Ginta Krivma * Par sabiedrisko mediju * On the Public Media

1. Vadibas loma un atbildibas sadalijums
Péc mediju apvienoSanas, iespéjams, katram medija kanalam bis savs galvenais redaktors. Ludzu, aprakstiet ta

1.

lomu un atbildibu.

Mediju kanala galvenais redaktors ir radoSs medija
satura vaditajs ar virsatbildibu par satura atbilstibu
sabiedriskajam pasttijumam un noteiktajai stratégijai,
ka ari izstradata programmu plana realizacijai gan
saturiski, gan vertibu konteksta.

Kopa ar satura redakciju galvenajiem redaktoriem
piedalas parraizu planosana, izstrada raidijumu
vadlinijas, konsulté redakciju vadibu, sniedz operativo
izvertéjumu redakciju vaditajiem, ka ari radosi piedalas
jaunu raidijumu ideju attistiSana. CieSa sadarbiba ar
marketinga nodalu produktu pasreklamas veidoSanai.

Media channel chief editor is a creative media content
manager with a content supervision function to comply
with the public service demand, the identified strategies
and the developed program plan for implementation of
the intent and values set.

Together with the main editors of the separate editorial
offices chief editor is participating in the broadcast
design, develop program guidelines, advice on editorial
controls, operational feedback to editors of the separate
editorial sections, as well as participating in the creative
development of new programming ideas. Working
closely with the marketing department for self-
promotional product formation.

Kada ir valdes loma, pieméram, radio programmas rudens

plana noteikSana, kada - padomes?

SM padomes funkcija ir noteikt medija stratégiskos
meérkus, sabiedriska pasttijuma gada planu un
apstiprinat budzetu.

Valde: izstrada medija satura stratégiju, konsultativi
piedalas medija sezonas programmas plana apspriesana,
apstiprina $adu planu.

Function of the Public Service Broadcaster’s Council is to
determine the strategic objectives of the media, the
annual plan of the public service and approve the
budget.

Board: developing media content strategy, consulting
participation in the discussions over season program
plan, approving those plans.

Kas bis atbildigs (pieméram, zinu raidijuma ietvaros), ja tiek parkaptas Zurnalistikas étikas normas - Zurnalists,
galvenais redaktors vai valdes loceklis ar atbildibu programmu attistibas jautajumos?

1. Atbildibas neséjs un apjoms jaizvérté atkariba no
parkapuma apjoma un regularitates.

2. Katram medija darbiniekam ir japaraksta un
jaievéro Profesionalas étikas kodekss, tadejadi
primari ta ir pasa Zurnalista atbildiba.

3. Tomer, ta ka zurnalists strada redakcijas komanda,
galvena redaktora vadiba, tad solidari par
parkapumu atbild ari galvenais redaktors.

4. Pienemot, ka starp redakciju un vadibu ir noslégts
redakcionalas neatkaribas ligums, tad uznémuma
ietvaros galvenais redaktors atbild valdes prieksa.
Plasakas sabiedribas priekSa par medija kopéjo
darbibu atbild valde.

The carrier of the Liability would be determined
depending on the volume and regularity of the violation.

2. Each Media employee must sign and follow the Code
of Professional Ethics, thus it is his/her professional
responsibility for any breach.

3. However, since the journalist is part of the editorial
team, then the chief editor is jointly and severally
responsible for the breach.

4. Assuming that the editorial impendence contract is
signed between the editorial offices, and then within the
editor in chief is responsible in front of the board.

5. In front of the wider public any breach can be treated
as the Board’s responsibility.

Vai valdes loceklim ar atbildibu programmu attistibas jaut

ajumos biitu regulari jatiekas ar Ministru prezidentu?

Sobrid LTV tiek vél arvien dévéts par ,valsts kanalu”
(pretstata ,sabiedriskajam”) un ,varas ruporu”(pretstata
Jtautas balsij”). Valdibas parstavjlem zinu un
informativo raidijumu ietvaros ir jadod vards, medija
zurnalistiem jabut svarigas norisés un (t.sk. valdibas)
preses konferencés, tomér regularas konsultativas
tikSanas nav nepiecieSamas.

