
NILE

According to the Eurobarometer 2007, 
the media – along with family and edu-
cation – is the most responsible for the 
ways  we think about others. Our percep-
tion of other cultures, our understanding 
of issues such as migration, immigration, 
diversity, or the ways we think about in-
tercultural communication are heavily 

influenced by the information we receive 
from media.  
This newspaper is NILE’s contribution 
to a closer cooperation between the field 
of adult education and those engaged in 
media diversity education. It is also our 
contribution to the very important and 
very complex public debate on inter-cul-
tural communication. Our aims are dem-
onstrated in the choice of the members of 
NILE media working group, as well as in 
the articles they  contributed to this pa-
per. 
Responding to the practice where mi-
grant and ethnic minorities make news 
only when there is something ‘bad’ to re-
port about, Bashy Quraishy, in his article 
“Minority media’s crucial role in improv-
ing the coverage of ethnic groups” pleads  
for ‘mainstreaming’ and fairer portrayal 
of these groups. How the process of mind 
changing could happen is reported by In-

ger Kraft Etzler in her article about Swed-
ish Television, “When Diversity came 
knocking”. 
In “How can ethnic communities get the 
most out of Citizen Media?”, Georg May 
offers a sight into citizen media as the 
only really democratic and participatory 
media. 

That marginalized groups and individu-
als can get media attention when well 
instructed on how to ‘sell’ them selves is 
argued by Vasiliki Tsekoura. In “When 
the two Click – Understanding each oth-
er’s Needs” Vasiliki pays tribute to Civil 
Society Organisations, NGOs, in particu-
lar, and their efforts to make minorities 
visible in the media. In addition to this, 
Milica Pesic gives very practical tips on 
how to package your messages in her 
piece “Understanding the Media”. 
“Getting to grips with Europe’s Media 
Diversity”, by Reynald Blion, Claire Fra-
chon and Virginie Sassoon, debates the 
terminology around intercultural proc-
esses and the challenge that a multicul-
tural and multicoloured Europe holds in 
store for us.
We wish all of you joyful reading and the 
motivation and inspiration for active fur-
ther engagement.

Are Media Ready?

Workshop of NILE media working group at Institut PANOS Paris, July 2006, back row from l. to r.: Milica Pesic, Claire Fra-
chon, Georg May, Vasiliki Tsekoura, Reynald Blion, front row: Bashy Quraishy, Ingegerd Akselsson le Douaron, Slavko Gegic
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The Network on Intercultural Learning in Eu-
rope is the first Europe wide network that 
has started to look in a more systematic way 
at the potential of adult education in facing the 
challenges of cultural, ethnic and religious di-
versity in Europe. The activities of NILE since 
2002 give evidence that such a network has 
an important  structural function for an ex-
change of experiences on the wider issues of  
migration, integration and anti-discrimination 
and especially on the role that adult education 
plays in this.

Based on country outlines and case studies 
and in addition to this special issue newspa-
per on media and interculturality  the network 
has developed the following tools to support 
the process of intercultural mainstreaming in 
the field of adult education:

•  The DVD ‘Transfer’ with good practice 
examples from Greece, the UK and Austria 

•  Guidelines to support the intercultural 
opening of institutions

•  A methodological guide for implementing 
intercultural learning activities

The tools are available for download from the websites: 

www.intercultural-learning.net 

www.dvv-international.de

dvv international
Institut für Internationale Zusammenarbeit
des Deutschen Volkshochschul-Verbandes
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Multiple terminologies
‘Media of diversity’ in France, ‘multicul-
tural media’ in Italy, ‘community media’ 
in Belgium, ‘ethnic media’ in the UK, 
‘alternative media’ for some, ‘immigrant 
media’ for others … There is no shortage 
of labels.
Nor is there any shortage of controversy, 
as a recent meeting in France at the In-
stitut du Monde Arabe (IMA) organised 
by the Panos Institute in Paris, proved. 
There, some journalists even rejected the 
word ‘community’. The editor-in-chief of 

Respect Magazine, Marc Cheb Sun, was 
among those who preferred to talk of so-
cial, ethnic or religious ‘components’.
Meanwhile, an eminent journalist with 
the Italian public TV station Rai 3, Jean-
Leonard Touadi, wanted to distinguish 
between ‘community’ and ‘component’. 
He felt that communities are “defined 
enclosures”, which shut individuals in, 
whereas ‘component’ “clearly expresses 
the plurality of a given society, and offers 
a more dynamic means of self representa-
tion”. 

The ethnic media may be seen as an al-
ternative to the mass media, but the term 
‘alternative’ can also be a source of con-
fusion, because of its associations with 
the anti-globalisation movement and the 
world of non-governmental organisa-
tions. Nevertheless, for Marcello Maneri 
an Italian sociologist at the University of 
Milan, the question still remains: “Why 
should we call them the media of diversity 
if they have all the characteristics of alter-
native media?” 
In the UK and USA, the term ‘ethnic’ has 

become a catch-all, said Sunny Hundal 
the editor-in-chief of Asians in Media 
(UK), and so justifies the label ‘ethnic 
media’. 
But Alec G. Hargreaves, a researcher at 
Florida State University emphasised the 
risks of marginalisation the term can in-
duce, as it “seems to mean that only these 
media have an ethnic character, whereas 
in reality the mass media are also directed 
by those from minority groups or are run 
by members of these ethnic groups”. This 
is why he supported Ed Klute, the direc-

tor of MiraMedia in the Netherlands, who 
proposed the term ‘new European media’, 
referring to the New America Media net-
work. But in reality, as Reynald Blion, the 
director of Mediam’Rad at Panos Paris 
suggested, it might be more pertinent 
to talk of the ‘media of the new Europe’, 
which reflect a Europe that has become 
“multicultural and multicoloured”.
Several speakers also agreed that the ex-
pression ‘immigrant media’ – which rais-
es the underlying issue of how long they 
will remain immigrants – is no longer ap-
propriate, especially in countries where 
immigration has been established for 
a long time. It is also inappropriate as a 
term to designate African American me-
dia,  Sunny Hundal, the editor in chief 
of Asians in Media, adding that the use 
of the term ‘coloured’ raised a storm of 
protest in the UK, because of its associa-
tions with the colonial era. In France, the 
term ‘media of diversity’, in its dual sense 
(of form and content), has generally been 
adopted by journalists.
This term is used for all media that: 

