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Foreword: Lord Chandos,
Thomson Foundation Chairman

What it takes...

This has been a hugely challeng-
ing year for media development
organisations like Thomson
Foundation as massive cuts to
USAID funding, caused a rip-
ple affect across the sector. | am
happy to report that Thomson
maintained charitable activity in
line with its best previous year, a
testament to the hard work of the
whole Thomson team in London,
Berlin and in the field and the
focus and dedication to the mis-
sion of the organisation. And that
mission is today more relevant
than ever, with truth under threat
and disinformation more pres-
ent than before.

In this Annual Review, the
breadth of work of the organisa-
tion is reflected. From supporting
media in Sudan and Uganda com-
batting disinformation, to working
with organisations in the Western
Balkans, Central Europe and Latin
America to build more sustaina-
ble businesses and developing
a toolkit for UNESCO on Media
and Information Literacy (MIL), it
is work that supports healthy infor-
mation ecosystems, particularly
in challenging parts of the world.
Thomson works long-term with key
partners, news organisations and
journalists on the ground, often
after other players have left.

Thomson has also maintained
a long-term commitment to sup-
porting quality journalism through
the Young Journalist Award at the

annual Foreign Press Association
awards. It was won this year by
the inspirational Kenyan journalist
Tracy Onchoke, whose hard-hitting
reporting on alleged corruption
in Kenya's education system for
aspiring lawyers, earned her the
first prize. This reporting put Tracy
in the firing line for abuse and
threats, which she described to
the Board of Trustees of Thomson
Foundation, also reflecting on her
commitment to report, undaunted
by consequences.

The foundation invested in
Research, Policy and Impact in
2025, strengthening its ability to
articulate outcomes for donors
and partners. The various research
efforts it undertakes under a wide
variety of global programming,
have been coordinated under
one coherent umbrella, to ensure
consistency and long-term learn-
ing for the organisation and its
beneficiaries.

Thomson started work during
the year to streamline governance
of the UK charitable entity, which
should reach a conclusion in 2026
and provide the organisation with
a simpler governance structure.

As ever, my thanks to CEO Caro
Krieland the whole Thomson team,
wherever they are working to sup-
port independent journalism, my
fellow trustees in London and the
advisory board for Thomson Media
in Germany, under the strong lead-
ership of Christoph Lanz.
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A Message from our Trustees

We asked, "Why is Thomson's work so relevant today?"

"As media business models globally continue to face acute
pressures, Thomson's role is more vital than ever - partner-
ing with media outlets, often in challenging markets, to help
them reach new audiences, monetise content and become
more sustainable commercial enterprises.”

Katharine Campbell
T—

"As technology drives change through every media sector in
the world, the need for strong, independent journalism has
never been more important in every country and on every
continent. Thomson's commitment to the underpinning ethics
of good journalism, accuracy, education and training means
we have a vital role in helping colleagues and organisations
allaround the globe as we enter a new era of communication.”

Sir Clive Jones
'

"Access to trustworthy information is a cornerstone of demo-
cratic resilience. In the current zeitgeist, Thomson Foundation’s
work with journalists and media around the world has never
been more critical to ensuring we are consuming information
we can trust."

L

Dr Gerry Power
v

*Newsrooms and journalists across the world face monu-
mental challenges — from threats to media freedom from
anti-democratic governments to difficult business operat-
ing environments. Yet, more than any other time, the world
needs a strong, independent and credible media to combat
disinformation and misinformation, and hold governments
and corporations accountable. It is gratifying to know that
the foundation is making a difference through innovative pro-
grammes, impactful training, and evergreen courses."

Pamella Makotsi Sittoni
o

"In the midst of the war in Sudan, Thomson is helping inde-
pendent Sudanese journalists and media outlets to provide
the public with access to verified information and to coun-
ter propaganda, disinformation and hate speech spread by
the conflict parties and those seeking to prolong the war.
Supporting independent media is an important contribution
to ending what is now the world's worst humanitarian crisis
and laying the foundations for a democratic transition."

Dame Rosalind Marsden
T

"In a world in which bad actors with ready access to powerful
Al tools can so easily distort or even create fake realities, the
need for well trained, well supported journalists is greater
than ever. For over 60 years the Thomson Foundation has
been equipping journalists across the world to tell the truth.
The challenges change but the need to defend democracy
remains the same.”

Tanya Joseph

T—

"Thomson Foundation plays an essential role in strengthening
the Independence and ethical standards of journalists world-
wide. It fosters media sustainability and professional integrity,
thereby protecting the free flow of trusted information.”

Christoph Lanz
T—

"As a journalist myself reporting on global conflict and fight-
ing disinformation | know how vital the work of the Thomson
Foundation is. We operate in some of the world's most difficult
environments, beset by war and challenges to democracy,
empowering local media to speak fearlessly and truthfully.”

Jane Corbin
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Our Year in Numbers 2025

Strengthening Independent
Journalism Worldwide

In 2025, Thomson worked with
journalists, media organisations
and civil society partners across
the globe to strengthen independ-
ent media, improve professional
standards, and support sustain-
able journalism in challenging
operating environments.

Through training, partnerships
and practical newsroom support,
our programmes were delivered
directly and online to media pro-
fessionals and organisations in
more than 100 countries globally,
delivering lasting impact at both
individual and institutional levels.

In the past year, the main
focus of our work has been in the
following areas:

Supporting media and civil
society to tackle disinformation
and information manipulation
Enhancing the viability of
independent media through
approaches that build audi-
ences, diversify revenue
and drive innovation, includ-
ing media in exile

Helping media outlets and
journalists to maximise the
benefits and opportunities of
Al, while minimising the risks
Strengthening the role of
media in promoting Media and
Information Literacy

Media Professionals Supported

1511 journalists and media pro-
fessionals across 35 countries

trained, mentored or supported
through in-person training, guid-
ance and workshops.

Thomson programmes equipped
journalists, editors and media
leaders with practical skills, profes-
sional knowledge and resilience
needed to operate in rapidly evolv-
ing media environments.

Additionally, 3900 media pro-
fessionals from 123 countries took
courses available through our
Journalism Now online platform.

Learning & Engagement

421 workshops, webinars and
training events delivered.

From in-person newsroom
training to international learning
exchanges and online workshops,
Thomson delivered capaci-
ty-building opportunities tailored
to local media needs.

87 training courses provided
online, covering Al, Disinformation,
Media and Information Literacy
and Environmental Journalism,
and multiple courses covering
core journalistic and media skills.

Strengthening Media Ecosystems

Beyond individual training,
Thomson works directly with
media outlets and partner organ-
isations to strengthen newsroom
sustainability, collaboration and
long-term impact.

292 media organisations
receiving direct support. Support
included mentoring, training.
grants, operational guidance and

targeted expertise to help news
organisations strengthen editorial
and business resilience.

Partnerships that deliver impact

304 partner organisations
and expert consultants engaged.
Collaboration with regional experts,
trainers and delivery partners
enabled programmes to respond
effectively to local contexts
and challenges.

Knowledge & Thought Leadership

95 reports, toolkits and public
guidance resources published.

Thomson produced practical
resources and research to share
learning across the global media
development community.

Together, these achievements
reflect Thomson's continued
commitment to supporting inde-
pendent journalism, strengthening
media ecosystems and enabling
trusted information to reach com-
munities worldwide.

To keep up with our latest
stories, please click here or scan
the QR to visit our website.

COUNTRIES REACHED GLOBALLY

1511

JOURNALISTS

AND MEDIA
PROFESSIONALS
REACHED IN PERSON

A 292

L

MEDIA ORGANISATIONS
RECEIVED OUR DIRECT SUPPORT

304 ..

PARTNER ORGANISATIONS AND
EXPERT CONSULTANTS ENGAGED

iy,

3900

MEDIA PROS
TAKING OUR
E-LEARNING
COURSES

21\

O 0O

N W

2025 IN NUMBERS

123 *

87

LEARMING COURSES
PROVIDED ONLINE ON
JOURNALISM NOW

421

WORKSHOPS, WEBINARS &
TRAINING EVENTS DELIVERED

95

REPORTS, TOOLKITS &

GUIDANCE RESOURCES

PUBLISHED
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Reporting Through Conflict

For many journalists, repression is not a distant threat but a lived reality. Arrests, legal harassment, gen-
der-based persecution and forced exile continue to silence voices and hollow out media ecosystems.
Thomson works with journalists and independent outlets operating under extreme pressure, includ-
ing those forced to continue their work from exile. Our support prioritises safety, continuity and visibility,
recognising that media freedom is not sustained by statements of principle, but by practical action.

Across Borders, Across Silence

Artwork by Matt Lott

Sudan’s war has transformed
the conditions in which inde-
pendent journalism is produced.
Newsrooms have closed, jour-
nalists have been displaced and
many reporters now work across
borders or from exile, often with
fragmented teams and limited
infrastructure. Yet the demand
for credible reporting has become
more pressing as conflict, dis-
placement and disinformation
have made verification harder and
public trust more fragile.
Thomson's Sudan Digital
Resilience project combines
investigative journalism support
with digital security training for
reporters and independent media
organisations working on Sudan.
The approach reflects a practical
reality of conflict reporting today:
the ability to investigate rigorously
depends increasingly on the ability
to work safely, protect sources and
navigate misleading information.
In November 2025, 20
Sudanese junior to mid-career
Jjournalists, living in exile but still
actively reporting on Sudan’s
conflict, took part in a five day
in-person training programme in
Kampala, Uganda, focused on
investigative journalism and dig-
ital security. Selected from 108
applicants, the level of demand
underlined both the pressure on
the sector and the determination
among Sudanese reporters to

continue producing public-interest
Jjournalism despite displacement
and insecurity.

“The training gave us tools we
can use immediately in our report-
ing", said one participant who
wished to remain anonymous.
‘It showed us how to investigate
complex stories while protecting
ourselves and our sources.”

The programme sought to
ensure that training translates
into published work. An investiga-
tive grants scheme was launched
and 15 proposals were submitted
by journalists and media outlets.
They focused on disinformation
narratives and media manipulation
linked to Sudan’s conflict, pointing
to a strong appetite for reporting
that can scrutinise the informa-
tion environment as well as events
on the ground.

Alongside support for indi-
vidual journalists, Thomson has
worked with the Sudan Media
Forum (SMF) to strengthen
the resilience of independent
Sudanese media organisations
operating largely in exile. In prac-
tice, this has meant helping outlets
improve digital safety, verification
processes and newsroom systems
at a time when many are function-
ing across multiple countries and
under persistent operational strain.

For the next stage in the pro-
gramme, Thomson will work with
22 members of the Sudan Media

Forum concentrating on digi-
tal security and Open Source
Intelligence (OSINT) based
verification.

For Meriem Bahri, Thomson's
Head of Programmes for the
Middle East and Africa, the pro-
gramme had been shaped by
the realities Sudanese journalists
now face. ‘Independent journal-
ism on Sudan is being produced
under extraordinary pressure, often
by reporters and media organisa-
tions working far from home and
with limited protection”, she said.
‘Our role is to help strengthen the
Skills, systems and safeguards that
allow that reporting to continue with
rigour and credibility.”

