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EXECUTIVE SUMMARY  

The Afghan media market has experienced considerable growth in the past fifteen years, 

resulting in the production of new programs tailored to the Afghan public. To better 

appreciate the types of media Afghans consume and how foreign-funded media are 

perceived, The Broadcasting Board of Governors (BBG) commissioned D3 Systems, Inc., and 

ACSOR Surveys to conduct a qualitative study on the perceptions of two of its flagship 

content providers in Afghanistan, Azadi and Ashna.  

This study was guided by the following three research objectives: 

1. Determine how Afghans view the two main USIM sources in Afghanistan, Azadi and 

Ashna. 

2. Determine how unique users think USIM content is in comparison to other content 

available in Afghanistan. 

3. Understand how important different platforms are to USIM users. 

The Azadi and Ashna programs are held in very high esteem due to their wide and diverse 

coverage of domestic and international news, thought-provoking shows, linguistic options, 

and a predictable broadcast schedule. Afghans have great trust in these and other United 

States International Media (USIM) programs because of their unbiased, balanced, and highly 

relevant programs that offer a practical yet entertaining blend of media content to the 

discerning Afghan. Moreover, users appreciate that USIM offer Afghans a forum to express 

their opinions and engage in discussions with others who may disagree in a respectful and 

professional manner. Users consider USIM to be the most accurate and reliable source of 

media in the country, especially among foreign media producers.  

Users interviewed for this study perceive Azadi and Ashna programs to be very similar to 

each other. They did not offer commentary about any significant differences between the 

content or presentation style of the two services, with the exception of the language (Dari or 

Pashto), schedule (they are not on air at the same time on different frequencies), and 

anchors (no noticeable sharing of personnel between broadcasters).  

Both services are exemplars of the Afghan media market and users report being aware that 

they are supported from outside of Afghanistan. Most users enjoy having access to at least 

one of the services at any time so they can track developments throughout the day. 

Although users view Azadi and Ashna programs as essentially identical, they appreciate all of 

the segments from each broadcaster. The opportunity to interact with newsmakers and to 

share opinions was highly valued by the respondents. As part of a home-listening exercise, 

users rate the quality of Azadi’s Regional News Bulletin consistently lower than that of 

Ashna’s comparable morning news program. Some rural users note the pace of Azadi’s news 

is too fast to understand and that some of the moderators are relatively less professional 

than Ashna’s.  
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The growing media market has also created more choice of platforms. The vast majority of 

users, especially in urban areas, prefer to consume media through TV, pending the 

availability of electricity. However, radio remains very popular and is an especially important 

platform when power problems make television difficult to use. Users frequently consume 

both Ashna and Azadi programs throughout the day and many families watch and/or listen 

together in the evening. Very few users access USIM content online due to the high cost of 

internet, poor connection quality, and generally slow speeds.  Even with a variety of choices, 

Azadi and Ashna remain essential benchmarks for Afghan media consumers against which 

they measure what is available from other sources. 

This research affirms that Azadi and Ashna programs, and USIM as a whole, are widely 

useful and perceived as essential comparative sources to locally produced Afghan sources of 

information.  There remains competition with other international broadcasters such as the 

BBC, but with all the instability in Afghanistan, news gathers are looking for multiple sources 

to compare and contrast information.  Azadi and Ashna provide information that Afghans 

trust and are easily accessible to a broad spectrum of users across the country. The local 

market is still not commercially strong enough or independent of political and commercial 

forces to allow local information sources to fill the essential role provided by USIM in 

Afghanistan.   

Azadi and Ashna are highly valued by news consumers in Afghanistan.  Looking to the 

future, there are opportunities for USIM to further serve Afghan consumers by: 

1) Curating content that is targeted to issues related to economic development, especially to 

concerns of young Afghans about employment opportunities,  

2) Producing more stories about local public health issues, and 

3) Featuring more music and literature from Afghan musicians and writers.  

Although users are generally pleased with the diversity and quality of current programming, 

many view USIM as an effective means to help educate younger Afghan youth about their 

country. As such, additional content about employment, health, and artistic outlets will only 

add to USMI’s appeal among Afghans. Large numbers of Afghans are considering migration 

due to failures in these areas of life in Afghanistan.  Afghans represented almost a third of 

the summer 2015 migrant arrivals in Europe and a recent Spring 2016 survey by ACSOR 

showed that 1 out 3 Afghans are either considering leaving Afghanistan or know someone 

who is considering the same.  In the same ACSOR survey, over 73% of the population cited 

lack of economic opportunities in the area where they live.  These kinds of social issues are 

content areas that commercial broadcasters are unlikely to have the resources to invest for 

stringer reporting from the 34 provinces of Afghanistan.  Additional coverage related to this 

type of content will provide niche opportunities for USIM. 
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METHODOLOGY 

ACSOR Surveys recruited 60 respondents in Kabul province to participate in this qualitative 

study. Respondents were split evenly between urban and rural districts. Forty were male and 

20 were female. These 60 respondents were administered a screening questionnaire to 

collect information about their age, level of education, spoken languages and questions 

about their media habits, including the frequency of consuming various USIM radio and TV 

programs. Of these 60, 30 participants were chosen to represent a variety of ages, 

backgrounds, and media habits (see profiles in Annex). The majority of the final selected 

respondents were bilingual in Dari and Pashto and consumed at least one type of USIM daily, 

the most common being radio programming from Azadi and Ashna. The proportion of males 

to females remained the same.  

 

Participants were asked to participate in two phases of data collection. The first phase was a 

self-administered home exercise in which they were asked to listen to specific Ashna and 

Azadi programs on the radio and TV at pre-defined durations over the course of 7 days. 

Respondents recorded their impressions of each program on a questionnaire and answered a 

few questions about what they heard and/or saw.1 At the end of each day, participants 

assessed the content they consumed during the day and contrasted the stories and content 

against others programs to identify potential differences. The intent of the home exercise 

was to provide participants with a refresher on the content that is available from USIM in 

Afghanistan before they participated in the In-Depth Interview (IDI), which thoroughly 

investigated how users perceive Azadi and Ashna programs and USIM as a whole.  

 

At the end of the 7 day home exercise period, an ACSOR qualitative moderator scheduled an 

In-Depth Interview with each participant, at which point the home exercise was collected. 

Using an IDI guide that was developed in collaboration with ACSOR Researchers and BBG 

staff, the moderator facilitated a discussion about Azadi and Ashna programs and the 

elements of each that the participant appreciated, as well as those that were not as well 

liked. The discussion also covered the platform the participant uses to access various media 

content and the motivating forces behind that decision. The transcripts from each discussion 

were translated into English and form the basis of the findings presented in this report. 

  

                                           

1 Due to fairly low levels of education, participants 17 and 19 received some assistance from their 

daughters in completing the home exercise.  
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FINDINGS 

Objective 1: Perceptions of Azadi and Ashna Programs 

This section presents users’ impressions of Azadi and Ashna programming, with an emphasis 

on how users’ impressions of the two programs differ. This section also discusses what each 

program contributes to the Afghan media market and the aspects of each that are most and 

least appealing.  

In the aggregate, users hold both Azadi and Ashna programs in very high esteem. As the 

availability and diversity of media content has grown in Afghanistan over the past three 

years, users note that they have significantly more choices for news and entertainment than 

they once did. Within this growth in media options, Azadi and Ashna are viewed as delivering 

accurate, timely, and unique content in a professional manner. The same cannot be said of 

all news sources in Afghanistan. Users frequently cite the diversity of coverage of domestic 

and international news, thought-provoking shows, linguistic options, and a predictable 

broadcast schedule as unique qualities of the Azadi and Ashna programs that continue to 

draw users to listen and/or watch.   

When Azadi broadcasts news stories, I stop my work, because I am 

interested in it very much and I do not want to miss any news 

program. I say to myself I that can do my work later too but should 

not miss the news. 

[P19, 40 years of age, Female, 8 years of education, Housewife, 

Pashtun, Kabul, Rural] 

Voice of America/Ashna and Azadi broadcast exact, accurate and 

well-timed programs. These sources of information and news are 

unique and different from other media outlets. They broadcast 

interesting programs and cover important issues and topics. I 

congratulate its announcers, reporters and other officials. 

[P1, 18 years of age, Male, 10 years of education, Student, Pashtun, 

Kabul, Urban] 

Both Azadi and Ashna programs are well respected for their impartial and diverse array of 

news stories from foreign countries. Users emphasize the importance of receiving unbiased 

and detailed news accounts from outside Afghanistan, which many other sources are not 

able to do. The international reach of the programs helps users feel more informed and 

connected to issues that, although occurring at a great a distance, influence their own 

perception and thinking. For example, many users were dismayed to learn about the 

drowning of Afghan migrants in the Mediterranean Sea en route to Europe. News of these 

tragedies, which were not as widely reported in many media sources, reify the need to 
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encourage Afghans not to flee the country and put themselves in great danger, but rather to 

devote their talents and efforts to building a stable and prosperous Afghanistan.  

There should be more topics and news stories about abuses against 

women, and conditions in which migrants and refugees live. I heard 

that recently 2,000 people drowned in the sea of Turkey and 

Greece. I also became aware that 150,000 people left the country 

illegally. It would be better if the number of such programs is 

increased because it will discourage many people from illegal 

migration, which can cause them to be killed, and their property 

lost.  They must join the ANSF and take participation in the 

reconstruction of their country.  These types of programs must be 

increased.  

[P11, 31 years of age, Female, 12 years of education, Housewife, 

Tajik, Kabul, Rural] 

All the programs they [Ashna/Azadi] cover are relevant to us. For 

instance, our fellow brothers who have been leaving to Europe, we 

did not know what they faced when arriving in Europe. Now, they 

broadcast news about them and we understand that they are in a 

bad situation; this lets other Afghans become aware not to leave 

Afghanistan in any situation.  