•  have an editorial approach that is prin-
cipally oriented towards the ethnic di-
versity to be found within European 
societies,

•  address one or more of the constituent 
groups that make up this diversity,

•  are mainly produced and disseminated 
in one or several of the states of the Eu-
ropean Union,

•  are produced by journalists and staff 
that are representative of the ethnic di-
versity of European societies,

•  are directed by or belong to people who 
are representative of this diversity.

These media may be television, radio, 
print media, or Internet.  

Ethnic and diversity Media in Europe: 
a heterogeneous world.
One of the main characteristics of eth-
nic media is their extreme diversity. In 
France there are about a hundred such 
newspapers and magazines, of which 
around 50 appear regularly. In Paris and 
its surrounding region, a quarter of local 

Getting to grips with Europe‘s 
Media Diversity
By Reynald Blion, Claire Frachon and Virginie Sassoon, Institut PanoS (IPP), Paris

Different Diversity Media Magazines produced in Europe © Institut PANOS Paris (IPP)
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radio stations are so-called ethnic sta-
tions. However, there are far fewer ethnic 
TV stations and even fewer have their 
own policy of production and broad-
casting. Ethnic print media is published 
with varying degrees of frequency. Many 
appear quarterly, some monthly, but 
very few appear fortnightly. Those 
published weekly are usually online 
magazines and newsletters.  
The kinds of organisations that run 
ethnic media are also very diverse. 
While local radio stations are often 
run by non-profit associations, ethnic 
media may also be privately owned, 
and hence commercial. This is espe-
cially the case for national radio net-
works and many print media.
And there are major differences be-
tween European countries in the way 
these media are organised. In the UK, 
there are ethnic media groups such as 

the Ethnic Media Group, which pub-
lish several different titles, but they 
are virtually non-existent in conti-
nental Europe. Much ethnic media in 
Europe do have one unfortunate char-
acteristic in common – their vulnera-
bility. These media encounter genuine 
difficulties in accessing both financial 
and human resources, so their capac-
ity to develop, is restricted, as is their 
range of influence.

Ethnic media in Europe,  
original priorities and content.
On the basis of initial observations  
prior to the launch of Mediam’Rad, 
our research showed that ethnic me-
dia tend to focus on immigration, for-
eigners’ rights, culture, integration, 
housing, education, health and citi-
zenship.
Secondary issues included the coun-

tries or regions of origin of the com-
munities to which these media are 
mainly addressed. 
So one of the primary contributions of 
ethnic media is to express how diverse 
the components of European society 
are today.
One question that crops up  regularly 
concerns the impact of ethnic media 
on the integration of the communities 
to which they are addressed. In other 
words, do these media help to rein-
force the notion of separate commu-
nities, or at least the social isolation 
of the immigrant groups? Our obser-
vations and discussions with those 
promoting these media suggest the 
contrary, meaning there is a genuine 
willingness to open up to the social 
and political environment in which 
they operate.

Ethnic media in Europe:  
from media to mediators.
As far as editorial priorities are con-
cerned, and hence the subjects they 
deal with, ethnic media produce and 
disseminate information which is 
complementary to that found in the 
mass media. This puts ethnic media 
in the role of relaying or mediating 
between the various groups that make 
up European societies.
A major challenge for the Mediam’Rad 
programme, led by Panos Paris, is to 
reinforce this role of ethnic media as re-
layer and mediator, by encouraging al-
liances, partnerships and collaboration 
between these media, as well as with the 
mass media. 
In this way, Mediam’Rad hopes to help 
ethnic media to reach a wider public, and 
at the same time, to promote a better un-
derstanding of the concerns, issues and 
dynamics of the immigrant communi-
ties that have settled in Europe. For the 
mass media, the interest of this collabora-
tion lies in gaining access to more diverse 
sources of information on international 
and inter-cultural issues, and ways of 
treating them. 
For all these reasons, Mediam’Rad be-
lieves it’s of great value for all players 
in the media to arrive at a better un-
derstanding of, and working relation-
ship with, the ethnic media. This should 
strengthen their capacities of production 
and dissemination, increase their access 
to resources, and assure their sustainabil-
ity, as a complement to the mass media’s 
output. 

Mediam’Rad is a European programme led by Institute Panos Paris. Its objec-
tives are to help promote ethnic media, to publicise the information they produce 
and disseminate, and to foster an appreciation of their contributions to both inter-
national and intercultural relations. Mediam’Rad was launched in January 2005, 
following initial research and reflection by Panos Paris since May 2000. Today, 
the programme is jointly run with two other organisations (Cospe , in Italy, and  
Miramedia in the Netherlands)
The main thrust of Mediam’Rad’s programme is to build links between journalists 
working in ethnic media, and to link them in turn with colleagues in the mass me-
dia. Mediam’Ra’s activities include: workshops for sharing skills and professional 
practices; European media meetings, research and analysis of the content of 
information produced and disseminated by ethnic and mass media; building up a 
fund to encourage partnerships and to launch an Ethnic Media Prize.

