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RESEARCH BEAMS LIGHT ON STEREOTYPES AND DISCRIMINATION
Partners research discourse, stereotypes, representations,
practice and discriminatory trends in European popular culture.
During the first year of the BEAMS’ project, partners have been engaged in a wide-ranging analysis of
popular culture and the representations of migrant
and minority groups in many a different expression of
media and cultural production.
In this publication we present the summaries of
the reports that have been edited and used as a knowledge basis for the work that followed: a number of
pilot actions with citizens and especially youth with a
view to heightening critical thinking and awareness on
stereotypes and their implications on discrimination
towards different groups of our society.
The growing presence of migrant and minority cultures has changed European societies over the past
decades. Despite great advancements in the protection of fundamental rights and the fight against
racism and xenophobia, Europe is far from being
discrimination-free.
Among the different social, cultural, political and
economic arguments that form and inform public
discourses on migrants and minorities, representations of migrant identities and experiences have been
articulated in a variety of popular culture products and
expressions at local, national and international levels.
So, what is the role of popular culture as a source of
stereotypes, how does the creative and cultural industry compare to other media and information channels, in the shaping, perpetuating or changing stereotypes leading to discrimination and racist behavior?
How is popular culture representing and interpreting changes in society, and influencing perceptions
(mainstream of minorities, minorities of mainstream,
minorities of other minorities) that hamper or facilitate mutual understanding and respect of diversity?
These are some of the questions that the BEAMS
partners have analyzed through local or national
action-research that has been mostly carried out in
2013 as a result of the first two phases of the project
(so-called WS1 and WS2).
Informed by a social science/cultural studies
approach, in the first phase of the research partners
have reviewed different expressions of popular culture
as sources of stereotypes by choosing among artistic
expressions, TV- fiction, art, performing arts, visual
arts, music, sports, design, books, social networks,
magazines, photos, the internet, sports, etc. including
minorities media of the last 20 years.

Qualitative structured interviews with producers/
scholars, artists, film directors, screen writers, sportspeople - also of ethnic/minority/Roma Sinti origin bloggers, artists, photographers, journalists, editorial boards have also been conducted in order to get
a better understanding of the different criteria and
mechanisms that drive the media in the construction
of different stereotypes.
The second part has concluded the initial analysis
and partners have made the effort to assess the direct/
indirect links between popular culture’s construction
of identities and the perception of stereotypes. They
used the reviewed samples as starting points of discussion in citizens’ open meetings to prompt genuine feedback and interpretation by participants. The objective
of these reflection groups (made up of different demographics) has been to gather information on the interpretation grids/ perceptual maps/criteria of different
groups in order to define the impact of the cultural
expressions on the participants, and identify participants’ meaningful connections between these expressions, stereotyping and societal trends with regard to
racist behaviors - on both sides of the social spectrumboth of minorities and mainstream groups.
Readers will see recurrent themes and sometimes different approaches or situations, however the
research intends - overcoming national borders and
local specificities - to conceptualize and create consistency among diverse topics and to add to the European
dimension of the link between stereotyping and popular
culture and their positive and negative consequences
on discrimination, racist and xenophobia.
Finally, these studies conducted with a common
methodological approach are especially intended to
create a knowledge base for action and are the intermediate result to be completed by the work carried
out in the final phase of the project through a number
of educational activities in schools and community
groups, for which a separate but integrated publication has been prepared.
The complete reports prepared by partners are
available on the BEAMS’
website: www.beams-project.eu
www.beams-project.eu
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Veneto Lavoro was created by the
Regional Law nr. 31/98, as an instrumental agency for employment of the
Veneto Region.
Veneto Lavoro special projects unit
supports innovative and experimental
projects at regional, national and EU
level.Since January 2000, it carries
out functions and activities according to the directions of the Regional
Government, in coordination with the
seven Provinces of the Region, the
Committee of Institutional Coordination
and the Regional Commission of social
partners and representative of civil
society.
Veneto Lavoro, as a technical-instrumental agency, supports the institutions and other organizations, featuring qualified services in terms of
planning, management and evaluation
of the labour policies, inclusion and
monitoring of regional labour market
and economy and society.
Veneto Lavoro, within its mandate,
carries out research, pilot actions and
implements policies of the different
offices of the Regions, with regard to
all policies regarding human capital
and socio-work inclusion.

In Italy and Veneto, the immigration phenomenon has become visible and relevant in the 70s, and it
has been characterized by a large female component,
which represents today over 50% of the foreign residing
population. Over time, not only migrant women have
reunited with their male husbands or family members,
but they have also been migrating to Italy for economic
reasons in sheer numbers.
For this reason, the research and analysis on
popular culture production has been mainly focused
on women, who often suffer from multiple discriminations, and on cross- cutting issues that refer to the
economic and social fields, that is, how representations may be linked to discrimination/s, especially in
the public sphere, with regard to access to decent jobs,
education, and social recognition and inclusion.
The first step of the research has been a desk analysis of literature and official data regarding numbers,
flows, and employment trends of women migration to
Italy and Veneto. Additional qualitative, social and economic studies have also informed the first step of the
research.
An historical analysis of migration to Italy highlighted that the first migrant women reached Italy in the
70s from ex colonies (Eritrea, Cape Verde) or through
religious institutions (for example from the Philippines,
a widely Catholic country) and usually worked as domestic workers. These so-called “pioneers” immediately
became reference for other women and created informal employment networks, which remained mostly
undetected because of the informal economy where
such women were employed that made them “invisible” and without a real social network outside their
national groups. In the 90s, human trafficking of women
from Nigeria and other countries from Asia and South
America to be exploited in the illegal sex industry made
the news, Still today this phenomenon marks an important moment when public perception and stereotypes
about migrant women become a resilient representation of migrant women. This image has overshadowed
other important trends of female occupation in different sectors, including entrepreneurship. From the
mid-90s until today, a large portion of female immigration is due to two main factors: family reunification
and, with an overwhelming majority of women from
Eastern Europe (the Ukraine and Moldova) the need
of residential care givers.

Analysis of Popular Culture
The choice of popular culture has fallen on two
“generalist” media with a tradition and relevant

audience in Italy and Veneto: Cinema and TV. Although
these media have lost audiences in the last 20-30 years,
with the increase of pay per view, satellite TV and the
internet, they still represent important media of reference for popular culture.
As to movie production, the Italian production of the
last 25 years has been taken into consideration (over
60 films). Single films have been analyzed in terms of
genre, tickets sales at the box office, but also home
video, re-runs and syndication on TV (some movies
have not been blockbusters at the theatres, but became
extremely popular on TV or in the internet later on).
In Italy, traditional genres such as “Italian comedy”,
which has deep roots in popular culture since the ages
of the comedy of art, picked up “foreign” characters in
the early 90s, and has increasingly been using such
characters mostly as side-kicks. Also, a new genre
has emerged in the last 15 years, which also follows
the cinematic tradition, and can be called “migration
drama”. Producers, authors and directors mostly come
from social documentary and migrant background
and migrants are usually the main characters/protagonists, their stories focus on exclusion and discrimination. Very few of these films can be considered

“mainstream”. However, some have been directed
by some internationally known directors (Giuseppe
Tornatore, Academy Award winner, for example) with
popular actors. The final chosen samples represent
about 50 different scenes from 18 movies - both comedy
and drama - mostly produced in Italy from 1990 to 2012.
Finally, one of the most popular TV series, “Don
Matteo”, now running its 9th season, started in 1999 and
aired on RAI 1. This series has been chosen because
of audience share (about 6 to 7 M every episode), the
fact that the main character is played by a world-wide
famous actor: Terence Hill, the genre is crime (one
of the most popular genres in the last 15 years world
wide and also in Italy) and the protagonist is a priest
(linking crime to the profound religious culture in Italy).
All these ingredients make the series very relevant to
popular culture in Italy, three episodes from different
years have been chosen as samples.
The first analysis of samples, show the presence
and resilience of stereotypical representations of
migrant women, but also men, strongly differentiated
by ethnic, religious or national lines. We have surveyed
both negative and positive connotations, and mixed
connotations (such as for example, the “good whore”
or the “sly maid”). Some stereotypes tend to be resilient, although with some differentiations over time.
During the interviews (4 in total with screen writers
and directors), the common thread between the different genres was that migrants have replaced other
stereotypical figures such as internal migrants (people
from southern Italy migrating North in the 60s for
example), or traditional/ folk characters coming from
the small towns to big cities in the collective perception. The conflict between the included and excluded is
more evident in the case of drama, where characters
have more depth and are multifaceted, and social
clashes are more evident than in comedy where the
middle class is most often represented, with stories
where individual conflicts (which usually have comical
outcomes) have a major role, and social background
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prostitutes are more entrepreneurial” or “Chinese
hairdressers are good”, other more negative such as
“the majority of Moroccan males in this city are involved in criminal activities” or “according to the Koran, it
is not a sin to steal from the infidels”. Such dynamics
- and they are too many and diversified to summarize
here - have one thing in common: that is the persistent
presence of the “they” against “us” discourse, which
is still maintained as a given fact. Preliminary conclusions from the focus groups carried out with African
and Asian women indicate that also in the migrant communities the “we” and “they” discourse is strong, and
stereotypes mostly refer to the “weakness” of Italians
especially in the field of employment and traditional
values concerning family.

Input for the next steps

tends to have a minor role. All in all, the power struggle between the margins and the centre (both physical in terms of geographic origin and psycho-social in
terms of belonging to distinctive cultural background
or social-economic groups) is the main engine of representation. In the comedy characters and stories tend to
be more positive – although stereotypical – in terms of
impact that ethnicity can have on real life. The artists
also pointed out how commercial issues influence the
characters and stories, mainly the choice of actors and
the personal interpretation of characters by actors.

Perception of citizens
We have organized 10 focus groups and 9 flash
surveys, divided into three main categories: the first
is Italian nationals (one group living in a neighborhood
with high migrant population and the other with low
migrant population in Padua), one group of public
service providers (employment services and public
offices in local authorities), one group of unemployed
workers, and one group of elderly people. The second
category is made up of ethnic or national groups, organized with migrant associations in Veneto (three different groups, one from eastern Europe, one from Africa,
one from Asia) to investigate reactions to the representation of their group made by the media and how different groups react to representation of other ethnic/
national groups. The last category is made up of students, using the technique of flash surveys as first step
and logical link between the first phase and the pilot
actions, in the selected schools in Veneto in March 2014
(4 schools from middle to secondary schools).
Summarizing some of the main conclusions: recurrent issues that have been discussed in first reflection
groups underscore how popular culture reflects the
main stereotypes linked not only to the “foreigners” but
more in particular to some ethnic or national groups.
Moreover, stereotypization occurs at both ends of
the positive-negative spectrum with a strong polarization. Participants offered what they consider positive descriptions of some ethnic groups “North African

The production of Cinema and TV continues to use
stereotypes (both negative and positive) and reflect the
public discourse on migrants from different perspectives, including discriminatory discourse, but also they
are better equipped for making changes in perception,
with the possibility to tell stories and depict characters
more in-depth than news, allowing for a more critical understanding of diversity, this important feature
has been highlighted during interviews and in the first
reflection groups..
This ambivalence can be used, in its positive features, to attract attention on the issue and to work on
increasing awareness with young people and their
networks, using low-cost technology to re-invent cultural production with more attention to overcome discriminatory representations.
It is important to work on dialogue, as reverse
discriminatory attitudes can also be found, as a form
of conflict, in many cultural products of and discussion
with minority groups.
A special recommendation that has been made to
schools, refers to the inclusion of the project in their
ordinary educational program, so to ensure that the
activities of the workshops are not a “one-off” experiment, but it can become a replicable tools that can be
used flexibly in curricula.

Contacts of researchers
Sandra Rainero: sandra.rainero@venetolavoro.it

ASSOCIAZIONE 2050
Via Saragozza, 29 – Bologna – Italy
www.2050.it
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2050 is a recently-established
no-profit organisation that brings
together a group of experts with heterogeneous professional backgrounds,
and a common commitment to feed
social innovation and propose new
angles of observation of the changing
features of European societies.
2050 operates for a society that
keeps pace with today’s local and
global evolutions, leaving behind any
surpassed or unfounded representations of the world we live in; that encourages inter-cultural dialogue and operates to create new opportunities to
plan and act our collective wellbeing.
In 2012, the UN Alliance of
Civilisations and the Italian Ministry
of Foreign Affairs funded the first
audio-visual production of 2050: the
short film IT-Aliens. Magic mirroring
immigration in Italy. The film engages
in counter polarizing stereotypes,
and in soliciting its public to look at
immigrants, immigration and social
changes from fresh viewpoints.

In Italy, public discourses on immigration are
characterized by the overlapping and alternating
of ethnic stereotypes. In distinct period of recent
history, specific national or religious groups have
been victims of special attentions in the news.
Notwithstanding these processes of distinction
and labeling, what emerge from the literature on
media and immigration is first of all the common
discourse “against immigrants” and in particular first generations and new arrivals, no matter
if economic migrants or asylum seekers. For this
reason we have decided to cope with immigration
and cultural diversity as a general topic, at least
for Ws1. We then decided to have a special focus on
Chinese migrants and the relationships between
the first and the second generation.
We have chosen news photography as our
piece of popular culture for several reasons. These
reasons have to do with our familiarity with this
medium and with an expertise in investigating
photojournalistic representations. These reasons
also have to do with specific meanings socially
attributed to photography. It could be intended as a medium producing a sense of
spontaneity and associated with truth
value. Still images are often perceived as if they were mechanical
representations of a given reality.
When people talk about specific
photographs, the act of photographing, the role of the author
and the social context go very
often unnoticed. Still images
are everywhere and everyone
is engaged with them: everyone
produces, diffuses and consumes photographs in the everyday life. Photographs are easy to
take, to diffuse, and to consume.
We thought that these social characteristics could be interesting to be
discussed in connection with the power
of stereotypes and the pervasiveness of their
social reproductions. Despite the public perceptions of the medium itself, the role of pictures in
newspapers is so often that of reducing the polysemy of photography, through iconic repetition,
wide use of visual stereotypes and the ability to
insert news under headlines and captions re-directing their meaning into well-isolated frames.
There is nothing of spontaneity perceived by the
publics in the strategic use of still images operated in the newsrooms.

