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One of the fastest growing digital media outlets in Ethi-
opia, Addis Zeybe is a local news outlet opera�ng via its 
website and social media outlets since 2018. Addis 
Zeybe publishes wri�en and audio-visual content on 
the thema�c areas of urbaniza�on and professionalism 
through the above pla�orms. Addis Zeybe’s target audi-
ence comprises all Ethiopians seeking to understand 
more about their na�on, culture and history. Our read-
ership also includes interna�onal organiza�ons and 
their employees based in Ethiopia.

Addis Zeybe covers a variety of topics rela�ng to urban 
spaces due to their centrality and importance in Ethio-
pian poli�cs, economics, and social discussions. Addis 
Zeybe also has correspondents in over ten ci�es in Ethi-
opia, allowing it to create content that reects the reality 
and captures the need of Ethiopians in every corner of 
the country. It has also recently launched a fact-check-
ing ini�a�ve in four local languages as well as English, in 
an effort to contribute to the fight against misinforma-
�on, disinforma�on and hate speech.

About

Jambo Real Estate Main Office,
8th Floor, Meskel Flower
Kirkos Sub-City
Addis Ababa, Ethiopia
Phone: +251954903850
Email: info@addiszeybe.com



Abbreviations / Acronyms
COVID19 - Coronavirus Disease 2019 
CIPD - Chartered Ins�tute of Personnel and Development
CPJ - Commi�ee for the protec�on of journalists
EPRDF - Ethiopian People’s Revolu�onary Democra�c Front
Ph.D. - Doctor of Philosophy
PM - Prime Minister
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Summary 
What?
 As one of the pillars of a free democracy, the media has had the burden of providing exci�ng and consum-
able content while also defining and framing important and �mely conversa�ons for people to make well-informed 
and produc�ve decisions. This responsibility has never been greater than in the �me of the pandemic, where the 
public relies on these news and media ins�tu�ons to provide a piece of nonbiased and nonpoli�cized informa�on 
on the life and death ma�er as we have seen for most.

Why?
 The pandemic has influenced and affected nearly every industry, governmental body, and individual. We 
must not forget that media companies and newsrooms are also facing the financial and opera�onal burden of 
performing their inherently difficult task under the cloud of the pandemic. By understanding and addressing these 
problems and their solu�ons we can aim to create a best prac�ce model that other crea�ve ins�tu�ons and other 
businesses can learn from in sustaining their essen�al services. 

How?
 An online survey and phone interview of an individual(s) of interest from each selected company, and 
review of necessary financial/organiza�onal documents 

What this study found?
 As a public-facing socially responsible organiza�on media companies had to figure out how they were going 
to tackle the worldwide obstacle. Although it has been a challenge most of the respondents have come out the 
other side with new ideas, business models, and perspec�ves. Understanding amongst stakeholders was the over-
arching theme that has helped lubricate their transi�on. From customers, owners to management and staff, the 
understanding that this is a global event, and the “we are all in it together” mentality have paved the way through 
the ambiguous few months

Keywords: media, press, Addis Ababa, Ethiopia, COVID19, content, business-model,  
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Backgroung 
Introduc�on
 As one of the pillars of a free democracy, the 
media has had the burden of providing exci�ng and 
consumable content while also defining and framing 
important and �mely conversa�ons for people to make 
well-informed and produc�ve decisions. This responsi-
bility has never been greater than in the �me of the 
pandemic, where the public relies on these news and 
media ins�tu�ons to provide a piece of nonbiased and 
nonpoli�cized informa�on on the life and death ma�er 
as we have seen for most. Due to the decentraliza�on 
and individualized nature of broadcas�ng and social 
media virality, media ins�tu�ons have the dual burden 
of crea�ng new, engaging, factual, and s�mula�ng 
content; while also discoun�ng and fact-checking ques-
�onable informa�on. 