[P48, 29 years of age, Female, 16 years of education, Unemployed, 

Pashtun, Kabul, Urban] 

Users hold very favorable views of the unique Azadi and Ashna shows “On the Waves of 

Freedom,” “Evening Magazine,” and “Dialogues”. These shows distinguish Azadi and Ashna 

programs from other media because they present unique yet validated news stories and 

facilitate constructive dialogue from interviews with influential guests and users that call in to 

share their opinions. Azadi and Ashna broadcast balanced discussions that are moderated by 

educated interviewers and/or hosts, thereby offering users exposure to new ways of 

thinking. These unique shows help users distill the news stories they hear and assist them in 

placing local and global events in the context of their own experience.  

For instance, when they inform us about a security incident or other 

matter, it is very useful for us. They increase our general awareness 

about different issues including fighting, confiscating ammunition 

from AGEs, drone strikes, and casualties caused by them to the 

enemy.  They also keep us informed about the security situation in 

Achin district of Nangarhar province where Da’esh has suffered 

heavy casualties. All these matters are important for us. 
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 [P13, 39 years of age, Female, 16 years of education, Teacher, 

Tajik, Kabul, Rural] 

Apart from events that take place in Afghanistan, they broadcast 

news about important events and the latest developments in other 

countries. They also inform us about elections conducted abroad. 

For instance, some days ago there were elections in Iran. They also 

cover electoral campaigns and preliminary elections in the USA. We 

also learned through them that some days ago there were 

hurricanes in America. Through these shows, they inform us about 

every important event that happens outside or inside of 

Afghanistan. 

[P19, 40 years of age, Female, 8 years of education, Housewife, 

Pashtun, Kabul, Rural] 

Users find very few substantive differences between Azadi and Ashna programs. They are 

both perceived to be high-quality shows with similar content, structure, and delivery styles. 

Nearly all interviewed users do not think there is any difference between Azadi and Ashna 

programs except for the broadcast schedule as Ashna is broadcast in the evening while Azadi 

is broadcast during the day. Among the few users who note differences between the two 

programs, geographic scope is the common theme. Azadi is slightly more focused on 

domestic stories whereas Ashna has more international news. A minority of users notice 

different styles of music that are played.  

They [Azadi and Ashna] both broadcast news about events that 

occur in Afghanistan as well as in the whole world. However, Azadi 

radio gives more time to broadcasting news and other programs 

about Afghanistan. Ashna TV broadcasts news programs in detail. 

Radio Azadi also sometimes tells news in detail about events that 

happen inside and outside of the country. I can say there is no 

difference between these two sources of information and news.  

[P13, 39 years of age, Female, 16 years of education, Teacher, 

Tajik, Kabul, Rural] 

Although users do not perceive the two programs to be substantially different from each 

other in terms of content and delivery, they appreciate each of the program’s unique 

segments. Azadi’s listener call-in segment is well liked and attracts a large audience due to 

its broad appeal to Dari- and Pashto-speaking Afghans from outside Kabul Province who 

bring their local perspective to the show’s conversation. Users enjoy hearing the opinions of 

other callers, which inspires them to engage with their own social circles in spirited 

discussions about what they hear on the shows. The structure of each broadcast, which is 
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bookended by the day’s headlines at the beginning and conclusion of each episode, draws 

praise from many users.  

Some female users appreciate Azadi’s efforts to broadcast detailed accounts of stories about 

women’s rights and justice in Afghanistan. During the home exercise period, the topic of 

women’s rights in the content of the Afghan legal system was a dominant story due to the 

murder of Farkhwanda Malikzada2. Female users were clear that they thought it was very 

important for Azadi to produce detailed and accurate accounts of Farkhwanda’s murder and 

attempts by authorities to bring the alleged murderers to justice. Through the call-in 

program and interviews with government officials, female users appreciate the coverage 

focusing on this event for the much-needed attention it brings to the fate of many women in 

Afghan society.  

Similarly, users recall enjoying stories broadcast on Azadi that convey a message of justice, 

such as the trial and sentencing of the men who attacked Farkhwanda Malikzada  Amid what 

can be a bleak stream of news, users respond positively to stories that stroke a positive 

tone.   

 

Yes, we like programs about women’s rights. As I told you before 

and now also I want to repeat it, Radio Azadi has very good 

programs. There was a program broadcast by it under the name of 

“Ten Thousand Houses or Stories” which I liked very much. It was 

usually broadcast on Fridays. In this program, all problems were 

narrated to us like stories. For instance, there was a brick factory 

which polluted the environment and air. I am very interested in it. 

There was another program about the problems of youth. They 

were given an opportunity to tell about their difficulties. They were 

comparing present life with the past. Now, due to advances in 

technology, life has changed a lot they said. Discussions were held 

about talents and abilities of youth. It was very encouraging.  

 

[P13, 39 years of age, Female, 16 years of education, Teacher, 

Tajik, Kabul, Rural] 

 

Users offer similar levels of appreciation for the quality and breadth of Ashna programs, in 

particular the international reports from respondents across Afghanistan and foreign 

countries. Interviews with government officials and influential leaders about political and 

                                           

2 Farkhwanda Malikzada was publicly attacked and murdered in the streets of Kabul, Afghanistan on 

March 19, 2015 by an angry group of men. She was falsely accused of burning a Qur’an by a local 
mullah, which triggered the assault. The event brought the poor treatment of women in Afghanistan 

to the public fore.  
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health topics receive positive remarks because they bring the voices and opinions of power 

directly to the user. The coverage of the US election is very intriguing to many users.  

 

I like that [Ashna] broadcasts music during a program. It has very 

capable announcers and reporters in every corner of the world.  

They give reports and show images of events directly from scenes 

of incidents. Voice of America keeps the Afghan people informed 

about circumstances in the country and world.  

 

[P31, 25 years of age, Male, 16 years of education, Legal Advisor, 

Pashtun, Kabul] 

 

 

Objective 2: Perceptions of USIM Content  

This section discusses how users perceive USIM content as a whole, which includes Azadi 

and Ashna programs. Users recognize USIM content to be the very best media source in 

Afghanistan. USIM is distinguished by its diverse, accurate, and impartial reporting.  Users 

greatly appreciate that USIM content reports both positive and negative news at predictable 

times each day so that they can remain informed and track developments as they progress 

in real time. Most users are well aware that USIM is funded and managed by US sources and 

is frequently compared to other foreign-funded media. USIM, by comparison, is perceived to 

be of higher quality than German and Chinese-managed programs. The only comparable 

media source in Afghanistan is radio programming from the BBC.  

The uniqueness, accuracy and convenient times make this news 

source valuable for us. I thank Azadi and Ashna for broadcasting 

interesting news and other programs, which are unique, accurate 

and well timed. They are unmatched with the programs broadcast 

through other radio stations and TV channels.  

[P1, 18 years of age, Male, 10 years of education, Student, Pashtun, 

Kabul, Urban] 

As mentioned in the previous section, users find USIM content to be relevant to their daily 

lives. For example, many users rely on USIM sources to learn about suicide attacks before 

leaving their home. Others learn about defective imported medicine and are more informed 

about the government corruption that allowed tainted medication to be distributed in the 

country. Users view USIM media as a valuable tool to improve transparency and hold 

government leaders more accountable for their actions.  

News and reports about stealing, robbery and other criminal 

activities also must be included in programs.  Administrative 

corruption also must be discussed and reported about. Corruption 
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and bribery must be eliminated from the country. More attention 

must be paid to these types of topics and issues, which these 

programs can help with.  

[P17, 40 years of age, Female, 4 years of education, Housewife, 

Pashtun, Kabul, Rural] 

A small minority of users voice concerns that too much USIM content is devoted to covering 

conflicts in other countries, such as Syria and Iraq, as they are not interested in the 

geopolitical nuances of a conflict in which Afghanistan is not directly involved. Instead, these 

users would like USIM to invest in more coverage of the conflict in Afghanistan so that all 

Afghans have an accurate and current understanding of the situation in all parts of the 

country.  

I do not like news programs and reporting of fighting and military 

operations in Syria and Iraq. The coverage of these operations must 

be decrease and the number of programs that cover topics and 

events that take place in Afghanistan must increase. It is also not 

interesting for me to hear about Russian and NATO military 

operations in Syria.  

[P1, 18 years of age, Male, 10 years of education, Student, Pashtun, 

Kabul, Urban] 

In contrast to other media sources, USIM is recognized by users to be a positive influence on 

Afghanistan because its programs do not incite hatred nor violence, but rather help users 

understand different opinions and positions in a professional forum. Through the call-in 

shows, interviews with a diverse array of Afghan leaders, and coverage from across the 

country, USIM is seen as a reliable, and importantly, respectful, vehicle for Afghans to learn 

about their country.  

USIM is also viewed as a forum to discuss the grievances of the common Afghan and 

contemplate solutions with influential leaders. The public nature of radio and TV shows is 

seen as one of the most effective avenues to expose corruption and hold leaders 

accountable to their promises. These programs allow users to weigh the challenges they face 

in their daily lives against those of others that they learn about from USIM.  

Due to the dearth of intra-country travel and a high rate of illiteracy, these programs are one 

of the few reliable and trustworthy sources of communication for many Afghans. This is 

especially true for rural Afghans. Users from rural districts learn about the significant 

challenges they face compared to urban residents from USIM. Some users have come to 

realize the limited economic and social opportunities available in rural villages, which is why 

some people are forced to resort to unsavory acts, such as selling girls to older men, familial 

rape, and narcotic addition. By hearing about these issues, users are more inclined to learn 
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about their causes and identify solutions with their families and within their own 

communities.  

