions
Intrusive advertising and spam 31.2 30.1 36.4 30.7 28.7
Being added to groups or channels with- 17.7 147 96 13.4 73
out consent
Fraudulent messages and offers 24.8 25.7 25.7 23.1 21.9
Fake online shops and sellers 26.3 24.3 20.7 24.4 19.1
Fake job vacancies, giveaways or invest- 109 12.9 6.9 76 45
ment offers
Phishing links and attempts to obtain per- 45 0.7 08 08 0.6
sonal data
Malicious files, apps or software 30.8 21.7 21.1 15.1 9.6
Account hacking or hacking attempts 13.5 10.7 10.7 5.9 6.2
Fake accounts impersonating others 45 1.8 3.8 1.3 3.9
Leaks or sharing of personal data without 3.4 11 0.8 0.4 11
consent
Fake accounts and automated bots 16.9 16.2 13.4 8.8 7.9
Insults, harassment or threats in groups 08 11 0.0 21 17
and comments
Hidden advertising in channel and blogger 0.4 15 23 0.0 28
posts
Sharing others’ content without crediting 0.4 0.7 0.0 0.8 17
the source
Difficulty finding information among large 56 4.4 46 42 39
numbers of messages
Techmcal glitches, slow loading or con- 68 51 6.1 42 56
nection problems
Restriction or blocking of an account, 38 33 38 21 0.0
group or channel
Have not encountered any 583 7.0 13.0 13.4 23.0
Hard to say 1.5 2.9 4.6 S 7.3

*Respondents could choose up to five answers.

The problems encountered on Telegram vary by region, although unreliable or unverified
information remains the most common. The highest figures for this problem are recorded in the
Republic of Karakalpakstan (47.8%), Surkhandarya region (45.8%) and Namangan region (40.2%).
The lowest shares are found in Tashkent region (23.3%), Kashkadarya region (27.8%) and Syrdarya
region (29.5%). Intrusive advertising and spam were mentioned as a problem on Telegram by resi-
dents of Fergana region (38.3%), Namangan and Samarkand regions (36.8% each). In Tashkent re-
gion the figure is 25.6%, in Tashkent city 25.6%, and in Kashkadarya region 24.1%. Overly frequent
and distracting notifications most often bother respondents in the Republic of Karakalpakstan
(37.8%), Andijan region (33.0%), Navoi region (33.7%) and Bukhara region (32.5%).
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Fraudulent messages and offers are mentioned particularly often in the Republic of Kara-

kalpakstan (31.1%), Fergana region (27.7%), Samarkand region (28.7%) and Namangan region

(26.4%). The figure is 18.1% in Surkhandarya region and 19.0% in Kashkadarya region. Fake online

shops and sellers cause concern most often in the Republic of Karakalpakstan (50.0%), Jizzakh re-

gion (36.3%) and Samarkand region (32.2%).

The share of respondents who have not encountered any of the problems listed also var-

ies. The highest figure is recorded in Kashkadarya region, at 17.7%; in Namangan region it is 24.1%,

and in Khorezm region 27.8%. By contrast, this option was chosen by 11.0% of respondents in

Andijan region, 7.2% in Bukhara region and 6.4% in Fergana region.

Table 175 What problems have you encountered on Telegram recently?

Up to five answers possible (% of respondents who answered, n=1,215)