Analysis of Popular Culture
We collected around 400 photographs on the topic
of immigration in Italy produced by professional photojournalists in different contexts. We examined these
pictures and we discussed their value and the practices and the organizational restraints related to their
production with 10 photojournalists and with 4 photo
editors from Italian mainstream newspapers. We also
selected 20 pictures from the 400 collected, discussing this selection with the photographers themselves.
Taken together, the 20 images selected provide a
sample including traditional and recent stereotypes,
both frequent and rare. Moreover, they present different “photojournalistic styles” and “visual rhetorics”,
typically used in the press in order to frame migrants
in positive and negative ways. The majority of these
pictures have been published over the years in dailies
and weeklies newspapers. A minor part has not been
published in newspapers. Some of them are unpublished pictures, others have been exposed or published
in alternative media.
As a general finding of these interviews we can
describe photojournalistic products as the output of
a process involving different professional
logics and sensibilities. All the professionals involved in the production are
important and they contribute to
the final products (the images in
the news). Nevertheless, some
actors have a huge power in
framing visual materials,
while others have a lesser
power. The power of the
photographers in framing
immigration is still high
under some particular conditions, but photographers
are more and more powerless in general terms. This is
mainly a consequence of the
digitization process and the role
conquered by the big digital archives in the production of news.
The importance of the tag and the
related process of tagging in the digital era have
produced a growing demand for stereotypes in photojournalism. Tagging is labelling the people captured in the images using general and/or stereotypical
words becoming key in the process of presentation and
selection within the news industry. It means that the
reduction of a human story or of a complex situation to
a set of words (e.g.: Islam, prostitute, extra-UE immigrant, irregular worker, etc.) has become the pre-condition for an image to be mass-mediated. The most
evident result from the analysis of photographs which
depict immigration can be summarised in two trends:

a) visual appearances have a growing importance in
the production of single photographs related to current
news; b) it has become common strategy among visual
media professionals to select photographic sets which
can optimise the relation between investment/results.
Examples of the first trend can be found empirically in the overrepresentation of black immigrants,
of women wearing the veil (soon tagged as “Islam”
in the image databases), and of other subjects recognisable as migrants because of their physical appearance in “street” shots. For example, in order to be
identified and read as such, Muslim migrants are very
often photographed in the very act of praying in public
places. This way of producing images have conducted
to the invisibility of Muslim migrants in the press in role
others than those connected with religion. No doubt
that this practice has consequences in the wider representations of Muslim migrants. This process influences
the choice of images made by editors as they search the
databases, and can generate a vicious circle of visual
stereotypes. The second trend is as follows: the tendency on the part of many photographers to create
reports on migrants in Italy only after having selected
specific sets –rather than produce images which entail
a larger time investment and a more complex news
research – has caused informational redundancy,
i.e. a large collection of specific types of images to
the detriment of other possible representations. The
analysis of the photographs collected and the discussions we had with photographers and photo-editors
during the interviews have underlined the development of a precise visual geography of immigration in
Italy. This geography maps its key places in the isle
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of Lampedusa (“the illegal immigrants”), in the countryside of the Mezzogiorno (“the slaves”), in the “sexexchange streets” (“the prostitutes/slaves”), in the
Roma camp, in the ethnic areas (“Chinatowns”), etc.
Aletrnative images are extremely rare: images taken
from the factories and in general in workplaces which
are not outdoor, images within domestic walls, images
of non-illegal arrivals, etc. An indirect consequence of
this is a largely ethnic representation of migration to
the detriment of images which show the co-presence
of various groups, including native citizens who are
not part of the police forces or humanitarian agents.
In order to counter this system of representations
many photographers and photo-editors use now different pictures. In other words, a process of differentiation – which is largely political – affect the pictures produced by photographers dealing with migrants. The use
of portraits of people in their daily “normal” life is now
a tool for differentiate the visual offer, and, at the same
time, promoting a new sense of empathy which is radically different from that promoted through the dramatic reportages we got used over more than two decades.
The weakness of this “new iconography” is its status.
Portraits representing “normal people having normal
lives”, target mainly successful migrants (in economic
terms) and specific “groups” of migrants (care-givers
women and youth from the so-called second generation). They are presented to be exceptions in a general
representation that is still dominated by emergency.
Despite the novelty that they represent, they are weak
in counter major stereotypes. Nevertheless, when
looking closely at the visual representations of young
migrants (the second generation), these images are
important and they mark a point of transition in the
photojournalistic representation of migrants in Italy.
The result is a polarization of visual stereotypes among
the first and the second generation.

Perception of citizens
Using the 20 pictures selected, we then produced
interviews with single persons and small groups from
different national origins and from different ages. The
number of people involved is 20. We adopted the photo-elicitation technique. The tecnique has proved to be
coherent with the researchers’ proposals. Here are
some results: A) The stereotypes in the pictures are
highly recognized when they are both common (in photojournalism) and restrictive;
they are recognized only by
a small part of the sample
when they are emerging and
descriptive. B) Traditional
stereotypes are well-recognized by adults and seniors and
they are less recognized by
young people. C) The young in
our sample are stronger than
adults and seniors in countering the majority of the stereotypes they recognize in pictures, but interesting differences related to ethnic representations do persist (minority to minority). D) Chinese
in pictures are subjected to
discourses marking deep
differences among the first
and the second generation,
where the former is mainly
associated with negative
behaviors while the latter
is mainly associated with

positive behaviors. The results will be further discussed during the open meeting, to be held in Bologna next
January. The meeting will involve youth organization
led by youth of foreign citizenship, members of Italian
no-profit organizations working on media and migration, representatives of the municipality of Bologna, if
possible journalists from the school of journalism in
Bologna. We will be able to draw some detailed conclusions and recommendations after the open meeting.

Input for the next steps
With respect to the Follow-up activities (WS – 3),
2050 will create a network in which we and the mentioned actors will be involved in discussing the visual
stereotypes on immigration and, particularly, on people
of Chinese origins living in Italy. These discussions will
lead to a commitment of some members in the production of works of art / documentary, to be used for
formative actions. Moreover, since June 2013, 2050
has activated dialogue with one mid-school in Veneto,
where a local branch of the association is active. An
additional pilot project will take place from March 2014.

Contacts of researchers
Andrea Pogliano: andrea.pogliano@sp.unipmn.it
Anna Lucia Colleo: annalus@hotmail.com

CITTALIA – ANCI RESEARCH FOUNDATION
Via delle Quattro Fontane 116, 00184 Roma - Italy
www.cittalia.it
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Cittalia is the research foundation
of the National Association of Italian
Municipalities (ANCI).
It carries out research and studies
on urban issues and contributes to
develop the knowledge and tools
necessary to meet the ongoing economic and social challenges faced by
local authorities.
Its main purpose is to study and
present the emerging issues of the
Italian and European urban situation
– with a specific interest for welfare
and social inclusion themes – using a
flexible interdisciplinary approach and
providing policy makers, the scientific
community and the public at large with
relevant tools and analysis on the main
urban topics.
Alongside with its research
and animation activities, since 2011
Cittalia has enriched the scope of its
mission and objectives integrating
in its structure the “Central Service”
(Servizio Centrale), an office set up at
the initiative of the Ministry of Interior
under Italian law n.189 of 2002 that has
the task of coordinating the System
for the Protection of Asylum Seekers
and Refugees (SPRAR) in Italy providing information, consultancy, technical assistance and training to local
authorities and operators of the SPRAR
network, as well as for monitoring
the presence of refugees and asylum
seekers.

The foreign population in Italy is around 6 millions
(10% of the population, with an increase of 300% in
the last 10 years). Foreign citizens contribute to 12%
of Italian GDP and 4,1% of the overall tax contribution
(year: 2010; source: Cittalia, “Da residenti a cittadini”).
Together with migrants, Roma, Sinti and Travellers
(around 100,000 to 140,000 persons representing 0,2%
of the Italian population) are among the more discriminated communities in Italy. The attitude of the Italian
population towards people belonging to or rooted in
the aforementioned groups is still characterized by
constant stereotypes and prejudices, often fueled by a
certain kind of popular culture that can be defined as
traditionalist, conservative and racist.
Provided the interest for understanding the role of
the local authorities in this process, Cittalia decided
to focus its research work (WS1) on the position of the
cities/local authorities as facing the phenomenon of
NER discrimination through an analysis of their role
and a review of initiatives and images that refer, directly
or indirectly, to the theme of migration but also to that
of Roma, Sinti and Travellers. In this framework, the
work of Cittalia addresses in particular the role of the
Italian cities in relation to the phenomenon of discrimination through the analysis of specific initiatives (what
is the attitude of local authorities towards the phenomenon of discrimination? what is the role played by
Municipalities in the creation and contrast to this phenomenon? what are the main networks and initiatives?) and the linkage between cities and production of
popular culture through a review of messages, images,
posters, photos used in the framework of local initiatives that have the characteristics of “generating
culture”, or at least contributing to shape the public
opinion. The research of Cittalia, entitled “Cities, languages, stereotypes and discrimination: an Italian
study”, mirrors this two-faced focus and deals, specifically, with the following structure:
1. Cities, migrants, stereotypes and fight against
discrimination (1.1 The framework of the research; 1.2
The role of local authorities;1.3 The legal framework in
Italy; 1.4 The networks of Italian cities for the integration
of third country nationals and to combat discrimination)
2. The language of the Italian cities on migration,
integration and contrast to the discrimination of foreign
citizens and Roma, Sinti and Travellers populations (2.1
The good and bad communication of the Municipalities,
2.2 A review of initiatives and images of the cities in
relation to the theme of integration, 2.3 Interviews),
Conclusions.

Analysis of Popular Culture
Although it is not easy to link the institutional activity of the local authorities with the concept of “popular

culture”, we believed that even if cities are not natural
pop culture generators the presence of opinion leaders
(i.e. Mayors who have political visibility at national and
European level) and the presence of city networks that
implement joint initiatives (i.e. ECCAR, the Network of
Intercultural Cities and in Italy, the campaign “L’Italia
sono anch’io” or other initiatives under the umbrella
of ANCI) make them active players also in relation to
the creation of “popular culture”, providing cities with a
multiplier effect and making them “trend” generators.
The Italian cities are making a more and more intense
communication over migrants-related themes: they
have their own language, including visual language
and this language is evolving, often outside a clear
policy-led framework. In general, a more and more
intense use of communication items referring directly
or indirectly to the themes of migration and integration can be found in the institutional communication
of Municipalities, witnessing in particular a more and
more intense use of visual elements to depict themes
of migration and integration: posters, photos, images
used by the cities on the occasion of public initiatives
represent an instrument for the formation of pieces
of popular culture, due to their strong social-cultural
impact on citizens starting from the local level. This
is the reason why Cittalia decided to study and collect
samples relating in particular to the visual/graphic

tools of communication used by local authorities on
the occasion of public initiatives promoted in the last
5 years in Italy, locally or through city networks.
This review allowed us to identify different visual
and communication approaches, in particular we were
able to categorize at least three main/recurrent kinds
of visual representation of the migrants/minorities,
referring to three different ways of depicting the reality:
• Depicting the foreign citizen by enhancing its
ethnic and cultural diversity
• Depicting the differences by using a more
aseptic and mainstreaming approach
• Depicting the differences by putting the individuals at the center of the image, through the centrality of their faces and expressions
In order to get a clearer picture of how local authorities deal with migrants/minorities issues and on how
they could improve their contribution to a less stereotyped communication, 4 people (a city councilor, two
experts and a famous photographer) were interviewed
in WS1. The main findings and lessons learnt by the
research and interviews can be summed up as follows:
- cities play a key role in relation both to the generation and perpetuation of prejudices and stereotypes
and to their contrast (relevance);
- the influence of cities’ initiatives and communication on popular culture and public opinion is doubled,
due to their institutional character and, in general, their
credibility vis a vis the citizens (authority);
- the initiatives of the municipalities, including communication actions, primarily address cities in their
territories. Therefore, taken individually, they can
influence the “local culture” but they can hardly generate “pieces of mass popular culture” (territoriality);
- however, the presence of opinion leaders and the
presence of city networks that implement joint initiatives make the cities active players also in relation to
the creation of “popular culture”, providing them with
a multiplier effect and making them “trend” generators (multiplier effect and trends’ generation);
- all the cities are different, different approaches
exist (diversity)
- a more and more intense use of institutional communication to address the themes of integration of

The Italian
cities are
making a
more and
more intense communication over
migrants-related
themes: they have
their own language,
including visual language and this language is evolving,
often outside a clear
policy-led framework.

foreign citizens is evident in Italy (increasing communication on migrant/minorities issues);
- institutional communication make abundant use
of visual elements to depict themes of migration and
integration: posters, photos, images are more and
more often used by the cities on the occasion of public
initiatives (importance of visual communication);
- the awareness of the local elected representatives on the theme of integration is still very low, notwithstanding the visible changes in society (low awareness level);
- examples of bad / stereotyped / discriminatory
communication are still very widespread in Italy, but
examples of good communication or communication
that tends to avoid stereotypes exist, too (good and bad
communication co-exist);
- there is an evident lack of professional communication units fully aware of the necessity to avoid the
risk of stereotypes: cities “play” with the imagination
of citizens but their institutional communication, including visual language, is often improvised (amateurism);

Perception of citizens
In order to enrich and integrate the research
work with other information taken from direct expe-

riences, on December 12th 2013 Cittalia organized in
Rome – at the very core of its most multicultural neighborhood located around Piazza Vittorio Emanuele II
– an open meeting (WS2) aimed at fostering direct participation of the foreigners’ communities so to better
understand how stereotypes and discriminations are
perceived by the “new citizens” and how they perceive
the role of the local authorities. The meeting was an
open forum of discussion on the themes of diversity,
citizenship and integration and provided an informal
space for mutual learning and understanding between
third-country nationals, social practitioners and policy
makers, addressing in particular the way we can
improve our capacity of living together by avoiding stereotypes. In particular, the perceptions and perspectives of second generation immigrants and migrant
women facing the mainstreaming society and key national issues such as the acquisition of citizenship rights
for foreign citizens who are born in Italy, were addressed. During the meeting, the cases/samples collected
by Cittalia during the first phase of the BEAMS project
were presented and distributed, providing the base
for discussion. Moreover, some videos produced by
ZaLab (http://www.zalab.org/tipo-it/3/#.Up87_ify3Fw)
were displayed, with the purpose of “launching” specific themes of discussion with the experts and with all
the participants. 4 video-interviews were made during
the event, involving key note speakers and participants
with a foreign background.
The open meeting mainly confirmed the main findings from the research, in particular confirming the
importance of the role of the municipalities as a natural
“bridge” between the institutions and migrants but also
highlighting the low awareness level and scarce professionalism of many local communication officers,
who often use stereotypes in their pieces of work. In
the words of several participants, in order to effectively
address the theme of integration and fight against every
form of discrimination it is necessary to understand the
importance of the role of culture and enhance cultural inclusive processes that take in account the knowledge of the other persons living in our cities, in our
neighborhoods and their roots. Moreover, it is necessary to re-think the concept of culture itself because
we need to deconstruct stereotypes so to be able to
see reality from another point of view. Changing cultural approach is possible starting from school and

education that need to prepare the ground for multicultural living together. Finally, co-decision in the local
policy making process was proposed by some participants, as opposed to mere consultation which is still
the most common form of association to the civil and
democratic life of our Country. Co-decision can help to
break down stereotypes from the inside of the institutions, bringing positive examples of living together at
the very core of decisional processes

Input for next steps
The conclusions of the research (WS1) and open
meeting (WS2) were described in the previous sections.
On the basis of the main findings, Cittalia developed a
set of recommendations for the local authorities, in
order to improve their role for a less stereotyped communication and action:
- create a strategy of communication and train local
media, including press/communication offices within
the Municipalities;
- improve the synergy between the Municipality,
local media and press offices and local users;
- improve cooperation with other Municipalities, in
order to achieve a multiplier effect;
- raise awareness among policy makers / opinion
leaders in order to let them avoid the automatic linkage
“immigration - security problems” in their speeches;
- to include in the communication staff of the municipalities people with a foreign background
- in order to improve the effectiveness of the communication while avoiding stereotypes as much as possible, let the institutional communication surprise us,
create a positive curiosity and be more emotional and
empathetic
- adopt an approach that starts from the awareness
that each individual is unique, that there are not two
identical people in the world, that in diversity we can
found the interest for life, art, for everything because
“each person is unique and unrepeatable, each person
is a masterpiece”.