The longer-term aimis to help
those skills spread across the
sector. The programme is devel-
oping eight champions within
the Sudan Media Forum network
who will go on to deliver peer
training in investigative journal-
ism, conflict-sensitive reporting.
gender-sensitive reporting and
data journalism. ‘In a media land-
scape shaped by displacement,
that kind of shared capacity mat-
ters”, said Meriem. ‘It helps sRills
travel even when institutions are
under pressure”.

The Sudan Digital Resilience
project is funded by the UK's
Foreign, Commonwealth &
Development Office (FCDO).

‘Independent journalism on Sudan is being produced under extraordinary
pressure, often by reporters and media organisations working far from
home and with limited protection” - Meriem Bahri, Thomson Foundation

FAST FACTS:

* 20 independent Sudanese journalists trained in investigative journalism & digital security

® 15 investigative proposals submitted through the grants scheme

¢ 22 Sudan Media Forum member organisations engaged

* 8 champions being developed within the SMF network to lead peer training
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Journalism Under Gender Apartheid

Nobel Peace Prize laureate
Malala Yousafzai met Thomson
at the Frontline Club in London
alongside Zahra Joya, founder
of the Afghan news organisation
Rukhshana Media. The conversa-
tion took place ahead of a panel
discussion on the role of Afghan
independent media under Taliban
rule and reflected the Malala
Fund's support for Rukhshana
Media and the women journalists
reporting under severe restric-
tions. What follows are edited
highlights from the interview.

Thomson: Malala, you've
been closely involved in
supporting Rukhshana Media.
Why does its work matter?

Malala: Rukhshana Media
is playing a really critical role at
this time because Afghan women
are silenced and journalists are
threatened. Female journalists are
putting their lives at risk by tell-
ing the stories of Afghan women
and what they are going through.
Rukhshana Media is one of the
few platforms that is actually the
voice of Afghan women, despite
the dangers and threats they face.
It's important for us to amplify their
voices, because they are bringing
attention to the truth of what is
happening on the ground.

Thomson: Zahra, the

challenges your journalists
face are immense. How are
they managing to operate?

Zahra: | am working along-
side almost 10 journalists on

the ground, mostly female. It's
really hard to gather information
from inside the country, but my
colleagues are working inde-
pendently and bringing first-hand
information from inside. It's a risky
job. My colleagues are taking their
lives in their hands to gather infor-
mation. Women of Afghanistan are
forced to be silent. It's hard, but |
think they are very brave, they are
courageous, and they are working.

Thomson: The voices of
Afghan women — and women
in many other places — are
not necessarily being heard.
Why do you think that is?

Malala: It's really frustrating
because we talk about women's
rights, and then when women's
rights are violated and under
threat, we witness a silence. In
moments like these, we need
to test our true commitment to
gender equality. Afghanistan is a
country where the worst violations
of women's rights are happening.
Girls are banned from secondary
education, and women are denied
any public appearance, political
participation, or role in work. If
they dare to step outside these
rules, they are punished. So they're
paying a price for simply daring
to have these rights. When | think
about what Afghan women and
girls are going through right now, it
really makes me want to do some-
thing for them because | really
admire their resilience and how
they are doing their activism. So
to all our friends, our colleagues
who believe in gender equality

who are feminists should also join
this call and share their solidarity
with Afghan women in this most
dificult time.

Thomson: You both use

the term ‘gender apartheid'.

Why does that phrase fit?

Malala: Words like ‘gender
discrimination” and ‘gender per-
secution’ fall short in explaining
the scale of oppression the Taliban
are imposing on women and girls.
They have issued more than 100
decrees and edicts, the majority
targeting women, limiting their
work, education, and any appear-
ance in public life. That is such an
extreme form of gender oppres-
sion that we have to call it "gender
apartheid”. This should be seen as
a global issue, addressed on moral
and legal international law basis.

Thomson: The international
community has said that the
Taliban should look at the way
they treat women and should
change it. Is that enough?

Zahra: No. The way that the
Taliban are treating women is
so harsh and so brutal. And as
Malala mentioned, there's more
than 100 decrees on edicts the
Taliban issued, and most of them
targeted women. From my per-
spective, it's a proper war against
women and gender equality. This
is not enough. That's why we and
our friends like Malala are asking
for recognition of gender apart-
heid. And | think this is the time to
push for the protection of women's
rights and human rights.

Thomson: Malala,
is this the time?

Malala: This is definitely the
time. | think on the one hand, we
want countries, we want leaders
to step up and recognise what's
happening in Afghanistan as a
gender apartheid, make it part
of the Crime Against Humanity
Treaty, and put it in the system,
because it guarantees not only
safety to the Afghan women, but
to women around the world, that
they could be protected against
such extreme forms of gen-
der-based discrimination. At the
same time, | also think that it sends
amessage. Calling for support for

the Afghan women who are in the
country or who are in exile at this
time. We need to use everything
in our capacity to support Afghan
women journalists. We need to
share their stories. We need to
support the work that they're
doing on the ground. Through
Malala Fund, we are supporting
activists who are providing edu-
cation to girls through alternative
learning platforms and who are
bringing attention to the stories
of Afghan girls and women. And
doing everything in our capacity to
echo the voices of Afghan women
and really join their fight of resil-
ience and resistance.

Malala Yousafzai on a panel discussion
during the event at the Frontline Club, London

Zahra Joya speaking at the International Journalism Festival in Perugia, Italy

Zahra was also in conversation
with Deborah Kelly, Thomson's
Director of Training and
Communications in a session at
the 2025 International Journalism
Festival in Perugia, Italy. In front
of an audience of journalists and
editors, Zahra described how she
was forced to flee Afghanistan
when the Taliban took control
and now runs Rukhshana Media
in exile in the UK,

She described a country where
women are being systematically
removed from education, employ-
ment and public life. “Being a
woman in Afghanistan is like being

a second-class citizen, or worse,”
she said. Against that backdrop,
Rukhshana Media remains one
of the few independent Afghan
newsrooms continuing to report
on women's lives. Many of its jour-
nalists work under pseudonyms
and strict security protocols, often
without knowing the identities of
colleagues, to reduce the dan-
ger of exposure. “We refuse to be
erased”, said Zahra.

Alongside convening conver-
sations internationally, Thomson
is working with Rukhshana Media
providing strategic guidance
on governance, operations and

INTERNATIONAL
- JOURNALISM

FESTIVAL
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financial planning to strengthen
the organisation and support its
long-term sustainability, so its
reporting can continue.

Click here or scan the QR code
below to view the full interview with
Malala Yousafzai and Zahra Joya at
the Frontline Club in London.



https://www.youtube.com/watch?v=pO-ihE0P7YY
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Media and Information
Literacy in Practice

Thomson places Media and Information Literacy (MIL) for Media at the heart of the news ecosystem.
The reason is simple. In an age of content manipulation, societal polarisation and media fragmentation,
journalists need to provide audiences with the skills they need to assess information critically, recog-
nise disinformation and engage responsibly with media.

We are supporting media organisations at a global, regional and individual level to do just that. We
are helping them promote and use MIL through practical tools that strengthen audience trust and news-
room practice alike. MIL is no longer an educational add-on; it is a cornerstone of democratic resilience
and as demonstrated through these examples of our work; it is also a way to support long-term media
sustainability.

Thomson's Catherine Mackie moderating the UNESCO MIL Toolkit panel at Cartagena, Colombia

MIL for Media at a Global Level

Equipping journalists and media
organisations with the media and
information literacy (MIL) skills
needed to thrive and survive
in the 21st century information
ecosystem was key to Thomson's
work in 2025.

Throughout the year, we talked
to editors, journalists, media man-
agers and academics from around
the world investigating how MIL
for media can help newsrooms
reconnect with audiences and
drive long-term sustainability.

As part of this extensive work,
Thomson was a key contributor
to a groundbreaking Media and
Information Literacy Toolkit for
Media from UNESCO. The Toolkit
is a practical resource designed to
help newsrooms adopt a hands-on
MIL approach and understand

Stap 1: Why Media and Information
Literacy matters for Media

[ = B
Why Media and Information
Literacy MATTERS

-

a:&l Jﬂ 3 ’.* At ,

Step 2 Registration and
Onboarding Survey

what MIL in media looks like. It
offers bitesize case studies which
illustrate how newsrooms globally
are employing MIL using expert
video clips and programme and
content templates to help journal-
ists and editors do the same. The
first step is to ensure journalists,
editors and media managers know
and recognise MIL, know why they
should care and know how it can
help build trust with audiences.
The Toolkit shows:

+  How MIL can encourage audi-
ences to think critically about
information seen, read or heard

+  HowMiILcan support audiences
with informed decision-making

+  How MIL can help develop
practical skills for audiences
themselves to find, assess,

verify and create accu-
rate information

. How MIL can build audi-

ence trust in media and an
understanding of the role
of professional journalism in
democratic societies

The Toolkit demonstrates how
media organisations can sup-
port these four central pillars of
MIL in all aspects of their work.
Some of the topics covered are
how to integrate MIL into story-
telling for empowerment, how to
engage audiences through MIL,
how MIL can be used to promote
gender equality and how MIL
principles can be applied when
working with Al.

Step 3: How lo use this Toolkit | = U

How to use the

MIL Toolkix for Media

Step 4: Introduction o the Media
and Information Literacy Toolkit for
Media

Step 1 of the UNESCO MIL Toolkit. Click here to view the video.

Step 3 of the UNESCO MIL Toolkit. Click here to view the video.


https://www.youtube.com/watch?v=aE9Wbjai-p8
https://www.youtube.com/watch?v=4alcG9-Knjk
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Toolkit resouces

The resources within the Toolkit to
help newsrooms achieve this include:

+  Downloadable templates
for programme, content
and planning ideas which
use and promote MIL
Suggestions for audience
outreach activities both
online and face-to-face
Case studies from media
organisations around the

world who are already engag-

ing audiences through MIL

+  Downloadable Means of
Verification grids to help you
demonstrate your organisa-
tion's commitment to MIL

Case studies

Rappler, Philippines: Pia Ranada,
community lead, explains how they
are cultivating civic empowerment
through chat rooms linking audi-
ences to journalists. Users must
adhere to community guide-
lines to curb hate speech and
disinformation.

Pia Ranada, featured in Indicator 1 here

Individual indicator
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The nine indicators within the UNESCO MIL Toolkit

The Nation Media Group, Kenya:
James Smart, managing director
for Broadcast and New Media
explains how they are 'lifting the
lid" and showing audiences how
news works. For example, add-
ing text boxes to investigations
where a journalist explains why
the story was chosen and how
it was sourced.

James Smart, featured in Indicator 1 here

Maldita, Spain: Ximena Villagrdn,

chief operating officer, explains
how they run short courses on
WhatsApp for the public to test
their skills, with daily challenges
on common tactics used to spread
disinformation.