I watch Ashna TV for all programs, especially for the news, which 

informs us about the security situation in the country. Security is 

very important, therefore it must be maintained. When there is 

security, everyone is able to work to support their families. When 

security is not maintained no one can work or carry out their daily 

activities. When security is not maintained no one is able to work 

or do business. Insecurity increases stealing and other crimes. We 

want all these issues to be covered and broadcast. The government 

must take due steps to improve the security situation because it will 

discourage people from illegal migration and leaving their country. 

Another topic that also should be covered is the issue of narcotics. 

It is said now that even women use narcotics. This issue must be 

investigated and documented to be shown to other people so they 

learn a lesson. However, many say that it is not true, therefore 

there is a need for full coverage of such issues. We are villagers 

and live in the countryside where people have a lot of problems and 

challenges. There is family violation against women. Small girls are 

given in marriage to old people for money. There must be topics to 

explain the harm of using narcotics and other illegal drugs. The 

number of these programs must be increased.  

[P19, 40 years of age, Female, 8 years of education, Housewife, 

Pashtun, Kabul, Rural] 

Moreover, USIM content is more relevant to users than that of other foreign media. Users 

mention how USIM discloses changes of food prices in the market, which roads are unsafe to 

travel, and where large storms are expected to occur. These practical stories help users on a 

daily basis.  

There are two topic areas where users do not consume as much USIM content: 

entertainment and sports. Users typically turn to Afghan media sources such as Tolo TV to 

watch Afghan dramas, especially during special events such as Nowruz. That said, no users 

report that they would like to see dramas introduced at the expense of existing programs. A 

large amount of users, especially urban residents, would like to see additional coverage of 

sporting events, especially if an Afghan team is involved. Users appreciate the levity of 

sporting events and are very keen to see Afghan teams participate in international matches. 

Afghans are proud to see their teams represented. This presents a valuable opportunity for 

USIM to generate positive content about Afghan cultural and athletic stories that can help 

improve morale and balance the often-negative news that is broadcast.  
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I think they [Ashna/Azadi] need to focus on cultural, sports and 

literature programs since these are the programs that are 

interesting for the youths in the country. Beside they should 

broadcast Afghan music.  

[P31, 25 years of age, Male, 16 years of education, Business owner, 

Tajik, Kabul, Urban]    

I would like to see more news related to education and sport, 

because Afghanistan has many people living in Helmand and 

Kandahar, and not all of them can come to Kabul.  

[P7, 24 years of age, Male, 16 years of education, Unemployed, 

Pashtun, Kabul, Urban] 

Football and cricket games and matches have many fans in 

Afghanistan; therefore, it would be better if coverage of these 

sports events increases. Now, the coverage of these events is poor. 

I want all international football and cricket games and matches to 

be covered properly, because they have a positive impact on youth.  

[P1, 18 years of age, Male, 10 years of education, Student, Pashtun, 

Kabul, Urban] 

Yes, Voice of America/Ashna covers political, economic, social and 

cultural issues and topics that are very interesting for us. I request 

the director of sports programs to include football and cricket 

matches because they have a lot fans in Afghanistan. It will be very 

good. 

[P31, 25 years of age, Male, 16 years of education, Legal Advisor, 

Pashtun, Kabul, Urban] 

Many users across all age groups would like to see more content about the condition of 

young people in Afghanistan to help the youth learn more about their country in an effort to 

help them develop marketable skills. Younger users mention that much USIM content is 

targeted toward older Afghans and they would like to see more of a balance of stories that 

highlight the condition of young people and the opportunities and struggles they face. 

Moreover, the instability and large foreign presence in Afghanistan over the past 15 years 

makes it difficult for young people to develop and appreciate Afghanistan’s cultural assets. 

Radio and TV programs are an ideal platform for such content to be disseminated to a wide 

audience.  

Ashna TV is inviting parliament members, ministers or other 

politicians and getting their views on political and military issues, 
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but they are not inviting youths especially students for the 

programs. We request them to give more chance to the youths to 

participate in the programs and to discuss their problems and ways 

to resolve them.  

 

[P7, 24 years of age, Male, College graduate, Student, Pashtun, 

Kabul, Rural]   

Some female users would also like to see even more coverage of stories related to women’s 

rights and public health issues in particular. Since many women are not allowed to publicly 

discuss the treatment of women with strangers, they view the USIM platform as a safe and 

effective way for all Afghans to be exposed to the harsh treatment of women and advocate 

for stricter punishment for individuals who perpetuate violence against women. In addition, 

many female users would like to learn more about public health threats in their region so 

they can take appropriate measures to protect themselves and their families. 

Yes, because a few days ago, there was a program about the case 

of Farkhwanda who was brutally killed by some criminals but none 

of them are sentenced or executed yet. In that discussion, it was 

demanded that her killers must be sentenced to death.  A program 

about the 8th of March, Women’s International Day was also 

broadcast. Our women and children endure every sort of suffering 

and wrong. Even two-year-old children are raped. Women commit 

suicide by burning themselves.  During the celebration of 8th of 

March I heard a lot of bad news about women and children which 

shocked me a great deal.  

 

[P11, 31 years of age, Female, 12 years of education, Housewife, 

Tajik, Kabul, Rural] 

 

I am more interested in news about women. Women must be given 

their rights. They must become presenters and reporters and work 

for the media. They must participate in discussions and debates. 

 

[P17, 40 years of age, Female, 4 years of education, Housewife, 

Pashtun, Kabul, Rural] 

 

Objective 3: USIM Media Platforms 

Together with the growth in media content in Afghanistan has come increased options of 

platforms to access media content. In the decades prior to the arrival of foreign troops and 

international donors in 2001, radio was the primary media platform for the vast majority of 
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Afghans, especially those living in rural districts. However, substantial foreign investment in 

telecommunication infrastructure and electricity helped establish a growing market for 

sustained radio and TV consumers. Today, urban Afghans are more likely to watch TV than 

listen to the radio, although the availability of electricity is the primary determinant of the 

type of platform used. Rural Afghans still rely primarily on radio. If electricity were not an 

issue, the majority of users prefer to watch USIM content on TV as the visual cues help 

clarify oral messages. However, all Afghans appreciate the mobility that radio can offer since 

many standard cell phones have a radio tuner as a default feature.  

Users in this study are regular USIM consumers and typically watch and/or listen to a USIM 

program at least once a day for between 30-60 minutes daily. The 24-hour availability of 

Azadi and Ashna programs is consistently noted as one of the reasons why users regularly 

tune in. Both male and female users prefer listening to the radio in the morning as they 

prepare for their day as they can move around, but remain engaged in the shows’ programs. 

Many females who stay home all day listen to USIM, namely Radio Azadi, as they complete 

their household duties. In the evenings, many users will gather with their families to watch 

Ashna TV, assuming electricity is available. Users mention that their families regularly gather 

in the evening to hear the day’s news and discuss what they learned. One female user even 

said her family prohibits talking during the evening shows to ensure that everyone can hear.  

Among users who listen to USIM on the radio and watch it on TV, nearly all think the two 

platforms are complementary to each other. They do not notice any sizeable differences in the 

content, but enjoy that they have an option of platform. Moreover, users generally like that the 

stories presented in the morning Radio Azadi show, are repeated again in the evening Ashna 

radio show as it provides assurances that users will not miss any important developments 

throughout the day.  

Apart from radio and TV platforms, the majority of users are aware of the Azadi and Ashna 

internet pages, but few users regularly access the internet. The most common reason for not 

accessing USIM online content are unreliable electricity supplies, very high cost, and slow 

connection speeds. The few users who occasionally access online content enjoy the freedom to 

select stories of interest to them and follow the news on Facebook. Among users who have 

internet access, Facebook is the most common platform, but this is among a small minority of 

users.  

 

 

Home Exercise   

Prior to the IDI, users were asked to conduct an exercise in their homes to watch 1-2 USIM 

shows per day for 1 week for a total of 10 viewings. Users recorded the highlights of each 

program and rated various attributes of the content and presentation of each episode on a 

scale of 1-4, with 1 indicating a poor rating and 4 an excellent rating. The scores below are 

the average ratings of each attribute across 10 episodes.  
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Attribute  Average 

Rating 

Timeliness of news 3.39 

Accuracy of news 3.35 

Pace and liveliness 3.25 

The information is presented in an unbiased and impartial manner 3.20  

Relevance of news 3.16 

Uniqueness of information 3.11 

Presentation and delivery style 3.08 

Program organization 3.07 

Moderators 3.06 

 

Generally, users offer high marks on all attributes. The timeliness and accuracy of Ashna and 

Azadi programs are the most highly rated, which is consistent with the high marks on 

unbiased reporting. Program organization and moderators receive the lowest ratings, 

although neither are dramatically low.  

Urban users in particular are quick to point out the perceived lack of professionalism of 

Azadi/Ashna moderators. Some urban users also say that the broadcast time of some 

programs started later than originally advertised, leading to complaints of tardiness and 

lending to the perceived unprofessionalism of the program itself.  

The timing of the news was not accurate today; the news, which 

was supposed to be broadcasted by 6:00 pm, was actually aired at 

6:15 pm. 

 

[P33, 19 years of age, Male, 12 years of education, Shopkeeper, 

Dari, Kabul, Urban] 

 

Often times I do listen to Deutsche Welle Radio, because its 

presenters are very professional but I do not like Azadi station’s 

presenters, they are not very professional. 
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[P35, 20 years of age, Male, 13 years of education, Student, 

Pashto, Kabul, Urban] 

 

As I mentioned before they [Ashna morning program] do not have 

a professional anchor and they need to have professional 

employees. 