Marshall McLuhan in his 1964 book, “Understanding 
Media”, media (derived from the word medium) is a 
space where we have extended our sensual percep�on 
of the world much further than our physical capabili-
�es. This has been true since the age of the wri�en 
word where memory was outsourced to ink and paper, 
while the current technological advances allow us to 
unburden much more. These include our most basic 
understanding of the world and what is true and not 
[1]. It is therefore key to understand how this collec�ve 
central nervous system of thoughts, opinions, and mul-
�media works, and how it responds and adapts to cata-
clysmic changes as in the current pandemic. 

This has never been true other than our current �me, 
with the need to eliminate the factor of space and �me 
in the sharing of informa�on. In the �me of social isola-
�on where we communicate and receive informa�on 
all through the aids of our digital avatars on different 
media pla�orms. In the exponen�ally growing world of 
technology, the role media ins�tu�ons have started 
playing play in driving behavioral change and leading 
thought is a point to dwell on.

Propaganda as an an�thesis to public health

Biased informa�on, with misleading nature that is 
intended to promote a poli�cal cause or view, has been 
the bane of society and a tool of those that means to 
control it. With the earliest objec�ve of blatant propa-
ganda going as far back as Woodrow Wilson’s presiden-
cy in 1918, in which his administra�on successfully 
managed to alter a peace wan�ng   

American public to a German-ha�ng mob by tac�ul 
messaging and the use of the right words at the right 
�mes [2]. His methods were then copied and replicated 
in many different na�ons and poli�cal ideologies 
throughout the century. Change in behavior and ac�on 
of the masses should also be viewed from a nuanced 
perspec�ve. By asking “Who does it benefit?”, we 
assess if this is indeed driving propaganda or the tools 
that enable us to communicate and effec�vely alter the 
lives of human beings for the be�er, as is the basic 
no�on of public health. 

Content direc�on in pandemic �mes

In January of 2020, world leaders and experts in differ-
ent fields came into the agreement that certain mea-
sures need to be taken to curtail the devasta�ng effects 
of the COVID19 pandemic. Media ins�tu�ons and social 
media pla�orms then had the opportunity and respon-
sibility to share to the world scien�fic consensus in a 
way that doesn’t disregard context and had the public 
interest at heart. 

The media industry has played an instrumental role in 
the fight against COVID19. Although the constant and 
repe��ve coverage of the pandemic during the extend-
ed lockdown and quaran�ne periods have increased 
the fear and psychological stress, �mely repor�ng has 
helped with the widespread reach of press releases, 
increase in adapta�on of protec�ve prac�ces and 
endorsement, and increased visibility of guidelines 
provided by health professionals [3]. Despite these 
efforts, there have been significant trends in disinfor-
ma�on. Coined as an ‘infodemic’ there has been a spike 
in the amount of social media content with regards to 
fake or unverified informa�on during the ini�al stages 
where the interest around the topic of COVID19 was 
the highest, while also there weren’t clear cut facts laid 
out by organiza�ons such as the World Health Organiza-
�on. This surplus of informa�on real and unverified has 
led to crea�ng a way towards alterna�ve facts, confu-
sion, and poli�ciza�on of the pandemic. Dishonest 
arguments have cherry-picked different facts that go 
along with predetermined narra�ves and used them as 
suppor�ve evidence by disregarding context [4,5]. 
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Human resources

Media companies have not been exempted from the 
consequences of COVID and have had to rise to the 
challenge. Uniquely the process of cura�ng and 
presen�ng �me-sensi�ve content to the relevant audi-
ence makes the workflow process and the adapta�on 
due to COVID19 that much more difficult. 
Human resource func�ons such as the recruitment 
process, employee reten�on, workplace produc�vity, 
and employee safety have all been affected with 
regards to COVID19, while also retaining their original 
challenges.

The center for disease control has distributed intensive 
workplace guidelines to decrease transmission of 
COVID19, with recommenda�ons including iden�fying 
areas in the workplace that are a risk, virtual or in-per-
son health checks, separa�on of sick workers, ride-shar-
ing, and encouraging sick employees to stay at home. 
Other in-office ma�ers such as social distancing, tem-
perature checks, and protec�ve equipment like a face-
mask or sani�zer are also indicated. More robust 
sugges�ons such as ins�tu�ng a corporate COVID 
tes�ng preparedness plan, and implemen�ng a flexible 
and nonpuni�ve sick leave process [6].