Currently, LTV is still referred to as the "state channel”
(as opposed to "public") and "power megaphone” (as
opposed to "the voice of the people"). Government
representatives should have a place to speak within the
news and information broadcasts. The journalists have
to present at important events and press conferences
(incl Governmental), however regular consultative
meetings with the Prime Minister are not needed.
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2. Tehnologijas un to attistiba
Vai sabiedriskajam medijam butu jabut aktivam ar1 socialajos medijos? Ja ja, kada veida?

1.

Katram miusdienigam medijam jabut aktivam socialajos
tiklos, lai veidotu un uzturétu aktivu interakciju un
operativu atgriezenisko saiti ar jaunakas un modernakas
auditorijas dalu vide, kur ta ,apgrozas”, tadéjadi
ieklaujoties Sis auditorijas paradumos un Kklistot tiem
tuvaki, saprotamaki.

Sada aktivitate jaieklauj komunikaciju plana ietvaros.

Piemeéram,

1) Twitter: tvitot jautijjumus un zinu témas, lai dotu
iespéju iezimeét diskusijas un aktivakas sabiedribas dalas
2) bérnu un jaunie$u raidijjumi ar savu auditoriju
sarunajas ,draugiem.lv”

3) raidijumu tému anonsi, pieméram, FaceBook

Every modern mass media has to be active in social
networks to build and maintain an active interaction and
timely feedback from the newest and most advanced
part of the audience in the environment where they are
present, thus becoming part of the audience's habits and
coming closer and more legible to them.

This activity included communications plan.

For example, the

1) Twitter: to tweet issues and news topics to enable
discussion and outline the part of society

2) children and youth programs talking to their audience
talking "draugiem.lv"

3) The program topic announcements on Face Book.

Kada veida sabiedriskajam medijam biitu jaizmanto citu platformu iespéjas (cross-media)?

Sabiedriska medija saturs arpus savas tradicionalas
vietas tehnologiski javeido ar mérki nokliit péc iespéjas
tuvu savai meérkauditorijai. Ta, ka tas ir pieejams un
lietojams vidés un ierices, kas ir merkauditorijas
lietoSanas paradumos - online un mobilaja vidé (t.sk.
viedtalrunos, plansetdatoros), pie tam paturot prata, ka
un ka mediju satura lietotajs lieto visas Sis ierices
savstarpéji.

The content of Public media beyond its traditional place
technologically should aim to get to the audience as
close as possible. So that the content is accessible and
usable in the new devices and environments that can be
found in media usage habits of the audience - both
online and mobile environment (including smartphones,
tablet), besides keeping in mind that consumers engage
with all of these devices together and how.

Ludzu komentéjiet situaciju, kad zinu dienestam jagatavo atSkirigu formatu programmas (TV, radio, dazadu formatu
ekranu izmériem, t.sk. nakotnes radio ari ka vizualajam medijam)

Moderna mediju vide prasa multimedialu specialistu,
kur konkrétajam medijam ir zinas ,transporta funkcija”
un fokusa ir zipas saturs, nevis medijs, kura ta
parraidita.

Sada prasme prasa atbilsto$i attistitu un talakizlgitotu
radoSo un tehnisko personalu.

The modern media environment requires multimedia
specialists where the particular media channel has the
"transporting” function and the focus is on the message
content, not the medium in which it was transmitted.
This skill requires well-developed and educated creative
and technical personnel.

3. Saturs
Ka tiks definéta un istenota redakcionala politika, vadiba un neatkariba, t.sk. kadas biis robezas un sistéma, ciktal un
ka valde lems par programmam un saturu, ka tiks organizéta redakcionalad vadiba - rado$a un administrativa
hierarhija, galvenais redaktors, redaktori, paklautibas un kolegialitates principi, koordinacija starp struktiiram,

1.

kanaliem un konkreétu raidijumu veidotajiem

1. Sabiedriska medija saturu nosaka sabiedriskais
pasitijums. Redakcionalo politiku nosaka sabiedriska
medija vizija, misija, vértibas un virziba uz noteiktajiem
meérkiem.

2. Valdes uzdevums ir izstradat satura stratégiju un bt
par medija pamatprincipu véstniekiem attieciba pret
visam iesaistitajam pusém, bet tam jabiit noskirtam no
ietekmes par raidijumu un zinu saturu.