 

[P36, 56 years of age, Male, 12 years of education, Unemployed, 

Pashto, Kabul, Urban] 

Episode  Average 

Rating 

Voice of America/Ashna Morning Program 3.40 

Voice of America/Ashna TV: 1st evaluation 3.30 

Voice of America/Ashna TV: 2nd evaluation 3.30 

Azadi Morning program: 2nd evaluation 3.25 

Azadi’s bilingual call in program (On the Waves of Freedom) 3.24 

Voice of America/Ashna Evening Program 3.24 

Azadi Morning program: 1st evaluation 3.23 

Voice of America/Ashna’s bilingual call in program (Goft-o-Shonood) 3.16 

Azadi’s regional news bulletin: 2nd evaluation 3.07 

Azadi’s regional news bulletin: 1st evaluation 2.97 

 

Comparing the average rating of each episode, Ashna’s morning radio and TV programs 

receive a slightly higher rating than Azadi’s. Among Azadi’s shows, the morning program and 

call-in shows are the most well-liked. However, Azadi’s regional news bulletin on TV receive 

the lowest scores by a relatively large margin.  

Some rural users are more likely to dislike the Azadi regional news bulletin because the pace 

of the episodes is too fast to understand. In addition, a few users note that the Azadi 

moderators could be more professional and upbeat in the course of an episode; their 

moderation was especially found lacking as compared to Ashna/Voice of America 

moderators.  Users also complain that the Azadi regional news bulletin episodes are too 

focused on domestic news, and lack the regional aspect of the morning bulletin.  

 

Yes, I did not enjoy the pace of today’s program [Azadi’s regional 

news] because it was fast and I could not understand anything.  

 

[P60, 34 years of age, Male, 12 years of education, Unemployed, 

Dari, Kabul, Rural] 
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The space between two news issues shows the weakness of the 

moderator, the anchors do not look happy, it looked that their 

salaries are low or they do not behave friendly with each other. 

People do not like behavior that is more formal. It was slow, the 

arrangement of the program, and did not broadcast interesting 

incidents from the world. 

 

[P38, 27 years of age, Male, 12 years of education, Shopkeeper, 

Dari, Kabul, Urban] 

 

Despite these criticisms, users overall have very positive reactions to the Azadi and Ashna 

programs. In most cases, users are able to make note of at least three news stories that 

were shared in each program but with various levels of detail. The most frequent stories 

users recall are about President Ashraf Ghani and First Lady Rohullah Ghani’s speeches on 

International Women’s Day, the donation of additional fighter jets to the Afghan National 

Army by the US, and the drowning of hundreds of Afghan and Syrian refugees in the 

Mediterranean.  

Some stories elicit different reactions to the same story.  For example, some users liked to 

hear that President Ghani is threatening to fight the Taliban with increased intensity, yet 

others thought he was just posturing without the desire to act. When asked about the 

elements of the content or presentation that users do not like, the vast majority discussed a 

particular outcome from a news story that they found upsetting, such as a suicide attack or 

political disagreement.  

Similarly, users do not notice any substantive differences between Azadi and Ashna shows 

apart from the moderators’ voices and presentation, music, and schedule. A few users liked 

the USIM stories because they were uniquely produced rather than copied from other news 

stations. In particular, interviews with influential leaders are a large attraction to Azadi and 

Ashna programs because other media sources do not produce similar content.  
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CONCLUSION 

Style and Format 

Ashna and Azadi programs are very well liked among users. Users appreciate the diversity 

and scope of stories on from both Ashna and Azadi and make particular mention of the 

quality of the reporting. From the Home Exercise, it is clear that the regular use of USIM 

programming is informing Afghan consumers’ understanding of local and international events 

and influencing the paradigm by which they organize their beliefs and attitudes about the 

news. The vast majority of Azadi and Ashna users in this study tune in daily and look forward 

to the news stories and call-in shows, which allow for the free exchange and discussion of 

others’ opinions and perspectives.  

 

The difference is that their [Ashna/Azadi] programs are more based 

on reality than other stations. They provide interviews with 

everybody and it is not the same on other radio stations. 

 

[P25, 31 years of age, Male, 12 years of education, Unemployed, 

Tajik, Kabul, Rural] 

 

The language, time and presenters make them different. Azadi and 

Voice of America/Ashna broadcast exact and true news and have 

very interesting entertaining programs. Other TV channels and 

radio stations do not broadcast news in detail. These days they 

often have programs about returnees and challenges they face 

now. They also broadcast news about fighting in Helmand province. 

I often use these two sources of information because they are 

reliable and trustworthy.  

 

[P11, 31 years of age, Female, 12 years of education, Housewife, 

Tajik, Kabul, Rural] 

 

All topics, especially the issue of migrants and refugees, covered by 

them [Ashna/Azadi] are relevant to us. They do not broadcast any 

programs, which we do not like or are not interesting for us. All 

issues and subjects covered by them are interesting and relevant 

to us. We learn via them about fighting and suicide attacks that are 

conducted in every province. It also informs us about events and 

developments in the world. 

 

[P17, 40 years of age, Female, 4 years of education, Housewife, 

Pashtun, Kabul, Rural] 
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Users view Ashna and Azadi programs to be very similar to each other. The only salient 

differences between the two shows are the schedule and moderators, and the somewhat 

more Afghan focus of Azadi in comparison to Ashna’s more global focus. The content and 

offerings of each show are similar and users generally do not perceive significant distinctions 

in the quality, scope of content, nor delivery of Ashna and Azadi programs.  

Rural users, however, would prefer to see the Azadi Regional News Bulletin presented more 

slowly so that the stories are easier to understand. In addition, some of the Azadi 

moderators are less upbeat and professional than their Ashna counterparts.  

 

Perceptions of Content and Considerations for the Future 

Although users find USIM content to be high quality and the topics diverse and interesting, 

there are a few topical areas where they desire additional focus: culture, public health, and 

youth-specific content, especially in relation to employment and economic challenges. Users 

appear hungry for more programming that reflects and analyzes the conditions they find 

themselves in throughout the Afghanistan. 

Afghans are very proud of their sport teams when they compete and succeed, especially in 

international matches. Stories of their success inspire many users and generate national 

pride. In a similar vein, many users would like to have more content that features Afghan 

musicians, artists, and writers. Given the dearth of cultural outlets available during the 

Taliban’s reign combined with the instability and foreign presence over the past 15 years, 

Afghans see USIM as a viable tool with which to support and disseminate Afghanistan’s rich 

cultural heritage. Commercial operations in Afghanistan are more focused on entertainment 

to support advertising ambitions. USIM has opportunities to invest resources in Afghan-

focused programming in ways that may be more difficult for commercial broadcasters in the 

market. 

Female users in particular are also keen to learn more about public health issues that may 

affect their region and to learn about measures they can implement to protect themselves 

and their families. Although significant progress in the country’s health network has been 

achieved, many users, particularly women, lack knowledge about threats to their health and 

well-being from diseases, poor sanitation, nutrition, and domestic violence. They are keen to 

learn about the threats themselves and available treatments. Additional content about local 

public health developments from across Afghanistan will serve users well.  

Lastly, both younger and older users note a desire to have more content about Afghanistan’s 

youth so they can learn more about their country and be well prepared to contribute to its 

development. Afghan youth are struggling to acquire good quality employment and are 

facing simultaneous pressure to become invested in the country’s development. To help 

realize this, users think that content about the struggle and opportunity faced by youth will 

help equip them to intelligently invest in the development of their skills so they are able to 

be productive members of Afghan society. Additional stories about youth and the challenges 
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they face in different parts of the country will bring to light how they have been and can 

continue to be invested in the future of Afghanistan. 



 

APPENDIX – RESPONDENT PROFILES

 

Respondent 

ID #

D1. 

Gender 

M7. 

Province

M6. 

Urban/

Rural

D4a. If you heard 

a radio program 

in Dari, how 

much of it would 

you understand?

D-4b. If you heard a 

radio program in 

Pashto, how much of 

it would you 

understand? Language

D2. How 

old were 

you on 

your last 

birthday?  

D3. How many years of 

formal education have you 

completed?

S3. How often have 

you listened to 

Azadi Radio in the 

last 30 days?

S4. How often have 

you listened to 

Ashna Radio in the 

last 30 days?

1 Male Kabul Urban All of it All of it Dari/Pashto 18 9-10 years Daily a few times a week

4 Male Kabul Urban All of it Most of it Dari 30 9-10 years Daily Daily 

7 Male Kabul Urban All of it All of it Dari/Pashto 24 College graduate Daily Daily 

10 Male Kabul Urban All of it Some of it Dari 25 11-12 years Daily a few times a week

13 Female Kabul Rural All of it Most of it Dari 39 College graduate A few times a week A few times a week

17 Female Kabul Rural All of it All of it Dari/Pashto 40 6 to 8 years Daily A few times a week

19 Female Kabul Rural Some of it Some of it Dari 40 Up to and including 5 years A few times a week A few times a week

22 Male Kabul Rural All of it All of it Dari/Pashto 41 11-12 years A few times a week A few times a week

23 Male Kabul Rural All of it All of it Dari/Pashto 30 College graduate A few times a week A few times a week

25 Male Kabul Rural Most of it Most of it Dari 31 11-12 years Daily Daily

27 Male Kabul Rural All of it All of it Dari/Pashto 31 11-12 years Daily Daily

29 Male Kabul Rural All of it All of it Dari/Pashto 40 11-12 years Daily Daily

31 Male Kabul Urban All of it All of it Dari/Pashto 25 College graduate Daily Daily 

35 Male Kabul Urban All of it All of it Dari/Pashto 19 11-12 years Daily Daily 

36 Male Kabul Urban All of it All of it Dari/Pashto 56 11-12 years Daily Daily 

38 Male Kabul Urban Most of it Most of it Dari 27 11-12 years A few time a week Daily 

43 Female Kabul Urban All of it All of it Dari/Pashto 27 College graduate A few time a week Daily 

44 Female Kabul Urban All of it All of it Dari/Pashto 31 11-12 years Daily Daily 

45 Female Kabul Urban All of it All of it Dari/Pashto 18 11-12 years Daily Daily 

46 Female Kabul Urban Most of it All of it Pashto 23 11-12 years Daily Daily 

48 Female Kabul Urban All of it All of it Dari/Pashto 29 College graduate Daily Daily 

49 Female Kabul Urban Most of it Most of it Dari 21 College graduate Daily Daily 

51 Male Kabul Rural All of it All of it Dari/Pashto 31 11-12 years Daily Daily 

53 Male Kabul Rural All of it All of it Dari/Pashto 33 11-12 years A few time a week a few times a week

55 Male Kabul Rural All of it Most of it Dari 35 11-12 years Daily Daily 

58 Male Kabul Rural All of it All of it Dari/Pashto 31 6 to 8 years Daily Daily 

59 Male Kabul Rural All of it All of it Dari/Pashto 28 College graduate Daily Daily 

60 Male Kabul Rural All of it Some of it Dari 34 11-12 years Daily Daily 



 