Data from the Chartered Ins�tute of Personnel and 
Development (CIPD) a professional human resource 
body found that 6 out of 10 employees were confident 
and happy about the response to COVID by their 
employer. While 32% of the workers felt anxious about 
catching and spreading the disease [CIPD]. Employee 
confidence in returning and pu�ng in produc�ve daily 
work depends on them not worrying about whether 
they pose risk to themselves or their coworkers. The 
mental health of employees is o�en an under-mea-
sured and underrated indicator of workplace perfor-
mance. Of the above global data, 61% of those with 
anxiety men�oned that the pandemic contributed to 
their condi�on while 56% of those with pre-exis�ng 
mental health issues men�on that their condi�ons 
were worsened by the pandemic. The above data 
shows that checking up and consul�ng on employee’s 
health and concern showed by the employer has 
increased workers' confidence and reduces anxiety in 
returning to the workplace. 

Media in Ethiopia

The modern history of media in Ethiopia much like with 
the rest of the world has been intertwined with poli�cs 
and the reigning regime. Much of Television broadcast-
ing, radio programs, and print media were either domi-
nated by the government or have had their content 
heavily monitored for dissent or cri�cism. 

The early ages of the EPRDF ushered in a major change 
to Ethiopian media. Legally, there was the introduc�on 
of the 1992 press freedom bill, which showed an 
emphasis on the rights of a free media society. Later 
under Ar�cle 29 of the 1995 Na�onal cons�tu�on, free 
speech, and press rights were also validated. During the 
next five years, there existed 385 publica�ons of maga-
zines and newspapers. The honeymoon period didn’t 
last long as the government started shu�ng down 
media houses, threatening and arres�ng media profes-
sionals and publishers. This made Ethiopia one of the 
worst places for journalists, as per the imprisonment 
rate. This was mainly aided by Ethiopia’s highly contro-
versial an�-terrorism law, Proclama�on No. 652/2009.  
Many journalists, bloggers, and people from different 
walks of life have been affected by this law that defined 
the period of journalism and free speech. 

In 2017 reporters without borders placed Ethiopia in 
the 150th posi�on with the world freedom index. Come 
2020 Ethiopia has moved up a few pegs currently locat-
ed at 99. This mainly had to do with the reforma�ve 
changes brought about by Africa’s youngest leader, PM 
Abiy Ahmed (Ph.D.). Some of these notable changes 
namely include a technocra�c approach to leadership 
where authori�es and public offices are led by experts 
in the field, while the inlet and sanc�on of media from 
the diaspora, which in the past used to infiltrate screens 
through overseas satellite transmission. Although the 
changes are evident and substan�al, a commi�ee for 
the protec�on of journalists (CPJ) reports worries that 
these changes should be rooted in law rather than on 
the goodwill of a leader. The two na�onwide internet 
shutdowns and the internet blackout with regards to 
the conflict in Tigray show worrying signs that this 
period might just be a con�nuing trend of a honeymoon 
period heralding oppression.  
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Significance of study

Media companies in developing na�ons have had to 
struggle with compe�ng financial incen�ves in a very 
small and interested middle class while managing over-
head responsibili�es, legal, financial requirements.  
They have also had to balance their place in the innova-
�ve new world of social media and have their delicate 
business ecosystem challenged by new compe�tors as 
the barriers of entry came crashing down. On top of 
that, the unprecedented new world of COVID19 further 
reorganized the public’s priori�es for the informa�on 
dependency and consump�on of content. The above 
balancing act is made in a sociopoli�cal environment 
where media organiza�ons fight to maintain relevance 
and safety from the powers that be. 
This report would like to remedy the lack of scien�fic 
understanding on how media companies reached the 
present with regards to COVID19, financial stability, 
workforce management, and dedica�on of content 
bandwidth.