3. Redakcionala neatkariba nodro$inama, slédzot ligumu
starp redakciju un valdi.

4. Matricas struktira radosa hierarhija tiek organizéta
péc satura (zinu dienesta direktors, galvenais
redaktors), bet administrativa hierarhija paklauta
programmu attistibas valdes loceklim un talak attieciga
katrai medija programmu vadibali, ievérojot paklautibas

1. Public media content is determined by Public
Demand. The editorial policy is determined by the
vision, mission, values of the media and ensuring
the progress towards the objectives set.

2. The Board is to develop a content strategy and serve
as ambassadors of the key principles to all the
stakeholders of the media, but it must be kept
strictly apart of from the impact to the programs
and news content.

3. Editorial independence is secured through a
contract between the editorial and board.

4. The matrix structure defines that the creative
hierarchy is organized by the content principle (by
news service director, editor in chief), but the
administrative hierarchy is headed by Board
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principu.

5. Kolegialitates princips balstas uz savstarpéju cienu un
toleranci, taisnigumu un labvéligu attieksmi, ietverot
gan savu uzskatu korektu

aizstavibu, gan pamatotas kritikas atziSanu.

6. Koordinacija starp struktiiram, kanaliem un konkrétu
raidijumu veidotajiem notiek katras satura redakcijas
ietvaros, un konkrétie mediji ir ,zinas vai informacijas
neséji’, bet redakcijas ietvaros personalu koordiné
konkrétais redaktors.

Member, responsible for content development, and
further by the programme directorate of each media
channel, subject to the principle of accountability.

5. The principle of collegiality is based on mutual
respect and tolerance, justice and preferential
treatment, including both his view correct defence
and recognition of justified criticism.

6. Co-ordination between the bodies of certain
channels and broadcasting organizations occurs
within each editorial, and specific media is rather
"the carrier” of the news and/or information”.
Within the editorial office the staff is coordinated by
the particular editor.

Vai sabiedriska medija programmam vajadzétu:

a) sekmeét sabiedribas intelektualu attistibu

| Ja | Yes
b) izveidot péc iespéjas kvalitativaku informacijas lauku

| Ja | Yes
¢) popularizét valodu un kultiiru?

| Ja | Yes

Ja pastavetu finanséjums tikai viena meérka attistibai - kurs

tas butu?

Kvalitate ir atslegvards. Péc iespé€jas kvalitativaks
informacijas lauks ietver gan valodas un kultiras
popularizésanas iespéjas, ka arl tam ir sabiedribas
intelektualas  attistibas  (izaugsmes) veicinaSanas
funkcija.

Quality is the keyword. The information field of the best
quality contains both the language and culture
promotion opportunities, and have a public intellectual
development (growth) incentive function.

Nosauciet piemérus sponsorus intereséjoSiem raidijumiem!

Raidijumi ar maksimali lielako konkréto sponsoru
intereséjoso meérkauditorijas apjomu, atkariba no
sponsora parstavéeta produkta.

Plasai publikai paredzéta produkta gadijuma, pieméram,
1) atseviski lielie TV notikumi - Eirovizijas dziesmu
konkurss, lieli koncertieraksti, lielu kultiiras un sporta
pasakumu tieSraides;

2) noteiktu sféru izglitojoSie raidijumi, kvalitativas
kulttras programmas,

3) laika zinas, sporta zinas;

4) kvalitativas filmas (,kino vakaru piedava”)

The content with the maximum sponsor’s target

audience, depending on the sponsor's product
represented.

In the cases the product intended for broad general
public,

1) certain major TV events - Eurovision Song Contest,
big concerts, large cultural and sporting events live;

2) determine the scope of educational programs, high-
quality cultural programs,

3) weather, sports news;

4) quality films ("movies nightly")

Nosauciet LTV mérkauditorijas un to intereses, veidus, ka uzrunat un kapéec?

Sobrid LTV1 53% un LTV7 42% auditorijas ir vecaki par
65 g.v.