Ximena Villagran, featured in Indicator 2 here

“.. it's more essential than ever that media
organisations understand how they can use MIL to
reignite public trust in professional journalism”
Deborah Kelly, Director of Training & Communications

MIL policy for media

The third step in the Toolkit
guides editors on building their
own bespoke MIL policy for media.

‘With the advent of Al-generated
content and the proliferation of
disinformation and hate speech in
public discourse it's more essential
than ever that media organisations
understand how they can use MIL
to reignite public trust in profes-
sional journalism,” says Deborah
Kelly who is Thomson's director
of training and communications.

The MIL for Media Toolkit
was unveiled during UNESCO's

Global MIL Week conference in
Cartagena, Colombia during a
panel discussion where Thomson
brought together newsroom
innovators, editors and audience
researchers from Kenya, the
Philippines, Spain and Colombia.

Other MIL Events

- A media and information

Literacy workshop organ-
ised by the African Union of
Broadcasting and UNESCO
in Mauritius. The event was
attended by media exec-
utives and editors from

Rebulkding Trust
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across the continent

A webinar for global news
leaders organised by WAN-
IFA, the World Association of
News Publishers

A webinar for journalists and
media executives organ-
ised by the ABU, Asia-Pacific
Broadcasting Union which
serves more than half the
world's population through its
220+ members in 65+ countries

=
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UNESCO Toolkit image case study

FAST FACTS

e 66 case studies from newsrooms around the world
¢ 70 suggested audience activities around MIL

* 38 ideas for staff training and wider collaboration on MIL

* 30 downloadable templates

* 40 journalists, media executives and MIL experts interviewed

UNESCO MIL toolkit homepage

Click here or scan to access the UNESCO Media and Information Literacy: A Multimedia Toolkit for Media


https://www.unesco.org/mil4teachers/en/toolkit-media
https://www.unesco.org/mil4teachers/en/toolkit-media/indicator-1/content-ideas/case-studies/case-study-3?hub=139
https://www.unesco.org/mil4teachers/en/toolkit-media/indicator-1/activities/case-studies/case-study-8?hub=139
https://www.unesco.org/mil4teachers/en/toolkit-media/indicator-2/activities/case-study-7?hub=141
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MIL for Media at a Regional Level

‘We launched this research to explain why people behave this
way and how those habits can shape civic attention and political
decision-making when elections intensify." - Davor Marko

Hooked on the Feed is a qual-
itative study published in 2025
by Thomson and the Media and
Journalism Research Center
examining how Facebook, TikTok
and X shape information con-
sumption in Eastern Europe.
Rather than measuring clicks, it set
out to understand routines: how
people move through feeds, what
they believe, what they ignore, and
what that means for public under-
standing and civic life.

The research is based on 82
in-depth interviews with social
media users across Romania,
Hungary and Poland, plus
the Hungarian community in
Romania. What emerges is a pic-
ture of high platform use paired
with shrinking attention, rising
exhaustion and a widening gap
between audiences and profes-
sional journalism.

The study’s findings are inform-
ing how Thomson is supporting
newsrooms adapt to a chang-
ing environment. It's an approach
rooted in the dissemination of
media and information literacy
among journalists and audiences.

‘We treated this research
as a practical roadmap,” says
research coordinator and pro-
gramme manager Davor Marko.
‘We used the findings to translate
audience habits into our support
programmes, helping newsrooms
shift toward audience-led journalism,

strengthening long-term media lit-
eracy - especially for younger users
- and informing policy discussions
that protect independent journal-
ism in politically volatile contexts.”
The trigger for this research was
Romania’s presidential elections,
where TikTok-centred promotion
nearly propelled a candidate to
victory before his later suspension.
"As initiators, we proposed FCDO
funding to help us move beyond
assumptions and map what voters
- especially younger ones - actually
do on platforms, why they do it, and
how those routines influence politi-
cal choices during election periods,”
explains Davor.

Widespread use,
shallow engagement

Across the interviews, par-
ticipants describe a mode of
consumption the study calls ‘blind
scrolling”: a passive, almost auto-
matic habit of swiping through
content without clear intent. It cuts
across age groups and educational
backgrounds and sits alongside
a sense of being overwhelmed by
the pace and volume of informa-
tion. The study also records “social
media fatigue’ Many users recog-
nise the negative impact on their
wellbeing but still feel unable
to disconnect.

‘What looks like ‘engagement’
often turns out to be autopilot’,
says Davor. “We launched this
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research to explain why people
behave this way and how those
habits can shape civic attention
and political decision-making when
elections intensify.”

Distinct information cultures

The report’'s findings are not
uniform across the region. They
shift with platform design and
local context:

+  Romania (TikTok): TikTok
dominates among younger
users and is used heavily for
entertainment and influenc-
er-driven content. The study
finds that political commentary
from non-journalists can be
treated as credible, particu-
larly where mainstream media
is distrusted or seen as part of
‘the system”.

Hungary (Facebook): Facebook
remains central to maintaining
personal and community ties,
including among Hungarian
communities. Its role as a
social connector sits along-
side frustration about what
users feel is unavoidable
political content.

Poland (X): X is favoured by
politically engaged users for
fast-paced discussion and a
less ad-heavy experience. It
functions as a space for live
debate and commentary,
shaping how politically active
users keep up with events.

These differences matter
because they show why one-
size-fits-all approaches to public
information and media literacy
fall short. The behaviours are
shaped by the platform, not
merely by the topic.

Distrust in media

A consistent thread across
the interviews is a drift away

from professional news sources.
Respondents cite perceived edito-
rial bias, superficial coverage and
political or corporate influence. In
Romania, distrust can be espe-
cially sharp, with some participants
describing the media as corrupt,
elitist, or out of touch.

The report also highlights a
growing confusion about who
qualifies as a journalist, as cre-
ators, influencers and amateur
commentators take on roles that
audiences increasingly accept as
authoritative.

Download the full study by
clicking here or scan the QR code.

FAST FACTS

» 82 in-depth interviews

* Heavy platform use, “blind scrolling” & platform
fatigue widespread, confusion about who counts

as a journalist

* Trust in news low across three countries cited:
Poland 30%, Romania 27 %. Hungary 23%



https://www.thomsonfoundation.org/media/izalmxnj/hookedonthefeed_social_media.pdf

20 | Connect to audiences

MIL for Media at a Local Level

O ORingier

For media organisations that
host large online communities,
Media and Information Literacy
needs to be present in daily deci-
sions, shaping how standards are
applied, how abuse is handled
and how open discussion is pro-
tected without becoming toxic.

Ringier Slovakia faced this
challenge on "Pokec”, one of
the country's most active social
networks. Users communicate
in everything from slang to for-
mal debate, often inventing new
phrases to bypass moderation
rules. Manual moderation alone
could not keep pace. At the same
time, any automated system had
to keep user information securely
on in-house servers and respect
privacy requirements.

Al-powered

With Thomson's mentorship,
led by Al strategist Lukas Gorog,
Ringier set an ambitious goal:
to build an Al-powered content
moderation system using Large
Language Models (LLMs) by sum-
mer 2025. The intention was not to
remove human oversight, but to
allow moderators to focus on com-
plex cases while clearly acceptable
or clearly harmful content could be
handled automatically.

The early phase focused on
groundwork. The team manually
labelled 1,000 real messages to
train and test the system, then
evaluated different models for
accuracy, speed and cost. From
this, they designed a three-
stage approach: approve safe
content, block harmful content,
and send borderline material
for human review.

Spotted in milliseconds

Finding the right balance
proved to be the defining chal-
lenge. Too strict, and legitimate
content would get blocked. Too
lenient and hate speech would slip
through. Through months of test-
ing. they found the sweet spot that
minimised pending reviews while
maintaining accuracy, in a process
that required refinement to ensure
the system reflected Ringier's edi-
torial standards rather than simply
applying blunt automation.

By late summer, the system
was not only accurate but fast
enough for real-time moderation.
Response times were reduced to
around 60 milliseconds, allowing
harmful content to be intercepted
almost instantly without slowing
the user experience.

The project then evolved
further. By August, the team rec-
ognised the potential to expand
beyond Slovak. English, German
and Polish were added and by
November 2025 Small Language
Models (SLMs) were introduced
to identify languages automati-
cally, making the system genuinely
multilingual and scalable across
Central Europe.

Apply at scale

The impact was clear.
Moderation effort reduced from
24 hours a day to 12, freeing around
one and a half full-time roles to
focus on higher-value tasks.
More importantly, the system has
strengthened Ringier’s ability to
apply its standards consistently at
scale. "Thanks to this mentorship,
we are now able to filter out hate
speech in milliseconds, and we are
integrating Al into many more pro-
cesses across our company” says
Ringier's project manager Katarina
Mikundova. “We also exceeded our
goals and developed this solution
for other languages in Central
Europe—an important achievement
since hate speech and inappropri-
ate content continue to grow, and
we are able to fight it efficiently.”

“Thanks to this mentorship, we are now able to filter out hate speech in milliseconds,
and we are integrating Al into many more processes across our company”
Katarina Mikundova, Ringier's project manager
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Pokec's homepage, the popular Slovakian social network

FAST FACTS

* Moderation time cut by 50% from 24 hours to 12
* Harmful content flagged by real-time Al moderation in ~60 milliseconds
* 3 new languages added in a year: English, German and Polish
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Building Information Integrity

False narratives are now travelling at scale and reshaping public debate often before facts have a
chance to catch up. In elections, in conflict and across polarised societies, disinformation undermines
trust gradually and decisively. For journalists, the consequences are immediate, be it reputational harm,
legal exposure, physical risk or a shrinking space for independent reporting.

Responding to this environment demands systemic resilience. Across regions affected by con-
flict, political pressure and digital manipulation, Thomson connects research, newsroom practice and
global thought leadership to strengthen media's capacity to analyse and respond.

Understanding Sudan’s Information War

In Sudan, the war has been fought
not only through military force,
but through competing efforts
to shape what people know,
believe and fear.

In a report conducted under
the FCDO-funded Sudan Digital
Resilience project, Thomson
examined that contested infor-
mation environment, with one of
its most important conclusions
that online manipulation has
offline consequences.

Eroding trust

The report, Information
Manipulation in Sudan: A baseline
Assessment of Actors, Narratives
and Tactics, warns that false nar-
ratives can precede violence on
the ground and can also disrupt
humanitarian work by creating
confusion, fuelling suspicion and
eroding trust in reliable sources
of information.

The research was conducted
in collaboration with the mul-
ti-media and research platform
Andariya and Sudanese journalists
and civil society organisations. The

result is a detailed picture of how
false and misleading narratives
are being produced, circulated
and exploited in ways that affect
civilians, journalists and the wider
prospects for peace.

The report shows that infor-
mation manipulation in Sudan is
not incidental to the conflict. It
has become part of how the con-
flict is sustained and understood.
Drawing on desk research, inter-
views and social listening across
digital platforms, the study found
that coordinated campaigns are
being used to influence pub-
lic opinion, discredit opponents,
inflame existing grievances and
complicate efforts to establish
verified accounts of events. It also
shows how these narratives move
across platforms, often shifting
from one format or audience to
another as they spread.