Ethnic conflict seems to be the na�on’s current major 
headache with an indica�on of media outlets catering 
to their base of audience separated among ethnic lines. 
This is also bound to create alternate reali�es and facts 
that consistently propagate each secluded echo cham-
ber to no compromise is met. The problem was further 
elucidated by a paper �tled “The Ethnifica�on of Ethio-
pian Media” which highlighted the sensi�ve issue of 
race juxtaposed with the du�es and responsibili�es of 
media personnel. The study found that the nature of 
the outlets seems to reflect the ethnic views of their 
founders that are also aligned with the mainstream 
beliefs. A media outlet’s voice or opinion must be in 
service of the popula�on it serves but with the different 
language and historical divides that is also a conten-
�ous ma�er up for debate [7].

Money Ma�ers

Revenue streams for media companies generally follow 
two paths. Either funding comes from adver�sers, 
consumers, or a mix of both. Depending on the audi-
ences they target, resources at hand, and design of 
content, different media companies in Ethiopia rigidly 
follow either of the two routes. It is impera�ve that 
media businesses wan�ng to ride the storm of COVID19 
and other modern threats of digi�za�on, need to diver-
sify their income scheme while also staying true to their 
content and core audience.

The year 2020 has been a year of struggle for many 
publica�ons with many incidences of cutbacks, 
furloughs, and eventual layoffs. Journalis�c offices have 
had to handle the change brought about by the 
pandemic with regards to maintenance of produc�vity 
and achievement of set milestones while managing 
employee safety and keeping the company financially 
afloat.  An ar�cle by the journalism crisis project found 
that a cross country cutback from 106 outlets and up to 
1,200 newsroom chains. The New York Times provided 
an es�mate of 37,000 workers having been laid off, 
furloughed, or having reduced pay in the spring season 
of the pandemic. The layoffs did decrease in July but 
they didn’t stop, The Athle�c reduced payment and laid 
off eight percent of its staff while Vox media, NBCUni-
versal, and Buzzfeed also confirming downsizings. 
There are unconfirmed reports of financial constraints 
and dips with regards to revenue in Ethiopian media 
companies, with proper objec�ve data unavailable to 
the best of the researcher’s knowledge. 
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Objec�ves and Methodology
Objec�ves
To understand the impact of COVID19 on the content 
and opera�ons of press and media companies during 
the period of the pandemic in Addis Ababa, Ethiopia 
2021.
Specific Objec�ves
1. To understand the opera�onal issues faced by media 
companies during the period of the pandemic
2. To understand content related issues faced by media 
companies during the period of the pandemic

Research Ques�ons 
What were the content-related and opera�onal issues 
faced by local press and media companies? 
1. What were the editorial challenges faced by local 
press and media companies? 
 a. How were content quality, quan�ty, and 
direc�on affected by the COVID19 pandemic?
 b. How was a content performance(reach) 
affected during the pandemic?
2. What were the opera�onal management challenges 
faced by local press and media companies? 
 a. What impact did COVID19 have on the com-
pany procedures, culture, and direc�on?
 b. What was the human resource implica�on of 
COVID19 on media companies?
 c. What were the financial implica�ons of 
COVID19 on media companies?

Sample organiza�on and inclusion criteria 

A custom framework of 137 media ins�tu�ons was 
included and purposive sampling from this framework 
was ins�tuted. The framework included public, private, 
online, print and radio organiza�ons currently opera-
�onal in Ethiopia. The inclusion criteria below were 
further used to narrow down the eligible ins�tu�ons to 
96. The following media organiza�ons were chosen due 
to their representa�ve nature, both in terms of the 
plurality of voice and diversity in format. Non-probabili-
ty, convenience sampling of 5 different media ins�tu-
�ons was undertaken. 