Planotais /veélamais auditorijas sadalijums:
1) 54% - iedzivotaji aktivas darbspéjas vecuma 26-59 g.v.
(Sobrid TV3 Sai vec.gr. - 48%+)

Intereses: daudzpusiga un analitiska informdcija par
sabiedribai svarigam norisém, uznéméjdarbiba, aktiva
ekonomiska dzive, kultira

2) 29% - seniori 60+
Intereses: daudzpusiga un analitiska informdcija par
sabiedribai svarigam norisém, kultira

Currently 53% of LTV1 audience and 42% of LTV7 the
audience is over 65 years old

Planned / target audiences:

1) 54% - active working age population 26-59 years old
(now on TV3 this age group - 48% +)

Interests: a versatile and analytical information on
important developments in society, business, active
economic life, culture

2) 29% - seniors 60 +
Interests: a versatile and analytical information on
important developments in society, culture
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3) 17% - pusaudZi un jauniesi, 14-25 g.v.

Intereses: izglitiba, attistibas iespéjas, biznesa uzsdaksana,
daudzpusiga, bet konspektiva informdcija par sabiedribai
svarigam norisém.

Vajadzibu segmenti:
1) Pirmsskolas vec. bérni
2) Jaunako Kklasu skoléni
3) Cilveki ar ipasam vajadzibam
4) Latgaliesu val. lietotaji
5) Mazakumtautibas

3) 17% - teenagers and young adults, 14-25 g.v.
Interests: education, development, business start,
versatile, and concise information about important
developments in society.

Needs segments:

1) Pre-school age. children
2) Secondary school pupils
3) People with special needs
4) Latgalian Lang. Users

5) ethnical minorities

Cik daudz sabiedriska medija programmas biitu javelta, pieméram, ezoterikai?

IzklaidéjoSo raidijumu (->8%) ietvaros programmas
daudzpusibai var but ieklauti sizeti par dazadam temam,
t.sk. ezoteriku, bet, ta ka LTV prioritate ir izklaide ar
pievienoto vértibu, tad regulari programma $1 téma nav
jaapskata.

Entertainment programmes (-> 8%) within the program
versatility may include stories on various topics,
including esoteric things, but as LTV priority is
entertainment with the added value, then within the
regular programme, the theme should not be included
regularly.

Kapéc sabiedriskajam medijam bitu jatéré lidzekli sporta raidijumiem, pieméram, Eiropas un Pasaules Futbola
¢empionatiem? To paSu rada privatas komerctelevizijas, turklat ari tad, ja sabiedriskais medijs no Sadas ieceres

atsakas.
Sporta parraides ir viena no Sabiedriska pasttijuma LTV | Sports broadcasting is one of the priorities of the public
noteiktajam  prioritattm, un to  parraidiSana | service order to LTV. Public television broadcasting

sabiedriskaja TV nodrosina iespéju ikvienam Latvijas
iedzivotajam sekot lidzi Siem notikumiem. Sporta
notikumu translaciju pétijumi pierada, ka sports kalpo
ka nacionals un socials fenomens, kas vieno dazadus
sabiedribas slanus un saskan ar sabiedriskd medija
meérkiem - saliedétas sabiedribas veidoSana, ka ari
piederiba izjuta starptautiskajai kopienai.

allows every Latvian citizen to keep up with these
developments. The surveys show that broadcasting of
sports events, that sport serves as a national and social
phenomenon that unites the various sections of society
and in line with the objectives of public media - a
cohesive society, as well as a sense of belonging to the
international community.

Kadus faktorus Jis nemsiet ver3, lai parliecinatos, ka katrs iegulditais lats sasniedz maksimalu auditoriju?

1) sabiedriska labuma tests - ar uzsvaru uz finansu
efektivitati - finanSu dati pret sasniegto auditoriju
noteikta laika vieniba, konteksta ar tirgus informaciju
par konkréta raidijuma izveides tirgus cenu

2) iek$éjo procesu ,revizija” un optimizésana

1) The public benefit test - with an emphasis on
financial performance - financial data to reach an
audience given unit of time, in the context of market
information for the establishment of a program of
market prices

2) internal processes "audit" and optimization

Ka var noteikt, ka programma ir veiksmiga?

1. Regulari jaanalizé mediju auditorijas pétijumu dati,
par kritériju nemot konkrétas programmas planoto
un sasniegto mérkauditoriju.

