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MediaRating 

The media market is changing rapidly and it has become increasingly difficult to navigate 

media outlets. Specifically, we see verified information alongside misinformation; renowned 

writers who respect journalistic standards alongside mere disseminators of recycled articles; 

trustworthy sources clashing with dubious ones; and transparent publishers alongside 

anonymous websites. This is the media world of today.  

 

The technological changes of the last few decades have led to a significant reduction in the 

costs of publishing and dissemination of information. New state-of-the-art technology has 

traditional media business and journalism lose to content creators whose principal aim is to 

make a profit, be that directly or indirectly, while having the benefit of having to expend 

substantially lower costs compared to traditional media. And although they compete for the 

attention of readers and advertisers with traditional media, new media are not media in the 

traditional sense; traditional media value content quality and journalistic standards. New media 

include not only blogs and vlogs, but also, for example, sites promoting commercial or political 

interests, and platforms that regurgitate other people’s content, be it other sites or social 

networks. 

 

MediaRating, a project initiated by the Endowment Fund for Independent Journalism 

(Nadační fond nezávislé žurnalistiky, abbreviated “the NFNZ”), is a tool that draws a 

line between traditional media and mere content creators. It evaluates the media in their 

entirety in terms of the degree of their transparency towards readers, to what extent 

they abide by basic journalistic standards and how they process information and 

approach their sources. MediaRating is a readers’ guide to the media world. It enhances 

media literacy and can also be used by companies commissioning advertising.  

Who MediaRating (dis)rates 

MediaRating rates mainly news and current affairs media and journalism, opinions included, 

in the full range of their thematic and genre diversity. The basis for selecting media outlets is 

primarily their membership in publishing and other professional organisations (e.g. the 

Publishers’ Union or the Association of Online Publishers) or their assessment through 

NetMonitor or other third-party applications in the media segment (such as SimilarWeb). 

Additional media are added according to their expected impact (either direct or indirect) or 

social relevance.  

 

MediaRating focuses primarily on media that cover socially relevant topics. Therefore, it does 

not usually encompass media that address cultural, lifestyle, professional, sports or trade 

topics. Nor does it cover media run by local authorities or the state, unless the NFNZ decides 

otherwise. Where regional media are concerned, the NFNZ decides on their inclusion based 

on their regional importance and impact.  
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In addition to the above, the following minimum conditions must be met in order for the media 

outlet to be covered by MediaRating: 

- All the information the media outlet provides about itself is true (publisher, editorial 

staff, contacts, etc.).  

- The owner/publisher is registered in the Register of Beneficial Owners in accordance 

with the law. If at least one person listed there meets the definition of a 'politically 

exposed person' under international legislation (see the Definition of politically exposed 

persons given below), MediaRating will not home in on the media outlet. Democracy 

stands on the shoulders of legislative, executive and judicial power - the media, as the 

fourth pillar of democracy and its watchdog, should not be directly linked to the other 

three. If the owner/publisher is a politically exposed person, the conflict of interest is 

dire and journalistic standards of content are difficult to assess.   

- The media outlet, specially the sections or departments under review, has been in 

operation for at least one year. 

- The media outlet or the evaluated sections or departments publish new content 

regularly (on average at least 5 articles per week online, at least one article per month 

in print). 

 

If the above conditions are met, the first step is to assess how the content is processed. Media 

outlets are then divided into three categories, with the first two being rated.  

 

1) Own-content media 

Some media create most of their own content. This can include both news and journalistic 

genres. The NFNZ gives such media top points as they are the only ones that can be assessed 

for their professional handling of content and adherence to all journalistic standards. 

2) Reproduced-content media 

Media where more than 70 per cent of the content is picked up and processed according to 

journalistic standards (working with sources and facts, etc.) fall within this category. The NFNZ 

rates them on a basic scale that assesses only relevant criteria (i.e. not those related to the 

content of the original/reproduced article). 