Contacts of researchers
Gabriele Guazzo: guazzo@cittalia.it
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The GDI-MADRID is in charge of
the design, development, planning,
management, performance and evaluation of the Immigration policies
that belong to the competences of the
Community of Madrid, as the guidelines of the Ministry of Social Affairs of
the CM establish.
Its main aim is to manage the development of plans, programmes and
actions derived from the policies of
the Government of the Community, as
well as the social, economic, cultural,
institutional and democratic development of the non-developed countries,
the awareness and training for development and the cooperation in humanitarian actions.
All this has the final aim of achieving a better integration of the immigrants in the host communities, alone
or with their families.
The GDI-MADRID is in charge of
the calls for proposals for grants to
non-profit organisations to develop
programmes and projects in the field
of immigration, as well as projects
focused on the fight against racism

The number of immigrants residents of Spain has
been considerably increased since the last years of
the nineties, years in which the number of registered foreigners was no more than one million people,
to reach currently number over 5 million (5 520 133 in
January 2013). The Community of Madrid has been one
of the regions that has received most foreign population in recent years, reaching its peak in 2010 with
1.108.920 people. Currently, according to data from the
Observatory for Immigration – Studies and Data Centre
at the Community of Madrid, 1 000 108 foreigners are
residing in the Community of Madrid, of which 220 641
have Romanian origin (22.06%).
In Madrid, from 1994 to 1999 appeared several settlements in the peripheries and in neighborhoods in
uninhabited spaces, distributed in different parts as the
municipality of Rivas-Vaciamadrid and the Fuencarral
district. The Families were living in vans, tents, without
electricity and water, in unsanitary conditions. The
growth of these settlements was very fast. Currently
in the Community of Madrid the largest settlement
of Romanian gypsy families is in the Gallinero zone
located approximately at 1 km from Cañada Real, in the
Villa de Vallecas district of Madrid Capital.

Analysis of Popular Culture
We have selected 20 samples of stereotypes in
popular cultural products, mainly in communication
media (press and photos), television and internet.
Although the press news are not the main focus of the
BEAMS project, they have been included as analytical
material due to the possibility of studying the media
image of the collective in a broad
time
period.
Indeed, historically, the press
has been the first
media devoted to
information and
which started to
set up the stereotypical image of
this minority.
The set of
documents sample
has been selected
according to the
following areas
of impact: social

area, diverted or criminal behaviours, employment and
self-employment area, culture and sport. In all of them
in a transversal way there are references to the collective perception by other minorities, by the majority
society and the self-perception of the same collective.
All documents composing the sample represent the
Roma population from Romania, but has been detected
a clear distinction in the content of the samples in
terms of gender and age groups.
The children, mainly from 0-12 years are paid most
attention in all media (22%). The dominating images
are situations of poverty and neglect among garbage
and slums. The news most associated with them is
truancy and manipulation suffered from adults in criminal activities such as petty thievery in the tourist areas
of Madrid. Minors, despite being a second generation
born in Spain, are still described as foreigners having
the nationality of the parents. While with respect to
the gender (19%), distinction is made by roles, highlighting the role of the woman as supporting the family
but without decision capacity for the authority exercised by the man. The most common images of women
are dealing with begging.
In this part of the project have been made nine
semi-structured interviews, on one hand two interviews with experts on the subject of stereotypes, prejudices and intervention with Romanian Roma population, on other hand, seven interviews with media professionals that are both producers / creators of the
samples selected for this project. In the media information producers item were interviewed professionals
in the field of television, print and photographic press
and internet.
According to the informants, many of the stereotypes arise from the reality, from the visibility of this
group in the daily life and especially in the media. This
is the mechanism most indicated by all. They are being

seen in the streets, at traffic lights as is the case of the
people engaged in begging. However, it also refers to
the action of the families or the schools as socializing
agents and stereotypes generators.
Depending on the editorial line is given one approach or another. The filters and censorship do
exist and affect the freedom of the
professional when giving the
approach to the news or
reportage. The subjectivity of the journalist
and the personal
and professional
experience with
the collective
are also a
filter when
narrating an
event.
T h e
perception of the
minority
towards
the majority is positive as they
feel better
treated than
in their home
countries.
Regarding
the change of stereotypes along the
time, it is recognized
that there has been a
positive change in the case
of the Spanish gypsies, however
concerning Romanian Gypsies the
stereotypes are maintained along the time.
And in keeping these stereotypes over time plays an
important role the media that contribute to the formation of the collective thinking. In terms of engagement with the Romanian Roma depends on the interest that has the professional. In general it is found a
lack of interest in this sense.

Perception of citizens
In order to collect and analyze the stereotypes, perceptions and attitudes of different social groups to the
collective of Romanian Gypsies and the way in which
the media influence, we proceeded to analyze qualitative data generated through four open group meetings
that involved a total of 38 people.
Fundamental requirement of the focus group technique has been the search for some internal homogeneity (each dynamic to be composed of people with
similar ages and educational background), while maintaining some external heterogeneity (each focus group
to be represented by a social segment of the population different from the rest of the groups
On other hand, the geographical origin and nationality has been a key factor in the composition of each
group, as on one side the objective was to analyze
whether the variable of proximity to areas inhabited
by Romanian Gypsy families could influence their perception and attitudes, and on another the participation
of groups of foreigners, Spanish and Roma people has
been an essential component to compare the intergroup opinions.

Input for next steps
From conception to production: There is a lack of
interaction and coexistence between Romanian Roma
population and the rest of society. There is little communication between them despite having
lived together in nearby spaces for
several years. The lack of relationship and mutual ignorance facilitates the feed- back of prejudice, stereotypes and false
rumors that are created
around this group.
Some of the barriers making difficult
the relationship with
this minority group
is the unawareness of Spanish
language, the
expanding legal
moratorium that
prevents citizens
from Romania and
Bulgaria to work
as employees in
Spain until the
December 31, 2013
and the hardening
of the requirements
for the application for
registration certificate
of EU citizen. The positive references to Romanian
Roma in the media are practically missing. Despite the progress made in recent years in the
field of education, employment, health and
housing for these families, they are invisible to the
wider society not being valued as news of interest by
the communication professionals.
From production to perception: The media contribute to the perpetuation of these stereotypes, continuously transmitting news that relates this group to
crime, poverty and evictions or demolitions of slums.
The foreign minority group tends to differentiate from
the Romanian gypsy since they have migrated in order
to find work, while perceive that the Romanian Gypsies
have come to “beg” and “steal”.
The succession of negative news on the collective perpetuates the stereotyped image that there
is towards them. The existing perception is that they
do not change or do not want to integrate, because the
people can’t make reference to reportages or news
showing the opposite.
From perception to attitudes: The ignorance
towards the Romanian gypsy community by both
general society and media, together with the negative
image of them projected in the media, awakens feelings of fear and distrust in the majority society.
The rejection of this collective is more pronounced
in neighborhoods close to settlements as the Cañada
Real Galiana or Gallinero. This rejection is also perceived among other minority groups that compete with
this collective for the distribution of social services and
scarce resources.
The feedback from open meetings with people
outside the Romanian gypsy community has confirmed the presence of everyday discriminations, regardless of age, social class and context in which they arise.
The common speech that “not want to integrate, they
like to live apart”, makes the collective responsible of
its situation, assuming and thus justifying the attitude
of rejection towards them.

Follow-up activities: Promote specific campaigns to improve the image of the environments most
affected by the media as the Cañada Real.
Identify schools (schools and colleges) where there
are Romanian Roma students for the development of
activities, involving families, children and teachers in
their implementation. Provide audiovisual and reading
materials that they can use in the classroom and teaching materials, such as comics, books or web pages.
Ultimately, in order to achieve the main objective
of the project, the fight against racism and xenophobia, we must work with the whole society with special
emphasis on media, taking into account the importance
and influence they have as transmitters of information
and popular culture in the society.

Contacts of researchers
Mariasuncion Molina: asuncion.molina@madrid.org
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The Peoples’ Development
Foundation, FDP is a nongovernmental organization founded in 1996, whose
mission is that of offering socio-educational and professional integration
opportunities for persons in situations
of social risk, especially children and
young persons.
FDP is present in four regions of
Romania: Bucharest-Ilfov, Arad, Cluj
and Dambovita.
From the outset, FDP was active
in supporting the most vulnerable
social groups: children abandoned and with risk of school drop-out,
young people, Roma people, disabled
persons, un-employed persons being
centered on the personal intervention
and investing mainly in education as
a unique possibility to induce sustainable development.
Inside the BEAMS project FDP will
implement activities of research and
analysis of stereotypes regarding the
roma minority in Romania in popular
cultural products, will coordinate the
overall implementation of the pilot
activities in 4 Bucharest Schools, promoting the production of new cultural
representations free of stereotypes,
draft the consolidated project report
regarding pilot activities in partners’
areas. In November 2014, FDP will
organize a local event in Bucharest to
disseminate to the Romanian public
the outputs of the project activities.

Whether we focus on the 90s press, on most recent
TV productions inspired by Roma culture or on nowadays online environment, ethnicity image still carries a
stereotypical representation that not faded with time.
At present Roma community inherits a heavy baggage
of stereotypes and negative roles that have been preserved in the collective mind with minor mutations in
the last 20 years. Mass media, entertainment producers or other sources have acted more often to deepening negative stereotypes of Roma people. In order
to reach a sketch of the common Roma person we
pursued a longitudinal analysis on illustrative media
products – as part of the popular culture -, we evaluated the significance of these products using content
analysis method and we conducted a series of in-depth
interviews with media professionals and representatives of the government authorities concerned with combating discrimination and the protection of public communication space free of prejudice and racism.

Analysis of Popular Culture
Due to the popularity and the reach of mainstream media (that is perceived by the vast majority
of the public as being the first and the main source
of information and entertainment) we selected solely
samples of media productions. For this research we
focused mainly on entertainment productions and targeted TV shows for Roma community (and secondary
for the non-Roma audience). According to our longitudinal analysis, at this moment
there is a strong connection
between media agenda
(that place Roma community in negative contexts)
and entertainment shows
that are inspired by sensitive
issues that are associated to
Roma people. This mix contributes to the consolidation
of cultural and social stereotypes on Roma community.
The targeted TV shows (both
TV soap operas and news
magazines) answer to different media consumption
needs and habits. The first
category of TV soap operas
targets a broader audience
(both Roma and non-Roma)
but it is more focused on the
spectacular dimension of
Roma culture, neglecting a
deeper reflection on social
challenges that Roma people

need to face on daily basis. The second category of news
magazines, despite its presence in the media frame for
almost a decade, still tackle with hard resistance from
the general public that is not willing to accept the other
realities of Roma people. Moreover, the short list of this
productions could hardly counterweight over mainstream TV news programs or entertainment shows.
According to the media professionals and producers that accepted to give their opinions on this matter
the toughest quest for a producer at this moment is to
dissipate the strong believes and stereotypes of nonRoma about Roma people. Most of them chose to act
politically correct and to influence their co-workers to
refrain themselves from perpetuating negative stereotypes about Roma community. Their efforts are quite
consistent and purely voluntary since the Romanian
media outlets pay little attention to self-regulation and
there is no institutional framework that aim at protecting the image of minority groups. Also the greatest
challenge for the producers is to overcome the economic pressure that is now translated in high rates of
audience with no consideration for the general image
of Roma people. According to them, being politically
correct is not profitable.

Perception of citizens
For WS 2 we organized three focus groups (2 consisting in non-Roma participants and 1 with Roma participants that were distributed according to their age,
education and professional background) and we aimed
at identifying the influence of popular culture in building the perception on Roma community.

The dynamic of the three focus groups followed
the patterns from the national surveys that measures the social distance between Roma and non-Roma.
Both non-Roma groups showed a very high solidarity
in describing Roma community as the main source of
negative actions in Romania society. Also, the nonRoma participants indicated their families as a primary
source for the stereotypical representation of Roma.
The Roma participants indicated various acts of discrimination since their early childhood both from nonRoma neighbors and school colleagues or teachers.
For the non-Roma participants the popular culture is
reflecting the truth about the Roma community and
they consider that the media coverage is fair. In opposition, the Roma participants find many of media products as being misbalanced and offensive to their identity and culture.

Our
research
revealed
that the
conception of a
cultural product is
highly dependent
to the social environment and the
personal or professional experiences
of the producers.
At this moment
there is a clear
disproportion of
cultural products that emphasize negative stereotypes on Roma
people, while there
is a small niche
that is trying to
improve or to
diminish the gap
between the two
representations.

and effects. The involved students will understand the
complexity of media production and the dark corners
of using stereotypes in cultural products.