 

 
 

Prepared by Gary Langer, Julie Phelan, and Matthew Warshaw 
 

Summary of Broadcasting Board of Governors Survey of Yemen 

 

D3 Systems organized a national poll of Yemen for the Broadcasting Board of Governors that 

was conducted face-to-face in Yemen from December 9 to December 29, 2010.  Langer 

Research Associates, a partner with D3, assisted in the questionnaire design, external review of 

the sampling plan for the study, and in preparing the analysis below.  The questionnaire 

consisted of 99 substantive questions, 21 demographics, and 28 quality control-management 

questions.  59 native Arabic-speaking Yemeni interviewers, along with 10 field supervisors 

implemented the survey in the field.  D3 Systems traveled to Yemen and participated in training 

the field team and observing field work. The margin of sampling error is +/- 2.94% at the 95% 

confidence level for this survey. 

 

 

Attitudes towards the Yemeni Government 

 

Yemenis’ views of their government are largely negative - just 39 percent rate the work 

of the central government positively and fewer still rate the district government positively (30 

percent) or view the Yemeni parliament favorably (32 percent).  

 

This negativity extends to views of government entities such as the police and army – just 

38 and 35 percent, respectively, rate their work positively. Another result points to a broad sense 

of disaffection: Sixty four percent say filing a complaint about a government official would 

either make matters worse (40 percent) or have no effect (24 percent). 

 

There is considerable indecision or unwillingness to express an opinion about the 

government. Nearly half declined to express any opinion of the army. Nearly a third gave no 

opinion of the Yemeni police. A fifth to a quarter expressed no opinion about the central 

government, district government or parliament. (Some but not all of this reflects gender mores; 

on a wide range of topics, women are far more apt than men to withhold opinions.) 

 

Ratings of President Saleh are a noteworthy exception to negative views of government; 

however caution is advised as this result may reflect a cultural bias toward support for the leader 

in a tribal society or fear of making personal criticism of the president while criticism of 

institutions appears safer under current conditions in Yemen. Eighty percent of Yemenis in this 

poll (fielded before Saleh’s announcement that he would not seek reelection) said they viewed 

him favorably; just 12 percent, unfavorably.  
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Regional/development differences 

 

There is, however, a very large regional difference: Views of Saleh are more favorable in 

the North than the South by a 2-1 margin; 85 percent to 41 percent. While at half these levels, 

views of the central government overall show a similar pattern: far more positive in the North 

(41 percent) than in the South (23 percent). These are expected results given the country’s 

history and the locus of secessionist activity in the southern provinces. 

 

Saleh’s popularity drops, albeit to a still substantial 68 percent, among those who say 

corruption is the country’s top problem. 

 

Repeating the lesson from other countries, development matters: Among Yemenis who 

rate local conditions in their community positively (e.g., infrastructure, security and economic 

opportunity), 52 percent rate the work of the central government positively, double what it is (26 

percent) among those who rate these poorly. Unlike ratings of the government more generally, 

favorable views of Saleh are not tied to local conditions; again these look more tribally based.  

 

Positive ratings of the government are higher among those who think a strong leader is 

best for Yemen and those who think the government should strictly follow Islamic principles, 

and lower among those who think corruption is the top problem facing the country.  

 

A regression analysis finds that views of the police and army, as well as optimism about 

the future, are significant predictors of views of the central government. 

 

 

Attitudes toward the United States  

 

Seventy-six percent of Yemenis express an unfavorable view of the United States; just 6 

percent see it favorably. Even among those who call al-Qaeda the No. 1 problem facing Yemen, 

just 13 percent see the United States favorable, and it’s just 10 percent even among those who 

are most interested in and informed about domestic and foreign events. Favorable views don’t 

exceed 15 percent in any group. 

 

For comparison, 75 percent of Yemenis see Saudi Arabia favorably (only slightly higher 

in the North than the South, 76 percent vs. 68 percent). The results show little experience of 

external actors, and little interest in them. Eighty-nine percent hold no opinion of the work of 

foreign government entities operating in their area, or say there are none; it’s 78 percent for 

foreign aid organization.  

 

Eighty-eight percent rate themselves as not well informed about Western culture, and 

likewise not interested in it; 82 percent, as neither informed about nor interested in the policies of 

United States. Contrast that with the 60 percent who are interested in Yemen events, 78 percent 

who are interested in news about Yemen and 87 percent who are interested in religious matters. 
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The United States is somewhat more popular among Yemenis who are interested in news 

about the U.S. – but only weakly so. In that group 15 percent see the United States favorably. 

 

Views of democracy 

 

 Despite these sentiments, most Yemenis express a positive view of democracy – a 

potentially threatening finding for the Saleh regime in the current Mideast environment. Fifty-

four percent say democracy is the best government type for Yemen, including majorities across 

many demographic groups.  

 

Preference for democracy is stronger in the South than the North (61 percent vs. 53 

percent) and in urban vs. rural areas (65 percent vs. to 50 percent).  

 

Notably, preference for democracy is stronger among those who get their information 

from international Arab news sources than it is from those who get it from Yemeni news sources,  

60 vs. 45 percent; as well as higher among the most educated and most worldly (i.e., those who 

are interested in and informed about national and international events).  

 

Preference for democracy dips, by contrast, among those who consider themselves to be 

“strong” religious believers, 44 percent vs. 58 percent. 

 

 Moreover, regardless of what type of government rules Yemen, 80 percent say it should 

follow Islamic principles strictly – 42 percent, “very” strictly. 

 

Living conditions and expectations for the future 

 

Despite their comparative deprivation 65 percent of Yemenis call conditions in their 

community very or somewhat good. Ratings of security, freedom of movement, and the 

availability of food all got positive marks by at least 70 percent.   

 

But some of the other local conditions tested received more mixed reviews. In a very 

challenging result, just 13 percent rated economic opportunities in their area positively. Only a 

third rated the local infrastructure positively; 36 percent, the availability of medical care. 

 

These conditions have a major impact on a variety of attitudes – government ratings, as 

mentioned above, but also items such as optimism for the future. Just 39 percent of Yemenis say 

their country is headed in the right direction and 48 percent think their life will be better a year 

from now. Among those who rate at least 10 of 14 local conditions positively these rise to 49 

percent and 67 percent, respectively. Among those who rate fewer than five local conditions 

positively, they fall to 31 percent and 26 percent, respectively. 

 

Opposition groups and problems facing Yemen 

 

 The survey finds little support for opposition groups. Virtually none express favorable 

views of the Southern Movement (3 percent), al Qaeda (1 percent) or Houthis (less than 1 
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percent). Eighty-six percent express concern about the Houthi rebellion, with 73 percent very 

concerned. 

Note, while few approve of al Qaeda, 16 percent express no opinion of it. However, again 

this reflects recalcitrance among women to express their view – 25 percent no opinion. Among 

men, 94 percent see al Qaeda unfavorably, 1 percent favorably, 5 percent no opinion. 

 

Sa’ada, al-Qaeda and the Southern movement are not seen as nearly as problematic as the 

struggling economy in Yemen. Seventy-three percent cite the economy/unemployment as one of 

the two biggest problem facing the country, very broad agreement on an open-ended question. 

 

Disconnect 

  

As other results mentioned above indicate, there’s a substantial disconnect between 

Yemenis, the government and the world at large. Only 25 percent say political leaders influence 

their opinions, just 38 percent feel informed about occurrences in their governorate and fewer 

than half are interested in these events. 

 

Fewer – 28 percent – feel informed about world events, and barely three in 10, 31 

percent, are interested in them. And in terms of civil society, very few report participating in 

charitable, political or business activities in their community – 17, 6 and 6 percent, respectively. 

 

Religion 

 

 On the other hand, interest in and involvement with religion is high. Three-quarters say 

religious leaders influence their opinion, including 44 percent “strongly.” Eighty-three percent 

are informed about religious matters; 87 percent, interested in them.  

 

 Ninety-seven percent identify themselves as believers, including 23 percent as strong 

believers. Almost all the men surveyed attend mosque at least once a week (94 percent). And 

among all Yemenis, 80 percent pray five times a day, and 98 percent fast during Ramadan.  
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D3 Systems, Inc. 
Methods Report:  

Yemen BBG Media Survey, Wave 1 

 
Country:  Yemen    Study: Yemen BBG Media Survey 

 

Field Dates: Dec. 9th –Dec. 29th, 2010 Sample Size:  Target:  1,100 

                                                                                              Actual:  1,112 

 

Research Provider:  YPC    Number of Interviewers: 59 

 

I.  Introduction 

 
The Yemen BBG Media Survey –Wave 1 is a face-to-face based survey of the Yemen 

national population.  D3 Systems has contracted with the Yemen Polling Center (YPC) as 

its field supplier for this survey.   The sample of 1,112 adults, all Yemeni nationals, 15+, 

is representative of Yemen by governorate.  The sample consists of 139 primary 

sampling units, and 20 of 21 governorates (Al-Mahrah excluded).   