3) Disinformation and conspiracy sites & Junk News   

This category includes media outlets that, while giving the impression that they are 

mainstream media with content created by journalists, they do not actually respect even the 

most basic of journalistic standards. Some of these sites spread conspiracy theories that 

cannot be verified or disinformation that is used to manipulate the reader in the name of 

particular interests. These include sites for which content creation and related issues are of 

no importance – their primary aim is to monetise articles, photos and videos, irrespective of 

quality. Content is often composed only of texts that are retrieved from third-party sources, 

including social networks, press releases or promotional materials, with no regard for 

journalistic standards. Hence, we may refer to them as quasi-media. 
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Conspiracy sites systematically and deliberately share conspiracy theories. The NFNZ draws 

on the approach adopted in the Czech Republic mainly by the Conspiracy Atlas and its 

definition of conspiracy sites. In identifying them, we apply the definition of conspiracy theories 

as theories that support the notion (or themselves establish the notion) that organisations 

(individuals or groups) are taking or have taken steps in secret to achieve malevolent ends 

(see Eirikur Bergmann - Conspiracy&Populism: The Politics of Misinformation). The vast 

majority of conspiracy theories are based on three basic tenets:  

 

1. Nothing is a coincidence. According to this conjecture, the world is based on intention 

and it completely disregards concepts such as chance, randomness or coincidence. 

Everything happens because it is intended and planned to happen.   

 

2. Nothing is as it seems. The sentiment is that appearances are deceptive. It assumes 

that people and institutions behind conspiracies make sure that they are either 

undetectable or appear completely innocent in the eyes of others. 

 

3. Everything is connected. Since there is no such thing as coincidence, the third 

supposition asserts that after a certain period of time, a pattern that is quite obvious can 

be detected in every event. This is why conspiracy theorists expend their efforts in 

uncovering the various connections and relationships between events and actual 

conspiracies. 

 

It is the nature of conspiracy theories that they can neither be confirmed nor denied. In 

identifying conspiracy theories shared by conspiracy sites, we draw on the work of the 

Conspiracy Atlas and Konšpirátori.sk, among others, and other sources such as RationalWiki 

and Snopers. The final decision to classify a site as a conspiracy site lies with the NFNZ.   

 

Disinformation sites spread disinformation. Disinformation is understood as verifiably false 

or misleading information that is created, presented and disseminated for economic gain or 

as a tool to deliberately confuse the public (see Communication on tackling online 

disinformation, COM - 2018). Disinformation takes on a wide range of forms, from elaborate 

conspiracies through alarmist messages to outright nonsense.  

 

The last category is Junk News. Sites disseminate texts that fundamentally violate the core 

principles of journalism, especially when it comes to working with sources and 

overemphasising the importance of individual news. These principles can be victimised and 

violated in many different ways (see, for example, the definition of Polarization, Partisanship 

and Junk News Consumption over Social Media in the US). Junk News sites run on two basic 

business models. The first is web content focused primarily on reprinting PR material 

masquerading as mainstream news or publicity texts. The second model is the complete 

absence of any real journalism, where journalists are fully replaced by copywriters, who retell 

articles that they found elsewhere. Typically, these sites tend to artificially increase the 

importance of the text with the help of clickbait, they embed manipulative techniques in the 

text, weave high emotionality into news and current affairs, and refrain from correctly quoting 

sources. There is also little or no verification of information. The decision to categorise a site 

as Junk News is made by the NFNZ with a view to the above.  
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Methodology 

The MediaRating methodology reflects the basic journalistic standards applied worldwide, as 

set by the codes of individual media and journalistic organisations and journalistic practice. 

 

MediaRating consists of the following criteria: 

 

1. ORIGINALS: The volume of original content, which is used to distinguish between 

media outlets that primarily produce original content and those that collect most of 

their content from other sources. 