Contacts of researchers
Alice Geymant: alice.geymant@fdpsr.ro

Input for next steps
From conception to production: Our research revealed that the conception of a cultural product is highly
dependent to the social environment and the personal
or professional experiences of the producers. Although
it is difficult to enlist recommendations while sitting
in the eye of the storm (see the persistent anti-Roma
negative perceptions and attitudes) we appreciate that
the producers and the sponsors should avoid “recipes”
that only confirm the opinions and the attitudes of the
general public. In terms of sustainability and credibility there are little chances for the producers to expand
their creativity and to educate their public. Tackling with
archetypes and stereotypes could generate momentary
profit but no gain in terms of professionalism.
From production to perception: At this moment
there is a clear disproportion of cultural products that
emphasize negative stereotypes on Roma people, while
there is a small niche that is trying to improve or to
diminish the gap between the two representations. In
order to overcome this situation the producers should
focus more on presenting a broader spectrum of issues
and challenges that Roma community encounter. If
the entertainment industry is inspired by the “reality”
maybe it would be useful to expand the reality and to
validate every cultural product through a reality check.
Moreover, every media professional and producer
should question himself/herself if his/her products
succeed to challenge the perceptions of the audience
or simply address to a still public.
Follow-up activities in WS – 3: For the activities that
will be included in WS – 3 we recommend a few derived
applications from the social experiment “Blue Eyes”
run by professor Jane Elliot in the early 60s in USA.
In the original experiment professor Elliot challenged
her students to enact a dystopia in which people with
blue eyes or with brown eyes could use their dominant
power/attribute (the color of their eyes) in arbitrary
and discriminatory situations. By the end of the experiment all her students understood that the discriminatory treatments are based on superficial preferences and on prejudice.
In this context, the students that will be engaged in
WS 3 will be encouraged to rewrite the characters and
the scripts of the selected media samples with common
attributes as the color of the eye, eluding the ethnicity.
Also, they could be encouraged to impersonate producers that elaborate media content according to their
strong believes. Note: these applications are suitable
for students aged 12 to 15.
For students aged 16 to 18 we recommend various
exercises in which they have to impersonate advertising buyers, marketing directors, sponsors or even
public authorities that tackle with discrimination phenomena in our society.
All exercises should be recorded and edited and
by the end of WS 3 should reflect the entire process
of media production from conception to dissemination
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Menedék – Migránsokat Segíto
Egyesület (Menedék – Hungarian
Association for Migrants).
Menedék – Hungarian Association
for Migrants was established in
January 1995 as a civil initiative. The
Association operates as a non-profit
organisation, independent from governmental institutions.
Menedék’s aim is to represent international migrants (asylum
seekers, refugees, immigrants, and
other foreigners in Hungary) towards
the majority society, and promote the
social, and cultural integration of those
refugees and migrants who are planning to stay in Hungary by means of
targeted programmes and projects.
Furthermore, the Association
represents the interests and rights of
migrants towards the political, administrative, governmental and municipal bodies and in the media.
We step up and provide expertise for the elaboration of Hungary’s
anti-discrimination and migration
policy, and elaborate sustainable partnerships with other civil societies pursuing similar goals.
Our social, informational, mental-health programmes are enabling
third country nationals to become
self-reliant, and promoting their social
integration. Furthermore, through the
national network of social workers
Menedék provides personal assistance
to migrants not just to help their integration, but also to protect their rights.

The number and proportion of immigrants in
Hungary is low, 1,5 – 2,0 percent of the population.
The spatial distribution of immigrants is very uneven
– the vast majority of them live in the capital city and
its surroundings. Immigrants mostly come from the
neighbouring European countries, and most of them
are of Hungarian ethnicity. Other relevant nationalities
are: Chinese, Vietnamese, Russian, German, British,
French, American.
Foreigners represent less than 4 % of the active
part of the labour force in Hungary. Immigration is
mainly a demand-driven, sub-regional labour migration, often based on seasonal or temporary employment; movement of family members and family unification is less significant, although it has been growing
for the past few years.
International comparison shows that Hungarians
are highly intolerant towards foreigners in general,
which – according to the Hungarian Helsinki Comittee’s
study – may follow from the negative image of migrants
drawn by the media in Hungary. Migrants, asylum
seekers and refugees are often reported as criminals
or threat for national security while personal stories
hardly appear.

Analysis of Popular Culture
We believe relevant observations of the Hungarian
situation can be achieved through the detailed examination of two district focus, celebrity migrants and
a special media phenomena, which appeared as an
opposition to anti-immigrant online communication
around the Balassagyarmat open community shelter
on Facebook and in the blogosphere.
First focus: World of the celebrity migrants Based
on the definition of popular culture, we decided to
examine media products from the perspective of producers and consumers alike, which are nationally available and aim at a wide audience. Also, they present
news and opinions which frequently become a part of
the popular culture, their choice of news and values
directly influence young people. They significantly form
how the online media depicts migrants thus reinforcing
and spreading the stereotypes already existing within
the community.
We pay special attention to tabloid printed entertainment and TV shows reaching a wide audience.
As well as expert opinions regarding their reach and
influence on community diversity and migrant depiction
in general. We also examine well known and accepted
celebrity immigrants considered as the „good immigrants”. Thus in our first focus are two TV celebrities,

well know in Hungary: Joshi Bharat (the Indian guru)
and Fekete Pákó (the clown from Nigeria).
They both frequently appear in the media, and while
their built up persona, appearance, and status are completely different, they clearly influence Hungarian opinions and stereotypes regarding their ethnicity.
Second focus: Balassagyarmat open community
shelter
The media hype around the Balassagyarmat open
community shelter gave rise to a Facebook group called
“Civil alliance against the Balassagyarmat open community shelter” and a blog called “A city stabbed in the
heart”. They both operate with extreme passion and
stereotypical reasoning. We interviewed the group’s
leader to find out what goals they have achieved, how
they organize their group, whether they plan to take
action outside of the virtual world, what brings them
together, what influences their reasoning and how they
build their image. What we found interesting and made
us decide to investigate it further is the “Civil alliance
against the Balassagyarmat Bear” Facebook group,
which was organized as a satiric opponent of the aforementioned extremist group.
Poking fun of demagogic reasoning, fears and
stereotypes, they reacted to the extremist group with
humor. They substituted the immigrants with the
image of a bear, which was previously reported to roam
about, thus poking fun of the sense of danger that the
Reception Centre represented for the locals. We were
curious about their choice of methods, motivations and
achieved goals. We wanted to find out if - given a similar
scenario-, humor and popular memes can act as an
effective tool. Maybe their popularity and trendiness
amongst young people can influence different age of
groups and perhaps the local populace as well.
Main findings from the interviews : Migrants usually
appear tailored to target audiences in most media
outlets. There are two major trends: One is the tabloid
style, emphasizing on celebrities, stories, cultural differences and exotic details. The other trend talks about
crime on a wide range, from illegal border crossings
to crimes involving immigrants.
Editors understate their own responsibility in
forming the migrant image in the media.
We found that even though editors and producers
gather their information from multiple media sources,
this knowledge is very superficial and their general
sentiment is formed by everyday experiences, especially on culture and gastronomy.
The Media Authority’s studies on migrant’s media
representation are only suitable to make general inferences, as it does not examine the use of words or
context. They explain this with a lack of capacity, and
the lacking priority of the subject, as no request have
been made so far for a well aimed study.

Perception of citizens
We interviewed students from high schools, students recently graduated from high school, undergraduates, graduates in Budapest, people working
in the media or advertising and people living in
Balassagyarmat, a Hungarian city with an open community shelter for undocumented migrants. During the
conversations we questioned the participants regarding the four given matters (1. Employment and self
employment 2. Discrimination and interaction in the
social sphere, 3. Deviant or criminal behavior, 4. Self
representation, known migrants), always bearing in
mind their differences and the importance they attached to the above mentioned points.

Input for next steps

We pay
special
attention
to tabloid
printed entertainment and TV shows
reaching a wide
audience. As well
as expert opinions
regarding their reach
and influence on community diversity and
migrant depiction
in general. We also
examine well known
and accepted celebrity immigrants considered as the “good
immigrants”. Thus in
our first focus are two
TV celebrities, well
know in Hungary:
Joshi Bharat (the
Indian guru) and
Fekete Pákó (the
clown from Nigeria).

In the course of the discussion of the two main
issues in the open meetings we identified certain conclusions worth further considering. One of them relates
to the possibilities of education of the young, the other
to statements and suggestions about the role and consciousness of the media.
We find it particularly significant and fortunate
that during the meetings we experienced the importance and strength of personal involvement and the
power of experience in overriding instinctual responses, because thanks to this we are able to draw conclusions more easily regarding the impact of education and information in the fight against stereotypes
and xenophobia.
The most important and universally-mentioned
remark is that however sensitive a journalist may

be towards an issue, it is the editors and chief-editors who make decisions. Editors aim to satisfy the
desires of readers, the target audience being as wide
as possible to result in a bigger advertising income.
Editorial decisions therefore tend towards satisfying
social demands, and readers and viewers seem to be
more interested in negative news at present. Positive
stories for example the successful life of a migrant are
much less interesting than news dealing with crimes
or sensationalist statistics. Therefore increasing the
sensitivities of editors and editors in chief can be an
outstanding task for the future, so that ethical principles and content guidelines can leak down into the
press as a body.
Follow-up activities in WS – 3: A pilot action will
take place in 5 schools, with upper elementary and
secondary school student groups, with 8-10 students
per school. The students will develop their project
with the help of mentors from the NGO and art/media
sector. The development project will last throughout
the second school semester, with regular meetings
discussions incl. research, development and production of materials. The campaign would be piloted
in each school, targeting at least 100 other students per
school. At the end of the process, a community event
will be organised when the project will be presented
together with film screenings, discussions, exhibition
and music performance.)

Contacts of researchers
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Mira Media is committed to make
minority and disadvantaged groups
more visible in the media, to give them
a voice and to prevent them from becoming victims of the digitization of our
society.
Mira Media is developing projects
that use media as a tool for intercultural dialogue and social cohesion,
especially at district level; encourage
citizens to active media participation
, including by offering media training
and supporting new media initiatives
that focus on diversity.
The projects Mira Media develops
its innovative character and are normally conducted with partners from
different sectors of society.
Mira Media works both nationally
as well as in European and wider international context.
Mira Media is the link between
media and society.
Within the BEAMS partnership Mira
Media is the European coordinator of
workstream 1 as well as the national
project partner in the Netherlands.

The Netherlands has a population close to
seventeen million people including two million
non-western immigrants (and 1,5 million western
immigrants). The four major non-western groups
consist of Moroccans and Turks, the former guest
workers and people from Surinam and The Antilles,
the latter are both former Dutch colonies. Besides,
there is a mixed group of refugees from, among
others, Iran, Iraq, Afghanistan and Somalia. Mira
Media choose to study the representation
of these groups in six TV drama/
Sitcom productions of the
Dutch Public Broadcasting.
The representation of
immigrants in these
popular culture productions is meaningful because the
Dutch society
has changed
dramatically since
the sixties.
Particularly,
in the major
cities an
inescapable multicultural
society has
developed.
This reality
should find its
reflection on
the television.
Moreover, media
like television are
an important source
of information, cultural
transfer and image building. Especially TV drama as
reenacted reality is a thermometer of the representation of the multicultural society. By means of focus groups,
interviews with scenarists, directors and actors
and through research we tried to measure this
temperature.

Analysis of Popular Culture
Mira Media analyzed scenes in 6 drama series broadcasted since 1981 in which non-western actors play a
part. In the beginning non-western actors played small
roles but as time goes by, more and more of them the
starred in bigger and more important roles. We looked
into the level of stereotypes used in the scenes. The

episodes were selected on the basis of the presence of
a significant subject or role appearance. The following
series were selected:
1) Zeg eens AAA (Say Ah broadcasting company
VARA 1981-1993 and the commercial broadcaster RTL4
2009) Zeg eens AAA is a family show that evolves around
a female housekeeper of a family doctor.
2) Domburg (broadcasting company IKON, 1996)
Domburg was a family show in six parts initiated by a
female writer of Surinam-Hindustani origin.
3) Dunya & Desie (broadcasting company NPS,
2002-2004) Dunya & Desie is a multicultural family
show about a Dutch and a Moroccan teenager
and their family.
4) Kinderen geen bezwaar
(Children are welcome VARA,
2004-2013) The show evolves
around a second marriage between the older
Alfred who has a son
and Maud who has a
daughter.
5) Shouf Shouf
(VARA 2006-2009)
Shouf Shouf
was a weekly
comedy about
a Moroccan
group
of
friends in a big
city.
6) SpangaS
( N C R V ,
Christian broadcaster, 2007
-) Spangas is a
daily multicultural youth show that
focuses on a group
of pupils from the
Spangalis College.
Most series have a
positive valence and score a
low percentage (20%) of stereotyping to a maximum of 50%(Shouf
Shouf). Shouf Shouf lead to a discussion
amongst a small minority of Moroccan viewers
who considered some episodes as stereotyping for the
Moroccan community. In addition we looked at 3 important Comedy shows. These shows were not subject
to the follow-up interviews with producers and media
managers, but were included in the Open Meetings in
WS 2.
Main findings from the interviews with media
management and ethnic minority actors: In the seventies there were some directors in service of the Dutch
public broadcasting who were particularly interested
in the rise of a multicultural society in the Netherlands.
These directors are amongst others interviewed. They

made series in which migrants were casted. However,
the non-western actors and actresses, until now,
regularly discussed with scenarists and directors the
content of the role they had to play. Immigrant actors
and actresses experience that some scenarist know
too little of migrant lives to write a credible storyline
for a migrant actor. Therefore, some scenarists add an
immigrant writer or actor as advisor to his team. The
cultural background, however, is not always considered important for playing a role by the migrant actors.
It depends on the context.

Perception of citizens
Mira Media organized three reflection groups
and one additional meeting with Belgian and Dutch
youngsters. The three groups were concentrated and
selected based on the first broadcasting period of the
selected TV Drama, Sitcoms and Comedy shows. The
selected programs were clustered in the periods 1988 –
2001, 2002 – 2009 and 2009 – 2014. The meetings lasted
1,5 up to 2 hours. The discussions took place based
on open questions and group discussion. This happened after showing short clips of 3 – 5 minutes of the
selected TV-programs. The fourth group met during 2
days in Antwerp. This meeting was based on Discussion
+ fact-finding, resulting in blogs, theater, Podcasts and
video presentations produced by the participants
Group 1: Surinam Hindustani elderly people; They
watched a scene in the series Domburg, Say Ah and a
comedy show of a migrant (Jörgen Raymann). Group
2: 10 persons of mixed origin in the age group of 30 +
years old. They watched Dunya & Desie (broadcasting
company NPS 2002-2004); Shouf Shouf (VARA 20062009) and the Comedian Salehedinne. Group 3: A mixed
intergenerational group consisting of youngsters and
elderly people. They a scene in the series Children are
welcome, SpangaS and a comedy show of a migrant
(the Dino show). The fourth group was of mixed origin,
15 persons, age category 18 – 30 years old. This group
came together for two days in Antwerp on the issue of
the effects of media stereotyping on the attitudes of
the general population..
The first group stated that they considered it important when non-western actors appear in series. It
creates a feeling of belonging to and acceptance by
the Dutch society. The third group showed different

reactions on the topic of using stereotypes
in series or one man shows. Some white
students considered the non-western
migrants as too sensitive. Some youngsters of non-western descent stated that
the context in which words have been and
are used have contaminated words e.g.
the word ‘negro’. If used by white people
it is seen as derogatory. But when used as
self-mockery it tells a different story. Both
groups held some viewers who thought
that the appearance of migrant actors
in series would surely have an impact in
the real world in terms of understanding
the life of migrants; and some viewers
who thought the influence would just be
superficial.