2. Sabiedriskd medija papildus pétijumu datiem
programmas kvalitati vértésim aril ar Sabiedriska
labuma testu - sasniegta auditorija, kvalitate
(sabiedribas apmierinatiba, novértéjums saskana ar
sabiedriska medija mérkiem, téla atbilstiba
sabiedriskd medija vértibam, satura un formatu
sabalansétiba), uzticamiba, finanSu efektivitate

1. Regularly analyzing media audience measurement
data taking as criteria the planned and reached
target audience.

2. In Public media in addition to the audience data the
quality will be evaluated with the Public benefit test
- audience reached, the quality (public satisfaction
assessment in accordance with the objectives of the
public media, public media image in the compliance
with values, content and format of the balance),
reliability of financial efficiency

Ka notiks eso$a satura (programmas, raidijumu, Zurnalistu) kvalitates vértéSana (programmas struktiira, radosa
darba kvantitativie un kvalitativie, vizualie raditaji, darba organizacija, finansu resursu efektivitate un ietekme uz
saturu). Kads biis satura novértésanas mehanisms - pirms un péc étera, ieks€ji un areji (atgriezeniska saite)
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1. Satura kvalitates vértéSanai janotiek pakapeniski,
prioritasu kartiba - zinas, informativi analitiskie
raidijumi, kultiras raidijumi, bérnu programmas,
sporta parraides.

2. Uznémejdarbibas vidé ir pazistamas vairakas
kvalitates vadibas sistémas (pieméram, ISO), to
ievieSana un izmanto$ana ir laika un citu resursu
ietilpiga, tomer rezultats ir visaptveroSs un
novertéjuma gaita iespéjams konstatét un ieviest
bitiskus sistémas uzlabojumus.

3. Lai novertétu darba organizaciju un efektivitati, ka
ar1 iedibinato sistemu ietekmi uz saturu un ta
kvalitati, vélams piedalities ikgadéeja Ilgtspéjas
indeksa, kura ietvaros tiek veikts paSnoveértéjums
vairakos kritériju kopumos, ka ari sanemti ekspertu

komentari.
4. Eso$a satura kvalitates novértésanai
1) pirms etera - kvalitates kontrole péc

operativajiem kritérijiem

2) peéc eétera - jaizmanto kritériji, kas ietverti
sabiedriska labuma testa, prioritari izvertejot
sasniegto auditoriju un finansu efektivitati.

1. Current content quality assessment should be
gradual, the order of priority - news, information
analytical programs, cultural programs, children's
programs, and sports.

2. The business environment knows several quality
management systems (e.g. ISO) and while the
introduction of it, the use of time for it and the
required other resources can be quite demanding,
then the result is quite comprehensive and the
valuation can be established, and substantial
improvements to the system introduced.

3. In order to assess the organization and to set
understanding of the impact of the current systems
to the content quality, it is suggested to take part in
the annual Sustainability Index, which is carried out
within the framework of self-assessment of several
criteria, as well as expert commentary received.

4. Current content quality assessment

1) before the broadcast - quality pre-control based on
quick criteria;

2) after the broadcast - the criteria from the public

benefit test can be well used to, primarily, evaluate the

audience data and the financial performance.

.Isuma iezimgjiet istermina marketinga stratégiju un nosauciet galvenas aktivitates.

Istermina marketinga stratégija tiek planota ar merki
operativi sniegt situacijas pagaidu uzlabojumus, tomér
jebkura nepardomata un nepietiekami izvertéta steiga
var rezultéties lidzeklu neracionald izmantojuma, tapéc
1) Pirms istermina marketinga stratégijas izveides
nepiecieSams izveértét esoSus un/vai iegiit jaunus LTV
zimola, patérétaju attieksmes un produktu pétijuma
datus (status quo), uz tiem balstot jebkuras isaka vai
ilgaka termina marketinga aktivitates.

2) Paturot prata LSM izveidi, visi soli LTV istermina
marketinga plana jau sakotnéji jasalago ar talako LSM
marketinga koncepciju, nodroSinot resursu racionalu
izlietojumu.

3) LTV istermina marketinga plans tiek balstits uz LSM
noteikto viziju, misiju, vértibam un merkiem.

4) NepiecieSama eso$a ,programmu portfolio”
izvértesana konteksta ar Sabiedrisko pasitijumu un
medijam noteikto viziju, misiju un merkiem, ka arl
planoto mérkauditoriju.