Type of settlement

Urban Rural
Unreliable or unverified information &8s 371
Manipulative posts and misleading headlines 8.0 7.9
Diffif:ulty identifying the author or original source of infor- 99 88
mation
Large numbers of repeated messages and reposts 18.1 21.1
Information overload from too many channels 9.1 9.3
Overly frequent and distracting notifications 26.2 27.8
Intrusive advertising and spam 28.0 35.7
Being added to groups or channels without consent 11.6 14.4
Fraudulent messages and offers 22.6 26.5
Fake online shops and sellers 22.3 24.3
Fake job vacancies, giveaways or investment offers 9.3 8.4
Phishing links and attempts to obtain personal data 1.9 1.2
Malicious files, apps or software 21.7 19.2
Account hacking or hacking attempts 10.7 8.6
Fake accounts impersonating others 34 2.6
Leaks or sharing of personal data without consent 1.2 1.6
Fake accounts and automated bots 13.2 13.0
Insults, harassment or threats in groups and comments 1.1 1.1
Hidden advertising in channel and blogger posts 1.1 1.6
Sharing others’ content without crediting the source 0.8 0.5
Difficulty finding information among large numbers of mes- 45 47
sages
Technical glitches, slow loading or connection problems 4.8 6.5
Restriction or blocking of an account, group or channel 1.7 4.0
Have not encountered any 11.3 11.8
Hard to say 3.6 4.7

*Respondents could choose up to five answers.
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By type of settlement, unreliable or unverified information is the most common problem in
both groups, mentioned by 37.1% of rural and 33.3% of urban residents. Rural respondents com-
plain noticeably more often about intrusive advertising and spam (35.7% vs 28% among urban resi-
dents). Fraudulent messages and offers are more often mentioned by rural respondents (26.5% vs
22.6%). Hacking or attempted hacking of an account was reported by 10.7% of urban and 8.6% of
rural residents. The share of those who have not encountered any of the problems listed is almost
the same: 11.8% among rural and 11.3% among urban residents.
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Conclusions

General trends in media consumption

1. The survey found that citizens follow domestic news regularly (50.4%) or occasionally
(30.4%). The main sources of domestic news are Telegram channels (51.6%), television
(44.6%), social networks (41.6%), YouTube and video blogs (31.3%), and online publications
and news websites (30.0%), while the main reasons for using them to get news about events
in the country are the speed at which information is delivered (48.6%), trust in the source
(31.3%), availability at any time and in any place (31%), a convenient presentation format
(30.9%) and free access (24.1%).

2. The survey showed that respondents are most interested in events in Uzbekistan (56%), in-
ternational events (40%), local or regional events (22%), public administration and politics
(21.7%), education and science (20.7%) and healthcare (17.6%). At the same time, what inter-
ests respondents most is information about Uzbekistan as a whole (69.2%), about the world
(51.2%) and about their own mahalla (44.3%), region (24.7%), and district and city (23.9%).

3. The survey identified the topics on which respondents feel the media provide too little infor-
mation, including prices, incomes, employment and social support (41.3%), the needs of the
population (40.6%), healthcare (23%), laws and citizens’ rights (22%), public services (18%),
education and science (16%), and ecology and the environment (13.6%).

4. The formats respondents prefer most are news programmes (48.8%), short news items and
digests (41.7%), entertainment TV programmes (24.2%), short video reels (22%), detailed an-
alytical content (21.5%), live broadcasts (17.4%), video reports (17.1%), stories of ordinary
people (14.7%), documentaries (14.1%), and interviews and talk shows (12%).

5. The survey found that the state language is the preferred language for receiving infor-
mation. Most respondents prefer to read media content in the Cyrillic script (71.7%). Almost
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11.

12.

half of respondents prefer information in Latin-script Uzbek (49.8%). Respondents also
named Russian among the languages in greatest demand (43.3%).

The analysis showed that respondents are generally highly satisfied with the state of media
development in the country (65.3%). They believe that the media perform informational and
regulatory functions, saying that they inform the public about current events (52.7%), cover
government reforms and initiatives (25.1%), shape public opinion (45%), act as a link between
the state and citizens, and raise civic engagement and legal literacy (31.6%).

The survey showed that the sources respondents trust most are television (44.3%), official
websites of government bodies (17.3%), Telegram channels (11.3%), online publications and
news websites (7.4%), social networks (6.7%), and YouTube and video blogs (5.4%), while
overall 65.9% fully or partly trust the country’s media. Trust in television increases with age,
from 23.1% among 18-24-year-olds to 70.6% among respondents aged 55 and over. By con-
trast, trust in most digital sources declines with age.