NILE members and journalists at TV debate in Sopot, May 2007 © dvv international
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In this age of information, news travels 
fast. People's opinions and the way they 
react and connect to their surroundings 
depend to a large extent on the knowledge 
acquired through mass media. This is 
even more the case among the diverse in-
ter-faith and inter-cultural realities of the 
present day Europe. My work monitoring 
the media has convinced me that in our 
efforts to create an inclusive and humane 
society, we need to include media cover-
age in our learning module. Without the 
active participation of journalists, diver-
sity would be difficult to achieve.
One important example illutrates the is-
sue. In August 2004, the Muslim Council 

of Britain accused BBC TV’s Panorama 
programme of being “dishonestly pre-
sented and Islamophobic“ when reporting 
on the leadership of British Muslims. Ac-
cording to a recent survey by the Federa-
tion of Student Islamic Societies, nearly 
90 % of UK Muslim students it surveyed 
believe the media image of their commu-
nity needs to change. 
British journalists working within both 
the mainstream and Muslim media are 
asking hard questions about how im-
partial their own coverage of the Mus-
lim community is. Are journalists doing 

enough to provide fair and accurate cov-
erage? Is this community reported differ-
ently from others? But asking questions 
doesn’t always result in better coverage.  
In the last 10 years, the arrival of dig-
ital and satellite media has changed the 
way ethnic minorities consume the me-
dia. Many TV channels from their home 
countries have filled the gap that ethnic 
minorities felt Western media left.

Minority media – keeping  
the identity of diasporas alive
Most societies in Europe not only de-
mand unquestioned loyalty from diverse 
ethnic minority groups, but also submis-

sion to the “idea” of a common identity 
– normally determined by the majority. 
This unwelcome insistence creates con-
flicts and a sense of alienation among 
many ethnic minority groups who come 
from outside the European hemisphere. 
These groups have a strong sense of their 
own identities, as well as long histories. 
For them the question of changing or to-
tally adopting the host identity is a non-
starter. Of course they wish to be part of 
the society they live in but as an equal 
rather than a junior partner.
In 2003, I conducted 15 interviews for 

my book: “Danish identity, seen through 
brown eyes”. I chose the interviewees with 
an eye to gender, ethnicity, age and cul-
tural balance, which are the hallmarks 
of ethnic groupings in every European 
society. I wanted to measure my personal 
opinions on the process of identity for-
mation against a wide spectrum of ethnic 
nationalities.  

Minorities do not trust the media
One question I asked everyone was: Has 
the media played any part in your percep-
tion of yourself in Danish society?
The answers didn’t surprise me. Everyone 
interviewed clearly blamed the Danish 

media for being the main cause of disinte-
gration. Most of them had started watch-
ing satellite TV from their homelands, 
as a form of social consolation, spiritual 
comfort and to reconfirm their sense of 
belonging. This was particularly thought-
provoking as these people were highly 
educated and spoke many languages, and 
many of them had Danish spouses.
By reading newspapers and watching TV 
programmes in their native languages, 
they could relate to what was happening 
around them. What’s more, that minor-
ity media could also give them back the 

Minority media’s crucial role in 
improving the coverage of ethnic groups
By Bashy Quraishy, MediaWatch, Copenhagen

Different ethnic media magazines in France
 © Institut PANOS Paris (IPP) Representatives of local ethnic groups and members of NILE at TV debate in Sopot, May 2007 © dvv international
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identity they have been trying to shed for 
a long time. Even young people ethnic 
roots who were born and bred in Euro-
pean societies, now use their parents’ na-
tive languages in daily conversations, in 
music and in rediscovering the old iden-
tities. Major ethnic groups like Indians, 
Pakistanis, Turks, Moroccans, Somalis 
and Tamils have their own radio stations, 
newspapers and even TV stations in large 
European cities. 
One can rightly ask: Why do these groups 
need minority media when they live, 
work and socialize in their respective 
societies in Europe? There are many an-
swers to this. 
First, ethnic minority media has always 
played a rescuing role – not only to pro-
vide information ignored by the main-
stream media, but also to preserve home-
lands languages, cultures, traditions and 
religious practices, to foster a sense of be-
longing. With the advancement of tech-
nology, the Internet and satellite dish, 
and increasing professionalism, ethnic 

minority groups are able to keep the 
identities of their diasporas alive. Some 
people will argue against this trend, but 
I believe, in light of European cultural 
arrogance, this step is not only inevitable 
but also necessary. It is high time that the 
European identity is redefined and re-
polished, with the new realities in mind.

Multiculturalism or interculturalism
Secondly, because multiculturalism has 
failed to fulfil the needs of all segments 
of society, the role of ethnic media is be-
coming clearer. 

Many people from ethnic minorities have 
managed to be part of Europe – if not 
ethnically or religiously, then culturally 
and socially. For a while, it looked as if 
Western countries were keen to accom-
modate non-European ethnic minorities 
within their societies. However, that was 
on the condition that these groups did 
not demand equal rights and  presented 
no cultural challenge to the host country. 
The example of earlier migrant work-
ers – from the early 1960s – fits well in 
this mindset. They worked hard, kept to 
themselves and did not ask for rights. But 
once workers turned into human beings, 
with social and economic needs, cultural 
distinctions and more recently religious 
assertiveness, then the good will turned 
into hostility and colonial nostalgia took 
over. 
But looking at the direction in which Eu-
rope is heading, people are not so sure 
anymore. Mainstream media not only 
omits the news that ethnic groups want 
to read, see or hear, it also takes sides 

with the dominant society’s need for an 
‘enemy’. Discussions on Islam after the 
11 September attacks on the US, and the 
recent debate of Turkey's admission into 
EU, or the rise of rightwing parties and 
their inclusion in many European gov-
ernments, are examples of this.