Traditional media collapse

This has unfolded in a media
environment already devastated
by war. The report describes
the collapse of much of Sudan's

traditional media infrastructure
since April 2023, with newspapers,
radio stations and television outlets
shut down or severely disrupted,
journalists displaced, and many
media professionals left without
work. In that vacuum, social media,
messaging apps and informal digi-
tal networks have become primary
channels for information sharing.
These spaces can provide urgent
updates and maintain community
links, but they are also highly vul-
nerable to rumour, hate speech
and coordinated disinformation.

Manipulation & intimidation

The research links inflammatory
and deceptive content to intimida-
tion, ethnic hostility, atrocity denial
and the targeting of journalists and
civil society organisations.

That dynamic became espe-
cially visible in the report's
monitoring of online discourse
during military operations in El
Fasher in September and October
2025. Over that two-month period,
researchers reviewed 6,348
posts classified as information

manipulation, with a combined
potential reach of more than
eight hundred and ninety million
(890,225,854) and 45,870 engage-
ments. The monitoring captured
how digital campaigns intensified
around military developments and
how manipulated content, includ-
ing Al material, could be used to

FAST FACTS

e Thomson's report shows that 24 print newspapers, 36 radio
stations, 8 satellite TV stations & 13 local TV stations stopped operating.
» 80% of journalists lost their jobs

* Nearly 2,000 journalists were displaced or relocated.

#SudaneseTikTok
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intimidate communities, muddy
the evidential record and shape
perceptions in real time.

“The findings confirm that infor-
mation manipulation is not a side
effect of Sudan's war but part of its
strategy,” said Thomson's Head
of Programmes for Middle East &
Africa, Meriem Bahri. ‘In a country

where the information space has
itself become a site of conflict,
understanding how manipulation
works is part of protecting the pub-
lic's right to reliable information.”

Click here or scan the QR
code to read the full article and
download the report.



https://www.thomsonfoundation.org/latest/how-disinformation-is-shaping-sudan-s-conflict-a-new-report/

A Framework for Action

What does it take to push back
against disinformation when
attention is fragmented, trust is
low and powerful systems shape
what people see?

That question framed the fifth
Thomson Talks session, held at
the Cambridge Disinformation
Summit 2025, organised by the
Cambridge Judge Business School
and held in the university's historic
debating chamber. The discus-
sion brought together journalism,
technology, academia and public
policy to focus on what is work-
ing, what is falling short and where
action is needed.

The report that followed the dis-
cussion Disarming Disinformation
in the Media: What Works, What
Doesn't and Why, captures the
debate and organises the proposed
responses around three pressure
points: how newsrooms operate,
how audiences consume informa-
tion and how social media platforms
are governed. It also raises a fourth
challenge that shapes all the oth-
ers: agreeing what success looks
like and how it should be measured.

From reacting to anticipating

A clear message from
Cambridge was that reactive
fact-checking cannot keep pace
with the speed and scale of today's
information flows. Speakers
argued for newsroom strategies
that anticipate narratives before
they harden and spread, includ-
ing systematic “pre-bunking” that
explains the tactics and incentives
behind recurring falsehoods.

Madhav Chinnappa moderating the event in the world-famous Cambridge debating chamber

The report also frames disin-
formation as an ecosystem with
financial and political drivers that
can be investigated. Instead of
treating each claim as an isolated
problem, speakers urged jour-
nalism to follow the money, map
networks and expose the machin-
ery behind coordinated campaigns.

Trust, they suggested, is built
as much through method as mes-
sage. The report highlights the
value of “show your work” report-
ing. where audiences can see
how conclusions were reached,
which sources were used and
how verification was carried out.
It also stresses the role of empa-
thy and context, particularly when
reporting to communities who feel
ignored or caricatured by main-
stream coverage.

Building resilience beyond news

The report argues that a health-
ier information space cannot be
delivered through journalism alone.
News consumption is fragmented,
shaped by fatigue, emotion and
identity. Participants called for

stronger and more consistent
media and information literacy,
including the idea of a national
curriculum that returns to these
skills year after year from primary
school onwards.

Speakers also underlined that
credible responses must be cultur-
ally grounded. That means working
with communities, not speaking
at them, and recognising the

‘offline-online continuum” where

influence and trust are formed.
The report points to coalitions
that link journalists, educators, civil
society groups and, where possi-
ble, platforms, so responses can
be localised and rapid without los-
ing sight of rights and safeguards.

Interventions and accountability

A third strand of the discus-
sion focused on platform power.
Speakers argued that voluntary
self-regulation has not delivered
meaningful accountability and that
fragmented oversight allows bad
elements to exploit jurisdictional
gaps. The report outlines a set of
interventions that rely on stronger

external governance, user prompts
that reduce harmful sharing and
reforms to digital advertising sys-
tems that enable the monetisation
of disinformation.

It also highlights calls for algo-
rithmic accountability, with some
participants pushing for clearer
top-down rules that address how
ranking systems reward outrage
and engagement, regardless of
accuracy. Existing frameworks
such as the EU Digital Services Act

and the UK Online Safety Act were
referenced as potential levers,
particularly where independent
regulators have the authority and
resources to enforce transparency
and compliance.

Defining success & measuring it

The report’'s closing chal-
lenge is also its most strategic.
Without clear objectives and
shared metrics, interventions risk

‘I think the starting step is to engage with audiences

to understand what their needs are.” Mitali Mukherjee,
Director - Reuters Institute for the Study of Journalism

‘Misinformation is here to stay. It has always been
here. It only changed the way it manifests and this way

it manifests today is much faster to propagate and with
huge influences on societies.” Alexandru Giboi, The European

Alliance of News Agencies

“There's no solution that can exist without cooperation

and participation from all parts of that ecosystem.”
Yoel Roth, Head of Trust and Safety - Match Group

"..the system of information that dominated the 20th
century...has been supplemented now by another

system, which is a many to many, peer to peer system...”

Eliot Higgins, Author and Founder - Bellingcat

.what is the goal that we're trying to achieve? How do
we build the information ecosystem that we want that
really is helpful to everyone throughout society.”
Madhav Chinnappa, Senior Executive Consultant - Moderator

Watch the insights video summarising the event here
Download and read the full report by scanning the QR code.

being inconsistent, untested, or
counterproductive. As Thomson's
Chief Executive Caro Kriel warns,

“Without clarity on goals and

accountability, the risk is that
well-meaning interventions may not
go far enough or may even backfire.”
She adds: “No single sector, whether
media, government, civil society or
tech, can tackle this alone. Progress
will depend on sustained cross-sec-
tor collaboration.”



https://youtu.be/S57MgOUEvek
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Photo from one of the university pop-up events lead by the Love Facts initiative. Photo Credit: Media Challenge Initiative (MCI)

As Uganda moved towards its
January 2026 general elections,
the struggle over political infor-
mation was playing out as much
on phones and social feeds as in
rallies and public debate. Social
media had become a primary
space for campaigning, persuasion
and public argument, but also for
false claims, coordinated manip-
ulation and increasingly polarised
narratives. In that environment, pro-
tecting electoral integrity meant
more than correcting isolated
inaccuracies. It required stronger
systems for verification, bet-
ter public understanding of how
misleading content spreads and
closer coordination across the
wider information ecosystem.

Through the Strengthening
Electoral Integrity and Resilience
to Disinformation in Uganda project,
Thomson worked with the non-
profit Media Challenge Initiative
to respond to those pressures
from several angles. The project
combined research, narrative
monitoring, journalist training
and youth-focused media liter-
acy activities.

A central part of this work
was the publication of Electoral
Integrity Under Threat: Mapping
Disinformation Threats in Pre-
Election Uganda, a substantial
baseline study of Uganda’s dig-
ital information environment
ahead of the vote. Drawing on
desk research, the study identified

recurring patterns in online polit-
ical discourse. These included
gendered disinformation directed
at women in politics, corruption
allegations used to discredit politi-
cal igures, anti-Western narratives
framing democratic engagement
as foreign interference and coor-
dinated campaigns aimed at
particular individuals. It also high-
lighted the growing influence of
TikTok, X and WhatsApp in shap-
ing political discussion, particularly
among younger audiences.

That research gave journalists,
civil society organisations and part-
ners working on election integrity
a clearer picture of how manipu-
lation was taking shape online. It
also informed the next stage of the

project: sustained monitoring of the
narratives circulating during the
electoral period. Four Information
Integrity Watch reports tracked
shifts in online discourse, docu-
menting misinformation trends,
coordinated hashtag activity and
spikes in harmful narratives around
key political moments. This cre-
ated a more consistent basis for
understanding emerging risks and
responding before misleading
claims gained wider momentum.
Alongside the research and
monitoring work, the project
invested in practical newsroom
skills. A Training of Trainers pro-
gramme strengthened journalists’
abilities in verification, open-
source investigation and digital
inquiry, while also preparing them
to pass those skills on to others.
Reported gains in knowledge
were significant, including stronger
understanding of fact-check-
ing structures, improved literacy
around platform policies and
increased familiarity with verifi-
cation tools. Journalists went on
to run peer-led sessions includ-
ing in West Nile, Kampala and

FAST FACTS:

Northern Uganda, helping extend
the project's reach.

The project recognised that
electoral resilience depends on
the habits of audiences, not jour-
nalists alone. With more than 70
per cent of Uganda's popula-
tion under 35, young people are
among the country's largest con-
sumers of political content online.
Through the Love Facts Initiative,
a series of Pop-Up events at uni-
versities and community spaces,
the project worked with digital
creators to make media literacy
more accessible and culturally rel-
evant. Using humour, storytelling
and public engagement, the ini-
tiative encouraged audiences to
pause, question and verify before
sharing information.

One student who took part in a
university activation captured the
value of that approach: “Today /
have learnt that before you deliver
any message on any social media
platform, you have to make sure
that you know the source of where
it is coming from.”

Together, these activities show
that strengthening information

Training of Trainers programme;
* Understanding of fact-checking structures increasing from 33.3% to 85.7%
* Facebook policy literacy increasing from 14.3% to 85.7%

Love Facts Initiative:

* 342 participants engaged through in-person activities
* Over 717,000 impressions on X, reached more than 127,000 unique accounts

Battle for the Ballot

integrity during elections is not a
matter of one intervention or one
constituency. For Thomson Chief
Executive Caro Kriel, it depends
on research that clarifies emerging
threats, monitoring that tracks them
in real time, journalists who can ver-
ify and investigate with confidence
and audiences who are better
equipped to question what they see”.

The Strengthening Electoral
Integrity and Resilience to
Disinformation in Uganda project is
funded by the Hewlett Foundation.
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Photos from the Love Facts initiative pop-ups
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Growing and
Showcasing Talent

Quality journalism does not emerge by accident. It grows when talent is recognised, standards are rein-
forced and journalists are given room to develop their craft. In a media environment shaped by pressure,
speed and shrinking resources, that process matters more than ever. At Thomson, we do this by investing
in opportunities for journalists to be seen, supported and developed. Competitions and awards show-
case outstanding work to the world, giving reporters greater visibility while bringing important issues to
wider audiences. Our online learning platform, Journalism Now extends that support further, opening
access to skills for journalists often working in parts of the world where training is hard to access or not
readily available.