In the total sample, most respondents encounter unreliable or misleading information very
often (13.9%), quite often (13.7%), sometimes (33.7%) or rarely (27.6%). Respondents most
often associate the spread of unreliable and false information with YouTube and video blogs
(50.1%), Telegram channels (44%) and social networks (38.4%), as well as online publications
and news websites. Survey participants also firmly believe that penalties for spreading false
information in the media should be tightened (77.4%).

The survey showed that, in the total sample, assessments of the level of freedom of speech
and media independence in Uzbekistan are predominantly positive, as reflected in respond-
ents’ emphasis on journalists’ ability to speak freely and cover any topic (49.7%). The analysis
also found that 41.3% of respondents consider the conditions for journalists’ professional
work fully adequate.

The analysis showed that, in respondents’ view, the pressing problems in the work of the
media include the spread of fake news (46.6%), insufficient objectivity and impartiality
(33.1%), a lack of transparency in the work of government bodies (30.6%), journalists’ limited
access to information (27.4%), their inadequate professional training (20.4%) and too little
analytical content (20.3%).

Most respondents are in favour of the state monitoring the reliability of information (75.9%)
or of partial state regulation of the media in matters of security and morality (18.2%).

Respondents see the main measures for strengthening media independence in Uzbekistan
as stronger legal guarantees of freedom of speech (56.5%), better professional training for
journalists (30.7%) and wider access for journalists to information held by government bod-
ies (27%).

Television

13.

The survey results showed that 67.5% of respondents watch TV content, while 32.5% do not
watch TV channels, regardless of device or means of accessing content. There are marked
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15.

16.

17.

18.

19.

20.

differences by age. TV viewing is more common in older age groups, whereas the share of
those who watch TV content is lower among younger respondents.

On weekdays, respondents most commonly watch TV for between 30 minutes and two
hours; at weekends, for one to two hours. Figures are broadly similar for urban and rural resi-
dents, although a slightly higher share of urban residents watch TV for more than two hours
on weekdays and for more than three hours at weekends.

The home remains the main place for watching TV. Younger age groups, however, make
more use of alternative ways of viewing, including smartphones and tablets while travelling.
The results show that home viewing retains its leading role, while younger respondents more
often use a variety of devices and alternative ways of accessing TV content.

Two ways of choosing content predominate among respondents: switching channels in
search of an interesting programme and choosing a specific programme in advance.
Younger respondents are slightly more likely to watch individual TV segments online, while
those over 35 show a stronger preference for finding interesting content themselves by
switching channels. Viewers thus combine spontaneous browsing with a deliberate choice of
programmes, and their preferences vary by age.

National TV channels retain a significant place in the population’s television preferences. The
most frequently watched include Milliy TV, O‘zbekiston 24, Zo'r TV and Sevimli TV, which
shows that both state and non-state channels are in demand. Preferences depend on gen-
der and age: men more often choose sports channels, and women Milliy TV and Sevimli TV.
O‘zbekiston 24 is watched particularly often by older respondents. The results show that na-
tional TV channels remain important, although the choice of specific channels differs be-
tween socio-demographic groups.

Programme content is the key factor in choosing TV channels, and the audience’s thematic
preferences vary by gender and age. When choosing channels, respondents look first and
foremost for interesting programmes, up-to-date news and suitability for family viewing.
News remains the most popular type of TV content among both men and women. Men more
often choose sports programmes, news and current affairs programmes, and programmes
on history and culture, while women more often report interest in programmes about family
and health, domestic films and series, and children’s content. Older respondents show
greater interest in educational programmes and domestic cinema, while younger respond-
ents pay more attention to the reliability of information, interviews and discussions.

The survey results showed that O‘zbekiston 24 leads in trust among respondents of different
genders, age groups and regions. Trust in other channels varies by region and age: younger
respondents more often name Zo'r TV and Milliy TV, while O‘zbekiston and Mahalla are
prominent among older age groups. By region, Milliy TV stands out in Samarkand region,
Yoshlar in the Republic of Karakalpakstan, and Zo'r TV and Sevimli TV in Tashkent region and
several other regions. Overall, O‘zbekiston 24 retains the strongest position in terms of trust.