 

Fieldwork was conducted between December 9th to December 29th, 2010, by 59 native 

Arabic-speaking interviewers and 10 supervisors under the management of YPC.  The 

average length of the completed interviews was 52 minutes. 

 

Initial calculations based on a simple random sample yielded a margin of sampling error 

of ± 2.94 percentage points at the 95 percent confidence level.   However, an estimated 

design effect of 1.59, produced a total margin of sampling error of ± 3.7 percentage 

points at the 95 percent confidence level. 

 

The questionnaire consists of 99 substantive questions, 21 demographic questions, and 28 

quality control-management questions.   

 

II.  Project Schedule 

 
Yemen BBG Media Survey W1 project phases are shown in Table 1. 

 

Table 1.  Project Timeline 

Project Phases Start Date End Date 

Translation new items October 16 October 16 

Pre-test November 8 November 9 

Training December 5 December 14 

Field December 9 December 29 

Quality Control  December 12 January 15 

Coding-Data processing January 11 January 26 
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III.  The Sample:  Selection Process and Specifics 

 
a.  Target Population 

 
The target population for the BBG Media Study survey is a nationwide poll of Yemenis 

ages 15 and over. The sample was drawn using a stratified, multi-stage selection 

procedure. The population data used is from the 2004 Census provided by Yemen’s 

Central Statistical Organization.  This is the most recent and updated data in Yemen.  The 

following section provides a basic overview of the sampling process: 

 

b.  Stages of Selection 

 

Stage 1 
 

Governorate 

 
• Interviews are distributed proportionally across 20 of the 21 

governorates according to the available population data. 

 

• Al-Mahrah governorate is not included as part of the sample due to 

its inaccessibility. 

 

 

Stage 2 

 

Urban and Rural Stratification 

 

• The number of interviews were then distributed between urban and 

rural respondents at the governorate level.  

 

• All population centers with less than 5,000 residents are considered 

rural (i.e. villages) and those with above 5,000 are considered 

urban (i.e. metropolitan areas, cities and towns). 

 

• The number of sampling points for each governorate is determined 

by the population distribution of the provinces within the 

urban/rural strata 

 

Stage 3 

 

Sub-governorate (Hara/Mahala) Sampling Points 

 

• Within each governorate a proportionate number of primary 

sampling units (PSUs) are randomly selected by probability 

proportional to size systematic random sampling.  
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• The smallest administrative division for which data is available is 

used. This is the mahala in rural areas and hara in urban areas. 

These PSUs also serve as the sampling points. 

 

• According to the official statistics, there are 130,514 mahala/hara 

to be used as potential PSUs in the 20 governorates.  

 

• To achieve a sufficient sample size and complete 8 interviews per 

sampling point (139 sampling points), 139 mahala/hara were 

selected as PSUs during the Yemen BBG Media Survey. 

 

Stage 4 

 

Selection and Replacement of Sampling points 

 

• The interviewers, as they arrive in the targeted PSU, will sketch it 

to determine its borders and size as well as start point from which 

the count starts.  

 

• Within the PSU a random start point is chosen to begin the walking 

pattern.   

 

• The starting point could be the arrival point or any landmark in the 

area; however, the location of start point should be different from 

one PSU to another.1 

 

• YPC field interviewers and supervisors are trained to take several 

measures as to selecting the start point and the walk pattern for 

both male and female interviewers. The process is made as 

follows:  

• In normal cases (in cities or areas with a large number of 

households), both interviewers walk in opposite directions and 

each interviewer counts the households to his/her right hand. 

• In rural areas where households exist in dispersed and small 

agglomeration units, these units are distributed among the 

interviewers. The interviewer treats each unit as a separate one and 

he walks clockwise and selects the 5th household. He continues 

counting in the next unit.  

 

                                                 
1 In some cases, the supervisor has to contact YPC to adopt a division that is larger than mahala due to its 

small size and too few houses, which does not allow YPC to conduct the required number of interviews. A 

small village with several mahalas is considered to be the PSU and each mahala in it is considered to be a 

block or segment.  
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Figure 1.  Sample of PSU in Rural Areas (Villages) 

 

•  The PSU is replaced altogether in a few cases and these cases 

include the possibility of having dangers that threaten field 

interviewers' safety and inaccessibility issues e.g. the main road 

linking the area with the outside world is destroyed. These 

extraordinary conditions must be confirmed by several sources. 

The following measures are then followed when a replacement 

takes place:2  

 -  If dangers exist at a small scale within the PSU, the 

immediate neighboring (Hara/mahala) is selected, 

provided that the substitute PSU has similar geographic, 

social and economic features to the replaced PSU.  

-   If the risk goes beyond the PSU, a new PSU is randomly 

redrawn, following the same selection mechanism adopted at the 

very beginning.  

Stage 5 

 

Household Selection 

 

• As the field interviewers decide on the starting point within the 

PSU, be it the arrival point, the middle of PSU or a landmark like a 

mosque, school, etc., they follow a certain measure that ensure the 

randomness of household selection. The households are selected 

according to count process (4+1), which means that the interview 

administers the interview in every 5th household.  

 

                                                 
2 Please see Appendix B for a full list of replacement sample points selected due to security issues or 

inaccessibility. 
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• No two interviews can be conducted in one building as to the 

residential buildings. One flat is selected according to a certain 

mechanism. The supervisors and interviewers were trained on how 

to select households as follows: 

 

- In urban areas, the male interviewer walks in one 

direction and the female researcher works in the other 

selecting the houses to their right hand and the main road to 

their left hand side at intersections. 

 

- In rural areas where no streets or neighborhoods exist, 

households are divided into small quarters as mentioned 

before. These quarters are distributed among the 

interviewers.  

 

• In general, the count process is followed and they select the 5th 

household for interview. If it is an individual household or a floor 

in case of buildings, the floors will be selected according to the 

mechanism of floor selection in buildings as follows:  

 

- In the selected building, we will select the top apartment 

or an apartment in the top floor. When a second building is 

selected, the researcher will choose the apartment in the 

floor just before the top floor.  

 

- When a third building is selected, we will select the 

apartment in the third floor from top.  

 

• After selecting the household/apartment and conducting the 

interview with the respondent in it, the researcher continues 

walking in the same direction and starts counting until reaching the 

next 5th household. 

 
Figure 1. Choosing a Household 
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• In case of more than one apartment in the selected floor (for 

apartment blocks), the researcher will select the first apartment to 

his right in the same ascending direction, and it is allowed to 

substitute the household or apartment and move to the neighboring 

one in only two cases:   

 

- First, if the randomly selected family or respondent 

refuses to be interviewed, or 

 

- Second, if the randomly selected respondent is 

unavailable in the household after three attempts. 

 

* If the randomly selected respondent is not 

available in the household of selection, the 

researcher must fix another appointment to return to 

the respondent once again when the respondent will 

be available.  

 

* If the respondent refuses to be interviewed, or the 

household was vacant, the researcher has to move to 

the next house and continue the walking direction as 

set by the supervisor.   

 

Stage 6 

 

Respondent Selection 

 

• The final stage is the selection of the individual (male or female) 

within the selected household.  

 

• Interviewers utilized a Kish grid for randomizing the target 

respondent within the household.  

 

• All 15+ residents in a household are listed by name and birth dates 

(day/month/year), according to ID cards in descending birth order. 

After listing household members in descending order, respondent 

is then selected using a Kish Grid. 

 

Stage 7 

  

Respondent Substitution 

 

• Although in this survey, there were no substitutions for the 

respondent within the same household. If there were definite 

refusals, or the interview could not be completed after two 

callbacks with the designated respondent, the interviewer would 
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continue on to the next household on the route within the same 

sampling point. 

 

Stage 8 

  

Callbacks 

 

• Typically interviewers were required to make two call-backs 

before replacing the designated respondent.  

 

• These call-backs are made at different times of the same day or 

different days of the field period.  

 

IV. Interview Staff Information 

 
Table 2 shows the number of male and female interviewers, the number of interviewers 

used in past D3 projects, and finally, the number of interviewers new to this project.  In 

this survey 59 interviewers were used, all of which were new to D3 and this project. 

 
Table 2.  Interviewer totals for Yemen BBG Media Survey, Wave 13 

 

 Female Male 

Number of female/male interviewers 

 

30 29 

Number of interviewers previously used in D3 project - - 

Number of interviewers new to Wave 1 30 29 

 

 

V.  Interviewer Training 

 
a.  Location of Training 

 
YPC held two, four-day training workshops for the field researchers and supervisors 

taking part in the project in the hall of YPC headquarters in Sana'a.  In addition, D3 staff 

observed and assisted in the training workshops in Sana’a throughout the four-day period. 

 

b.  Who attended the briefings?  Who conducted the briefings? 

 
Interviewers and supervisors were trained by YPC and D3 staff on how to deal with the 

questionnaire, conduct the interviews, record answers, identify the sample, and choose the start 

point in the PSUs. Additionally, household and respondent selection processes was reviewed. 

                                                 
3 Appendix A provides a profile of all 59 interviewers, which includes ID, gender, age, educational 

achievement, and occupation.  
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c.  What issues were emphasized in the briefings? 

 

YPC-D3 coordinators emphasized the following points during the training session: 

 

• Project objectives, purposes and the targeted groups 

 

• Reviewing the questionnaire content and training the field researchers on 

how to ask the questions and record the answers/conduct the interviews.  

 

• Practicing the sample’s application, starting points, and drawing 

movement maps within the PSU. 