Orientalism is still alive
Edward Said described this state of mind 
as Orientalism. We are the best and oth-
ers have to copy us, but they mustn’t 
match us or become better human be-
ings. Every day, MediaWatch monitors 10 

newspapers and 4 TV channels to docu-
ment the media trends. 
In Denmark, ethnic minorities consti-
tute only 5 % of the total population but 
get 34 % of the coverage. Unfortunately, 
most of the ethnic coverage focuses on is-
sues including crime, lack of integration, 
fraud, violence, religious fanaticism and 
generation conflicts. Sometimes, I curse 
myself for using so much time in moni-
toring the prejudiced media. 
I just wish that there were moments of 
bliss too. But then, I also thank the me-
dia which helps minority groups to real-
ise that if they want to have information 
where they are not portrayed as villains, 
they must look at the ethnic media. Here 
their identity is respected, enhanced and 
even appreciated. 
The mainstream media must start cover-
ing the issues important to ethnic groups 
in the very near future. Otherwise, it will 
not only loose a large consumer market 
and miss an important source of income, 
but also be a major cause of social dishar-

mony in society and an increasing major-
ity–minority separation.  
Ethnic minorities depend on the media 
to provide them with information. They 
know its power of creating good or ill will 
by moulding opinions across the board. 
They are also aware that government pol-
icies, laws and the inclusion or exclusion 
from society is effected by the way the 
media portrays them. But in the end, it is 
the minority media that can build bridges 
between the journalistic community and 
diverse ethnic minority groups. 
Let’s hope that someone is listening!

“Hot seats” at TV debate in Sopot, May 2007 (from l. to r.) Beate Schmidt-Behlau, Waldemar Janda, Bashy Quraishy, Artur Jablonsky © dvv international
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A plurality of languages is an expression 
of cultural wealth. The European Union 
is always emphasizing this in its official 
texts. However, multilingualism is rarely 
reflected in the ‘established domestic 
media’. Ironically, those broadcasting 
corporations that are actually obliged 
to provide the public with satisfactory 
channel selections have reduced their 
programming to the same extent that 
satellite channels have increased their 
programming to include more original 
foreign channels.  
By explicitly focusing on multi-cultural 
issues in the media, we can set an impor-
tant indicator for a society that is at last 
recognising the need for inter-cultural-
ness.
Unfortunately, in reality the opposite of-
ten occurs. Those channels that original-
ly broadcast in their mother tongues and 
targeted a homogeneous group of viewers 
and listeners have turned into German-
speaking programmes with a heteroge-
neous audience. Although this opened up 
the possibility of stepping outside foreign 
programmes, it did not actually represent 
a new concept.
As a consequence audience ratings fell, 
and certain programmes were moved to 
less attractive timeslots. With only a few 
exceptions, broadcasting corporations 
increasingly seek to employ journalists 
who are not of German origin. As a re-
sult: neither public nor private media cor-
porations contribute satisfactorily to the 
intercultural dialogue. 
Only citizen radio and TV stations of-
fer migrants direct access to programme 
contents and broadcasting. Consequently, 
cultural expressions of ethnic minorities 

communicated through the media are 
mostly broadcasted in citizen media. 
Citizen media should have the following 
criteria: 

• freedom of expression, 
• open access,
• training in media competence,
• “first-hand” programmes,
•  principle of an exclusively local and/or 

regional broadcasting,
• principle of not airing commercials

Citizen media are clearly the voice for 
minorities, particularly the smaller ones. 
Of course, in highly urbanised regions, 
such as Hamburg, Berlin, Dortmund, 
Frankfurt or Hannover, migrants are 
represented in the programmes to a high-
er extent, in relation to the population 
structure. But it is conspicuous that in the 
federal states of East Germany hardly any 
migrant groups broadcast. This is true for 

big cities like Rostock but also for smaller 
ones, such as Merseburg.
Most of these mother-tongue pro-
grammes have a fixed, regular air slot. 
There are fewer intercultural, multi-lan-
guage programmes, because they require 
much more production work. So they are 
especially supported or included in citi-
zen media projects.
Mother-tongue programmes mostly fo-
cus on their specific target group and are 
little interested in intercultural exchange. 
Nevertheless, there are efforts to broad-
cast in two languages and to get into an 
exchange. If they inspire intercultural 
dialogue, then citizen media have an 
integrative function. Apart from under-
standing the language (and the shared 
platform here would be the language of 
the majority society), this also comprises 
a local reference, as people meet as rep-
resentatives of different cultures in their 
respective city or region.
But ‘intercultural’ means above all that 
communication does not only take place 
between the ethnic groups and the ma-
jority society, but among all cultures and 
within the cultures on an equal level. In-
tercultural programmes are essentially 
characterised by a presentation from dif-
ferent perspectives and an invitation to 
join the discussion about the coexistence 
of people from different cultures – and 
this is normal life, at least in the conur-
bations.
For the professional broadcasters, an 
intercultural concept for programmes 
– from TV film, news and documentaries 
to entertainment – must make sure that 
cultural self-images and the perception of 
the others are not presented from the Ger-
man perspective but on an intercultural 
level, that is from different perspectives. 
This, of course, can only happen if there 
are migrants among the editors. And this 
rounds the picture off: currently, this is 
only possible in non-commercial radio 
and citizen TV stations. But also, those 
people in authority should put in place 
the appropriate framework, like organ-
ising professional assistance and further 
training for editors.

How can ethnic communities get the 
most of Citizen Media?
By Georg May, Projektwerkstatt Umwelt und Entwicklung e.V., Hannover

Paschalis Siasios, h1 TV
At the beginning I thought: you can never do this. Your pronunciation is too bad, 
you don’t know enough about Germany, you don’t write well, you can’t work a 
computer. But through the work with the radio I realised that I can do these things 
after all. Meanwhile, I have bought a new computer, and the radio editors meet 
in my home, where I have converted the cellar into a radio studio. My children 
are proud of their father, and I have become more politically aware and far more 
self-confident.