Among the main problems with TV content, respondents identify monotonous and repetitive
programming, excessive advertising and the quality of domestic films and series. Men are
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22,

more likely to point to a lack of interesting content, reliable information, analytical pro-
grammes and diversity of opinion. Women pay more attention to advertising, domestic films
and series, and children’s and youth content. Rural residents put more emphasis on the need
to improve the quality and variety of TV programmes, including educational programmes
and content about life in the regions.

Television thus remains important to respondents as a source of news and interesting pro-
grammes. The most pronounced trends are the higher prevalence of TV viewing in older age
groups, the leading role of home viewing, demand for news content and the strong position
of O‘zbekiston 24 in terms of trust. At the same time, respondents want better domestic
films and series, more educational and children’s programmes, less advertising and broader
coverage of the population’s pressing problems.

Overall, the results convincingly show that the policy being pursued in Uzbekistan to develop
the information sphere and national television is reflected in the continued importance of
television to its audience, the demand for national TV channels and trust in certain infor-
mation sources. At the same time, respondents’ preferences point to the need to further im-
prove the quality of TV content, broaden the thematic range of programmes, develop
domestic cinema and take fuller account of the information and cultural needs of different
population groups.

Radio

23.

24,

25.

26.

In this survey, a minority of respondents listen to the radio, with differences by both gender
and age. The survey showed that non-listeners predominate in the sample, accounting for
78.1%, while 21.9% of participants listen to the radio. The share of men who listen to the radio
exceeds that of women. The share of radio listeners is highest among respondents aged 35-
44 (26.9%), while the lowest figure is recorded among young people aged 18-24 (16.7%).

Several distinctive patterns of radio consumption were identified among listeners. In the 35—
44 age group, 58.4% of respondents listen to the radio several times a day. Listening peaks
in the morning, before 09:00 and between 09:00 and 12:00, while the evening slot from
18:00 to 21:00 is also prominent. Among listeners aged 55 and over, 51.7% prefer to listen to
the radio in the morning.

For survey participants who listen to the radio, the main places for listening are the home
and the car. Home listening is chosen by 52.9% of women surveyed and 68.2% of respond-
ents aged 55 and over, while listening in the car is reported by 49.7% of men and by re-
spondents aged 25-44. Radio is also switched on during household chores by 41.4% of
respondents and during leisure by 30.7%. In terms of how content is consumed, attentive
listening to chosen programmes predominates (42.1% of respondents), although 21.4% pre-
fer to follow particular segments and 18.8% to switch stations in search of interesting con-
tent.

Survey participants’ answers centre mainly on a few radio stations, but their popularity varies
by gender and age. In the total sample, 38.2% of respondents listen most often to Vodiy
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28.

Sadosi. Yoshlar is singled out by 37.2% of women and 48.3% of respondents in the oldest age
group (55 and over), while O‘zbekiston 24 is mentioned by 18-24-year-old respondents. Ma-
halla is also among the most frequently mentioned stations, particularly among women
(34.5%) and respondents aged 55 and over (44.8%).

Overall, the most important reasons for choosing a radio station are the music format (cited
by 64.4% of respondents who listen to the radio), frequent airplay of favourite songs and
artists (in 38.5% of cases), up-to-date news (42.7%) and the provision of reliable information
(26.2%). Interest in the music format is most pronounced among respondents aged 18 to 24
(74.5%), while participants in older age groups more often mention up-to-date news (53.4%)
and regular airplay of their favourite artists (50.0%).

Overall, radio occupies a relatively limited place in respondents’ media consumption: most
do not listen to radio stations or programmes. Among those who do, listening is mainly tied
to everyday situations: being at home, travelling by car and doing household chores. Morn-
ings are the most typical listening time, and the main reasons for choosing a station are its
music format and the content of its programmes, including news and information.

Print and online press

29.