Input for next steps
From conception to production: When it comes to
the representation of ethnic minorities in drama one
can generally conclude that there is an upward trend
on the Dutch screen, especially when it comes to the
qualitative, non-stereotype interpretation of the roles.
Actually, against the spirit of times because after all,
‘the multicultural society has failed’. This progress
has also to do with the effort of immigrant actors who
debated with either the director or the scenarist about
the interpretation of their role. The biggest attainment
of the Dutch public broadcasting, however, is the immigrant comedian in his one man show on prime time.
Comedies in particular use stereotypes. The first immigrant comedian whose shows were televised, and still
are, is Najib Amhali. With his suggestive phrase ‘being
a Moroccan, I like to visit your home’ he stole the hearts
of both the indigenous and the immigrant viewer. The
joke assumes the common idea among Dutch people
that Moroccan people often steal. In the shows of other
immigrant comedians stereotypes are used frequently:
The over assertive Surinam woman, the sponger from
The Antilles decorated with fake golden chains, the
Islamic butcher that speaks pigeon Dutch. Apparently
it matters who makes the joke and how you make the
joke. It is a thin line because the joke can degenerate
into just expressing a prejudice. Immigrant comedians, however, seem to have found a way to balance
on this thin line. It shows
a self awareness of the
migrant comedians
on the position they
take in Dutch society.
Their shows turn out to
be a real hit on Dutch
television.
From
production to perception: Representation of
minorities in the media
is considered important
by migrants. It creates
a sense of belonging to
and being accepted by
the society one belongs
to. Participants overall,
concluded in the Open
Meetings that events
and developments in
society dit not negatively influenced the way
ethnic minortities were
portrayed in TV drama,
sitcoms and Comedy
shows. The content of

the programs anticipated on the changes in society by
making problems in everyday visible and by addressing
political debates in a comical way. It was more a considered as a realistic reflection of what was going on
in classrooms, families and neighbourhood. The real
life proved to be different that the image politicians
and news-related media lead us to believe. Comedy
seems to be a strong vehicle to deconstruct stereotypes in an effective and constructive way. It proved
however of utmost importance how and by whom in
which circumstances the humor was used. Most participants agreed that media are making a difference
in the way you look a developments in society and how
you perceive other (ethnic) groups and how you interact with them. Because of the media you learn much
more about things happening in society.
Follow-up activities in WS – 3: The Open Meetings
proved it to be important to involve youngsters themselves in developing methodologies to help to deconstruct stereotypes. Working with youngsters from two
countries (but speaking the same language) proved
to be successful and should be continued in the next
Work stream. The Open Meetings showed that joint
watching and discussing TV programs is already a
good tool to get together and to learn m ore from each
other. TV Drama, Sitcoms, Comedy shows and other TV
Entertainment offer positive examples and ideas on
how to create methodologies and activities to deconstruct stereotype in a positive and constructive way.
The combination of different generations and ethnicities should be continued in the follow up Work stream.
It should be considered to organize the final event in
the format of a Comedy show!

Contacts of researchers
Ed Klute: e.klute@miramedia.nl;
Mercita Coronel: mmcoronel80@gmail.com
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The Migrants Resource Centre
(MRC) is a charity base in London, UK
and working with migrants and refugees. MRC works in partnership with
other agencies to effect social justice
and change, enabling migrants and
refugees to fully participate in UK
society.
With a holistic approach, MRC
offers legal advice, community based
training and education; health access
advice and support; employment and
training information, advice and guidance; and media and policy work.
MRC produces a quarterly digital
magazine called The New Londoners
to give migrants a stronger voice in the
media.
MRC is coordinating the BEAMS
project activities in London, UK and
overseeing the project’s work stream
which involves conducting open meetings to for collecting public opinion on
the representation of ethnic minorities
and migrants in popular culture.

This BEAMS research project in London
takes UK rap videos from the last twenty years
as a ‘case study’ for the examination of stereotyping in popular culture of UK ethnic minority
and migrant groups. It seeks answers to the following questions:
To what extent are the representations in these
videos reinforcing or challenging stereotypes of
ethnic minority and migrant groups?
What are the implications for the citizenship
of ethnic minorities and migrant groups of these
images? How might they assist in or be a barrier
to employment, for example?
There are seven key contexts to our findings:
1. The highly diverse ethnic composition of contemporary Britain.
2. The renunciation of multiculturalism as
policy and its substitution by notions of social, cultural and community cohesion.
3. The abjection of ethnic minority and migrant
communities within mainstream politics and the
media in a situation of economic crisis (austerity)
and uncertainty about what British identity is.
4. The empirical facts on the ground in UK cities
of successive iterations going back to the postwar period of youth inter-cultural practices and
identities as an aspect
of ordinary/unremarked multi-culture.
5. The rise of
user-generated video
content and the possibilities this creates for
a) ethnic minority independent producers and
artists to create media
works in which they
have far greater choice
and control over the
treatment, meaning
and circulation of stereotyped images; and b)
the use of these videos
as a means for ethnic
minorities to develop
and hone skills in

media communication, production, promotion and
entrepreneurship.
6. The saliency of performing identity, ‘debating’ authenticity, and cultural boundary marking
within hip hop culture.
7. The globalization of hip hop culture, including the adoption of ‘blackness’ as an expressive
idiom by a diverse range of ethnic identities.

Motivation of chosen popular culture +
short description kind of samples
Having initially identified something in the region of
sixty videos featuring artists from as broad a range of
UK based ethnic minority and migrant communities as
possible we arrived at a final sample of fifteen videos.
The sample of fifteen videos has been chosen on
the following criteria:
- A combination of ‘maximum variety’, ‘theoretical’
and ‘convenience’ sampling that:
- Covers the period 1993 to 2013.
- Reflects diversity in the range of communities
participating in hip hop culture as producers and
consumers.
- Gives some gender balance.
- Reflects as far as possible the diversity of themes,
types of production and stylistic variants to be found
in UK rap videos.
- Covers the period 1993 to 2013

Main findings
On the basis of a close analysis of the videos, we
so far conclude that it would be mistaken to view them
as simply producing or reproducing ethnic, racial, cultural, class or gender stereotypes. Whilst a few of the
videos arguably offer crude and possibly de-humanising representations they are all, in our view, at some
level engaged in the act of resisting stereotyping. The
form such resistance takes is quite variable, sometimes subtle, and can be complex. However, we believe
that in the process of analysing the videos we have been
able to identify some common and shared patterns to
this. Drawing on the work of cultural theorist Stuart
Hall, we have thus arrived at three analytic categories,
each of which reflects a distinctive orientation toward
stereotyping. We have divided the sample on this basis:
The first category is: ‘reversing the stereotype’.
Broadly, in these videos, ‘adopting a caricature-in-reverse’ can be seen as a tactic for public assertions of
strength and potency and for arming against racist and
classist domination.
The second is: ‘substituting the stereotype’. In
these videos, we see evidence of dis-identification and
‘righting the balance’ in terms of the representations
of identity, the substituting of negative images for positive ones.
The third is: ‘contesting the stereotype’. In these
videos, stereotyped representations are arguably
turned against themselves and played with so that
the result is neither caricature in reverse nor outright dis-identification but a less conclusive, more open
account of identity.
In addition to the analysis of the videos we carried
out in-depth ‘qualitative’ interviews with subjects

To what
extent are
the representations in these
videos reinforcing
or challenging stereotypes of ethnic
minority and migrant
groups?
What are the implications for the citizenship of ethnic minorities and migrant
groups of these
images? How might
they assist in or be
a barrier to employment, for example?

chosen for their expertise, knowledge and practitioner experience of UK hip hop culture. Each subject
was shown five videos (the same ones) drawn from the
sample of 15 and interviewed to glean their responses
to what they had seen and heard.
Emerging from the analysis of the interview data
are three overarching themes relating to the role of
stereotyping in our sample of UK rap videos:
1. Identity: in relation to racialised and classed
constructions of ‘street’ culture and new vernaculars,
ideas of authenticity and cultural particularity, and the
variable role of visibility in racial and ethnic identities.
2. Representation and stereotyping: in terms of hip
hop genre conventions, demonising popular images
of ‘blackness’, the critical role of representational
diversity, an artist’s ethical obligations, the competing claims of political content and aesthetic quality.
3. Production: as this relates to possibilities for
democratised communications and the trans-local
distribution of creative output by diasporic hip hop
artists.
Workstream 1 results have been prepared by freelancers Dr Patrick Turner, School of Social Sciences,
London Metropolitan University and Dr Eugenia
Markova, Working Lives Research Institute, London
Metropolitan University.

Description and methodology of
reflection groups
Two open meetings were advertised openly to the
public and held in July and September 2013. A sample
of 9 out of the 15 videos were shown to participants
followed by group discussion sessions to discuss
reactions to the videos as well as the implications for
migrants and ethnic minorities.

Main findings from reflection groups
The main themes discussed during the open meetings were the influence of American hip hop and music
producers or managers on the content of the music
videos, the videos attempt to address social issues
affecting the groups represented in the videos, the
complexity of classifying the samples as either stereotypical or not and the importance of the experience
and views of the individual consuming the material, cultural background and identity, class, gender, disidentification with perceived stereotypes and the reworking
of stereotypes to convey particular messages.
The public nature of the events, the fact that they
were video recorded and the decision of how much
information to give to participants in relation to the
research findings all played a role in how much information the participants were willing to share and how
candid their reactions came across. The discussion
tended towards a more analytical discussion on the
videos rather than personal reactions to the representations of migrant or minority groups depicted in them.
Participants also were reluctant to discuss the effect
of migrant or ethnic minority opportunities or fundamental rights.

Main conclusions
Having an open meeting with members of the
public, with a relatively open discussion meant that
participants were free to express their opinions about
any aspect of the videos or project and did not necessarily give the answers that project leaders hoped to

obtain. Even with discussion questions asking participants to consider their own prejudices or how stereotypes in popular culture affect the fundamental
rights of ethnic minorities and migrants, this did not
guarantee that these topics were discussed in depth.
There is an assumption made by coordinators of the
project that these open meetings will provide a definite
method of obtaining participant’s opinions on a particular topic, that the participants in a sense are viewed
as experts on their own perceptions, the perceptions
of other members of the public and the resulting behavior or experiences of both the intended audience and
minority or migrant groups being represented in the
chosen samples.
As we saw from the different dynamics experienced in the two open meetings, there was a risk of steering ideas in an attempt to get the expected responses
out of the audience and the danger of repeating stereotypes that this presents. In addition to this doing this
in a way that was not transparent to the participants
resulting in increasing levels of suspicion and criticism.
The sample videos were shown in a particular
order, with those exhibiting the greatest degree of stereotyping shown first. This led to reactions from participants who questioned the choice of sample, the project
methodology and the project leaders.
As well, the events, in being open to the public
meant that participants were self-selecting to a large
extent and it was clear that the majority of participants
had an interest in hip hop music and culture, in a professional and/or personal capacity.

Recommendations
- It was recognised that participants were less
likely to feel comfortable expressing their opinions
freely when the sessions were being recorded via audio
and video equipment, even if solely for the purpose of
research analysis. Some participants were uncomfortable with being recorded at all and this was likely
to affect participants’ willingness to share personal
experiences.
- Both research and awareness-raising activities about stereotyping of migrants or ethnic minorities should involve members of those groups. In addition to this participants should be made fully aware of
the methodology, the aims and objectives and should
have the opportunity to provide input into such projects.

Contacts of researchers
Sara Wickert saraw@migrants.org.uk
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The National Order of Italian
Journalists finds its legal basis in Law.
N. 69 of February 3, 1963.
This law legally recognized in Italy
the Journalism as a profession and
established as its self-government
body the National Order of Journalist.
It is a public law entity.
At local level, the National Order
is made of Regional Branches and the
Order of Journalists of Puglia is one of
them. It is a media organization.
In the management of the BEAMS
Project the OJP has a key role. It is,
in fact, one of the coordinators of the
Workstream 3 activities.
At local level, the OJP will conduct
pilot actions with students of the
Journalism School of the University of
Bari in order to analyze the existing
connection between important cultural products dealing with the Albanian
community and the creation and perpetuation of stereotypes.
This activity will be focused on
understanding how stereotypes are
defined and used to create public
opinion and also on the production of
new cultural products stereotype-free.