Inclusion Criteria 
To be selected, organiza�ons had to meet the following 
inclusion criteria:
 -More than a year since the founda�on 
 -Registered with the Ethiopian Broadcas�ng   
 
 

 -Authority or Opera�ng with a legally valid   
 business license. 
 -Working in the medium of Radio, Print, TV   
 channel, Digital Media/Online
 -Currently opera�ng and have an office in Ethio 
 pia
 -Willing to par�cipate and fill in the survey 
Sampled organiza�on 
 -Linkup Addis  (Digital Magazine)
 -The Reporter (Print Gaze�e) 
 -Fana Broadcast Corpora�on ( Na�onwide   
 broadcaster)
 -Addis Fortune (Business News Paper)
 -Ethiopian Business Review / Addis Maleda   
 (Local Print Magazines)

1
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 -Authority or Opera�ng with a legally valid   
 business license. 
 -Working in the medium of Radio, Print, TV   
 channel, Digital Media/Online
 -Currently opera�ng and have an office in Ethio 
 pia
 -Willing to par�cipate and fill in the survey 
Sampled organiza�on 
 -Linkup Addis  (Digital Magazine)
 -The Reporter (Print Gaze�e) 
 -Fana Broadcast Corpora�on ( Na�onwide   
 broadcaster)
 -Addis Fortune (Business News Paper)
 -Ethiopian Business Review / Addis Maleda   
 (Local Print Magazines)

Results
1. Respondent Background

Respondents were selected based on availability and 
willingness to par�cipate. Key respondents from each 
organiza�on included an editor in chief who is accus-
tomed to the content and other editorial issues, also in 
concert with a managing director of the company with 
insight and authoriza�on to convey human resources 
and financial informa�on necessary for the study to 
conclude. 
Founded in the years ranging from 1995 to 2018, com-
panies were diverse, ranging from large corpora�ons 
with a solid infrastructural setup of more than 100 
employees to new and upcoming media outlets consist-
ing of par �mers, contributors, full-�me employees, 
and founding partners. All of them were opera�onal 
during the �me of the study. 

2. Content 

Crea�ve Process

Crea�ve process was affected by the pandemic due to 
the physical nature of the ac�vi�es. Editorial mee�ngs, 
brainstorming sessions, and other human dependant 
produc�on tasks were either halted or postponed for a 
length of �me during the pandemic. All of the respon-
dents agreed that they weren't able to rou�nely 
conduct ac�vi�es such as mee�ngs brainstorming ac�v-
i�es, periodic staff updates, and studio recordings. A 
respondent men�oned that there was a dip in content 
quality due to the absence of rigorous checks and 
balances being absent. The steps and personnel in the 
pipeline from concept to final output needed to be 
par�ally compromised to meet the deadline and main-
tain consistency. “We have become accustomed to 
doing more with less” men�oned the responding 
editor. 
With regards to the large broadcas�ng corpora�on we 
interviewed, respondents described how COVID19 
affected their basic scheme of news gathering and 
leads. There are three sources of primary newsworthy 
informa�on. These include experts, the community, 
and ins�tu�ons. This informa�on is either gathered by 
field reporters searching for leads or call-ins are verified 
by the media company. During the first three months of 
the pandemic in Ethiopia, beginning from march these 
steps of informa�on gathering have been severely 
affected due to social distancing measures, with the 
result being dwindling leads and staff efforts countered.

Solu�ons to address these issues were par�ally adapt-
ing a virtual work arrangement, adjus�ng �metables 
and deadlines while also diver�ng resources, and refor-
ma�ng exis�ng content. The resultant effect of adverse 
changes in the process resulted in a decrease in the 
amount of content for three fourth of our respondents. 
A major for the obstruc�on of remote work was the lack 
of consistent internet access across the city. 

Content Direc�on and Performance

All of our respondents were in agreement that content 
direc�on needed to be altered during the pandemic. 
The study showed the polar effects of change in the 
content direc�on across the different types of media 
services interviewed and the segment of the popula�on 
they serve. From dedica�ng an en�re team to cover the 
pandemic to hal�ng content output due to a mismatch 
of company values
A cons�tu�on of an interdepartmental team to have a 
consistent COVID19 coverage desk was a response from 
one of the major outlets we interviewed. Social respon-
sibility and demand for COVID-related news drove this 
direc�on. Carefully selected programs with coherent 
messaging were being given the prime�me, while 
pre-produced and ongoing, mostly entertainment-re-
lated shows, were either redirected, shelved, or com-
pletely canceled. Concurrently news that has been 
outperforming was related to the pandemic, out of the 
forty-fi�y news pieces the organiza�on undertakes. 
Throughout the first three months of the pandemic 
messaging needed to be revised to the current need 
and developing situa�ons. “Messaging was coordinated 
alongside the ministry of health with which our organi-
za�on has had a strong rela�onship in the past”.  The 
move to the web was also hastened by the pandemic 
with more content being posted online than in the past. 
“This was a natural occurrence that is inevitably 
happening but our online strategy has gained more 
priority during the pandemic” he added.
 