Our three finalists; Wangu Kanuri, Tracy Bonareri Onchoke and Godwin Asediba

FAST FACTS

e 227 journalists entered the Young Journalist Award competition
* From 60 different countries
» 681 stories submitted

African storytelling triumphs in
Young Journalist Award

A new generation of African jour-
nalists is being celebrated for
their courageous investigations
and impactful storytelling that is
winning them worldwide attention.

All three finalists for Thomson's
prestigious Young Journalist of the
Year Award in 2025 were from the
African continent. The winner Tracy
Bonareri Onchoke is from Kenya
along with runner-up Wangu
Kanuri. The second runner-up
Godwin Asediba is from Ghana.

They were among dozens of
young African voices who dom-
inated this year's competition
which Thomson runs in partner-
ship with the UK's Foreign Press
Association. Of the 227 young jour-
nalists who entered, 58 were from
countries across the African conti-
nent. The top three for applications
were Kenya with 19, Nigeria with
12 and Rwanda with four.

The three finalists submitted
powerful stories which ranged
from an investigation into why law
students were failing the bar exam,
the impact of climate change on
school children and an exposé
from a hospital morgue where
corpses were left to rot. What
is clear from all three is a desire
to build trust with audiences and
to give a voice to people whose
voices often go ignored. Both
aims are central to the promotion
of media and information literacy
which seeks to empower the pub-
lic with the information and skills
needed to make informed choices.

The challenges for journalists

trying to do that was exposed
by the competition's overall win-
ner Tracy Bonareri Onchoke.
Accepting the award, she said she
has seen how the spread of mis-
and disinformation was impacting
lives in Kenya, silencing voices and
undermining democracy, and she
praised the ordinary people who
continue to speak to journalists
like her. “Every story | tell carries
their courage, their vulnerability
and their hope

Daring to be different

These young journalists are
part of a storytelling renaissance
in Africa that's spread in recent
years with less emphasis on stere-
otypical narratives such as poverty,
war and corruption and more on
nuanced, diverse and positive
stories that better represent a con-
tinent made of up of 54 countries
and over a billion people.

Thomson has been part of that
drive having partnered with Africa
No Filter and bird story agency to
deliver the free e-learning course
Africa Stories: A guide for journal-
ists on how to tell better stories
about Africa. It's an approach that
is helping young journalists deliver
stories with impact - which is cer-
tainly true of the three finalists.

Competition runner-up Wangu
Kanuri travelled for two days to
speak to school children and
see first-hand how they're suf-
fering in extreme heat. For her
fellow runner-up Godwin Asediba,

storytelling is also about going
that extra mile. He says young
journalists should ‘dare to be dif-
ferent’ and pitch ideas that haven't
been done before.

Wangu Kanuri in the field, in one of her
submission photos for the competition

8 e

Tracy Bonareri Onchoke interviewed, for one
of her submission photos for the competition

Godwin Asediba in the field, in one of his
submission photos for the competition


https://www.youtube.com/watch?v=BvOsSjkHcgw&t=40s
https://www.youtube.com/watch?v=BvOsSjkHcgw&t=40s
https://nation.africa/kenya/health/classrooms-or-ovens-the-price-of-schooling-under-a-scorching-sun-5097434
https://www.youtube.com/watch?v=KWGjMq2dn9Q
https://www.youtube.com/watch?v=KWGjMq2dn9Q
https://www.journalismnow.org/course/african-stories-a-guide-for-journalists-on-how-to-tell-better-stories-about-africa
https://www.journalismnow.org/course/african-stories-a-guide-for-journalists-on-how-to-tell-better-stories-about-africa
https://www.journalismnow.org/course/african-stories-a-guide-for-journalists-on-how-to-tell-better-stories-about-africa
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Brave reporting by Young
Journalist winner

",

Astill from Tracy's acceptance speech, that was played at the award ceremony

“..to every young reporter from my country
and beyond, kReep showing up. Keep
asking difficult questions. Keep fighting for
accuracy, for humanity and for stories that
hold power to account. Our work matters.
Perhaps now more than ever.”
Tracy Bonareri Onchoke

Scan the QR code to watch Tracy's acceptance speech

At 26, Kenyan investigative jour-
nalist Tracy Bonareri Onchoke was
named the Thomson Foundation
Young Journalist Award (YJA) win-
ner at the Foreign Press
Association's awards ceremony
in November 2025. Working at
Africa Uncensored, she stood
out for reporting marked by rig-
our, range and public purpose. The
judges described her as “a very
engaging all-rounder who tells
hard-hitting stories about Kenyan
life without sensationalism and in
a very brave way".

That combination of account-
ability and humanity runs through
the way Tracy speaks about her
work. Asked what kinds of sto-
ries matter to her, she said she
is-drawn to what she calls “pas-
sion projects” and to reporting
on women, children and gender
minorities, subjects that can carry
social stigma as well as journal-
istic risk in Kenya. “If I feel it in my
heart, then Im going to do it," she

BLOCKED

AT THE BAR

THE CRISES iM KENWS PECAL EDUCATION

Tracy's award winning story, click the image to view
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said, describing the instinct that
tells her a story is worth pursuing.

Humanising issues

Her route into investiga-
tive journalism was shaped by
the example of leading Kenyan
reporters. Tracy credits her cur-
rent boss John-Allan Namu as
an early influence, recalling how
she watched him *humanising
issues that were rarely discussed”
and following stories through in
search of accountability. That
example helped shape her own
understanding of what investiga-
tive reporting could do, not simply
expose wrongdoing, but bring
neglected experiences into view.

Collaboration across borders
Winning the award also
sharpened her sense of where

journalism could take her next.
Tracy said the recognition had

made her think more about collab-
oration between reporters facing
similar pressures across borders.

“We all have similar problems and

reporting on them together is some-
thing I'm really looking forward to,”
she said. She also spoke about
opening doors for younger jour-
nalists, building on outreach work
already under way through univer-
sity campus tours in Kenya.

For Thomson's Director of
Training and Communications
Deborah Kelly, Tracy's win reflects
the wider importance of backing
reporters with the skill and con-
viction to pursue difficult stories.

“Tracy represents a generation of

Jjournalists who are asking hard
questions, listening closely to the
communities they report on and
producing journalism with real
impact,” she said. “This award rec-
ognises that achievement and the
promise of what comes next."

ey
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One of Tracy's submission photos where she's speaking at an event

Scan the QR code to watch Tracy's full Q&A video

Tracy's winning speech at the FPA ceremony



https://www.youtube.com/watch?v=BvOsSjkHcgw&t=40s
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examining procurement contracts
linked to the power plants, they
were responding to growing con-
cern overirregular spending. “There
were early indications that state
‘contracts for chemical additives
used in power plants were irreqular,”
Maja said. What first appeared to
be a limited problem soon pointed
to something wider: companies
with no relevant background were
securing multi-million-euro deals,

while prices ran three to four times

above market value.

Anonymous sources

sis with
|n5|der testi

and some of the most signifi-
cant leads came from sources
who could not be named. As
Maja explained, “Insider sources,
some of whom requested anonym-
ity, provided context that numbers
alone could not show.” Their evi-
dence helped the journalists
trace relationships behind the
contracts and test whether the
paperwork reflected a broader
pattern of abuse

\X/hat’er ged was more than

Criminal charge§

The impact was immed
story prompted strong p!
tion and wider media c
helping to push the iss
specialist scrutiny and into k
public debate. More importar
contributed to institutional a
prosecutors opened a fo
investigation, which later re:
in criminal charges against 3
viduals and five companies.
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Joint winners Maja Jovanovska and Bojan Stojanovski accepting their award

Scan the QR code to see the full list of award winners

FAST FACTS:

* Record 284 applications received across 7 countries
* More than 270 individual journalists entered
* Over 120 media outlets represented

Artwork from the winning article, cred|ted to Luka Blazev. Click the image to view the artlcle in the original Macedoman


https://irl.mk/sluzhbenichka-od-poshta-gi-shtitela-centralite-na-esm-od-pepel-peplosan-drzhavniot-bu-et/
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Journalism Now Upgrade:
Thomson's New Look

Stay ahead of the story:
Transform your Journalism

Learn and engage for free with industry experts and pracilionens irom anouindd this workd

pinbeaticic

Welcome to the new Journalism Now by Thomson Foundation

MediaSafe 04

The current Journalism Now homepage, available to view now at journalismnow.org

Early 2026 saw the relaunch
of Journalism Now. Since 2017
Thomson's e-learning platform has
provided online learning for jour-
nalists and communicators across
the globe. The free courses tackle
the important subjects of the day
such as disinformation and the
ethical use of Artificial Intelligence
using innovative learning tech-
niques and in multiple languages.

Thomson's Digital Learning
Developer Ramita Lehtrungwichian
is excited about new additions to
the updated platform. “(it) sup-
ports a mobile app, available on
both Android and iOS. This makes
our courses far more accessible,
allowing users to learn anytime and
anywhere they want.”

Design refresh

Journalism Now has been
redesigned for ease of naviga-
tion while retaining its original
style. Every course page has been
refreshed, allowing users to thor-
oughly explore the contents of
each course before committing
to learning. The majority follow
a modular style where we can
design and swap out components
whenever we want to refresh the
site, such as for promoting new
courses or events on the home-
page. We allow guest visitors to

Journalism
NOW BY THOMSON.

browse through the site and pre-
view courses without signing up,
so they can decide for themselves
if they want to enrol in a course.

Thomson's Digital Content
Producer Matt Lott played a key
role in the update of the plat-
form: "We wanted to make sure
that during the transition to the
new platform, no users would be
left behind, and once the platform
was relaunched, it would not only
be the best-looking version to date
but could also be accessed from
anywhere on any device, with any
type of internet connection.”

Blended learning

Since its launch in 2017,
Journalism Now's blended learning
approach has positively impacted
the lives of thousands, reaching
journalists working in remote
regions and becoming a piv-
otal part of Thomson's blended
digital and face-to-face learn-
ing approach.

Journalism Now has more than
twenty-eight thousand users.
Thomson launched “Mediasafe”
a four-part bite size course series
on digital security for journalists in
January 2026. The Journalism Now
App is launching in 2026.


https://www.journalismnow.org/home
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Popular courses (Click to view each course on Journalism Now)
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Rethinking disinformation: psycholo rebunking and other tactics to halt the spread The Journalism Now app. which we are launching in 2026.

e FAST FACTS:

1 MEDIASAFE

» 28,000+ users on the platform

* Available in over 10 different languages

* 59 courses to choose from, with more on the way
* Users from over 130 countries

MEDIASAFE - Our newest four-part course on digital securit Scan the QR code to visit Journalism Now and sign up



https://www.journalismnow.org/course/news-writing-the-art-of-storytelling
https://www.journalismnow.org/course/african-stories-a-guide-for-journalists-on-how-to-tell-better-stories-about-africa
https://www.journalismnow.org/course/rethinking-disinformation-psychology-prebunking-and-other-tactics-to-halt-the-spread
https://www.journalismnow.org/program/mediasafe
https://www.journalismnow.org/course/news-writing-the-art-of-storytelling
https://www.journalismnow.org/course/african-stories-a-guide-for-journalists-on-how-to-tell-better-stories-about-africa
https://www.journalismnow.org/course/rethinking-disinformation-psychology-prebunking-and-other-tactics-to-halt-the-spread
https://www.journalismnow.org/program/mediasafe
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Helping Media to Thrive

Independent media operates within an unforgiving economic reality. Revenue models are unstable.
Audience habits change rapidly. Political and legal pressures add further strain.