The so called ‘Albanian exodus,’ mainly caused
by the collapse of the communist regime in 1991 and
the ensuing economic crisis that affected Albania,
can be considered the largest emigration movement in Europe of the last 30 years. With regard
to Italy, about 350,000 Albanians have migrated to our Country over the 1990s to 2000s. What
about the attitude of the Italian media towards the
1991 massive exodus? At that time, most of the
media expressed the idea that the arrival of so
many people would provoke crises in social services, the labour market and everyday life. Only one
newspaper, Il Manifesto, suggested the idea that
the amount of people that had reached the Italian
coast was not so impressive taking into consideration the number of people already received by
other European Countries. This attitude contributed to create a negative perception of the Albanians
arrived in Italy, that were seen as a danger for
the social cohesion and the economic stability.
The images regarding the Stadium in Bari and
the turmoil that happened in those days strongly
contributed to the creation of the ‘Albanian stereotype’: they all were seen as dirty, violent and
ungrateful people. In WS1 the OPJ had the opportunity to define the perimeter of its focus, by identifying the stereotypes assigned to the target group,
the Albanian community in Puglia, in the selected
production of the type of cultural production we
have selected. What emerged was the trend to
assign to the members of that Community negative
features: they were often identified as ‘invaders’,
‘thieves’ or, for the women, ‘whores’. The feature
that had more impact on the creation of prejudices
against the target group was that of the Albanians
that had arrived in our Country to ‘invade’ it, creating in this way social instability and decline of
job opportunities for the Italian citizens. This perception, that influenced the attitude of the Italians
towards their ‘neighbours’, was highly caused by
the ‘misuse’ of certain words that many media
made at the time of the massive exodus of the
Albanian population. In the light of the findings of
WS1 and according to the targets of the project in
general and of WS 2 in particular, that is to assess
the link between popular culture production, the
public perception of stereotypes and discriminatory, racist and xenophobic trends in different
groups and to provide input for awareness raising
actions to counter such trends, the OPJ has organized an open meeting involving as much university students as possible

Analysis of Popular Culture
As to the media and cultural productions having a
major influence on local culture and indirectly in the
popular perception of the Albanians arrived in Italy we
can stress the important role played by the national and
local media (newspapers, television news and documentaries) and also by a sit-com called ‘Teledurazzo’,
produced and transmitted on a local station in Puglia
in 1993. The creation of the ‘Albanian stereotype’ contribute to spread the perception that they all were
seen as dirty, aggressive and ungrateful people. This
obviously hampered an easy and prompt integration
of many Albanians in Italy: those who faced less difficulties were only the ones who already had relatives
in our Country and could count on them to be assisted
in that difficult task. In the fields of employment they
faced less difficulties than in that of social interaction.
They were, indeed, immediately able to demonstrate
their working abilities and their willingness to suffer
sacrifice in order to find and keep a job.. More difficult,
it took years, was to eradicate the stereotype that all
Albanians were ‘criminals’ and ‘violent people’. This
goal has been reached also thanks to the passing of

the time, an intangible factor that has contributed to
the ‘normalization’ of the relationships of the Italian
people with this community.
Main findings from the interviews: OPJ has conducted two structured interviews and contacted other
three ‘producers’ that unfortunately were not available immediately but they will give their contribution in the course of the pilot action phase, helping the
target group to understand the criteria and the construction of popular media, in particular how keywords,
stories and images are chosen and used. We met Mr.
GIANLUIGI DE VITO – JOURNALIST – LA GAZZETTA
DEL MEZZOGIORNO, BARI and Mr. ANGELO AMOROSO
D’ARAGONA, FILM DIRECTOR and SCREEN WRITER.
What emerged was the trend to assign to the members
of that Community negative features: they were often
identified as ‘invaders’, ‘thieves’ or, for the women,
‘whores’. The feature that had more impact on the creation of prejudices against the target group was that of
the Albanians that had arrived in our Country to ‘invade’
it, creating in this way social instability and decline of
job opportunities for the Italian citizens. This perception, that influenced the attitude of the Italians towards
their ‘neighbours’, was highly caused by the ‘misuse’
of certain words that many media made at the time of
the massive exodus of the Albanian population.

Perception of citizens
The OPJ has structured the ‘open meeting’ in the
following way. First, we decided to have a bigger group
and not two smaller: we had in the same group about 60
young people. They were students of the Faculty of Law
at the University of Bari ‘Aldo Moro’, they all were born
between 1992 and 1994. The open meeting took place
in the first half of September and it lasted more than 2
hours. That day the students were convinced that they
had to attend a lesson of International Law. We prefer
not to previously ‘inform’ them on the real content of
the lesson in order to have the chance to collect their
impressions without the filter of a possible previous

The
creation
of the ‘Albanian
stereotype’ contribute to spread
the perception
that they all were
seen as dirty,
aggressive and
ungrateful people.

‘preparation’ on the topic we were going to discuss on.
However, due to their cultural background, they were
largely already familiar with terms such as ‘categorization’, ‘stereotype’, ‘prejudice’, ‘discrimination’, ‘fundamental rights’ and ‘impact on rights’. The selected
sample was the documentary Anija by Roland Sejko.
We spent about 1 hour and 20 minutes watching the
documentary and the rest of the time discussing on its
content and on their perception of stereotypes and on
the impact of that open meeting in raising their awareness with respect to the need to avoid stereotypes to
fight against discrimination and racism. In the discussion we also referred to the contents of the interviews
made in WS1.
The first important objective that has been reached
thanks to this open meeting was surely that of the possibility those students had to identify themselves with
that part of the Albanian population forced to leave their
home country to look for freedom and the chance to be
able to express themselves and to cultivate their interests and dreams. Another important result was the
opportunity that more than 60 young people had to fill
a gap in their cultural background, provided that they
didn’t know quite anything about the Communist regime’s restrictions and sufferings that were imposed on
Albanians.

Input for next steps
The starting point is whether media representations of immigrants reflect of create prejudices against
them: the prevailing idea was that that they created it
or, at least, they reinforced prejudices already existing
in the society. However, the focus group agreed on that
it is possible that negative stereotypes may be based on
existing differences between different groups, however
portraying positive and not only negative differences
would contribute to reduce the creation and perpetuation of prejudices. In other words, media should present
migrants/minority groups in a well rounded fashion and
they should make a great effort in order to focus their
attention on individuals as individuals rather than as
members of a specific groups. As a result of WS2 and

also according to what emerged in the conduct of WS1
it is now possible to draw some final conclusions on
how media can avoid to foster discrimination, racism
and xenophobia.
First, their activity should be inspired to professionalism and respect for ethics; then, it would be very
important, when telling a story, to avoid any kind of
generalization and simplification: reality is a complex
phenomenon and the stories to be told are always
personal and not ethnic-related. A fundamental step
would be the total ban of stereotypical images and
words in order to prevent the crystallization of prejudices in the collective imagination. It is true that sensationalism is the easiest way to capture public’s interest, but it should be avoided and replace by an approach to facts based on objectivity. Then, if discriminatory articles or reportages are written or transmitted,
other media should immediately report and condemn
them. Adequate relevance should be granted to positive stories involving minorities/migrant groups: this
will help to communicate a true and exhaustive representation of ‘the others’. Their existence in a Country
is not merely made of stories of violence, illegality and
exclusion. Media should finally become more and more
aware of the consequences of the use of stereotypes
and prejudices when operating: this inevitably lead to
discriminating and racist attitudes in the society.
Finally, it is of paramount importance to ‘give voice’
to minorities/migrant groups and to act in order to
create or to strengthen ties among those groups and
civil society: this foster inclusion and reciprocal knowledge and understanding.

Contacts of researchers
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Leading Czech film and TV production company, which focus on arthose films (fiction and documentaries)
for cinema release and TV distribution.
We have been working in the branch
for 17 years, we have been awarded by
number of national and international awards (Czech Lion, Polish Film
Clubs Award, FNE Visegrad Prix…),
our films were presented on many
festivals (Pusan IFF, BFI London IFF,
CPH:DOX…). We also work on international co-pro
ductions (Italy, Germany, Slovak
Republic). Our TV series are traditional program slot of Czech public TV

In the introductory WS1 the historical and social
contexts relating to the Roma minority in the
Czech Republic are succinctly mentioned. Taking
into account the complexity of the problem, the
report concentrates largely on a research-type
discourse and the question associated with the
Czech Roma´s picture in the media, it also presents positive stereotypes mainly tied to Roma
musicians and dancers taking part in talent contests as well as negative stereotypes tied to news
reporting and petty, or more serious, crime.
In essence, one can say that the media picture
of the Roma here is fairly homogeneous, not least
because of the almost total non-existence of Roma
celebrities, actors, sportsmen and women or other
people exposed to the media.

Analysis of Popular Culture
Regarding this issue of absence in the media public
space, the time-collection series ´Nestlings´ which was
premiered in 2010 by Czech TV (only Czech public broadcaster as well as being the largest) is of consequence.
In the first place, it concerned 16 half-hour episodes
which were spread out over 16 weeks from September
to December. The genre is the so-called “docu-soap”
which was not seen in the Czech Republic until now.,
i.e. real-life stories with a narrative structure spread
out like in a feature series over several episodes.
The initial turning point of the whole project was
a real-life situation where in a Czech school a segregated Roma class was set up because of a petition by
non-Roma parents. This, elsewhere a fairly common
Czech occurrence, became the starting block of a
series about children who already at the beginning of
their compulsory school attendance are put into the
roles of outsiders.
As the film-makers we decided to observe the children all year round (meaning during their 1st and 2nd
grades) in a variety of situations. Furthermore, the kids
were given small cameras to use to document everyday
situations at home, at school, on the street or to shoot
micro-situations during the so-called “big shoot” .
In WS1 all the 16 protagonists were introduced
representing a randomly chosen collective of characters who complemented each other. Apart from
children of Roma origin the class also has a representative of the Ukrainian minority – top pupil Váňa.
Because of the principle of a series and the young
´heroes´ themselves the assumption was that the
audience will cease to perceive their origin and begin
´to root´ for their heroes with greater or lesser sense

of empathy and not because of their ethnicity or country
of origin. The children filmed reports from their natural
environments – home, school and the street – as well as
from the work of their parents. They found themselves
in a variety of situations – one of the most poignant was
a trip to a Roma ghetto on the other end of the Czech
Republic. Or they competed in school and out-of-school
competitions for toy building sets which they eventually
decided to donate to the Oncology Department of the
local hospital. They also voted their class Chairman
during the national Parliamentary elections and went
with their parents for a first time visit to the seaside.
Main findings from the interviews: On the basis
of two interviews with the makers/producers of
´Nestlings´ it is obvious that interest definitely exists
for TV to broadcast non-stereotypical portraits of minorities. But apart from the project itself there are other
considerations to take into account – the placing of
such a project within a schedule, its target group of
viewers, marketing and communication regarding the
project vis á vis the audience. Isn´t it paradoxically
better not to pigeon-hole such a project as Romany?
And whom is such a complex picture directed at? Most
definitely the target is the majority viewer. Additionally,
a much more interesting base-group also seems to be
maturing kids for whom the attractive “adult” form of
docu-reality or. docu-soap might seem as a more apt
form of expression towards the world-at-large.
From research done in Czech primary and secondary schools it emerges that an appreciable number
of kids are influenced by media stereotyping – in particular concerning the Roma minority.
In relation to the series ´Nestlings´, the assumption was confirmed that it is easier for peers to identify
with individual characters and perceive them as normal
friends who experience and react to the same impulses as they themselves do. Paradoxically, the level of
the audience empathy is exactly commensurate to the
social status of families of the addressed children.

Perception of citizens
Reflection on the first part of the series is divided
into several phases. The first is a detailed report regarding the viewing figures, the target groups and the
overall transmission impact on the basis of generally
accepted people-metre recordings.
The second concentrates on extensive communication on web and Facebook pages of the series with
the proviso that the web pages saw more often critical
(and downright racist) reactions, whereas on Facebook,
where viewers must give a so-called ´like´, positive
evaluations dominated supported by bonus materials
such as extra footage, witty reactions of children filmed
by a small camera or mobile to the current striking
goings-on (e.g. ice-hockey or tennis victories) and so
on.
The third focuses on debates following specific
screenings for target groups – series participants, university students, pensioners and children between the
ages of 10 – 12.
The fourth concentrates on the actual media output
relating to the series – in newspapers, radio and the
electronic media. The referral style,attitude of the questioners and, by no means least, the impact of publicity on the viewing figures and evaluation of the series.
The fundamental connecting line of all these
phases is the question whether, when taking into
account the majority viewer, it´s appropriate to title
´Nestlings´ as a series about “Roma” children
because according to some reactions it only reinforces their exclusion vis á vis the majority. And to boot,
the fact that the majority viewer just doesn´t look out
for Roma topics.

Input for next steps
The basic principle with new formats which focus
on, i.e. are able to concern themselves with minorities
is to appraise their impact and, above all, weigh up the
intended target group to ensure that the intended effect
doesn´t turn out to be a flash in the pan.
One of the solutions is to be able to concentrate the
marketing of a new series, which follows the children

from 3rd to 5th grade, more on under-age viewers,
focus on children´s festivals and try to collaborate
with children´s magazines. To reflect and discuss the
programme placement (and add an interview with the
editor responsible for the transmission).
A separate question is the possibility of screening
the series in schools as part and parcel of specialized
programmes – e.g. in co-operation with the human
rights organization, people in Need.
The concept of a new six part series of ´Nestlings´
(which took several years to conceive) is more oppressive in terms of the state of society – the children mull
over the anti-Roma marches and general moods, they
themselves demonstrate against one-arm bandit gambling dens in their locality, try new learning methods
instead controversial medicines – all-in-all (partly
due to getting older) the children are becoming active
respondents, doers, which might be appealing to their
peers. In the second series the Roma issue is dealt with
in the first episode, in the following the emphasis on
the origins of the children is intentionally played down.
The children are a little older and they are losing their
naturalness and sweetness which had a great effect
on the audience.
The original series was slotted in by Czech TV on
Fridays at 21.00 on their second channel. The new
series, which will be premiered in a few weeks, will
be slotted in on Saturdays at 18.00 again on the second
channel. The expected viewing figures might be similar,
most probably there will be just a modification to the
audience structure with more emphasis on younger
(children) viewers. But taking into account the new
Czech TV´s children´s channel it is worth considering
whether one shoud try and slot in a later repeat there
at a similar time of day.
It will be important once again to monitor the
audience´s reactions and, above all, the level of interest – of the viewers as well as the media.

Contacts of researchers
Kamila Zlatuskova: Kamila.Zlatuskova@seznam.cz

As the
film
makers
we decided to
observe the children all year
round (meaning
during their 1st
and 2nd grades)
in a variety
of situations.
Furthermore,
the kids were
given small
cameras to use
to document
everyday situations at home,
at school, on
the street or to
shoot micro-situations during
the so-called
“big shoot”.