5) Jaizverté, kuri Sobrid ir spécigakie produkti/sejas,
kadas ir to IpaSibas, un ka tas saskan ar sabiedrisko
pasttijumu. Spécigakie un atbilstosakie produkti tiek
izmantoti par kop€jo kanala vilcéjspéku.

6) 1pasa uzmaniba japievers LTV zimolam - paturot
prata planoto LSM izveidi, LTV zimola operativa maina
nav lietderiga; nepiecieSams $a zimola véertigako ipasibu
izcelSana un komunicésana;

7) sadarbiba ar citiem medijiem savstarpéja reklamas
izvietoSana, socidlo portalu profilu atjaunoSana un
,meklétaju” iesp€ju izmantoSana, izveidojot
harmonizétu komunikacijas visos mediju kanalos.

8) pirms jebkuru marketinga darbibu uzsakSanas, ir

Short-term marketing strategy is planned with the aim
to disseminate the situation temporary improvements,
but any rush and/or insufficient evaluation can result in
non-rational utilization of funds, so

1) Prior to the establishment of short-term marketing
strategies it is need to assess the existing and / or obtain
new LTV brand, consumer attitudes and product
research data (,the status quo”), to serve as the base for
any short-or long-term marketing activities.

2) Keeping in mind the plan of creating of ,LSM”, all
steps in LTV short-term marketing plan should be kept
in line with the further marketing concept of LSM thus
ensuring rational use of resources.

3) LTV short-term marketing plan is based on the LSM's
vision, mission, values and goals.

4) It is required to evaluate an existing "program
portfolio” in the context of public service order and the
vision, mission and goals, as well as the intended
audience.

5) Assess who is now the most powerful products /
faces, what are their characteristics, and how it is
consistent with public order. The strongest and most
relevant products would be used as a driving force of the
whole channel.

6) pay particular attention to the brand LTV - bearing in
mind the planned creation of LSM, LTVs brand
operational change is not useful, it is necessary to
indicate and communicate the brand's most valuable
properties;

7) Cooperation with other cross-media advertising,
social networks, product profile’s update within the
certain social network, search engines usage, and
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svarigi nodroSinat, ka darbinieki ir informéti un izprot
planotas marketinga aktivitates.

Butiskaka istermina marketinga aktivitate ir izveidot par
sistému un ieviest parraizu savstarpéjo pasreklamu gan
LTV katra kanala ietvaros, gan LTV abu kanalu starp3,
gan ka nakamais solis ar1 sadarbojoties ar Latvijas Radio
un jauno interneta portalu.

harmonized brand communication in all media channels.
8) before the start of any marketing activities, it is
important to ensure that employees are aware of and
understand the planned marketing activities.

The main short-term marketing activity is to create and
implement a system of mutual self-promotion of the

programmes within the ,home” channel, further
implementing the cross channel self-promotion
cooperation.

The next step is cooperation with the Latvian Radio and
the new internet portal.

4. Cilvéekresursi
Ka tiks veidota turpmaka radoso darbinieku piesaiste, motivacija, attistiba (étera un aizkadra cilveki,
iekSpakalpojumi, arpakalpojumi), atalgojuma principi un sistéema?

1.

1. Svarigi ir uznémuma ieksiené definét un ievérot
pamatprincipu - medija seja un butiba ir saturs, un
prioritaras nodalas ir tas, kas to rada, savukart
aizkadra cilveki ir tie, kas nodroSina vidi, lai
radoSiem var radit saturu, tomér neviens nav ne
labaks, ne sliktaks, ,visi ir viena laiva” un katram ir
savi uzdevumi kopiga mérka sasniegSana - ,viens
par visiem, visi par vienu”.

2. Jaunu darbinieku piesaiste tiek veikta konkursu
veida, darbinieku izaugsme tiks nodroSinata,
veicinot darbinieku profesionalo attistibu.

3. Par motivaciju - tipiski katra uzpémuma
darbiniekus var iedalit 4 segmentos péc darbinieku
piesaistibas un motivéjoSiem faktoriem, un katrai
darbinieku dalai ir citi motivéjosie faktori.

4. Uznémuma ietvaros atalgojumu principi, kur vien
iespéjams, janosaka par gala produktu, nevis par ta
veidoSana patérétajam stundam.