Across Europe, Latin America and beyond, Thomson is working with media organisations to test busi-
ness models, understand audience behaviour and improve leadership skills and strategy while aligning
investment with evidence. Grounded on ethical principles and measurable outcomes, our methodology
ensures innovation and growth without ever compromising on editorial integrity.

Independent media in Brazil and
Colombia are operating under
severe strain. In both countries,
outlets face unstable revenue,
heavy dependence on exter-
nal support and a worsening risk
environment. Thomson's audience
landscape studies and security
assessments, commissioned in
Brazil and Colombia in 2025, found
widespread financial vulnerability,
with 63% of digital-native outlets
in Colombia not yet financially
self-sustaining and 60% of par-
ticipating organisations in Brazil
earning under 500,000 Brazilian
Reais (approx. 96,300 USD) a year.

That work sat within AGILE
- Advancing Global Innovation

and Learning Effectively to Build
Resilience in Independent Media
- a global project co-funded by
the European Union and deliv-
ered by a consortium led by
Internews Europe, with part-
ners Thomson Media, ARTICLE
19, Fojo Media Institute and CFlI
Media Development. In Brazil
and Colombia, Thomson com-
missioned audience landscape
studies which involved compre-
hensive research into consumer
behaviours, demographics and
media consumption habits and
security assessments. It also
implemented the business sus-
tainability support designed to
respond to what that research

found through a Resilience
Incubator, a three-month pro-
gramme offering intensive
mentoring, strategic guidance
and hands-on tools to help media
organisations grow their audiences,
diversify revenue and build sus-
tainable business models.

The premise was practical. If
independent media is expected
to keep serving the public under
economic pressure, it needs time
to think, evidence to guide deci-
sions and business models that are
strong enough to reduce depend-
ence on unpredictable funding.

Two cases stand out.

CASE ONE - Mutante, Colombia

Mutante was already known
for a distinctive editorial model.
Based in Colombia, it sees jour-
nalism not as a finished product
but as the start of a conversation,
using participatory methods to
bring audiences into reporting and
public debate. That model gave it
a strong identity, but not immu-
nity from the wider crisis facing
independent media. As interna-
tional funding tightened and the
effects of the USAID shutdown rip-
pled through Colombia's media
ecosystem, Mutante was under
pressure to find new ways to sus-
tain work that was valuable but
difficult to monetise.

Its pitch to AGILE grew from a
simple question: could the exper-
tise behind Mutante’s journalism
become a service that others
would pay for without compro-
mising its editorial independence?
The outlet had many ideas, but it
needed the time, the space and

structure to decide what was
worth pursuing.

‘AGILE had a very important
impact in enabling us to sit down
and think about this, in a moment
in which there was no time to sit
down and think, because we were
in Survivor Mode", said Mutante's
Projects and Impact Manager
Maria Paula Murcia Huertas. “We
were in a dire funding and organi-
sational scenario and AGILE gave
us the space to breathe and organ-
ise our ideas.”

The mentorship helped
Mutante focus on turning the
knowledge generated through
its audience engagement into a
product for outside organisations.
The result was a reformulated
pitch for a "Collective Intelligence
Report”, a service that would ana-
lyse the conversations sparked
by Mutante’s journalism, com-
bine them with social listening
and identify patterns, concerns
and opportunities emerging from
public debate.

The mentorship helped Mutante

“refine our focus on what would be

something useful”, said Maria Paula,
and then test that against two fur-
ther questions: whether it could be
delivered without excessive effort
and whether it would be “interest-
ing for organisations to pay for.”
That discipline mattered.
Mutante’s journalismis built around
participation, comment analysis
and community response. Those
strengths are rich editorially, but
they do not automatically trans-
late into revenue. AGILE helped
the team identify where its distinc-
tive method could also become a
viable offer. Rather than chase a
modelimported from elsewhere, it
clarified how Mutante's own prac-
tice could generate income.
What comes next is testing.
Mutante is now working through
the economics and workflow of
the product, including how to cost
social listening and how to identify
the right partners for the reports.
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CASE TWO - Género
e Numero, Brazil

In Brazil, Género e Numero
came to AGILE from a different
starting point. The organisation
had spent years building author-
ity in data, journalism and strategic
communication on gender, race
and sexuality. It was not starting
from scratch. But like many inde-
pendent media organisations in
Brazil, it was operating in a funding
environment shaped by shrinking
philanthropy, unstable support and
the constant challenge of diver-
sifying income without drifting
from its mission.

Género e Numero was founded
with institutional philanthropic sup-
port and for years relied heavily on
it. That has changed. Funding from

Photos provided by Género e Numero

FAST FACTS:

AGILE's findings:

philanthropy. once effectively the
whole model, has fallen to around
half. The problem was not simply
replacing lost income. It was build-
ing something more deliberate
and durable in response.

“The most impactful lesson from
the AGILE mentorship was under-
standing that the data-based
initiatives we already have need
to be thought of as products” said
Vitoria Reégia da Silva, Género e
Numero's Executive Director.

That change in thinking proved
to be crucial. The mentorship
helped them develop "‘Lab GN’,
through which they will promote
and sell their expertise in research,
data analysis, journalism and stra-
tegic communication. The aim is to
help clients understand inequal-
ities and inform public debate,

while also creating a stronger rev-
enue stream for the organisation.

Género e Numero is now put-
ting in place the infrastructure
needed to run Lab GN, including
a landing page, a weekly newslet-
ter, free bulletins and a roadmap
for paid products and customised
projects. It is also building more
active partnerships with civil soci-
ety organisations, foundations,
universities and other media out-
lets so that the lab can operate as
a visible offer in the market.

The ambition is substantial. “We
want 40% of the organisation’s rev-
enue to come from the Lab," Vitoria
said. The target, built during the
mentorship, has now been trans-
lated into a concrete business plan.

* Colombia; 63% of digital-native media are not financially self-sustaining
* Brazil, 25% of organisations participating in the research reported no revenue

Security threats:

* Colombia: high levels of physical risk
* Brazil: judicial harassment & legal intimidation

Al -
the

Business
Case

and
Ethics

Grappling with the opportuni-
ties and challenges of the use of
Artificial Intelligence (Al) within

newsrooms was a key ingredient

added to much of the training and

mentoring sessions conducted by
Thomson in 2025.

The business case behind the
need to maximise its use but at the
same time recognise the potential
risks were explored in a training
programme for Taiwanese media
leaders, editors and journalists.

Thomson had commis-
sioned an extensive study which
exposed the scale of disinforma-
tion during Taiwan's Presidential
election the previous year. Much
of the false content circulated was
Al-generated, or a blend between
facts and manufactured fiction.

The 2025 two-phase training
programme started with a virtual
session for media leaders, explor-
ing how newsrooms around the
world are meeting the challenge
of these emerging technologies,
exploiting their growing poten-
tial and navigating the ethical
issues presented by the various
forms of Al tools.

Studies have found that busi-
ness leaders are often unaware

FAST FACTS:

Taking part:

* 12 media leaders
* 40 journalists and editors
* 4 expert-led sessions

of the level of usage of Al in their
newsrooms and struggle to keep
pace with the speed of advances.

During a follow-up face-to-
face session in the Taiwanese
capital Taipei, the leaders shared
their concerns connected to the
introduction of Al tools and pro-
cesses within the newsrooms and
discussed developing a compre-
hensive policy for the ethical use
of Al in their newsroomes.

This was followed by a practi-
cal session where journalists were
introduced to a wide range of Al
tools including image generation
and verification.

“Journalists are keen always
to know about the latest tools,
particularly with the increase in
disinformation from within and out-
side of Taiwan" said Deborah Kelly,
Thomson's Director of Training
and Communications. “But also,
there was a distinct interest in Al
driven revenue models, audience
engagement and profitability from
the media leaders.”

The programme “Al & Media:
Building capacity of key media
actors in Taiwan in ethical use of Al
in the newsrooms” is funded by the
Westminster Fund for Democracy.
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Validation Booster:
Making Ideas Happen

Thomson's Validation Booster is a six-month, expert-led accelerator
program helping European media creators test, refine, and validate
innovative digital business ideas before launching. It focuses on
market feasibility through workshops and mentorship to turn concepts
into sustainable ventures.

All photos: Validation Booster session at the Media Innovation Festival. Credit: Maja Ilieva Janevska

Thomson's Validation Booster pro-
gramme hit a milestone in 2025.
After proving itself in a Western
Balkans pilot, eight of the 17 media
organisations involved raised
a combined €249,656 to take
their projects forward. The pro-
gramme also expanded into the
wider European market, continu-
ing its focus on helping media test
ideas with real audiences, refine
their propositions and develop
a credible case for funding and
implementation.

Thirty seven media organi-
sations and individual creators

completed the programme bring-
ing a range of challenges reflecting
the pressure points many news-
rooms are facing. They ranged
from audience engagement and
monetisation to new content for-
mats and practical uses of Al in
the newsroom.

Concepts interrogated

A defining moment came at
the Media Innovation Festival in
Vienna, where Thomson hosted
pitch sessions and workshops
designed to put fundraisers and

media innovators in direct conver-
sation. With the straightforward
goal of closing the gap between
those with ideas and those with
resources, the sessions created a
space where concepts could be
interrogated properly, with hard
questions and practical scrutiny.

What emerged most strongly,
though, was less about any single
project and more about how par-
ticipants described the shift in their
working habits.

“The biggest value of Validation
Booster was the mindset shift it
brought,” said Jan Vitasek, Publisher

at news website EU-Media
(EurActiv.cz) in the Czech Republic.

“This programme taught us to test

ideas early, challenge our assump-
tions and shape concepts with
the audience.”

Methodology & confidence

The change was commer-
cial as well as editorial. Tassos
Morfis, Co-founder of audience
engagement platform for news-
rooms Qurio in Greece, said the
programme prompted a reas-
sessment of fundamentals. ‘It
has helped us open new markets
and rethink the fundamentals of
our business. It has pushed us to
listen more closely to our custom-
ers'needs and problems and build
something tailored to their needs.”

Mariia Pachkovska, Media
Executive and Co-Founder of
Al-powered newsroom auto-
mation platform TotalCast in
Ukraine, described the impact in
terms of confidence and method:

“Validation Booster gave me the

methodology and confidence to
validate TotalCast with European
customers. | learned to test assump-
tions systematically, not build based
on my own experience.”