30.

31.

Most respondents (71.7%) do not read the print or online press, while 28.3% do. Of these
readers, 38.8% prefer the electronic format only, 32.6% print only, and 28.6% use both. The
survey thus revealed that the print and online press has a relatively low reach among the
population. Among readers, the electronic format slightly predominates, and the choice be-
tween print and online publications varies by age.

Most readers (55.9%) read the press every day: 34.8% several times a day and 21.1% once a
day. On weekdays, 71.9% of readers spend no more than an hour on the press, while at
weekends the share reading for one to two hours rises (26.1% against 18.8% on weekdays).
Reading takes place mainly at home (80.5%), most commonly between 18:00 and 21:00
(35.6%) and between 21:00 and 24:00 (31.8%). Print publications are usually bought at kiosks
and shops (42.6%) or received by subscription (32%), while online press is accessed through
mobile apps (58%), Telegram channels (37.2%), publications’ websites (31.6%) and social net-
works (31.2%). These results show that readers turn to the press fairly often, mostly at home
and in the evening, and that ways of accessing content differ by publication format.

Readers are most interested in news about Uzbekistan (57.4%), international news (43.4%),
education and science (34.3%), health and medicine (27.3%), and politics and the work of
government bodies (24.8%). Men are more interested in national news and politics, and
women in health, education and family. The most popular print publications are “Xalq so‘zi”
(38.9%), “Yangi O‘zbekiston” (37.7%) and “Mahalla” (28.7%), and the most popular online
publications are Kun.uz (74.7%), Daryo.uz (43.5%) and Qalampir.uz (36.8%). Readers’ the-
matic preferences thus centre on events in the country and the world, as well as education
and health, while interest in particular topics varies by gender and age.
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The main reasons for choosing print and online publications are objective coverage of
events (50.4%) and trust in the information published (50.1%). Respondents also mention
prompt publication of news (30.3%), clear and accessible writing (24.6%), relevance to their
interests (22.1%), useful practical information (19%) and a range of viewpoints (17.3%). When
choosing the press, respondents therefore attach the greatest importance to the objectivity
and reliability of information, as well as to its timeliness and accessibility.

The content that readers most often say is lacking in Uzbekistan’s print and online press is
open discussion of pressing social issues (31.8%), objective and reliable news (30.1%), in-
depth analysis (29.1%), coverage of ordinary citizens’ problems (24.3%), investigative journal-
ism (20.6%) and fact-checking (20.1%). As the main areas for improvement, respondents
name more objective and comprehensive coverage of events (43.1%), greater attention to
the population’s problems and needs (34.6%), faster publication of news (31.6%) and a wider
range of opinions and viewpoints (20.3%). The results thus reveal readers’ demand for more
objective, higher-quality content, deeper coverage of social issues and more publications on
people’s everyday lives.

Social networks

34.

35.

36.

37.

Most respondents (64.8%) use social networks, while 35.2% do not. Use is highest among
18-24-year-olds (84%) and 25-34-year-olds (77.5%), declines with age and falls to 38.4%
among those aged 55 and over. By region, the share of social network users is highest in
Andijan (88.1%), Khorezm (82%) and Samarkand (80.2%) regions. Social networks are thus
used by most respondents, with the most marked differences by age and region of resi-
dence.

Instagram is the most widely used social network (92.7% of users), with Facebook (28.2%)
and TikTok (14.2%) used much less. Moreover, 87.2% of respondents named Instagram as
the social network they use most often. The main reasons for choosing a social network are
interesting content (49.9%), communicating with relatives and friends (44.2%), the ability to
get news quickly (40.7%) and a user-friendly interface (30.9%). These results show a clear
preference for Instagram among users, who value content, communication and quick access
to information above all when choosing a network.