Member of youth intercultural radio group (Regenbogen 
Radio) in Lehrte © Georg May



Get InterCultural   �

Nearly two years ago, the popular weekly 
intercultural TV programme, Mosaik, 
was taken off air in Sweden. This pro-
gramme had been well recognised for 
more than 15 years on Swedish Television 
(SVT), a nationwide public service TV 
channel.
We, the editors, journalists and staff, were 
all desolated. All of us were of different 
origins, and the programme had devel-
oped concurrently with the progress in 
Swedish society. Mosaik had been a good 
greenhouse for new journalists and our 
skills improved as the years went by. And 
last but not least, our viewers – mostly 
immigrants as well as Swedish people 
involved in immigrant matters – were 
highly appreciative of this unique pro-
gramme.
However looking back, one can see that 
the result of this sudden change was quite 
an eye-opener. It dawned on us that many 
of our TV colleagues looked upon Mosaik 
as an alibi and they themselves did not 
care much about the multicultural soci-
ety this programme was aiming at, unless 
it was in reference to mistreated refugees, 
or foreigners who committed crimes or 
had housing problems. The typical victim 
journalism at its worst.
At the same time as Mosaik disappeared, 
SVT began to develop an ethnic and cul-
tural policy under the title “Multicultural 
Centre”. Two people were given the large 
and very important task of implementing 
multiculturalism, both across person-
nel and programming. During the proc-
ess, we soon discovered that among our 
colleagues, the willingness to learn was 
there, but that we had a long way to go. 
This was a long and painstaking journey. 
Maybe it was an impatient trip. Some-
times one tends to go too fast, not wait-
ing for others to catch up. There was also 
a difference between words and deeds. 
Journalists and programme-makers 
tend to think that they know everything, 
that they are different from others,  “out 
there”. But the reality is that we are not so 
different or better.
Since, 22.2 % of the Swedish population 
does have some experience of other reli-
gions, cultures or languages, Sweden is 
in fact very diverse. This made the man-
agement of SVT aware of the value of 

multicultural diversity. They knew that 
the Multicultural Centre could influence 
programme-makers, commissioning edi-
tors and decision-makers on all levels, as 
well as the different departments regard-
ing recruitment and plans of action.
The tools used to enhance the agenda were 
seminars, daily phone discussions, work-
shops and making sure that every unit 
in the company really made their plans 
of action. The follow-up of all activities 

was also an important task. We travelled 
a lot, and spent time with departments, 
programmes and programme-makers. 
In this interaction, we quickly, but un-
surprisingly found out that everyday 
contact with those who made Sweden 
multicultural did not exist. It turned out 
that press and TV journalists are just like 
ordinary citizens – not very in touch with 
“the others”, meaning people from ethnic 
and religious minorities. 

When diversity came knocking!
By Inger Kraft Etzler, ebu (former Swedish TV), Stockholm

Young migrants debating

Street in Sigtuna (Sweden) © Georg May
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So, it was proposed that big units inside 
SVT must set up their own local net-
works. This is an important key to open-
ing doors. This development was twofold: 
it encouraged the fiery and dedicated 
spirits which were already present there, 
and created a network which could func-
tion long into the future.
The experience once again showed that 
although some colleagues were willing 

to learn from reality, there was a certain 
awkwardness in making contact outside. 
They were not used to this. It was however 
pointed out to them that to reach out re-
quires professional skill. People are peo-
ple, and every one wants to be contacted. 
All minorities want a fair portrayal, not 
special but equal treatment.
Through my many years of media con-
tacts outside Sweden, I have learnt that 
in Sweden contact between NGOs and 
media is less frequent than in other coun-
tries. As far as SVT is concerned, I guess 
that our public service “free television”, 
believes that there should be no influence 
whatsoever, from organisations, political 
parties, governments and NGOs. 
One factor in this lack of contact with 
NGOs could be the backgrounds of jour-
nalists and programme-makers them-
selves. We all know that the media guards 
its independence zealously. 
However I also think that when NGOs 

have news to deliver or ideas to share, 
they should find new ways to enter the 
media world. At the same time, journal-
ists and programme-makers should make 
an effort to establish contact with NGOs, 
and not wait for press releases to drop in 
the post box or appear on their computer 
screen. This means that diverse compe-
tence in journalism and two-way com-
munication is paramount for a healthy 

relationship. The trick is 
also to change perspec-
tive and to rethink what 
is regarded as news. To 
bring in “new” items, 
which means mirror-
ing the whole popula-
tion, also the issues not 
always related to ethnic 
background. As many 
public service TV (and 
radio) companies out-
source more and more 
programme produc-
tion, it is important 
to look at their work. 
Who are their employ-
ees, how do they make 
the castings, what are 
the subjects they work 
on and how inclusive 
are these external com-
panies?
Looking back at Mo-
saik’s history and the 
people it had on staff, 
I personally feel happy 
that the greenhouse ef-

fect bore fruit. Our former reporters and 
editors can be seen and heard in main-
stream programmes with their diverse 
dialects and accents, and many filmmak-
ers and presenters who are now well-rec-
ognised in Swedish media started at Mo-
saik.
Our present policy in SVT clearly states 
that in its programmes, the TV station 
shall “search for experts and sources with 
different backgrounds”, “use hosts with dif-
ferent backgrounds”, “reflect society: dia-
lect accents”. Among other things the pol-
icy also says that SVT in its programmes 
shall “highlight people with different back-
grounds” and “question traditional per-
spectives”. All these policy guidelines are 
just tools to reinforce the mainstream-
ing of multicultural society. You have to 
work directly with programmes and in 
programmes.
Commissioning editors’ contracts in-
clude a reference to paying attention to 