Please click here or scan the QR code to read the Validation Booster
article on the Journalift website.

That adaptability matters
because validation does not
always end with a green light.
Maria Malcheva, founder of
civil society association For The
Children of Veliko Tarnovo in
Bulgaria, highlighted the value of
learning that survives a failed test.

‘What | appreciate most about the

Validation Booster is its versatil-
ity. The insights can be applied far
beyond the initial project. Even if the
project you applied with isn't vali-
dated, the knowledge gained allows
you to pivot or pursue other oppor-
tunities with a stronger foundation.”

Concepts to clear propositions

The programme's 2025 deliv-
ery was supported through
three projects: Media Innovation
Europe 2.0, Deepening
Digital: Reinforcing Resilience
and Greening the Narratives:
Advancing Awareness of the
Green Transition in the Western
Balkans. Together, they under-
pinned the coaching, testing and
pitch support that helped partic-
ipants move from early concepts
to clearer propositions, with a
stronger chance of securing fund-
ing and reaching implementation.



https://journalift.org/validation-booster/
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How to Build a Future in
Times of Crisis

For independent media in Central
and Eastern Europe and the
Western Balkans, 2025 brought
a sharper test of resilience. The
withdrawal of USAID funding
reshaped the donor landscape
and heightened uncertainty for
outlets that have long relied on
external support. At the same
time, rapid Al change has altered
how journalism is discovered and
consumed, affecting search visi-
bility, audience engagement and
the traffic patterns many publish-
ers depend on.

Against that backdrop,
Thomson's Executive Learning
Programme set out to help leaders
make tough decisions with clearer
options in view. The Breaking the
Mould: Sustainable Business
Models for Independent Media
masterclass series ran in Bucharest
(1-2 November 2025) and Sofia
(22-23 November 2025). It brought
together leaders from across 10
countries, combining Central and
Eastern Europe with the WWestern
Balkans in a shared conversation
about sustainability, independ-
ence and public value.

Diversification

The format was practical and
intensive, geared towards sen-
ior and mid-level managers,
founders, editors and strategic
decision-makers. Participants
moved from market analysis to
priority-setting, then into the
hard mechanics of change: cost

optimisation, audience revenue
development and the testing of
new revenue ideas using frame-
works such as the Business
Model Canvas and the Lean
Innovation approach.

A central theme was diversi-
fication. Many newsrooms in the
region still lean heavily on adver-
tising, leaving them exposed when
markets dip or platforms change
their rules. The masterclasses put
audience revenue at the centre
of the discussion, tackling how to
clarify value propositions, segment
audiences, and build strategies
that are owned across editorial,
marketing and product teams.

Structured-space

The programme considered con-
crete income options, spanning
newsletters, paywalls, member-
ship and donations, alongside
advertising., events, services,

Photos from the executive learning programme in Sofia

education and content licens-
ing or syndication. The aim was
not to prescribe a single model,
but to help leaders identify which
combinations are realistic in their
own markets and what it takes
to execute them.

For many leaders, the peer
exchange was as valuable as the
content. The programme created
structured space for participants
to test assumptions, compare rev-
enue tactics and pressure-test
thinking in an environment where
scepticism is common and
resources are tight.

Bektour Iskender, Development
Manager at From the Republics in
Poland, said: “This was extremely
inspiring, to learn how people earn
money on media in an environment
where everybody was sceptical that
people would ever earn any money”.

Participants also practised
building audience personas,
explored membership tiers and

platform choices, and examined
tools and workflows that can
turn strategy into routine. Martina
Novotna, CEO and Managing
Director of Women in Action,
Slovakia, reflected that practical
focus: ‘I learned a lot of new skills,
especially when we are talking
about membership models, plat-
forms, and different tools we can use’

Shark tank

A highlight was the "Shark
Tank” revenue pitch format, which
pushed participants to articulate
their plans clearly, anticipate
risks and respond to challenge. It
was designed to mirror the scru-
tiny leaders face when pitching
to funders, boards, partners, and
increasingly, their own audiences.

For trainer Peter Erdelyi, from
the Center for Sustainable Media
in Hungary, the sustainability ques-
tion starts with the relationship
between newsroom and audience.
‘I think that audience engagement
models are most important for
sustainable business models,” he

said. “Therefore, you need to find
out how to best serve your audience.
That takes time, but it is possible.”

Davor Marko, Thomson's
Programme Manager for Central
and Southeast Europe, framed the
wider purpose in a region where
funding pressure, technological
change and “captured environ-
ments” collide. At a time when
Jjournalism is facing a funding cri-
sis, rapid technological change,
and increasingly frequent captured

environments, the key question is
no longer only how media can
survive, but how they can build the
future,” he said.

The 2025 Executive Learning
Masterclasses were part of
Thomson's Deepening Digital:
Reinforcing Resilience pro-
ject, funded by the UK's Foreign,
Commonwealth and Development
Office (FCDO) in Central and
Eastern Europe.

"This was extremely inspiring, to learn how people earn
money on media in an environment where everybody
was sceptical that people would ever earn any money.”
Bektour Iskender, Development Manager at From the Republics

FAST FACTS

Breaking the Mould brought together:

e 21 media leaders
e 20 newsrooms

* Participants from 10 countries
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Securing the Leadership Succession

As the media industry faces rapid
technological shifts, audience

fragmentation and increas-

ing pressure on journalistic
credibility, Thomson's training
programmes are central in the

pathway to preparing and inspir-

ing emerging leaders.
CME Media Group, which

consists of six commercial broad-

casters based in seven central and
eastern European countries, is

employing our expertise as part of

a 12-month cross regional initiative
to strengthen editorial leadership

and innovation within its news-

rooms, sports departments and

‘umbrella” streaming service, Voyo.

CME's TV Channels reach 49

million people with leading chan-

nels in most of its markets.

As well as securing an inter-

nal succession path, improving

the skills and introducing inno-

vative approaches, CME sees

“The future of media and the audi-

“The digital revolution - automa- .‘

- the smartphone as the journalists’

an opportunity to strengthen its  Oneplay in the Czech Republic, bTV

community and encourage the in Bulgaria, Markiza in Slovakia and

exchange of expertise amongst Pro Plus (POP TV) in Slovenia. Voyo

the editorial teams. is CME's streaming on demand
Thomson's role in the yearlong  platform which operates across

programme is to lead a series of allits broadcasters.

editorial leadership masterclasses.
The first three-day masterclass,

ence, visual stories for all platforms
and breaking news” took place in
October in Bucharest, Romania in
two back-to-back sessions for a
total of 40 journalists.

The next two sessions in the
editorial masterclass series on

tion in the newsroom platforms
and data” and “Mobile Journalism

essential tool” take place in 2026. i j';‘fl 1 -
CME Media Group broadcast- & @ a8l
ers include: Pro TV Romania and & s g 4o
. ¥/ _
Moldova, RTL Croatia, Nova and 818 A

CME NIZWE
MASTIERCLASS

74

Thnmsun@
Foundation

Nz

Masterclass One - learning outcomes

Day 1. Understanding the Media
Landscape and Visual Storytelling

1. Analyse current and emerging

Day 2: Multi-Platform Storytelling

1.

trends in global media, includ-

ing the impact of technology.
evolving business models, and
the societal value of journalism.

2. ldentify key characteristics of

the target audience and apply
principles of trust-building,
accuracy, transparency, and
verification in their reporting.

3. Evaluate the elements of

compelling human visual sto-

rytelling across platforms and
apply practical techniques
to tell stories that resonate
emotionally and visually.

FAST FACTS:

e

* 40 emerging leaders trained
» 6 European commercial broadcast companies
* 3 masterclass series

Be able to Adapt journalistic
content for diverse platforms
including TV, online, mobile,
social media, podcasts, reels,
blogs and infographics, under-
standing the unique demands
and opportunities of each.

Be able to apply platform-spe-
cific storytelling techniques
through hands-on exercises,
producing tailored content for
multiple formats.

Day 3: Breaking News and
Crisis Reporting

Know how to respond effec-
tively to breaking news
scenarios, incorporating
best practices in verification,
safety, staffing, copyright, and
resource allocation.

Be able to utilise digital tools
and workflows for planning,
communication and content
sharing during high-pres-
sure news events.

Know how to integrate cri-
sis reporting strategies with
multi-platform storytelling
skills in a simulated break-
ing news exercise.




48 | Inspire innovation

Sustainable Newsrooms

Photos of Sarajevo Workshop. Credit: Kayla Goodson/CNTI

“You won't be replaced by Al, but
you will be replaced by someone
who uses Al," the words of pro-
ject manager Sami Kgiku from the
Koha Group in Kosovo.

He was voicing the concerns
felt by many journalists about
their roles being replaced by
Artificial Intelligence (Al) when he
attended a two-day workshop led
by Thomson and the Center for
News, Technology and Innovation
(CNTI) in Sarajevo, Bosnia in
October 2025. Journalism and Al:
Building Resilient Newsrooms for
the Future brought together media
organisations from the Western
Balkans and Central Europe at a
moment when business survivalis
increasingly shaped by how news-
rooms use technology, earn trust
and manage risk.

Sami went on to explain how
the Koha media house has devel-
oped a custom GPT to improve
SEO and social media practices
and uses an external Al tool for
transcription.

The workshop considered Al as
a business question as much as an
editorial one: where it can cut time
spent on routine work, strengthen
distribution, support new formats
and protect revenue by safeguard-
ing credibility. Participants also
raised the costs of implementation,
skills gaps and uneven adoption
inside teams, alongside concerns
about governance and audience
communication.

Custom LLMs

Several small media teams
explained how they are using Al
to stretch scarce capacity. The
Center for Investigative Journalism
of Serbia, with a team of 10, built a
custom large language model to
analyse nearly 10 million pieces
of data on healthcare wait times,
accelerating analysis while keep-
ing human review in place. In North
Macedonia, the Skopje-based out-
let Vidi Vaka created "KiberFlow",
an Al co-worker that turns reported

Responsible Al

stories into rap-style videos,
designed to reach a younger audi-
ence that tends to avoid traditional
media. “For us, Al is not a short-
cut; its a collaboration,” journalist
Angela Petrovska said. “People
follow KiberFlow not because it's
Al, but because it tells real stories
made by good journalists.”
Speakers also pressed news-
rooms to define their competitive
edge as Al changes discovery and
distribution. Niamh Burns of Enders
Analysis warned: “Al will undoubt-
edly change how news is created,
distributed, noticed and funded.
This is really a moment where you
ljournalists] should all be thinking
about what your value add is.”

Ethics & transparency

The workshop highlighted
the people side of sustainability:

building skills, changing culture
and reducing operational risk. At
N1 in Bosnia and Herzegovina,
executive multimedia producer
Tatjana Sekulic described uptake
ranging from rejection to over-re-
liance, prompting newsroom-wide
training. “It's very important to teach
them how to use Al in the proper
way," she said. “We'e investing in
our knowledge and our people.”