A polar opposite effect occurred in a niche magazine 
with content directed towards events, personnel, and 
social news. “With all the talk and interest about 
COVID19, we did not need to exist, we had to rethink 
our strategy to maintain our relevance” men�oned the 
editor in chief.  Content relevance was an issue in fact 
for many creators directed at other aspects of life, but 
not more so as an event marke�ng magazine that had 
to struggle through paralyzing effects.  
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But the rebound effect was also the saving grace for 
these crea�ves. With the constant bombardment of 
COVID facts and figures, it didn't take a lot of months for 
people to start to look for content that had nothing to 
do with it. Simply put, the public has had enough of the 
same old COVID headlines a�er the shock effect of the 
first few months faded. Those who have made it 
through the transient but yet apparent period of obscu-
rity men�oned that this is the best �me to make 
content that doesn't involve COVID19. Even main-
stream corpora�ons interviewed, state that their met-
rics indicate pandemic news is naturally not performing 
as it did in the early days of March and April. 
But the lessons did not go unlearned. “If another 
pandemic occurred now, I would know the steps to 
take” stated one of our execu�ve respondents. His com-
pany has had to face the irrelevance first hand and took 
the ini�a�ve to create a “COVID resilient” strategy. By 
diversifying content and moving to more avenues, there 
would be differently tailored content for an occasion 
and direc�on to go to should a topic be rendered docile. 
This included direc�ng to more human interest ar�cles, 
assigning iden��es and direc�ons to social media plat-
forms. Another major strategy was to diversify the 
content format to re-present an ar�cle in a video form 
for instance. Some of our respondents were more 
successful than others in this endeavor with addi�onal 
videography resources becoming required and unten-
able for some. This was also an opportunity for compa-
nies to develop their infrastructural capabili�es, with 
regards to innova�ng towards their websites and appli-
ca�ons. 

3. Opera�onal Management 

COVID Resilient Leadership
Our study found that leaders of departments and 
general managers had to make a series of major course 
adjustments. This weren't absent of consequences and 
undiscovered opportuni�es.
 
The lack of foresight was what many of the leaders 
men�oned as an issue. There wasn't much understand-
ing of the impact COVID would have, this lack could be 
shared with many other interna�onal organiza�ons and 
countries, but more apparent local consequences of 
COVID19 weren't fully understood un�l it was too late 
for most of the instances. “We feel that we have had a 
headstart speaking locally, as the fallout of the 
pandemic was approaching we found that most of our 
important deals with interna�onal companies were 
halted due to their company priori�es and concerns.”

This welcome alarm men�oned by the general manag-
er of a local media and communica�ons company clari-
fies that red flags were being waved by the interna�on-
al business community and one need only look. Due to 
the pinching effects of deals breaking down and being 
canceled the respondents frequently held a mi�ga�on 
strategy with regards to the “existen�al threat” that 
awaited them. The respondent stressed that without 
major course correc�ons taken at the �me their com-
pany was close to dissolu�on. These included the 
realloca�on of human resources, flexibility with work-
out put, consistent upkeep, and maintenance of the 
rela�onship with partners in the ecosystem. Under-
standing was the key value that helped the company 
overcome these changes. 
“Understanding among staff, leadership and owners, 
understanding between customers and partners were 
important in us surviving the pandemic.” 
Other well-established corpora�ons were hit by the 
financial consequences that were a part of COVID19 
but no company-level strategiza�on was undertaken. 
This meant that each department and the managerial 
system had to keep an eye on their bo�om lines while 
also maintaining the tasks expected. 