SOCIETY DEVELOPMENT INSTITUTE, SLOVAKIA
Bratislavská 57, 841 06, Bratislava - Záhorská Bystrica, SK
www.sdisk.eu

General context of research

nerion
Pardtu
ct
o
r
t
in

The main objectives of the
association:
- Promote public policies and development cooperation, culture, education, creativity, libraries, information
and reading literacy of citizens through
the implementation of socio-cultural
and educational activities.
- Activities designed to improve
migration and development policies
- Support migrants and facilitate
the possibility of obtaining basic information and knowledge about language,
history and the fundamental social
values
- Implement of information seminars for migrants
- Employ innovative means of training, public events, performance art
-Create online partnership
databases
-Mainstream cooperation with
Slovak embassies abroad and foreign
diplomats
-Cooperate with educational
institutions
-Support involvement of
Immigrants and Diaspora in development cooperation

The Slovak team of SDI has employed a variety
of methods for analysing information from different sources, stakeholders and target groups. The
desk research focused on 46 films, TV film productions, documentary films, online TV Roma by
the daily “SME” or “WE”, 13 series of the Roma
STV programme, 10 films of the “Integrate” TV
programme about migrants, over 3000 articles
(4 online media archives used), 259 publications, studies and reports supported by state aid
programmes.
By mapping the perception of ethnic groups in
various discourses, we make a better understanding of media sensitiveness towards minorities’
issues in accordance with a range of internal and
external factors (political, social economic). We
study how the stereotypes are changed based on
the above-mentioned contexts.
While analysing the mainstream media outputs,
we use quantitative data on the topics of minorities
(key words for domestic, international, neutral,
negative and positive piece of information). Online
questionnaires target the random people answers
of readers as well as over 100 selected experts are
addressed. The open meetings are based on the
framework of a mixed group of people and aim to
provoke the opinions of guests from a different
walks of life, age, profession and etc.
Is there a culture of tolerance? The culture of
tolerance towards otherness has strong roots in
Slovakia and it derives from the socio-economic
and demographic characteristics of the population. Hence, today, there is a trend of radicalization of the relations between “minority – majority”, and particularly in relations with the Roma
population versus Slovaks.
The relationship “Roma”
and “non-Roma” is in itself
nationally encoding the greatest potential for radicalization of Slovak political
scene. The most important in the context of the
debate appears to be the
ability to cope with Roma
issue. Old-new stereotypes.
Amongst the acknowledged
national minorities by law,
we could list Bulgarians,
Germans, Croats, Serbians,
Roma, Hungarians and
Vietnamese. However most
unfinished process of reconciliation is the SlovakiaHungarian one, however

appearing mostly in the national TV HU-language
news and randomly tackled by visual arts or filmmakers. Mostly posters and billboards fill the gap
of political and nationalism campaigns. New minorities become the foreigners who have been traditionally hosted by Slovak education programmes or recently identify the country as asylum
place or a hub for economic activities and employment. However migrants are merely 70.000 and
only 26.000 are from non-EU countries. A highest
level of integration have the Ukrainians, Russians,
Afghans, Serbians, Bosnians and Afro-Slovaks,
and migrants based on common economic activity - Vietnamese, Chinese, Indonesians and South
Koreans.
Given the widespread use of latent racism in the
society, it can expect a high degree of rejection of
people of different skin colour, especially, affecting
the Afro-Slovaks, usual victims of racial violence.
In connection with the presence of Muslims, it is
also expected a greater primitive Islamophobia.

Analysis of Popular Culture
The selection of popular culture samples is based
on the fact that visual arts feature ethnic minorities and
migrants in a continuous period of the last 15-20 years.
For example, the film has a broader impact, however
the description of the minorities is still stereotyped. The
lack of financial resources in the late 90 years meant a
rupture state of delirium and the national cinema virtually disappeared, however after 2000 we can speak of
a certain revival especially in documentaries, dominated by so-called social issues. A strong source of ideas
became particular Roma settlements.
The documentarians using the method of reporting in front of the camera, and some titles are staged

documentary as well. Filmmakers choose the “tearshed” themes and humorous elements are scarcely
embedded in the screenplay, the camera is depicting
Roma as a minority incompatible to anchor in the majority cultural stereotypes and unable to break its marginalization and segregation.
The most striking achievement is the documentary
by Daniela Rusnoková, Sona and Her Family /2006/,
which overcomes the dichotomy of “us” and “them”.
The author becomes part of the life-story of a woman
living in the Roma settlements. In 2011, the film-director Martin Šulik first featured a film with non-actors
Roma Gypsy who presented a sincere picture
of dreams of two strangers who captivate viewers by their straightforward
humour and sunny dreams. In 2013
Jaroslav Vojtek features an experimental film on how Gypsy Go
Voting and focus on self-perception of Roma acting in
the film as life stars. Other
minorities remain “ in the
shadows “ Roma issues.
The only noticeable creative
act is a feature film Peter
Bebjak Apricot Island / 2011
/ with actors of Hungarian
nationality.
The differences offered
by ethnic minorities are considered sources for many
films because the differences according to me would help
us to distinguish in the society
of consumers. In recent years
the Roma issue has become mandatory as “ exclusive ride” for many
budding and students filmmakers. The
films however do not particularly focus on
the processes of revealing the differences offered
by the minorities. We are living in the period of animated and attraction art products, we live in the world of
attractions and media is feeding this world with media
products.
Some artists multiply the stereotypes towards
minorities in order to produce marketable products
for the festivals and commercial media. By depicting
minorities in attraction modes, the film directors consider “folkloristic” or “exotic” stereotypes a drive to
achieve a success in the international festivals. In many
cases the films are a kind of ethnographic alike reportage. It’s worth mentioning that minority issues and
stereotypes related could give a birth of a new artistic
genre: “humankind art”.
Before the Second World War, Roma population
was free to travel and established settlements, though
it appears to be a vehicle of very romantic and vivid part
of the pastoral life in agriculture Slovak society or “Bon
Vivant” of the budding culture of locals and theatrical
performances. Later on, the socialist regime plays a
significant role in their “cultivation” by taking Roma out
of their natural environment, from the settlements to
the panel block of flats, and from the field and craftswork to the factories. Countering illiteracy is another
push-up factor for the change of Roma self-perception. The new situation of the jobs on demand makes
Roma people poorer than before. Their representatives are involved in forced work, trading with human
beings (prostitution and related) gambling, migration
and continuous jobless living.
However, the journalistic pictures are maintaining
the negative attitudes of the public and politicians and
lack encouraging a greater dialogue on the issues of
diversity. Few professional photographs are still trying
to represent Roma in a romantic style other just recycle

the mainstream clichés and miss the opportunity to get
an original approach making the difference.
The latter is deeply rooted in the visual products
of photojournalism, photo exhibitions and displays or
printed publications. Roma become a centre of the
photographic genres for its alluring or folkloric appearance and expression. Roma are usually a subject
of photographs illustrating social, labour or health
topics drawing attention to negative effects and unable
to integrate. The photography is somehow following
the public sentiments based on a less sympathetic
approach and expression of intolerance
and graduating lack of understanding or inclusion. Often, the
images illustrate Roma
people as unemployed,
illiterate, drunk and
aggressive. However
random photographs present
Roma people
as part of the
common public
life in Slovakia
( S y m o n
Kliman, a 2012
European
Parliament
Prize Winner
for his different
Beautiful People
photo exhibition
featuring Roma).
As part of the
individual contemporary photo exhibitions,
a full-fledged of artistic
genre showcases the numerous ways in which it is possible to profile the Roma experiences. The exhibitions match the spirit of the
modern Roma and not only capture the changing cultural and physical landscape populated by Roma, but
those photo-series develop their own language and
layers of meaning (images of speed, change, progress,
immigration and contemporary rural, urban and suburban landscapes).
It’s worth mentioning that the photography products of self-reflection of young talents living in the
Roma settlements could be characterized mostly as
spontaneously witnessing. However few photographs
from the majority demonstrate how photography’s role
of “momentary reporting” gradually gives way to contrived arrangement and artistic inventions.
Landscape photography, formal and vernacular
portraits, documentary-style works from history and
images from surveying expeditions to Roma settlements are mostly subject of the exhibition displaying
of photographs rather than media outlets.
The examples of four mainstream media (an online
archive of Zoznam, RTVS, HNonline, SME) demonstrate
prevailing “trivialization”, “pushing off” and awkward
situations or well-known prejudices. At the same
time, there is a typical set phrase “to use double standards” in approaching the topic of Roma. The media
offer random information on positive features of the
coexistence of Roma with the majority population,
quoting best examples and attempting to promote the
Roma outlook. Paradoxically, these examples often
result not in altering the common consciousness, but
in more than one case, in confirming traditional prejudices towards Roma (the motive of exotic minority with
folkloristic features and gods gifted talent).
For the last 5 years the current image of Roma in
mainstream media just multiplies the opinions of the

majority. The dominant is the manifestation of latent
racism and intolerance against Roma. The characteristics of intolerance and hidden racism are not considered as such by media supporting the information about
crime, social disparities and incapability of Roma. Most
of these reports are negative and emotionally tuned
against the ethnic minority. The existence of so-called “expert demographic estimates” on the increasing
numbers of the Roma population threating the majority generates negative moods and attitudes towards
the ethnic minority as a whole. Articles and news are
relatively isolated and “atomized” in the meaning that
the texts usually are not connecting to each other and
do not refer to a particular development of the public
sentiment. Xenophobia towards Roma in Slovakia as
presented in media is a kind of a footprint of the movements of anti-racism and weak policies of the social
and cultural authorities.

Perception of citizens
Taking into consideration that the stereotypes are
important for mapping the perceptions of the general
public and individuals, the PC research is enriched by
the citizens’ viewpoints on the emotionally coloured
stylizations and simplifications of the ethnic minorities and migrants in the society.
Online questionnaires: random people answer the
online distributed and collected questionnaires. For
that purpose, cooperation with the largest Slovak press
agency is in place. Almost half of the answers demonstrate that popular culture, and especially, media and
blogging are promoting negative perceptions on minorities through lesser-tolerant stereotype driven pictures, jokes and prejudices. However the citizens consider the contribution of minorities and migrants as
important for the society and its culture and economic development. Data present the general understanding of the public on the roles and perspectives of the
popular culture on discoursing the minority issues.
The open meetings have been run within communities of specialists, general citizens, minorities and
migrants. The aim of meetings is to provoke the public
and record grass-root opinions of people of different
walks of life, age, profession and etc.

Input for next steps
The desk research and open meetings as well as
interviews with experts on minorities and producers
of the popular culture encouraged the follow-up framework of the pilot actions in Slovakia. Taking into
consideration that it is of great importance to maintain regularly the public discussions and dialogue
between the producers and minorities/migrants, we
have focused on following types of pilot actions:
- Introduce a nation-wide prize-winning contest on
minorities in pop-culture that will be run on an annual
base and under the patronage of famous media producers or culture actors,
- Running a regional campaign for promoting minorities as equal through the employment of street art
performances – photographing and filming of the public
actions involving both minorities and foreigners
- Producing video and learning tools for classroom
education and lecturing at the universities of art and
related social subjects.
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Sucar Drom is a non-profit organization set up by Sinti and Roma people
as well as by people belonging to other
ethnic groups. The mission of Sucar
Drom is the formal and substantive
recognition of civil rights to Sinti and
Roma minority.
The association encourages the
relations among people, societies
and cultures in order to achieve a
common culture based on the knowledge, dialogue, comprehension, and
on the acquisition of mutual rights. The
association main goal is to tackle the
actual situation in order to promote
people empowerment and fight social
exclusion.

General context of research
In Italy, the Sinti and Roma communities are composed of many different groups representing different
languages and dialects as well as different cultures.
There are between 100 thousand and 120 thousand
Roma and Sinti, the majority of which is sedentary. They
are not located in any particular region of Italy, but scattered throughout the whole country. With regard to the
popular culture, these minorities are often referred to
as “gypsies”, not only by the general public but also by
officials and public figures in a very negative meaning:
such expression is also frequently used by the mass
media (television, newspapers, cinema). Consequently
the collective imagination sees Roma and Sinti cultures in a mistaken and incorrect way: on the one hand,
they are labeled as “gypsies and nomads”, as thieves
and therefore as dangerous individuals, also thanks
to the representation given by the media and the relevant politicians who look for votes by spreading fear; on
the other hand, they are seen as “free and captivating”
devoted to music, celebrations and fortunetelling; this
view is widely promoted by the artistic and the cultural
productions. For this reason, the BEAMS project focus
its attention mainly on music and movie productions,
both Italian and foreign, which did not necessarily have
a discriminatory intent but that nonetheless contributed to the spreading of a mistaken and limited image
of these cultures in the Italian perception.

Analysis of Popular Culture
Regarding the Roma and Sinti minorities, popular
culture examples have been selected among movies
and songs, as they offered a wider variety of production
types and genres, thus presenting a better overview
off the stereotypes associated with these populations.
In the movie production there are countless productions involving minorities as secondary characters
and describing them through the use of negative stereotypes, however very few feature a Roma or a Sinti
as the main character. The selected examples are all
well-know movies of foreign production, as no Italian
movie has ever become particularly famous in popular
culture. The selected sample ranges from the self-representative approach adopted by the director of Roma
origins Tony Gatlif in “Gadjo dilo” to the external point
of view, although very engaged and romantic, adopted
by Emir Kusturica with “Black cat, white cat”, via widespread and popular movies such as “Chocolat” by
Lasse Hallström and the more controversial “Snatch”
by Guy Ritchie. We have also dealt with some of the
production devoted to children: the animated movie
“The Hunchback of Notre Dame”, one of the most eloquent examples of the Roma representation in children world.
With regards to music, the selected sample aimed
at exploring the collective image on the Roma and Sinti
minorities. The cultural production is quite large as
it is clear listing the the numerous songs written by
Goran Bregovic as soundtracks for Emir Kusturica’s
movies. Other examples were songs, composed by
Italian authors, which described the way these cultures are seen collectively. They sometimes include
stereotypes that might be negative or portray these
minorities under a positive and often romantic light.
Roma and Sinti are seen as free and captivating person
devoted to music, celebrations and nomadic life.
The selected sample is made of the following songs
and movie: “Ederlezei”, “Khorakhanè”, “Zingaro”, “Les
Tziganes”, “Due Zingari”; “The Hunchback of Notre
Dame”, “Gadjo Dilo”, “Black Cat, White Cat”, “Chocolat”,
“Snatch”.
Generally speaking, stereotypes associated by the
majority of the population to the Sinti and Roma linguistic minorities are negative and/or positive, limited
and repetitive. In the last century, both cinema and
popular music have acted as a tool for the globalization
of such images, replacing more ancient carriers such
as theatre and literature. In the last fifty years mass
media have contributed to the amplification of these
stereotypes, making them accessible to a wider range
of people. Over the centuries, several prejudices have
characterized Sinti and Roma communities, especially
in Italy, thus fuelling a negative and positive stereotype
in the public sphere. Using stereotypes to portray a
Sinti and Roma character does not really come across
as a problem to most producers and artists; they do,
however, rely on such stereotypes, which date back to
the 15th century.
Throughout the centuries two stereotypes are still
very frequent: a positive one, describing “gypsies” as

a free, sensual population of musicians and dancers;
and a negative one, depicting “gypsies” as thieves, lazy,
dirty beggars and child abductors. Sometimes, also
Sinti and Roma artists are characterized by a phenomenon that has not yet been studied in depth, which is
that of “cultural inferiority”, whereby an artist chooses
to fuel a negative image in order to be accepted by the
official popular culture.
Stereotypes are used constantly and repeatedly. No
one seems interested in giving a role of protagonist or
co-author to the members of Sinti and Roma minorities,
who are often mere observers. Only rarely is it possible to find a representation of minorities that does not
imply any stereotype; this happens when the authors
of the songs or movie in question are Roma and Sinti.
However, these productions are very often independent
and not known to a wider audience. Even when a Roma
artist, such as Tony Gatlif, become famous, he is only
judged by his quality and as part of a deconstruction
process. In the majority of cases, mainstream productions describe Roma and Sinti characters by using
stereotypes; the Roma and Sinti actors are therefore
required to perform an alteration of their culture, based
on stereotypes. Very rarely do famous producers or
songwriters decide to involve the Roma and Sinti population in their work, as is the case of Fabrizio de Andrè
writing his song Khorakhanè with the Roma intellectual
Giorgio Bezzecchi. Generally speaking, even songwriters with the best intentions describe these minorities
through the use of positive stereotypes referring to
freedom, sensuality and nomadic life. The mass media
and the press keep reiterating and amplifying the negative stereotypes on these minorities.
List of interviews: Alessandro della Casa, President