Above it all, ethics and trans-
parency remained at the heart of
the discussion. “Our sector can-
not afford to ignore Al, but nor can
we afford to adopt it without strong
principles,” said Thomson Chief
Executive Caro Kriel. "What we
saw in Sarajevo was a commitment
to experimentation that is rooted
in ethics. Al can strengthen jour-
nalism, but only when journalists
remain in control of the choices that
shape their worR.”

FAST FACTS:

Al innovations explored:

» Custom GPT for SEO and Social Media
e Custom LLM analysing millions of pieces of data
* Al co-worker producing rap-style videos
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Bringing the Climate
Crisis into View

The climate crisis is one of the defining stories of our time, yet some of its most important dimensions
remain under reported. Complex policy language, scientific detail, misinformation and the pressure of
crowded news agendas can all make environmental coverage harder to commission, harder to frame

and harder to sustain.

We work to change that by helping journalists and media organisations turn complex climate issues
into reporting that is clear, relevant and rooted in public interest. That means supporting stronger sto-
rytelling, practical tools and spaces where media leaders can think seriously about environmental
sustainability both as an editorial priority and as an organisational one.

From Seed to Story

For many journalists, climate cov-
erage fails for a familiar reason:
the story struggles to compete.
It can be technically dense, politi-
cally charged and buried beneath
language that reads like a policy
memo rather than a public-inter-
est story. The challenge becomes
sharper when the assignment is
the Just Green Transition.

What is a Just Green Transition?

A Just Green Transition ensures
the shift to an environmentally sus-
tainable, low-carbon economy is
fair, equitable and inclusive, leav-
ing no workers or communities
behind. It is frequently wrapped
in policy-heavy terminology and
institutional phrasing that can be
hard to translate into reporting
audiences recognise.

That translation gap was the
starting point for Thomson's
Greening the Narratives: Advancing
Awareness of the Green Transition
in the Western Balkans, a project
built to help journalists turn com-
plex transition policy into clear,
publishable public-interest jour-
nalism, without stripping away the
detail that makes it accountable.

Greening the Narratives was
the first project to apply Thomson's
innovative “Wheel of Change”
model. Rather than treating
journalism support as a one-off
training moment, the “Wheel of
Change” functions as a news-
room-style pipeline: it identifies
promising ideas, tests and sharp-
ens them, then backs the strongest

with the time, mentoring and fund-

ing needed to publish. In practice,
it links discovery, validation and
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Photo from a mobile journalism workshop in Skopje

production, using the audience
response as evidence and taking
away the guesswork.

How it worked:

Finding the Talent (The
Innovation Hub). A regional
talent search. The goal here
was simply to discover crea-
tive people with fresh voices
and new ideas.
Media Innovators (The
Validation Booster). We
selected five of the most
promising ideas of products
or business models - like pod-
casts or niche platforms - from
step 1 and put them into a five-
month testing phase. Their
final step is then to take the
audience data they gathered
during testing and pitch their
business ideas to an external
donor panel to secure long-
term, future funding.

+  Content Creators (The Fellowship).

FAST FACTS:

Journalists apply for pro-
duction grants funded by
our project to produce and
publish high-impact investi-
gative stories.

What changed for journalists

For many participants, the work
was about converting institutional
language into reporting that lands.
Fellow Mihail Milosheski described
that shift directly: “/ learned how
to bridge the gap between heavy
bureaucratic terminology and the
daily reality of citizens," he said. “This
has fundamentally changed how |
approach environmental reporting.”

In North Macedonia, a
cross-border investigation by
Bojan Blazhevski examined the
unused opportunity of geothermal
energy in Kochani. After publica-
tion, UNDP announced it would
finance technical documentation
for a local geothermal system.
Similarly, Bosnian journalist Nikola

Bacic¢ saw real impact from his
work. “The story revealed the gap
between official energy policies and
the real possibilities for citizens,”
Nikola explained. “One particularly
valuable source from inside the sys-
tem reached out, which enabled me
to continue the investigation and
publish a follow-up.”

Audience response is often
the deciding factor when editors
weigh whether to back complex
transition reporting. For Serbian
podcaster Marija Dedi¢, the
Validation Booster phase pro-
duced that evidence: “The scale
of the reach and positive reac-
tions reassured me that the idea
resonates and that | shouldn't
give up on it"

Greening the Narratives:
Advancing Awareness of the
Green Transition in the Western
Balkans was supported by Open
Society Foundations - Western
Balkans (OSF-\WB).

The Wheel of Change model produced measurable output and reach:

* Public awareness reach: target 30,000, achieved 350,000+
* Expected output nearly doubled from 5 to 9 investigative stories
* High demand: 102 applications received for 32 spaces

e

Photo from the Subotic Innovation Hub
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Embedding Sustainability within

Media Organisations

Conscious of the challenges fac-
ing journalists getting their stories
on the climate crisis up the news
agenda, Thomson's Director of
Training and Communications
Deborah Kelly joined a panel at
the yearly Building Bridges event
which urged the media to prior-
itise sustainability within their
organisations.

The event in Geneva is organ-
ised by the Building Bridges
Foundation, an alliance of

institutions from the financial
sector, public authorities and
Geneva based international organ-
isations. It has a shared objective
to transform how private capital
is mobilised to achieve positive
social and environmental impact.
The panel discussion sought
to demonstrate the business
case for embedding sustaina-
bility within media organisations.
It delved into the practical chal-
lenges and opportunities to do this,

The Building Bridges website showing some panellists from the 2025 event in Geneva

and what it might take to make
news organisations investible for
impact investors.

Deborah was joined by panel-
lists Dr. Francois Nel, University of
Lancashire, Dr. Marja Heinonen,
Independent researcher and senior
associate Media Innovation Studio
(Finland) and Truus Huisman,
Independent advisor and sen-
ior associate Media Innovation
Studio (Belgium).
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BUILDING 2025
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Innovative
Solutions and
Investment
Opportunities
in Sustainable
Finance.
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Wajibika Climate Crisis Toolkit

How to tell the story of the climate
crisis remains a critical question
that newsrooms globally are try-
ing to address. Extreme weather
events are cited as the most severe
risk facing society-across the next
decade by the World Economic
Forum's Global Risks Report for
2026. Not far behind is mis- and
disinformation. False information
about climate change is rampant
and Thomson is continuing to
show journalists and newsrooms
ways to engage audiences on this
important topic,

The Climate Crisis Toolkit for
Media in"Tanzania is designed to
help journalists explain the science

FAST FACTS:

and empower audiences through
impactful storytelling that gives
them the information they need
to do more to protect themselves,
their families and their homes. The
lives and livelihoods of people liv-
ing in this east African country are
being heavily impacted through cli-
mate change with longer and more
extreme flooding and droughts.
To create the Toolkit we have
partnered with the Tanzanian
Media Foundation, Climate Action
Network Tanzania, Tanzanian
Association of Community
Radio Stations, the Network of
Online Media Practitioners and
the Journalists’ Environmental

* 14 example news stories of best practice
* b key storytelling ingredients to engage audiences
¢ 1 downloadable audience survey

Association of Tanzania JET). It's
part of the Wajibika programme
(meaning. ‘to «be .accounta-
ble’ in Swahili) in Tanzania, led
by Oxford Policy-Management
which is being funded-by the
UK Foreign Commonwealth and
Development office (FCDO) and
Swiss Agency for Development
and Cooperation(SDC).

The Toolkit will be .availa-
ble on Thomson's Journalism
Now e-learning platform and
as a downloadable pdf in both
English and Swahili. Click here or
scan the QR code below to access
Journalism Now,



https://www.journalismnow.org/
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Looking Ahead to 2026

Thomson Foundation's Chief Executive Caro Kriel

Thomson's direction for 2026 is
already visible in the key themes
in this Annual Review looking back
at the extraordinary work this
organisation, its staff and partners
have done in 2025 often under dif-
ficult circumstances. The funding
landscape is challenging, disinfor-
mation rife, pressure on journalism
and journalists ever increasing
often in countries usually seen as
beacons of media freedom and
tech advances like generative
Al, although a great opportunity
for journalism, risks disrupting
business models already under
pressure, especially in countries
where truth is under threat.
Working against this backdrop
at Thomson makes us more deter-
mined in attitude and nimbler in
approach to support independent
media supplying trusted informa-
tion to local communities. Not only
is this at the heart of our mission
set out in the original Articles of
Association when the organisation
was established almost 65 years
ago by Roy, Lord Thomson of Fleet,
butit's at the core of our belief that
trusted journalism and informa-
tion is a good thing for societies
- a necessary building block for
decision making, democratic pro-
cesses and civic engagement.
Our work at Thomson is wide
ranging but 2026 will see us dou-
ble down in three areas: supporting
media to combat disinformation,
building sustainable businesses
and support for audiences and sto-
ries on the margins.
Global risk assessments con-
sistently identify disinformation
as one of the most urgent threats

facing governments and socie-
ties. The World Economic Forum's
Global Risks Report 2025 warns
that misinformation and disin-
formation remain the top global
risks, emphasising their power to
erode trust, amplify social division
and destabilise governance struc-
tures. At Thomson, we have seen
the power of technology, partner-
ship and network in combating
disinformation through our work
with media networks in Uganda
pre-election and in Sudan sup-
porting journalist networks in exile,
as their home country is ravaged
by war and information distor-
tion. Our work in Uganda with the
Hewlett Foundation was an excel-
lent example of how the various
threads in tackling this problem
come together: research identifies
the threats, monitoring tracks how

they surface and influence, jour-
nalists with the right skills verify
the information and an audience
more attuned to identifying false
narratives consume information
they trust. While there is no simple
solution to the disinformation chal-
lenge of our age, this programme
in Uganda is a good example of
how with narrative monitoring,
training of journalists and targeted
youth media-literacy campaigns
success can be achieved.

We are very excited to take
our flagship Thomson Talks
thought leadership event back
to the Cambridge Disinformation
Summit 2026 - a gathering of aca-
demia, thinkers and policy makers
at an event fast becoming one of
the foremost discussion arenas
for the global challenge of disin-
formation. In a discussion titled

Effective responses to informa-
tion manipulation: lessons from
fragile contexts, we will lead a
conversation on what we've learnt
working on this problem in hugely
challenging parts of the globe
and what can be learnt for those
living in countries often consid-
ered more stable and resilient.

It is heartening to see through
this Annual Review how Thomson's
methodology around media viability,

m Journalism
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honed by our team in the Western
Balkans and Central Europe,
working with more than 60
media outlets over the past
five years, is being replicated
under the AGILE project in Latin
America working with media in
Colombia and Brazil, already show-
ingimpressive results. And 2026 will
see these methodologies around
experimentation, audience iden-
tification and monetising content
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taken to Central Asia and beyond.

It's unlikely that the outlook for
information resilience as well as
funding in our sector will change
significantly in the medium term.
But|am confident that at Thomson,
we have the people, focus and
agile attitude to adapt quickly to
these challenges and to deliver
for the beneficiaries, partners and
funders who's support we so value.
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"2026 will see us double down in three areas: supporting

media to combat disinformation, building sustainable

businesses and support for audiences and stories on the

margins." - Caro Kriel, Chief Executive at Thomson Foundation
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