Workforce management 

For most companies, employee management has been 
the implicit challenge in maintaining office space 
produc�vity and the cost aspect of it. “We weren’t 
hiring new people” men�oned the general manager of 
a local outlet. 
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New hires in the proba�on period were offered intern-
ship posi�ons without pay, while vacancies were 
covered by sharing responsibili�es rather than ge�ng 
someone new on board. An understanding between 
departments and team ownership of tasks helped to 
mi�gate the fric�on that ul�mately resided with fading 
job descrip�ons.
 
Some respondents men�on that had closed the office 
for a short �me, with others maintaining a flexible work 
rou�ne. Workers who had saved up on their yearly 
leaves to the opportunity to u�lize it at the moment, 
while those who were aging, pregnant, or with special 
needs were also made to go on paid leave. As stated 
major challenges were faced in the organiza�ons with 
regards to modera�ng hands-on crew and technical 
personnel.
 
Some employee benefits like free canteen use, bonus-
es, and promo�ons were withheld in some of the cases. 
In other cases employee salary was regarded as a priori-
ty in maintaining trust and employee involvement. 

Maintaining staff safety at work was also one of the 
challenges managers had to overcome. Only 1/4th of 
our respondents stated that their office space was 
ready for COVID19 while 1 of the responding compa-
nies implemented work from home measures. Change 
of sea�ng arrangements to meet physical distancing 
guidelines was implemented by all respondents, obliga-
tory mask-wearing has been implemented in the major-
ity of the offices interviewed, hand sani�zers and tem-
perature checks were implemented in the case of a few 
of the office. Workplace COVID19 guidelines were 
distributed in wri�en form while a minority only verbal-
ized office behaviors required by employees. Respon-
dents were sa�sfied with the implementa�on of office 
guidelines, while half men�on that workplace produc-
�vity decreased because of employee illness. Respon-
dents all men�on that some of their employees have 
had to conduct tests for COVID19, all but one company 
stated that 
 
Financial Bo�om Lines 

All of the respondents strongly agree that revenue 
streams were nega�vely affected during the pandemic, 
with them having to find new ways to earn money. 
“About 70% of our revenues come from ads” stated a 
magazine execu�ve with the rest coming from subscrip-
�ons. The adver�sement business model was strongly 
affected as a result of COVID19’s overarching financial 
crisis on the en�re codependent ecosystem. 

The lack of money to spend on marke�ng and adver�s-
ing means that business models like the one men�oned 
above would need to find new ways to survive. Which is 
exactly what some of these companies did.Companies 
took new direc�ons with regards to diversifying reve-
nue streams by crea�ng mone�zed online content, 
advertorial deals, and looking for new customers like 
pharmaceu�cals and other players in the health care 
industries that were naturally insulated from the finan-
cial implica�ons of COVID.  
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Conclusion 
Companies have had to reevaluate their organiza�onal 
stance, core values, and iden�ty during this pandemic. 
From a leadership standpoint, COVID19 has affected 
media ins�tu�ons like any other business. By circum-
ven�ng the financial ecosystem and increasing the 
already exis�ng burden of office management. 
Employee safety and the interpersonal nature of 
media workers have also contributed to its effects. As a 
public-facing socially responsible organiza�on media 
companies had to figure out how they were going to 
tackle the worldwide obstacle. Although it has been a 
challenge most of the respondents have come out the 
other side with new ideas, business models, and 
perspec�ves. Understanding amongst stakeholders 
was the overarching theme that has helped lubricate 
their transi�on. From customers, owners to manage-
ment and staff, the understanding that this is a global 
event, and the “we are all in it together” mentality 
have paved the way through the ambiguous few 
months. Although most companies speak about 
COVID19 they must build on their current strides as 
the future is yet uncertain. 
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Annex 1 - Survey 

Part 1

Information sheet and Confidentiality agreement 

This is an online survey by Addis Zeybe – Digital 
Media. We are currently conducting a study on the 
effect of COVID19 on the editorial nature and orga-
nizational management of media companies in 
Ethiopia. Your organization has been randomly 
selected out of a framework of 96 other media 
institutions. The questions below are multiple 
questions, generic and easy to answer. All of the 
answers will be generalized in the report therefore 
your response will not be identifiable nor will you 
be required to give out confidential information, so 
please do your best to answer frankly and honestly. 
The results of this survey will be helpful to your 
organization. By analyzing common challenges, 
methods and recommendations of this report, your 
organization can build up on or create a COVID19 
response manual that can be adapted to future 
happenings of the same magnitude. 