 

• Respondents and household selection mechanism 

 

• Suitable mechanism for conducting the interviews 

 

• Conducting mock and pilot interviews 

 

The training also involved a practical part.  Every researcher was assigned to conduct one 

mock interview at the end of the first day with one of their acquaintances, and to conduct 

two other real interviews at the end of the second training day. This also involved the 

random selection of household in different areas of the capital city, Sana'a. These 

interviews were used to evaluate researchers and to detect deficiencies to be addressed 

during the training days.   
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VI.  Refusal Rates 

Table 3.  F2F Disposition Table – Refusals / Non-contacts/ Completed Interviews  

Reason of Replacement Number 

NOT ABLE TO ENTER RESIDENTIAL BUILDING  

Door locked 71 

Door not locked but no one came to open the door  8 

Security guards did not allow them to conduct interviews in that 

area 
 1 

Unsafe (animals, fighting within household, etc.) 0 

  

HOUSEHOLD NOT ELIGIBLE  

Non Residential building 37 

  

SELECTED RESPONDENT INTERVIEWED  

Completed Interviews  926 

  

REFUSALS (TOTAL) 69 

Outright refusal at the door 1 

Outright refusal by respondent (TOTAL) 41 

 Refused Survey Topic  0 

 Refused All Surveys  39 

 Refused Survey By Face-to-Face Specifically  0 

 Refused Survey Too Long  2 

  

NON-CONTACTS (TOTAL) 27 

Respondent not available to attend interview  15 

Reported long term absence during field period 12 

 

Table 4.  Reasons for Interview Refusals or Termination 

 

Reason Total 

Unsuitable Time 27 

Did not share their own ideas 0 

Due to survey topics 0 

Would not take part in such surveys 39 
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In Table 5, the following outcome rates were calculated for this survey:  the response 

rate, refusal rate, contact rate, and cooperation rates.4  

 

Table 5.  Disposition Rates 

 
DISPOSITION RATES   

RATE FORMULA/CALCULATION PERCENT 

Value for e HH with respondent/ HH where eligibility was determined 82% 

Response Rate 3 I / (I)+(R+NC+O)+e(UH+UO) 88.9% 

Cooperation Rate 3 I / (I+R) 96% 

Refusal Rate 2 R / (I)+(R+NC+O)+e(UH+UO) 3.5% 

Contact Rate 2 (I+R+O) / (I)+(R+NC+O)+e(UH+UO) 92.5% 

Where:  

I = Complete Interviews  UH = Unknown household 

R = Refusal and break-off  UO = Unknown, other 

NC = Non-Contact  e = estimated proportion of cases of unknown eligibility that are eligible 

O = Other  

 

 

                                                 
4 D3 uses the rates published by AAPOR found here: The American Association for Public Opinion 

Research. 2009. Standard Definitions: Final Dispositions of Case Codes and Outcome Rates for Survey. 6th 

edition. 
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VII.  Population Figures and Wave 1 Results 

 
The following national population data in Table 6 comes from Yemen, Central 

Statistical Organization from 2004.   

 

       Table 6.  Current Survey: Wave 1 (N=1,112) Population Figures 

 
 National 

Population % 

Realized 

Sample 

(unweighted) 

Sample 

(weighted by 

TotWt)5 

Gender    

  Male 51% 50% 50% 

  Female 49% 50% 50% 

    

Age    

  15-29 55%  46% 55% 

  30-49 29% 39% 29% 

  50+ 16% 16% 16% 

    

Geographic Code    

  Urban 27% 29% 27% 

  Rural 73% 71% 73% 

    

Province/City/Region    

'Adan 3% 3% 3% 

'Amran 5% 4% 5% 

Abyan 2% 2% 2% 

Ad Dali 2% 2% 2% 

Al Bayda' 3% 3% 3% 

Al Hudaydah 11% 11% 11% 

Al Jawf 2% 2% 2% 

Al Mahrah6 <1% - - 

Al Mahwit 3% 2% 2% 

Amanat Al Asimah 9% 9% 8% 

Dhamar 7% 8% 8% 

Hadramaut 5% 5% 5% 

Hajjah 8% 8% 8% 

Ibb 11% 12% 12% 

Lahij 4% 4% 4% 

Ma'rib 1% 1% 1% 

Raymah 2% 2% 2% 

Sa'dah 4% 4% 4% 

Sana'a 5% 4% 5% 

Shabwah 2% 2% 2% 

Ta'izz 12% 12% 12% 

 

 

 

                                                 
5 TotWt provides weights for Age and Urban-rural status.   
6 Excluded due to inaccessibility.   
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VIII.  Weighting (D3 Calculations) 
 

There are three weighting variables in the data set: AgeWt, GeoWt, and TotWt.  

AgeWt weights by age.  GeoWt weights by urban-rural status.  TotWt weights by age and 

urban-rural status (TotWt = AgeWt x GeoWt).  

 

Population and Sample Distributions: Age  

 

Population Total Sample Total 

15-29 55% 15-29 46% 

30-49 29% 30-49 39% 

50+ 16% 50+ 16% 

Total 100% Total 100% 

 

Weight  

Factors 

 AgeWt 

15-29 1.19565217 

30-49 0.74358974 

50+ 1.00000000 

 

 

Population and Sample Distributions:  Urban-Rural 

 
 

Population Total Sample Total 

Urban 27% Urban 29% 

Rural 73% Rural 71% 

Total 100% Total 100% 

 
Weight  

Factors 

  GeoWt 

Urban 0.93103448 

Rural 1.02816901 
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IX.  Quality Control Methodology 

 
a. Fieldwork Documentation 

 
YPC uses different forms that greatly help field supervisors and interviewers, as 

well as desk supervisors at the headquarters to observe the fieldwork 

implementation, to control household and respondent selection. The interviewers 

have to do the following with these forms: 

 

• Filling in all data for all households and buildings they come 

across in their walking pattern in the block details tables, including 

those knocked for interview.  

 

• In the form meant for response rate calculation, the interviewer has 

to record that data of all households selected for interviews 

regardless of whether the interview was conducted or not.  

 

• Drawing maps for the area in which the interviews were conducted 

and these maps help decide the course of walk and the location of 

households where interviews were conducted as well as some 

features of the targeted areas. 

 

b. Quality Control Methods 

 

YPC uses different measures and tools to ensure the fieldwork quality and these 

measures include: 

 

• Daily reports by fieldwork supervisors and the heads of fieldwork 

teams 

 

• Contacting some researchers on a daily basis. The researchers to be 

contacted are selected randomly. They are asked about their 

whereabouts, the serial number of the questionnaire he/she is 

conducting, the answers of some core questions in the 

questionnaire. as well as the methods in which the respondent’s 

answers are recorded. 

 

• Ensuring the adherence of researchers to methods of starting points 

and household and respondents’ selection 

 

• Direct contact between the field supervisors and YPC officers to 

inform them about any problems and to ask questions about the 

questionnaire, if any. 
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• Contacting some respondents who willingly agreed to give their 

phone numbers and reviewing their answers for a number of core 

questions like those of age, income, educational level, and 

professional status. 

 

Desk supervisors at YPC headquarters contacted a random sample of respondents 

(164 respondents) to verify the interviews and the result was as follows:  

Table 7.  Results of Verification Contacts  

Details No. 

Respondent answered the 

phone 

110 

Respondent refused to 

cooperate 

35 

Phone switched off or 

unobtainable  

19 

Total 164 

 

The people contacted for verification were asked some questions from the 

questionnaire, including additional questions that seek to evaluate the interviewer:  

 

• Office supervisors administered the questions relating to radio 

stations and satellite channels the respondent listened to or 

watched by respondents. 

 

• They also asked the questions about the main household 

information, number of household members over 15 years of age 

 

• Office supervisors also asked about whether or not the interviewers 

had explained to them the purpose of the interview 

 

c. Review and Back-checking 

 

• Field researchers are requested to send the completed 

questionnaires in batches as soon as they finish them. These 

questionnaires are fully reviewed– question by question – to make 

sure that everything is fine. 

 

• Reviewing the mechanisms used for recording the data and making 

sure that all questions are answered and recorded.  

 

• Matching the data provided by some respondents who are 

randomly selected to make sure that the interview was conducted 

with the right respondent and all answers were adequately 

recorded.  

 

• Matching the recorded information with the fieldwork registers. 
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Table 8.  Results of Backcheck Review 

 Interviews 

Rejected 

Questionnaires 

Returned for 

Correction 

Interviews 

Terminated 

Reviewers 

Before 

Completion of 

Review 

 

0 

 

225 

 

1 

 

0 

After 

Completion of 

Review 

 

0 

 

0 

 

0 

 

0 

 

• To correct some mistakes in them, office supervisors contacted the 

interviewers to visit the respondents and ask some questions whose 

answers were not consistent with the answers of other questions, or those 

questions that were not asked at all.   The next section highlights the 

details of these checks.   

 

d. Problems Associated with Rejection of Questionnaires 

 
• Due to the questionnaire length and the overlapping nature of many 

questions, there have been contradictions in some respondents' answers 

particularly those of Q4 and Q5.  For example, the respondent says he/she 

does not use the TV (Q4) and again he/she says the main source from 

which he gets information and news is TV. We later came to know that the 

problem lies in the fact that some respondents do not have TV sets at their 

homes, but they watch it in other places and they consider it their first 

source of information.   

 

• In some answers for Q55, the answer recorded was "not applicable" 

despite the fact that the respondent watches news and information from 

that channel. 