 

2. TRANSPARENCY: Rating of media transparency  

2. 1. OWNER: Information about the owner/publisher and their conflict of interest, if 

any 

2. 2. EDITORS: Information about the editorial staff 

 

3. CONTENT: Rating of content  

3. 1. SOURCES: Working with sources  

3. 2. FACTS: Working with facts  

3. 3. GENRES: Distinguishing genres (especially news and commentary)   

3. 4. RELEVANCY: Appropriate relevance of articles, clickbait   

3. 5. ADVERTISING: Differentiation between content and commercial formats  

  

MediaRating criteria 

1. Original content (basic sorting criterion for media type) 

ID: ORIGINALS 

 

This criterion is used to distinguish between media that provide original content of their own 

(news and current affairs) and those that predominantly reproduce articles without any 

significant added value (agency and reproduced online news). In addition to agencies and 

other media outlets, downloaded sources of information may include, for example, social 

networks or press releases. Translations of articles from foreign media are also considered as 

articles that have been picked up (reproduced). 

http://www.nfnz.cz/
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2. Media and editorial transparency 

ID: TRANSPARENCY 

Weight in MediaRating rating: 25% 

A fundamental pillar of a media outlet’s credibility is its transparency to readers, both as 

regards its ownership and editorial staff. The rating in this area has a weight of 25 per cent in 

the overall rating of a given media outlet. 

 

The reader has the right to know who owns the media outlet and how the media outlet is doing 

financially – at least to the extent that every business should disclose in public registers. If a 

media outlet is published by a private individual. it should also disclose that information in the 

interests of transparency. The reader should also be told whether the media outlet or its owner 

is at risk of a business conflict of interest, either in general or in regard to specific topics. 

Readers also have the right to know who the authors of the texts are and how they can contact 

the authors of individual articles. Therefore, MediaRating’s primary focus is on whether the 

following points are clear:  

 

- Who publishes the media outlet, who is the beneficial owner and how the media outlet 

is managed; 

- Who makes up the media outlet’s editorial team and how individual editors can be 

contacted; 

- Whether full contact details (including registered office and ID number) are easy to 

find.  

 

This criterion consists of two sub-criteria, namely the transparency of the publisher/owner and 

the editorial staff. 

2. 1. Owner/Publisher  
ID: OWNER 

Weight in TRANSPARENCY: 50% 

Where this criterion is concerned, MediaRating focuses on two basic areas, namely the 

transparency of the owner/publisher and their potential conflict of interest (except for the one 

related to the owner as a politically exposed person – this is already addressed when the 

media outlet joins MediaRating).  

2. 1. 1. Owner/publisher transparency  

ID: FINANCE 

Weight in OWNER: 50% 

MediaRating rates whether: 

- All the contact details of the owner/publisher can easily be found in the media 

(including registered office and ID number) and the owner is listed in the Register of 

Beneficial Owners; 
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- All essential documents, in particular the financial statements, are deposited in the 

Public Register and the Collection of Deeds in due time. If the publisher is self-

employed, it should publish at least basic information about the media outlet’s 

management on the website in order to promote transparency. 

 

2. 1. 2. Conflict of interest 

ID: CONFLICT 

Weight in OWNER: 50% 

 

The media outlet should not have conflicting business interests. But if this is the case, it should 

draw attention to it in specific instances. 

Publishers and owners may have conflicts of interest, for example, when doing business in 

government-regulated industries, when engaging in a high volume of direct transactions with 

the government, or when covering topics and cases in which the owner is doing business or 

is involved. Conflicts of interest also generally arise if the owner also owns an advertising or 

media agency.  

2. 2. Editorial staff 
ID: EDITORS 

Weight in TRANSPARENCY: 50% 

MediaRating rates whether basic information about the editorial staff (members of the editorial 

staff and their profiles) is easily accessible. The reader should have easy access to the 

organisational structure of the media outlet’s editorial staff, including ways to contact the 

editors (email, contact form, etc.). If an article is signed with an acronym, it should be clear 

which author the acronym belongs to (preferably by clicking on the contact or profile of the 

respective editor). 