diversity, for example “the programme 
shall make an effort to reflect the ethnic 
and cultural diversity in the region”. Prop-
er attention is also given to recruitment 
and apprentice positions. 
According to the Broadcasting Licence, 
SR, SVT and UR share the responsibil-
ity of broadcasting programmes aimed 
at linguistic and ethnic minorities. There 
is an agreement between the companies, 
which says that SR should pay attention 
to Yiddish, among other languages. More 
languages are taken care of by SR: Alba-
nian, Arabic, Assyrian / Aramaic, Farsi, 
Kurdish, Serbian / Croatian / Bosnian, 
Somali, Spanish and Turkish. On Radio 
Sweden (international), 18 different lan-
guages can be heard. It is also noticeable 
that UR has many programmes subtitled 
in Arabic, and there are also some pro-
grammes subtitled in English and Thai.  
The differences I believe are purely of a 
practical and technical nature, and de-
pend on the different tasks of the public 
service companies. (UR is educational ra-
dio and TV, SR is radio, while SVT is TV.) 
Subtitling is frequently used in Swedish 
broadcasting, which is important when 
you compare with other European broad-
casters using dubbing.
At this very moment the work of the 
Multicultural Centre is a regular part of a 
new department: Human Resources and 
Development, CSR (Corporate Social Re-
sponsibility). This is the right step.
The activities are part of sustainable de-
velopment, and will be recognised in 
the whole company. We will be working 
across different “diversities” – such as 
gender, sexual orientation, disability, age 
and cultural, religious and ethnic diversi-
ty. This work will strengthen the links be-
tween different marginalised groups who 
normally work separately. This could be 
the beginning of true interculturalism. 
To share experience, to widen networks, 
to work out new ways of implementation 
and to talk about ways of making the 
whole business diverse. 
This means even more contact and new 
relations with society, which also in-
cludes strong and respectful relations 
with NGOs. It is true that independence 
of the public service organs is paramount, 
but at the same time, we need to look be-
yond old structures and behaviours and 
create a mutual liaison. Some might call 
it political correctness, but we need to 
move with the development in society, we 
need to constantly evolve, but to practice 
equality, show respect and be inclusive.

Promotion of an intercultural french media magazine © Institut PANOS Paris (IPP)w
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“I don’t think the press is interested in any-
thing but celebrities and their stories.” This 
is what 35-year-old Peter X from Patras, 
Greece, thinks of media. Married and 
jobless (he’s been unemployed for two 
years), Peter is not far from truth. Doz-
ens of tabloids ‘decorating’ nearby kiosks 
confirm his claims. The tabloidisation 
of the serious press has been a problem 
not only in Patras, but around the world. 
Yet Peter wants to read about people like 
himself, and about the issues which both-
er people like himself. 
For the media that’s an issue too: how to 
broaden their coverage to attract as many 
‘consumers’ as possible, and yet, how to 
narrow some of the topics to bring in a 
more specific audience with very specific 
interest. And all that has to be profitable.  
One way of bringing new content, and 
hence a new audience, (meaning, profit) is 
to include new sources, the sources jour-
nalists often forget, ignore or distrust. 
Sources such as NGOs. Today’s reporters 
no longer specialize and one day write 
about a politician’s sex scandal, the other 
about a new HIV vaccine, and the third, 
about bad season for wine. For them, 
NGOs can provide an endless source of 
stories, particularly when they specialize 
in certain issues, and particularly when 
the NGOs themselves understand the 
power of the media. Then a ‘click’ hap-
pens like in Patras, between Dafni Kek, 
an NGO and To Donti, a monthly maga-
zine.
Dafni Kek is a Vocational Training Cent-
er founded in 1996 by a team of scientists 
to combat unemployment, particularly in 
young people and women. It now takes 
actions against the social exclusion of 
diverse groups such as immigrants in 
the labour market, and offers job train-
ing and vocational education. Dafni VTC 
organises seminars and pilot projects for 
foreigners, which are co-financed by in-
ternational development organisations, 
as well as European projects aimed at 
groups at risk. 
To Donti magazine, founded in 1998 and 
based in Patras, is distributed monthly 
in every major Greek city. Apart from a 

weekly, they publish a bi-annual  with the 
title “Environment” too.  To Donti is very 
much concerned about the issues relevant 
to the well being of the citizens of Greece, 
and in case of Patras, social inequality, 
which often comes with unemployment. 
So, Dafni Kek offered its data to Donti, 
and the weekly offered its pages to Daf-
ni Kek. The cooperation is rather new, 
started only last spring, but it’s already 
having results. “This relationship could 
be a perfect means for the promotion of 
the activities or initiatives focused on em-
ployability,” says Vasiliki Tsekoura, Dafni 
Kek’s training director. “In the magazine 

we can have information published about 
our training seminars, certified proce-
dures, the EU policies relevant to the hu-
man resourses, and our critical views on 
the employment issues. And of course, we 
use the magazine to invite readers to take 
part in our discussions and panels organ-
ised for specific aims. These could be the 
promotion of an intercultural attitude, 
focus group surveys, an investigation into 
training needs, sustainability and the role 
of enterprises, articles on good practices 
from EU member states … anything which 
helps promote equality. In general the 
weekly is for us a means for advertising 
our vision and our activities, those which 
are going to be developed or those already 

developed. That’s how we provide a mu-
tual interaction between the community 
(beneficiaries) and our organisation.”  
The To Donti has its own interest in this 
cooperation. As Andreas Tsiliras, the di-
rector, puts it: “This cooperation entails 
the strengthening of our journalistic re-
search, broaden our topics and deepens 
the content of our articles on a major cul-
tural issue such as the combating of social 
inequalities.” Mr. Tsiliras is particularly 
looking forward to being able to establish 
international cooperation through Dafni 
Kek. Being a member of NILE, a Europe-
an network of organizations dealing with 

adult education, Dafni Kek is a ‘way out’ 
for a Greek national weekly. “We hope 
that the experiences of other European 
organizations will help us to develop not 
only a broader network of collaborations, 
but ideas and new skills. Not to mention 
the experience from cooperation with an 
educational institution such as Dafni Kek, 
which is really valuable to us and will give 
us an opportunity to consider the possibil-
ity of training our executives and others 
on the matter close to Dafni Keks’s heart,” 
says Mr. Tsiliras. 
If this cooperation continues, one can 
only hope that Peter X might change his 
views on press, or at least on what he sees 
in Patras. 