5. legadajoties produktu arpakalpojuma, primara ir
pakalpojuma sniedzéja izpratne par LTV vértibam
un mérkiem, ka ari ekonomiskajai situacija adekvata
samaksa (ko nosaka cenu aptauja vai iepirkuma

1. It is important within the company to define and
follow basic principles - the face and the essence of
the media is the content. The priority department
are those creating the content, while the back-office
departments are the ones to provide and ensure the
environment that can lead to creative content,
however, no one is neither better nor worse, "all in
the same boat" and each has its own challenges
towards a common goal - "one for all, all for one."

2. Attracting new employees is done in the form of
competitions, staff development will be ensured by
promoting their professional development.

3. The motivation - typically employees of each
company can be divided into 4 segments, and the
employee attachment, motivating factors, and the
staff have for each other motivating factors.

4. Enterprise-wide remuneration principle, wherever
possible, should be the final product, rather than the
creation of hours.

5. By purchasing outsourced services, the first priority
for the provider is to understand the LTV values and
goals, as well determined by the economic situation

procediira). adequate remuneration (determined by the
competitive dialogue procurement procedure).
Vai sabiedriskajam medijam nepiecieSamas ,zvaigznes”? Ja ja, kadas tie$i?
Katram medijam nepiecieSamas spoZas, spécigas, | Each Media requires bright, strong, charismatic
harizmatiskas  personibas, kas ir TV kanala | personalities, a TV channel "recognizable faces" - the
,atpazistamas sejas” - tas personificé konkréto | personification of the broadcasting and TV channels

raidijumu un TV kanalu kopums. Sabiedriskam medijam
ir svarigas tadas personibas, kas atbalsta un veicina
kanala mérku un misijas izpildi.

package. For a public media it is important that the
personalities support and bolster its goals and mission.

Kur$ no Siem redakcijas departamentiem neiederas jeb visvairak atSkiras no citiem - cilvék intereSu stastu (human

interest), izglitojoSo, bérnu vai muzikas raidijumu?

Miizikas raidijumi.

| Musical programmes.




Ginta Krivima

Kadai butu jabut arodbiedribas lomai miisdieniga sabiedriska medija?

Nemot véra LTV darbinieku skaitu, arodbiedribai ir
komunikatora un mediatora loma, t.sk. uzturét socialo
dialogu starp darbiniekiem un darba devéjiem, pieverst
sabiedribas  (darbinieku)  uzmanibu  noteiktiem
procesiem un organizet cilvekus, lai vini paustu savu
viedokli, but par mediatoriem darba stridu risinasanas
gadijumos, izglitot stradajosSos par vinu tiesibam, ka ari
iesaistities darba droSibas un aizsardzibas jautajumu
risinasana.

Given the number or employees in LTV, the trade union
would have a communicator and mediator role,
including maintaining the social dialogue between
workers and employers, to draw public’s (employees’)
attention to certain issues, to organize people so that
they express their views, to be mediators of the labour
dispute settlement cases, educating workers about their
rights, as well as labour safety and security issues.

Kopuma sabiedriskais medijs pastavigi izjiit spiedienu izveléties starp vélmém un finansialajam iespéjam. Kas ir
labakais veids lidzsvarot So situaciju, kas valdes loceklim ar atbildibu programmu attistibas jautajumos butu jadara,

lai risinatu So probléemu?

Visu valdes loceklu uzdevums ir uznémuma procesu un
sistemu optimizésana, nosakot, ka medija
pamatuzdevums ir noteiktajam prioritatém atbilstosa
satura razosana.

Svarigi ir noteikt, ka sabiedriskais pasttijums
finanséjams no valsts dotetajiem lidzekliem, bet
programmas dalas, kas ir arpus sabiedriska pasiitijuma,
tiek finansétas no citiem ienémumu avotiem.

Lai noteiktu, vai Iidzekli tiek izlietoti ekonomiski
pamatoti, nepiecieSams izmantot etalonraditajus un
cenu aptaujas.

The responsibility of the Board is to optimise business
processes and systems, stating that the priority for the
media Production of the content in compliance with the
priorities set.

It is important that public service order procurement is
financed from the state-dependent means, but part of
the program, which is outside the public service order, is
financed from other revenue sources.

To determine whether the funds are used economically
feasible, it is necessary to use the benchmark and the
price quotation.