Users turn to social networks very frequently: 81.3% of respondents use them several times
a day and a further 13.4% once a day. On a typical weekday, the most common time spent
on social networks is 30 minutes to an hour (30.4%) or one to two hours (25.9%). At week-
ends, the share of respondents spending three hours or more rises from 8.9% to 21.3%. So-
cial networks are used most often between 21:00 and 24:00 (50.8%) and between 18:00 and
21:00 (40%), mainly at home (75%). For most users, then, social media use is a daily, re-
peated activity concentrated in the evening. At weekends, the time spent on social networks
increases.

The main purposes of using social networks are getting news of interest (62.5%) and keeping
in touch with relatives and friends (57.3%). Respondents also use them for learning (38.4%),
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entertainment (35.7%), viewing photos and videos (32.3%), and work and professional devel-
opment (27.4%). The most common ways of using social networks are searching purpose-
fully for specific information (61.9%) and browsing the feed (51%). Most respondents follow
the accounts of relatives, friends and acquaintances (68%), colleagues, fellow students and
classmates (40.5%), and news websites and other information sources (23.9%). Respondents
thus use social networks primarily to obtain information and keep in touch, as well as for ed-
ucational, entertainment and professional purposes.

The content that users most often say is lacking on social networks is reliable, verified news
(37.5%), objective coverage of events (31.6%), in-depth analysis (24.5%) and plain-language
explanations of complex events and current issues (17.9%). The problems respondents have
encountered most often on social networks recently are unreliable news and false infor-
mation (48.7%), fraud and attempts to swindle money out of users (34%), intrusive advertis-
ing (31.9%), suspicious links and malicious files (24.9%) and attempts to hack accounts
(24.2%). The survey thus reveals users’ need for reliable and objective information, alongside
problems related to the spread of false information, fraud and digital security.

Telegram

39.

40.

41.

42.

Telegram plays a prominent part in respondents’ everyday information habits. Most re-
spondents use the platform several times a day (85.3%). Use peaks in the evening, between
18:00 and 21:00 (43.3%) and between 21:00 and 24:00 (41.9%). Home remains the main
place of use (72.0%). Overall, the responses show that Telegram is used regularly, including
for news and everyday communication.

Users’ main information interest lies in news about Uzbekistan, along with educational and
socially relevant information. Of the survey participants, 55.2% subscribe to channels with
news about Uzbekistan, 27.1% to international news, 22.4% to channels of schools, universi-
ties and educational centres, and 21.2% to channels of local authorities and mahallas. Chan-
nel choice varies by gender and age: women more often mention education, health and
family topics, and men international news, sport, business and official information sources.

The most common problems relate to the reliability of information, advertising and fraud.
Unreliable or unverified information was reported by 35.1% of respondents, intrusive adver-
tising and spam by 31.6%, and overly frequent notifications by 26.9%. Fraudulent messages
and offers have been encountered by 24.4%, and fake online shops and sellers by 23.2%.
Among respondents, the most noticeable difficulties therefore concern the quality of infor-
mation content and the safety of interaction with digital resources.

Experience of using Telegram varies by age, gender, type of settlement and region. Younger
users more often report malicious files, fake accounts and being added to groups without
their consent. Men are slightly more likely to mention unreliable information and certain digi-
tal security threats, and women being added to groups without their consent and fake online
shops. Rural residents more often mention advertising spam and fraudulent messages. Re-

Mass Media Foundation - EU Delegation in Uzbekistan - ljtimoiy Fikr - Content Center 206



Conclusions Media Consumption in Uzbekistan - 2026

gional differences are also evident: for example, unreliable information is mentioned particu-
larly often in Karakalpakstan and Surkhandarya region, and intrusive advertising in Fergana,
Namangan and Samarkand regions.

43. The results underline the importance of developing skills in the critical evaluation of infor-
mation and in digital security. Given how widespread unreliable posts, advertising spam,
fraudulent messages and fake sellers are, it is important to check original sources, recognise
manipulative content and take care when following links or sharing personal data. At the
same time, 11.5% of participants said they had not encountered any of the problems listed,
and 4.1% found it hard to say. Measures to improve digital literacy should therefore focus on
the most common risks, taking into account differences in experience across age groups
and regions.
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