The press and NGO worlds 
join forces in Greece
By Vasiliki Tsekoura, DaFnI KEK Vocational Training Centre (DaFnI VCT), Patras

Adult learners from migrant communities © dvv international 
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How issues move through the media
Issues evolve and move through media 
in a regular pattern, although there may 
be wide variations in the amount of time 
the process takes. New ideas, discoveries, 
small events, or even news of your activi-
ties that first start in a one-to-one con-
versation or a press conference, speech, 
or news release are noticed by the media 
and passed on to the general public. This 
process can take several months or sever-
al years. Issues such as health care, family 
and medical leave, energy efficiency, glo-
bal warming, new forms of birth control, 
family planning advances, and family 
preservation can come to the public’s no-
tice in many ways.

•  New ideas and policies are often report-
ed first in small in-house publications, 
or they can be presented in speeches 
and academic papers delivered to lim-
ited audiences.

•  Professional journals, limited-circula-
tion books, newsletters, magazines and 
articles can also be launching pads for 
new developments or ideas.

•  Specialised reporters, particularly busi-
ness writers, often subscribe to and 

monitor journals and other publica-
tions outlined above. Health reporters 
read the journals of medicine or science 
magazines, and business reporters read 
the  business papers for new ideas.

•  As an issue is covered by reporters, col-
umnists and editorial writers start to 
discuss the issue on the editorial pages. 
These are usually “think” pieces.

•  Television news generally follows page 
one of the leading newspapers. Often 
what happens on the front page of the 
morning paper is combined with events 
of the day to form the TV nightly news.

Understanding deadlines
Many people are intimidated by the idea 
of calling or writing a reporter they do not  
know personally, assuming that reporters 
will not be interested in stories from un-
known people or organizations. In truth, 
however, reporters rely on a wide variety 
of sources for news, and usually appreci-
ate being tipped off to real news stories.
You may very well find yourself on the 
phone with an impatient reporter, espe-
cially if you contact him or her near or 
at the deadline time, when he or she is 
trying to finish his or her story for the 

next edition. Before you dial, ask yourself 
if this reporter is likely to be on such a 
deadline. If you forget to ask yourself that 
question, ask the reporter as soon as he or 
she answers the phone.
The best way to start any phone conversa-
tion with a reporter is to say “Hello, this 
is (give your name) from Organization X. 
Do you have a couple of minutes to talk or 
you are on deadline?” If they say they have 
a moment, than make your best pitch. If, 
however, they say they busy or on the 
deadline, ask them when to call back and 
get off the phone politely and quickly.
Generally, it is the best to call reporters 
before noon or 1:00. Avoid, if at all pos-
sible, contacting reporters at 5:00 or 6:00 
in the evening unless you are returning 
their urgent call or you have the answer 
to a question they asked you pertaining 
to that day’s story. 

Be a good source
There can be no success with the media 
without access. One sure way to access 
the media – and to control how your is-
sue is portrayed – is to buy advertising. 
However, most NGOs do not have access 
to the massive amounts of money needed 

Understanding the Media
From ‘a media Relations Hanbook for nGos’, by Milica Pesic, Media Diversity Institute (MDI), London

NILE partners visiting an English language course of Somali women in Liverpool © dvv international
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for paid advertising; they must rely on 
what is generally known as “free media” 
to get their issues into the public eye. 
While advocates relinquish control over 
how the issue is framed and reported, 
when the news media covers their issues 
they gain the added credibility of objec-
tive reporting to convey their message.
Third party reporting of issues is incalcu-
lably more credible and effective than paid 
advertising, which is viewed as advocacy 
by media consumers. You cannot equate 
objective reporting with paid advertising 
on radio, television, and in newspapers. 
The public knows the difference.
So how do you make the news? If you were 
to rush into the newsroom today waving 
the copy of an old report on the dangers 
of drinking too much, demanding cover-
age of the dangers of alcohol abuse, you 
would be laughed out of the newsroom. 
While it is true that alcohol abuse is dan-
gerous, that broad message and the old 
report are no longer newsworthy.
Access to the media is limited to those 
stories that the editors deem significant, 
interesting, and new. Therefore the media 
advocate must continually search for the 
new ways to make his or her story seem 
new and interesting.
When you have a story that you thing will 
interest a journalist, be prepared to tell 
that reporter three things: 
1) what the story is; 
2) why the story is significant; and 

3) how it can be independently verified. 
(In other words, do not make the press 
rely exclusively on your word.) Moreover, 
be sure to respect journalists’ profession-
alism. Just because they appear friendly 
or sympathetic, do not assume they are 
your allies. Their obligation is to objectiv-
ity and fairness.
While it is a good idea to present your case 
to the press forcefully, be sure that you re-
spect the bounds of scientific authority. 
Some journalists complain that public 
policy advocates occasionally exaggerate 
or refuse to acknowledge legitimate con-
cerns raised by others. It is far more valu-
able to be known as a trustworthy source 
than an aggressive advocate able to see 
only your own point of view. If you or 
your organization is the wrong resource 
for a journalist’s line of questions, direct 
him or her to a more appropriate source. 
You will have saved the reporter invalu-
able time and he will not forget your help 
or your honesty. In general, reporters 
look for stories that meet the following 
qualities – the more, the better:
•  Timely information: make sure your 

information is of current interest to the 
public.

•  Local interest: Be sure that the story 
you are telling matters to the newspa-
per, radio or television station’s audi-
ence. Localise the story you are telling 
to increase its meaning and significance 
to the audience.

•  Human interest: Seek out the inherent 
emotional element in your story or the 
universal truth your story can tell to 
move your audience.

•  Conflict: Reporters are eager to cover 
stories where there is inherent conflict; 
where there are two different forces pit-
ted against one another.

•  Celebrity: For better or worse, the pub-
lic has a certain fascination in people 
and things that are famous. Never un-
derestimate the compelling power of 
celebrities.