Name of Organization -

Respondents title within the organization -

Founded on -

Thank you for taking part, the survey has three 
parts and will not take longer than 7 minutes.
 Yes, I’m glad to participate
 No thanks. 

Part 2

COVID19 and Editorial Issues 

A. Creative Process

1. Because of COVID19 we weren’t able to routinely 
conduct physical activities (such as meetings, 
brainstorming activities, periodic updates, studio 
recordings) that were required in our creative pro-
cess
i. Strongly Agree ----- Agree ----- Disagree ----- 
Strongly Disagree

2. COVID19 affected our organizations content 
video production capacity 
i. Strongly Agree ----- Agree ----- Disagree ----- 
Strongly Disagree

3. COVID19 Affected our organizations script/con-
tent writing, capacity
i. Strongly Agree ----- Agree ----- Disagree ----- 
Strongly Disagree 

4. COVID19 Affected our organizations content 
video production capacity
i. Strongly Agree ----- Agree ----- Disagree ----- 
Strongly Disagree 

5. Amount of content produced has decreased 
during the pandemic
i. Strongly Agree ----- Agree ----- Disagree ----- 
Strongly Disagree

6. Our company was able to adapt to the changes 
by (Multiple Choice)
a) Diverting resources and adjusting timetables
b) Going fully virtual 
c) Implementing an online work environment
d) Other

2. Please specify your challenges with regards to 
creative process (Short Answers)

B. Content Direction
1. We have had to adjust the nature of our 
content because of COVID19 
i. Strongly Agree ----- Agree ----- Disagree 
----- Strongly Disagree
2. The relevance of some of our content has 
been affected negatively by COVID19
i. Strongly Agree ----- Agree ----- Disagree 
----- Strongly Disagree
3. We have had more ideas and have used the 
pandemic as an opportunity to create new content 
i. Strongly Agree ----- Agree ----- Disagree 
----- Strongly Disagree
4. Our company has had to withhold or redi-
rect its messages due to COVID19 
i. Strongly Agree ----- Agree ----- Disagree 
----- Strongly Disagree
5. Because of COVID19 we have had to change 
the format of some of our content
i. Strongly Agree ----- Agree ----- Disagree 
----- Strongly Disagree
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6. We have had to dedicate resources in order 
to report on issues of the pandemic 
i. Strongly Agree ----- Agree ----- Disagree 
----- Strongly Disagree
7. Company vision and mission have been 
adversely affected by COVID19
i. Strongly Agree ----- Agree ----- Disagree 
----- Strongly Disagree
8. Please specify your challenges with regards 
to content direction (Short Answers)
C. Content Performance 
1. We readily index and monitor changes key 
metrics of content performance during the 
COVID19 pandemic 
i. Strongly Agree ----- Agree ----- Disagree 
----- Strongly Disagree
2. Cost Per content out put has increased 
during the pandemic
i. Strongly Agree ----- Agree ----- Disagree 
----- Strongly Disagree
3. Cost per user/reader/listener acquisition has 
increased during the pandemic 
i. Increased 
ii. Stayed the same
iii. Decreased
4. Page views 
i. Increased 
ii. Stayed the same
iii. Decreased
5. Audience engagement 
i. Increased 
ii. Stayed the same
iii. Decreased
6. Audience Growth 
i. Increased 
ii. Stayed the same
iii. Decreased
7. Content marketing 
i. Increased 
ii. Stayed the same
iii. Decreased
8. Please specify your challenges with regards 
to content performance (Short Answers)
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