3. Working with content 

ID: CONTENT 

Weight in MediaRating rating: 75% 

3.1. Working with sources 

ID: SOURCES 

Weight in CONTENT: 20% 

When taking up a topic or content, the initial sources should be clearly identified so the sources 

of all information are clear and transparent. If the topic of the article, theme or content is not 

original, this should be stated in the introduction of the text. Where online media are 

concerned, the original online source should be disclosed via a hyperlink, if technically 

possible. A hyperlink is not necessary when picking up an agency article or press release. Nor 

is it necessary in other justified cases, such as a direct transcript of a television news report. 
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MediaRating rates both the unambiguous identification of the original source of information 

and the verification of information from multiple, independent sources. If the report is picked 

up from another source, such as the New York Post, that source should also be credited as 

the author, and the report should not only be signed by an editor from the editorial office. The 

translator of the article should also be acknowledged. 

 

MediaRating does not rate verification from multiple sources when it comes to: 

- Agency reports and official press releases; 

- Articles that have been picked up and their source has been properly acknowledged 

(and, if technically possible, linked); 

- Public information (official notices, court decisions, statistics, etc.); 

- Journalistic items, such as analysis or commentary. 

 

A social media profile that is anonymous or backed by unclear sponsors or unidentified people 

is not considered a transparent source. 

 

3. 2. Factuality and context of articles  

ID: FACTS  

Weight in CONTENT: 20% 

Readers should find enough information and arguments in the articles to form their own 

opinion and put things in context. In opinions and analytical texts, context and facts must 

support the conclusions or opinions presented. 

Should this not be the case, if and when, for example, editors believe that something is obvious 

or common knowledge, it does not necessarily mean that the content is untrue or misleading. 

Nonetheless, readers cannot judge the relevance of the message in the absence of facts.   

 

3. 3. Distinguishing genres 

ID: GENRES 

Weight in CONTENT: 20% 

 

Individual genres should be clearly separated, in particular when it comes to news and various 

journalism-related formats, such as opinions, commentaries, glosses, columns, 'italics', 

reports and analysis. MediaRating rates whether the various genres are transparently 

differentiated for the reader and whether the news contains opinions and comments.  

It must be easy for the reader to make the distinction. This can be done through page reference 

or by clearly naming the section.  
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3. 4. Raising attractiveness 

ID: RELEVANCY 

Weight in CONTENT: 20% 

 
MediaRating assesses whether media outlets artificially make articles look more attractive and 

important. 

 

Headlines should reflect the actual content of the text, i.e. they should not present false 

information, be sensational, emotionally tinged with no direct relation to the topic or reality 

described in the article. If the text is a report, it should not contain expressive language. Also, 

photographs in articles should not be offensive or misleading. 

 

Editors should refrain from artificially inflating the importance of reports and the topics 

described by, for example, translating foreign names, through the absence of a domicile or by 

referring to other, but only marginally related, more important topics.  

 

Stereotyping and generalising statements that are not supported by anything other than an 

isolated act distort the content and do not belong in journalism.  

 

3. 5. Distinguishing advertising 

ID: ADVERTISING 

Weight in CONTENT: 20% 

 

MediaRating rates whether advertising and other commercial formats are kept separate from 

editorial content. Commercial formats should be obvious at a glance, they should be properly 

labelled and they should not share the same graphic design as editorial articles (different font, 

frame, background printing, etc.).  

 

MediaRating’s final score  

MediaRating focuses on two main criteria: 

1) Criteria that are used to evaluate the media outlet as a whole (TRANSPARENCY); 

2) Criteria that are used to evaluate the media outlet based on a selected sample of 

articles (CONTENT). 
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Breakdown of each scoring criterion and the maximum number of points  

 

MEDIARATING 100 

TRANSPARENCY 25 CONTENT 75 

OWNER 12.5 SOURCES 15 

EDITORS 12.5 FACTS 15 

 

GENRES 15 

RELEVANCY 15 

ADVERTISING 15 

 

 

Points are awarded if the individual criterion are met. For example, 12.5 points can be awarded 

for the EDITORS criterion. If a website has easy-to-find information about the editorial 

structure, but readers cannot contact individual staff members, it receives only 6.25 points in 

this category. On the contrary, it will get all 12.5 points if it meets the requirements. 