 

• At Q10, some respondents answered that the last time they listened to the 

radio was several years ago. This caused some confusion for interviewers 

in subsequent questions.  For example, in Q22, which measures the time 

the respondent listens to news on the radio, he/she is not able to recall the 

time as he/she no longer listens to it. This also applies in Q23 regarding 

the preferences of respondents for length and type of news bulletins to be 

telecasted by radio stations. It is also true for Q24 with respect to favorite 

radio stations, as well as Q25 which measures the respondents’ reasons for 

turning the radio on.  Finally, in Q26, any person who listened to the radio 

many years ago had difficulty providing logical answers to these 

questions. 
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e. General Notes About the Questionnaire 

 

• In D8 (level of religiosity), some respondents revealed they are not strong 

believers though they regularly perform their religious duties. There is no 

contradiction here at all since some people in Yemen tend not to think of 

themselves as believers as they are still aspiring to reach higher levels of 

religiosity.   

 

• For D19a, some respondents have no access to electricity; however, they 

have electrical devices in their homes like TVs. Again, there is no 

contradiction here as some areas in Yemen do not rely on electricity for 

operating these types of electronic devices. They could use car batteries 

for that end.  

 

• There is no data about the social class (D20).  There are no distinct criteria 

to distinguish social classes in Yemen.  This data will have to be 

developed in future studies. 

 

• In questions 83 to 93 (Political Attitudes section), the interviewers did not 

ask some of the questions as they felt that this could be of some risk.  

These questions were in some cases too sensitive for the respondents.  

This measure has led to missing respondents for some of the questions. 

The questions that posed risks are found in Appendix C.  The number of 

respondents “not asked” is listed in the table. 
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X.  Key Challenges 

 

The project faced several problems and challenges centered around the objections of the 

government institutions.  YPC was required to stop the fieldwork on December 13, 2010.  

On December 12, 2010, the Central Statistics Office (CSO) General Manager visited 

YPC headquarters and insisted on getting a copy of the questionnaire. The CSO further 

warned that current YPC activities were illegal. According to the CSO, YPC should have 

asked for the CSO's consent before fielding the survey, on the grounds that it is the 

CSO’s task to implement any surveys, public opinion polls, etc.  

 

Similarly, YPC received a letter from the Ministry of Social Affairs and Labor that 

ordered them to halt the fieldwork.  The pretext was that the questionnaire "arouses 

suspicion, has political ends that have nothing to do with the questionnaire's subject, 

undermines the social harmony, national identity, and national unity.” The letter added 

that the questionnaire harms the people’s unity, religion and democracy.  

After YPC received the letter, they directed the field interviewers on December, 14 2010, 

to halt any fieldwork until terms were reached with the Ministry of Social Affairs and 

Labor.  Nevertheless, it was not possible to halt all field teams on December 14 because 

they were already conducting the interviews in the field.   

 

Only one interview was conducted in Dhamar governorate on December 15.  The female 

interviewer scheduled this interview the previous day, as she visited the respondent and 

did not find her.  Other field teams had to halt fieldwork completely.  Later, YPC decided 

to resume the fieldwork gradually and started working in some governorates where it was 

possible to conduct the interviews with little or no security control.  

 

On December 16, YPC resumed the fieldwork in Taiz, Ibb and Amran, governorates.  

The fieldwork in Al-Hodeidah, Dhamar and Sana'a resumed on December 17.  

As YPC resumed the fieldwork, interviewers were told to take the following cautionary 

measures:  

 

• Teams were told to exercise utmost caution and to move in the field as 

freely as possible. Field teams were not supposed to move in groups. Each 

interview was asked to go alone to the targeted area so that they would not 

attract the attention of government authorities. 

 

• Contact between the interviewers and the center was determined by the 

project coordinator. 

 

• YPC asked the interviewers not to ask any questions which might be 

sensitive to respondents, and invite them to refuse to be interviewed 

altogether.   

 

• Further, the delivery of completed questionnaires in Sana'a city was 

changed.  The supervisors and heads of field teams were directed to 

deliver the completed questionnaires in person. 
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XI.  Yemen During Field 
 

The project was implemented at a time the country witnesses disturbed political and 

security conditions. 

 

• At the political level, the political crisis between the ruling the General 

People Congress (GPC) and the opposition parties represented in the Joint 

Meeting Parties (JMP) reached a critical juncture, especially when the 

parliament passed a new elections law. The law, considered by the JMP to 

go against former agreements that dictate the adoption of a list of 

proportional representation between the two sides, was approved by the 

parliament amidst the boycotting of JMP blocs.   

 

• At the security level, the security situation in south Yemen was tense and 

there were armed clashes between the Yemeni army and Al-Qaeda 

elements in Abyan governorate. There were also different clashes in some 

southern cities and areas between security forces and groups calling for 

self-determination in the South.   
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Appendix A:  Interviewer Staff Information 

 

ID Gender Age Education Occupation 

53 Female 25 BA Interviewer 

113 Male 25 BA Interviewer 

300 Male 28 BA Interviewer 

350 Female 31 Computer Degree  Interviewer 

352 Male 25 BA Interviewer 

401 Male 36 BA Teacher  

426 Female 25 BA Employee 

435 Male 35 BA Teacher  

436 Female 37 BA Teacher  

285 Female 26 BA Interviewer 

438 Male 21 BA Interviewer 

75 Male 31 BA Interviewer 

325 Female 25 BA Interviewer 

370 Female 26  BA Interviewer 

390 Male 37 Post-Secondary School Education 

Dimploma 

Security Guard 

328 Male 32 BA Employee 

455 Female 20 Secondary School Certificate Interviewer 

411 Male 32 Dimploma Head of Training Dept., 

Social Welfare Fund 

452 Female 27 Secondary School Certificate Interviewer 

70 Male 31 Dimploma Interviewer 

71 Female 25 BA Interviewer 

339 Female 30 BA Interviewer 

353 Female 25 BA Interviewer 

403 Male 25 BA Interviewer 

450 Female 38 MA Interviewer 

451 Female 38 BA Teacher  

271 Male 38 MA Education Inspector 

354 Female 24 BA Interviewer 

356 Female 24 Diploma Interviewer 

375 Male 37 Diploma Employee 

412 Male 24 BA Interviewer 

282 Male 32 BA Social Worker 

283 Female 28 BA Teacher  

341 Female 28 BA Interviewer 

454 Male 36 BA Teacher  

131 Male 33 BA Teacher  

294 Female 28 BA Interviewer 

439 Male 28 BA Teacher  

457 Male 31 BA Employee 

453 Female 24 BA Reader, Computer 

Department 

218 Female 28 BA Interviewer 

320 Male 28 BA Interviewer 

321 Male 28 BA Interviewer 

345 Female 28 BA Interviewer 
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Appendix A:  Interviewer Staff Information (Continued…) 
 

368 Male 33 Dimploma Teacher  

434 Female 22 Secondary School Certificate Interviewer 

153 Male 26 BA Employee 

428 Female 20 Secondary School Certificate Interviewer 

167 Male 26 BA Interviewer 

456 Female 25 University Student Interviewer 

96 Female 27 BA Interviewer 

431 Female 25 BA Interviewer 

371 Male 37 BA Teacher  

377 Female 25 Diploma Teacher  

289 Male 27 BA Radio Programs Writer 

376 Female 29 BA Interviewer 

272 Male 24 BA Interviewer 

383 Female 35 BA Teacher  
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Appendix B:  Replacement of Sample Points Due to Security or Inaccessibility 
 

Governorate District Ouzla Zone/Quarter Village Mahalah 
Substitution 

Reasons 

Original 

Sampling Points 
      

Al-Jawf Al-Matemah 
Huson Al 

Sinan 
- Wadi Sarirah Al-Nasrah 

Security 

Reasons 

Al-Jawf Rajwzah Al-Qarshah - Al-Dahdhah Al-Kafilah 
Security 

Reasons 

Hadramout the 

Valley 
Wadi Al-Ain Wadi Al-Ain - Laqlat - Inaccessible 

Hadramout, the 

Valley 
Huraidhah Huraidhah Huraidhah Huraidhah - Inaccessible 

Amran Al-Madan Bani Awf - Qufai'a 
Bait Al-

Mandaliq 

Security 

Reasons 

Abyan Sabah Sabah - Atf Al-Rak - 
Security 

Reasons 

Hajjah  Washhah Dha'en - Al-Musigid Al-Marqab 
Security 

Reasons 

Substitute 

Sampling Points 
  - - - - 

Al-Jawf Al-Khalq Al-Rowdh - Al-Khalq Al Samnan - 

Al-Jawf Al-Maslob Al-Maslob - Al-Masajid - - 

Hadramout, the 

Valley 
Shibam Shibam - Al-Hazmah - - 

Hadramout, the 

Valley 
Sayun Sayun Shahuh Sayun - - 

Amran Raydah Dhaifan - Wa'lah - - 

Abyan Ahwar Ahwar - 
Al-

Mihsamah 
- - 

Hajjah Sharis Sharis Al'ala - Al-Kubra - - 
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Appendix C:  Questions Not Administered to Respondents Due to Risk 

 

Question No. 
Respondents who Answered 

this Question 
No. Missing 

Q89 925 187 

Q91a 944 168 

Q91b 944 168 

Q91c 944 168 

Q91d 944 168 

Q91e 944 168 

Q91f 944 168 

Q91g 944 168 

Q91h 944 168 

Q91i 944 168 

Q90a 945 167 

Q90b 945 167 

Q90c 945 167 

Q90d 945 167 

Q90e 945 167 

Q90f 945 167 

Q88a 1034 78 

Q88b 1034 78 

Q88c 1034 78 

Q87 1039 73 

Q86 1094 18 

Q85a 1096 16 

Q85b 1096 16 

Q85c 1096 16 

Q85d 1096 16 

Q85e 1096 16 

Q85f 1096 16 

Q85g 1096 16 

Q85h 1096 16 

Q85i 1096 16 

Q85j 1096 16 

Q85k 1096 16 

Q85l 1096 16 

Q85m 1096 16 

Q85n 1096 16 

Q92 1096 16 

Q93 1096 16 

Q83 1097 15 

Q84a 1097 15 

Q84b 1097 15 
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