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Abstract

Informing the audience is a serious responsibility that the news media feels heavy. Therefore, ethics,
responsibility and gaining the audience's trust in the process of producing and publishing news, which is required to
observe the three principles of speed, accuracy and precision are very important In such a structure, the function of
religious media based on Islamic and revolutionary values is very different from media based on Western standards.
Factors such as neutrality in news coverage, credible news coverage, honesty in information and protection of
privacy and citizenship rights can be effective in gaining the audience's trust or distrust in the media. A review of the
thoughts and views of Imam Khomeini and the Supreme Leader, part of which is mentioned in this article, outlines
specific criteria for a desirable religious media. In fact, the news media of the level of the Islamic Revolution is a
media whose main characteristic is the observance of professional ethics, and more importantly, it is a reference,
reliable and influential media in all political, social, economic and cultural. In this article, by explaining the
characteristics of ethical media, the do's and don'ts of news media and its effectiveness in increasing audience trust
have been studied and analyzed. The method used in this article is library and how to explain the data is descriptive-

analytical.
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