•  Uniqueness: Emphasize any quality in 
your story that marks it as unusual or 
out of the ordinary.

•  Credibility: Reporters are especially 
concerned about the credibility of the 
sources they rely on for story ideas. 
Make sure that your information is ab-
solutely accurate and that independent 
sources will corroborate any question-
able details.

If you understand that the media are 
looking for stories that fit exactly these 
qualities, it will be easier for you to pack-
age your messages so the press can serve 
its constituency and you will advance 
your media advocacy goals.

Hard news versus soft news
News stories can be divided into two 
types: hard news stories and soft news 
stories.
Hard news stories are what we generally 
think of as traditional news stories. Hard 
news stories can be factual reports, con-
troversial exposes or the result of inves-
tigative reporting. An example of hard 
news stories: Parliament is about to vote 
on a new law to ban a chemical that pol-
lutes local rivers – Your organization re-
leases a new report on the health impacts 
of that chemical.
Soft news – lifestyle, feature, and human 
interest stories – may have less direct im-
pact on public policy debates than hard 
news stories but can nonetheless affect 
public opinion on advocacy issues. A 
soft news story is a more subtle but often 
equally effective channel for communi-
cating your advocacy message. 
A feature profile of a social worker at a lo-
cal orphanage, for example, can draw in-
direct attention to the lack of government 
funding for such programs; A human in-
terest story on emergency room doctors, 
who are seeing more and more drunk driv-
ing accident victims, offers opportunities 
to send a message about the dangers of 
such activity.Community-TV h1-Hannover at work © Georg May
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From 17–20th  of May 2007, 24 partners 
of the network NILE met in Sopot, sea-
side resort of Gdansk in Poland, to dis-
cuss issues around the role and responsi-
bility of media for fostering intercultural 
dialogue. A good cooperation between 
the field of adult education and the media 
being one important focus of one of the 
4 working groups of  NILE, the opportu-
nity to contribute to a TV discussion to 
be broadcasted throughout Poland in the 
framework of the Programme ‘EUROPE 
IS HERE’ seemed an exciting opportuni-
ty and a good practice example as such.
Minorities themselves are quite few in 
Northern Poland, the main three being 
Muslim (less than 150) Jewish (less than 
150) and Kashubians, an ethnic Polish 
minority, numbering several thousands 
in a local population of approximately 
40,000 (Sopot) 500,000 (Gdansk). The 
Kashubians are a true ethnic minority, 
distinct from the Poles in both language 
and culture. Originally western Slavs 
with ethnic links to the Poles, the Kashu-
bians are believed to have settled in the 
area around 1,500 years ago. 
Nevertheless, inspired by NILE, the 
Polish partner, Association for Civic Me-
dia (A4CM), who is involved in the film 
production business around minority is-
sues, did make it a point to host the NILE 
meeting in Sopot, exploiting the exper-
tise of the partnership on intercultural 
issues, with the aim to promote the issue 
of intercultural learning and dialogue in 
Poland .

TV-Debate and European Conference
On 4 ‘hot seats’ Beate Schmidt-Behlau, 
coordinator of NILE, Bashy Quraishy, 
director of Media Watch, Waldemar 
Janda from Polish Television and Artur 
Jablonski from the Pomaranian-Kashu-
bian Union answered questions around: 
why intercultural dialogue is needed in 
Europe, how it can be implemented on 
a practical level in adult education, how 
the actual situation in Poland is judged to 
be, and what the specific role of the media 
should  be. 
Other partners of  NILE  for example, 

Lenford White from NIACE, Claire Fra-
chon from Panos Institute Paris, Milica 
Pesic from the Media Diversity Institute 
in the UK and Maria Hirtenlehner and 
Susanne Gratzl from IZKS in Austria 
could give many examples of how inter-
cultural dialogue works in practice with 
different target groups and about the im-
portant role that journalists play.
Additionally prominent virtual contri-
butions by Jean-Marie Bellin, TV France, 
David Lowen, EURONEWS, Anita Bhal-
la from BBC were project to add food 
for thought to the debate  and members 
of the Muslim and Jewish community 
aswell as Prof. Synak and Prof. Stegner 
from Gdansk University were also in-
volved with contributions. In conclusion 
the debate actually showed the diversity 
of actors and stakeholders engaged in the 
issue of intercultural dialogue in Poland 
and throughout Europe.
The debate, which took up 5 hours time 
including a preparation, was followed by 
a number of presentations from NILE 
members given to an open audience of 
adult educators in Sopot Town Hall. This 
included a presentation by Milica Pesic 
on the work of the Media Diversity Insti-
tute, based in London, a demonstration 
of a good practice example from ARAD 
in Romania by Prof. Dr. Dorin Herlo 
from the University of ARAD and the 
projection of the film about the TAN-
DEM project in Austria, explained by 
Maria Hirtenlehner and Susanne Gratzl 
of IZKS, based in Vienna.
The morning of the second day of the 
conference allowed for some more inter-
action with students of journalism and 
social work in the format of 2 capacity 
building workshops. Lenford White from 
NIACE introduced a recently published 
‘Curriculum for Diversity’ in community 
education in the UK and Milica Pesic and 
Bashy Quraishy led a workshop on how to 
work as a journalist, giving a lot of practi-
cal examples from their experience.

Conclusions
It was clear from the conference and TV 
debate that European countries are at 

very different stages of debate on issues 
of intercultural dialogue, diversity and 
anti-discrimination. A network, such as 
NILE, therefore is a great opportunity 
to learn from each other. For this reason 
NILE is also looking into the medium of 
film to find out, whether this allows for an 
even better transfer than only brochures 
and presentations do. At this conference 
NILE presented its first DVD product 
about the TANDEM project – an inter-
cultural dialogue project for police and 
migrants in Austria.

‘Europe is here’ – 
Polish Television Discussion
By Beate Schmidt-Behlau, dvv international, Bonn
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