 

Points for sample articles are calculated based on the percentage of texts in which the criterion 

is correctly fulfilled (i.e. the maximum number of points times the number of texts fulfilling the 

criterion). For example, if 90% of all the articles analysed have correctly stated sources 

(SOURCES category) then the article will receive 13.5 points out of 15 possible points. 

 

 

The final score (scoring value) is then based on the total number of points obtained and is as 

follows: 

 

A (85 points or more): The media outlet meets the basic criteria attributed to journalistic standards and 

credibility.  

A- (80 to 84.99 points) 

B+ (70 to 79.99 points) 

B (60 to 69.99 points) 

B- (50 to 59.99 points) 

C (less than 49.99 points): The media outlet does not meet the criteria attributed to journalistic standards 

and credibility. 

 

Media that receive a C rating are removed from MediaRating and placed on a separate list. 

They can reapply one year later. 

 

If the editorial office makes adjustments during the year to improve its rating in terms of 

TRANSPARENCY and brings this to the attention of the NFNZ, their rating may be adjusted 

outside the normal rating period. 
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Selection of articles 

The articles that are rated in line with MediaRating’s CONTENT criteria for online media are 

selected from two perspectives: 

 

- Fifty articles according to their readership/response from readers (i.e. texts that have 

considerable impact on readers); 

- Fifty articles are randomly selected from the top tiers of the homepage (this reflects 

which articles the editorial team prioritises and wants to reach readers with). If an article 

has already been selected, another one is chosen. 

 

The days and times of selection are randomly determined in the evaluation period. All articles 

(news, commentary, journalism) are included in the selection, with the exception of texts from 

the culture, sports and lifestyle sections of the media outlet (e.g. travel, car, garden, fashion, 

etc.). Fifty new articles are always included in the evaluation sample as are 50 articles 

remaining from the previous selection (the oldest articles are excluded).  

 

Where print media is concerned, we rate a random sample of five issues during the evaluation 

period for magazines and seven issues for newspapers. 

 

As regards television stations, we rate a sample of the main news bulletins on seven randomly 

selected days during the evaluation period. 

 

The entire sample of articles and stories under evaluation is always renewed when it comes 

to print media and television stations.   

Definition of a politically exposed person 

A politically exposed person is a natural person holding a significant public office, both at 

national and regional level. It also refers to a close person.  

A politically exposed person therefore includes, without limitation (see e.g. businessinfo.cz): 

● Head of state; 

● Prime Minister; 

● The head of a central state administration body and his deputy (deputy, state 

secretary); 

● Member of parliament; 

● Member of the governing body of a political party; 

● The head of a local government; 

● The judge of a supreme court, constitutional court or other supreme judicial body 

whose decision, generally with exceptions, may not be appealed; 

● A member of the board of a central bank; 

● A senior officer of the armed forces or of a corps; 

● A member or representative of a member, if a legal person, of the governing body of a 

state-controlled business corporation, an ambassador or the head of a diplomatic 

mission; 
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● Or a natural person who performs or has performed functions similar to those listed 

above in another State, in a body of the European Union or in an international 

organisation. 

A natural person who is a close person or who is a shareholder or beneficial owner of the 

same legal entity or trust fund as the above-mentioned person is also considered a politically 

exposed person. In general, according to the Civil Code, a close person is “…. a relative in 

the direct line, a sibling and a spouse or partner under any other law regulating registered 

partnerships; other persons in a family or similar relationship shall be deemed to be close to 

each other if the harm suffered by one of them would reasonably be perceived by the other as 

harm to himself. Persons who are married or cohabiting permanently shall also be deemed to 

be close.”  

The MediaRating team  

Josef Šlerka and Petr Orálek developed the methodology behind the MediaProject. The basic 

codebook was created in cooperation with Mgr. Lenka Waschkova Císařová, Ph.D., from 

Masaryk University in Brno. Klára Tejchman leads the team of coders. 
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