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Klahan9: How can reality-based TV and Facebook 

content improve young people’s soft skills to equip 

them for the job market? 
 

Through youth-focused television 

and digital content, BBC Media 

Action’s Klahan9 ( ‘Brave9’ in 

Khmer) project has provided 

audiences in Cambodia with 

information about career options 

and opportunities for training, as 

well as advice on job-seeking, life in 

the workplace and financial 

planning. Longitudinal qualitative 

research has shown young people 

have found the content inspiring 

and motivational. 

Context 
With almost 3 million people between the ages 

of 15 and 24, the population of Cambodia is one 

of the youngest in Southeast Asia. A lack of 

quality employment remains one of the biggest 

challenges facing Cambodian society and this is 

especially true for young Cambodians, of whom 

approximately 300,000 to 400,000 enter the 

labour market annually.1There is a growing 

awareness and emphasis on the importance of 

soft skills for employment.  

 

The project 
In 2014 BBC Media Action, in partnership with 

SIDA and UNDP, developed an innovative youth  

 

                                                

1   ILO (2015), “Labour Market Transitions of Young 

Women and Men in Cambodia” 

 

 

brand, Klahan9, which has utilised a successful 

multi-platform media approach to support young  

people across Cambodia to improve their 

employment prospects. Formative research 

showed that many young people in Cambodia 

lack soft skills needed for the world of work 

such as critical and creative thinking and 

especially negotiating with their parents their 

future job or livelihood.  The most recent phase 

of the project has made this the focus of the 

project, focusing on skills such as planning, 

communication skills, problem solving and 

adaptability. The main content broadcast has 

included a new 12 part prime time factual-reality 

series television series ‘Dream Station’, and 

bespoke digital content published on the Klahan9 

Facebook page. 

 

Research methodology 
To evaluate the impact of the new TV series and 

digital content, a longitudinal study was designed 

and implemented at the start of 2018. A panel of 

24 young people from a mix of locations, 

genders and educational backgrounds were 

recruited. Following the broadcast of the series, 

they were interviewed face to face to 

understand their engagement with the show and 

what influence it had on their soft skills and 

future plans. Following this, every four weeks 

short telephone interviews were conducted with 

the panel to keep across any progress they had 

made with their future careers and another in-

depth interview conducted five months later. In 

addition, another panel of 12 young people who 

were regular Facebook users were recruited. 

Over the course of four weeks they were sent 

Klahan9 Facebook content every day and a short 

baseline and end line interview was conducted 

with them.   
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Key findings 

 

 Klahan9 has successfully reached 

young people at scale. The reality based 

TV show ‘Dream Station’ reached an 

estimated 1.14 million people in Cambodia, 

with a near equal proportion of viewers 

being young men and young women.2 The 

Klahan9 Facebook page has also proved very 

popular, accumulating over 700k followers 

since its inception.  

 

 Both the TV show and Facebook 

content was engaging and attractive to 

young people. Young people found the TV 

show and the Facebook content engaging 

and relevant as it featured real life stories of 

young people similar to them and covered 

similar ‘real life’ problems they faced in their 

own lives. 

 

 Dream Station had motivated some 

audiences to make plans for their 

future. Young people felt the TV show was 

useful for reinforcing existing knowledge 

about how to make effective plans for the 

future and in some case revise plans so they 

were broken down into steps to be more 

achievable. It had also helped them negotiate 

with others and discuss their future plans 

more – especially for people in urban areas 

and women. 

 

 There are still barriers to talking to 

parents. Many young people still found this 

challenging to do and lacked confidence in 

speaking openly about their future career 

plans. Parents also felt ill equipped to  

support their children in their future careers 

and goals especially in rural areas.  

 

 More actionable, practical guidance is 

needed.  Although young people found the 

TV and Facebook content inspirational and 

                                                

2 Estimated reach based on BBC Media Action media 

survey conducted in Cambodia (2018)   

motivational, for some groups, such as those 

from rural areas, found it was lacking 

practical or actionable information about 

jobs and employment, such as better 

signposting to where they can access more 

information. 

 

 Implications  

The evaluation helped to show that there are 

different challenges and barriers for different 

people, especially the low-educated, low-skilled 

employed youth and young married women with 

children.  

These groups need more support in identifying 

what they want to do in their future – 

understanding their strengths and abilities, and 

where they can fit into the job market. Rural 

youth in particular have a desire for more access 

to clear step-by step information and support to 

help them improve their livelihoods.  

 

The next phase of the project plans to 

incorporate these findings by ensuring more  

age-appropriate programming and targeting 

content and outputs to specific audience 

segments, rather than a one-size-fits-all 

approach. It also plans to focus on more 

practical information for key groups who need 

more signposting to this type of information.   

 

 

“I feel motivated to talk to different 

people, confident in achieving my goal 

and to be persistent and flexible in 

dealing with challenges. It [Dream 

Station] encourages me to take 

actions towards my own goal.”  

Female, 15-30 
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