of “Cinema del Carbone”; Dijana Pavlovic, Serbian
Roman actress; Giorgio Bezzecchi, Croatian Roma
music therapist and intellectual ; Enrico Comaschi,
musician and journalist; Atos Held, Italian Sinto
musician.
Focus on reverse stereotypes: ICS-Sinti Cultural
Institute, on behalf of Sucar Drom, is currently concluding the first Italian research project on inverse stereotypes. The Sinti and Roma minorities, in fact, also have
stereotypes against the mainstream culture, which are
mostly conveyed orally, and not so often through the
use of songs. It is important to underline that some
stereotypes do not only refer to the main culture, but
also to other minorities. Generally speaking, the most
common stereotype among the Sinti, Roma, Manus,
Kalè or Gypsy culture describes the other as “gagio”,
“cimardo”, “payo”, “gadje”, “gaggè”, “gadjo” o “gorgio”.
Sometimes these words can carry a different degree
of deprecation. We do not know when these terms first
appeared in Italy and in Europe more in general, but
they are now very common within such communities.
However, stereotypes created by minorities never led
to collective or institutional forms of racism, due to
their lack of influence as well as political and economic power. Orally conveyed stereotypes can be either
positive, where a stable and secure life is praised, or
negative, describing “gagi” as thieves, dishonest, mean,
and lacking morality. Mainstream culture is often depicted as imperfect and abusing power, as told by the
Creation myth; sometimes, however, there is a fear
of violent repercussions or anger for gagi’s injustices
against minorities, as told in the tale “Come si sta nel
paradiso degli zingari”.

Perception of citizens
Sucar Drom has organized two open meetings
in Mantua, thanks to the collaboration of two youth
groups of the AGESCI – Italian catholic boy and girls
scout association (Mantova 7 and Mantova 4).The open
meetings were used as a test for the future use of the
material during the foreseen school activities of WS3.
Thus, this testing had two different aims: assessing the
use of the material considering willing Italian youth,
supporting the development of a clearer toolbox for
the general population. The open meetings were composed of 39 youth (14-23 years old). The main aim of
the open meeting was to discuss the role played by the
so-called positive stereotypes in supporting, triggering and sustain negative ones. The two groups were
treated in a rather different fashion. While in the first
case (MN7) we have agreed the whole open meeting
with the scout leaders (but they have decided not to
share the information with the youth), in the second
case the group was aware of the topic but unaware of
the format. It is important to note that in both groups
there was not any Sinti youth (nor Roma). At the beginning two people of Sucar Drom introduced themselves and the topic, using a power-point presentation
built up WS1 report and composed of only 14 slides
leaving room for adaptation and discussion. Thus Sucar

are living in flats. There is a third aspect that constantly
surfaced and also related to the first aspect (the media
coverage): the lack (of source) of information. As in
most cases, there is not any authoritative source that
provides information on Roma and Sinti people. Given
the role played by the popular cultural, by the media
and the general opinion, it is not a surprise that racism
and distrust were so diffused in our sample.

Input for next steps

Drom apply an adaptive methodology in order to increase replicability in different contexts. The stereotypes
projected by the selected movies are highly recognizable. Traditional stereotypes are well-recognized by
youth of all background irrespectively of socio-economic status, gender, educational attainment and past
direct experience.
Methodologically they were different steps: questionnaire (before meeting); groups work (each group
was asked to provide a list of all relevant stereotypes
components were aware of); movies exposure (a
selection from: Hunchback of Notre Dame, Chocolat,
Snatch); groups work (groups discussed the presence
of neutral/positive and negative stereotypes in the
three excerpts and listed them all); open discussion;
questionnaire (after one week). The idea that Roma and
Sinti could be different from what is commonly perceived (stereotype) was a kind of shock to our groups of
youth. The self-evident truth built in the stereotypes
could not be more pervasive. The first input provided
was on how media portray the Roma communities
thanks to recently “Greece case”: children were able
to understand how the media are capable of manipulating and distorting information, without later providing an accurate version of the story, although some
of them still found it hard to believe that “gypsies” are
not child abductors. The second aspect that emerges
was about the total absence of interaction between the
Roma and other social groups. In our groups only a few
youth had a direct experience of Italian Sinti (one case
in MN7 and four cases in MN4) – which is the biggest
Roma groups in the local context.
Moreover the experience of these acquaintances
was never fully positive, uncategorized in most cases
and deeply negative and directly reinforced existing
stereotypes in one case. As for the rest of the youth,
the complete ignorance about “real” people was a
strong driver of prejudice. The distance between the
two groups is deeply entrenched in the Italian way of
treating the so-called “nomads”. For example most of
youth (except those with a direct knowledge) thought
that all Sinti in Mantua were living in the municipal
camp, they could not believe that some others bought
private land (were their caravan are placed) or others

To produce change in the living conditions of the
Roma population is necessary to work at two levels,
with the Roma people in the provision of services and
with the whole society in order to change the attitudes.
In Italy, the mass media and the mainstream
culture do not seem in any way interested in deconstructing the positive/negative stereotype that has been
characterizing the Roma and Sinti populations over the
last few centuries. Both the film and the music sector
keep emphasizing positive stereotypes that have all the
same a damaging effect on such minorities, whilst the
media insist on negative stereotypes, which lead to the
implementation of discriminatory and in some cases
explicitly racist policies. In recent years, Italy has paid
a great deal of attention on the fight against discrimination, but has neglected the deconstruction of stereotypes entirely. By definition, discrimination stems
from stereotypes: as a result, if the main source of the
problem is not eradicated, no policy will ever become
effective. In this way the private and public awareness
needed to support cultural expressions aimed at deconstructing stereotypes is still very weak. The lack of real
spaces where the public can access cultural expressions that go beyond stereotypes limits any other action
against discrimination and towards a process of interaction between peoples, communities and cultures.
We must work with youth with special emphasis on cultural expression and mass media, taking into account
the importance and influence they have as transmitters of information and popular culture in the society.
Follow-up activities in WS – 3: Sucar Drom had
arranged a complex project, called Men U var (“We
and others” in Sinti languages). It will be realized
between January and March 2014. It is addressed to
Mantua schools and it intends to erase stereotypes
towards minorities using the methodology previously developed. The first part consists of two frontal
and interactive lessons with an expert and a Sinti. The
second part comprises two laboratories with an expert
where the participants will realize an artistic poster
against discriminations and stereotypes. At the end
of the experience Sucar Drom will organize an exhibition where all the posters will be featured and BEAMS
project will be presented. The main target group is
composed of pupils of junior high schools (11-14) and
their teachers. The goals of Men U var are: to reflect
on the concepts of racism and discrimination and think
about the different forms in which they manifest themselves; to stimulate mechanisms of historical/cultural
identification, analyzing emerging new stereotypes; to
understand and critically analyze the use of words and
their power of influence, paying particularly attention
to the institutional and media language; to provide a
description of the use of the posters, focusing on their
popular meaning; to design and realize a poster for
each student group with a slogan to erase stereotypes
and discrimination towards minorities

Contacts of researchers
Matteo Bassoli: matteo.bassoli@sucardrom.eu

RÉSEAU TANDEM PLUS
PlusCentre Vauban (Entrée Lille – 2° étage)
201 rue Colbert 59000 Lille, France
www.tandemplus.org

General context of research
Cap Solidarités has chosen to work on French
context, and to focus on migrants from Africa. The
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Tandem Plus Network is a group of
public and private organizations from
several European and international
countries.
Its members work and operate
to find innovative solutions to tackle
major societal problems such as social
exclusion and poverty, pooling their
experiences and knowledge.
Tandem Plus is a complex organization and its participation into transnational projects allows to widespread
their outcomes and impact, thanks to
the broad network it has developed.
Thus, the complexity of being
a network demands for a great
effort in coordination and activities
management.
This is why Tandem Plus decided
to cooperate in Beams project involving four Tandem Plus members, in
addition to the Tandem Plus coordinator: Cap Solidarités (France), acli e.V.
(Germany), Coop. Soc. Folias (Rome
– Italy), and Forcoop CORA Venezia
(Venice – Italy).

migration history is a long dated trajectory, and has
always been, including Jews and other European
population. Most of the migrants in France came from
former colonies (North and West Africa, Indochina) to
supply for economic and labor forces. They are now in
their 3rd generation on the French soil, young people
who have never known the country their ancestor came
from. They face racism and intolerance in their access
to employment, housing…
Cap Solidarités works in International Solidarity.
We selected the field of Humanitarian NGOs communication and advertising. As a popular culture, this is
the very first, and some only one, image the general
public sees about solidarity. The campaigns of international NGOs, when they ask people to donate, show
a very specific image of what is international humanitarian action. The message they show has to be understood by public opinion in less than one minute, then
it usually uses a very stereotyped message. We study
the image of what is the humanitarian action, and more
specifically the image of the subjects, the persons, the
characters who are presents in the images.
acli e. V. is a service association within the large
framework of Christian Workers Movement ACLI in
the world. Active in Germany for 60 years. The fight
against xenophobia, ethnic stereotypes and all forms
of structural racism is part of the basic missions of
acli e. V. as migrant organization. Picture and image
of ethnic people and its representation in the media is
a significant issue for acli e. V. with educational and
political aspects.

Analysis of Popular Culture
In the humanitarian NGOs campaigns, the French
partner searched for mainstream production on the
internet (via Youtube and Google searches, with similar
key words “humanitarian advertising”. We selected a
sample of 5 posters and 3 videos, from the 1990’s to
2013’s. (see sample in the “Final Note”).
In the context of humanitarian communication,
rather than to inform about a particular crisis or
mechanisms responsible for these situations, advertising is supposed to trigger the act of giving.The NGOs
are inspired by the techniques of mercantile business
communication. There are three processes used to
“heighten the reflexes of guilt and frustration to trigger
the donation of money” in this field. The first is to take
out of context, deprive all detailed information about
the identity of the people and places that require the
intervention requested. The second is the metonymy
that fixes the gaze on the effects only, not on the cause
of this misfortune. The third method is the confusion

between the individual solutions and collective solution to a collective problem.
The German partner is participating since the 1980s
to public discourses and awareness raising meetings
on the representation of migrants and ethnic within the
mass media. More and more humanitarian aid organizations in Germany are conscious and aware of contradictions invisual communication about and by ethnic
subjects
In the research, we study the repetition of common
symbols in the sample. We find out a high frequency
of an African child as main character, always passive.
The character is never identified, the context is rarely
described to be understood. In some sample, another
character is a white savior, a doctor, active, saving a
black child. Out of these images, we can understand
stereotyped messages about what is humanitarian aid:
infantilization of the subject, they are waiting for us,
have to learn everything from us, their poverty is unavoidable, they can do nothing and are dependant, they
cannot solve problems,etc.
Cap Solidarités carried out 3 interviews: one with
Deputy Director of Communication for Médecins sans
Frontières, and one with the Director of a fundraising
Agency, Adfinitas, and one with a member of local delegation of a national NGO.
The first 2 interviewed explained how they elaborate the campaigns, defining the message and objective
first, and then they choose the image. Except in certain

cases, like emergency campaigns where a good image
can be the basis of the campaign. About the character
on the image, MSF intent to give expatriate doctors the
main role, and show local African population just to give
some context. MSF certifies they always ask for authorization of the subject of the picture. They want to show
the relation between a doctor and its patient, the public
donates when they identify to the doctor. Adfinitas only
uses more personalized mailing. The images have to
generate empathy. They like to show some action, so
that the donor might identify to some kind of “adventure” in the humanitarian aid. The Director of Adfinitas,
who has worked in several other NGOS, certifies they
never ask for the authorization of the subject of the
picture, it is impossible. The images of children work
better because people feel there is still hope, not the
case for an image of an adult. Campaign with no humanity does not work for fundraising. Both insist on the
respect of the dignity of the person, and the humanity,
avoiding showing misery and suffer.
About the relation with our vision on migrants, they
were both very surprised about the idea and never
thought about it. They might be interested to study it
if it is revealed there is a link. MSF thinks it would be
a mistake to modify their way to communicate, only if
there is a “supposed” impact on migrants, it should be
proven with a scientific study. For Adfinitas, people are
aware of the distinction and have a different perception
of Africans in a humanitarian context, and migrants in
their country. They both defend that the person in the
picture will not come to their country, there is no link.
The 3rd interview is of a member of CCFD, who collects posters and is a volunteer in the NGO. We chose
that organization because their last campaign is about
destructing stereotyped images of local population.
He gave us a historical background of the campaigns.
CCFD is a peculiar organization because they always
work in partnership, and local partners have always
participated in the strategy elaborated in the North.
Images of local population is hardly negative or shows
pity.
An analysis of visual communication in Internet

websites of a sample of humanitarian aid organizations in Germany suggests similar stereotyping mechanism as found in the French research. The discourses on media use and media making of ethnic minorities as well as the ethic and self-reflecting processes
on within the humanitarian aid organizations themselves however gives notice of more and more sensible use of visual communication. The objective of fundraising often seems to be more and more linked to a
mission of humanitarian and political education. Two
background interviews with responsible journalists of
Sozialcourage and leaders of media projects with kids
journalists in Brazil give evidence of cultural sensitive approaches with enlightening and emancipatory
intention.

Perception of citizens
Cap Solidarités has planned 2 participative meetings. NGOs members and representatives, from the
regional network, are invited. Some migrants NGOs
(from African countries essentially), some students
NGOs, some students from communication universities are invited. All of the participants invited are involved in international cooperation actions, on a local and
international level. They are targeted public by the fundraising campaigns we study, as well. Forcoop CORA
Venezia has also organized two reflection groups in
Veneto, in strict cooperation with Veneto Lavoro: a
group will be made of local political representatives
from a medium-sized city near Venice, the other one
will be made of unemployed people living in the mountain area of Veneto.
The discussion meeting last 2 hours and a half
each. The groups are between 6 and 12 participants,
to allow a constructive discussion. Cap Solidarités uses
some samples from the initial study, and some posters
collected during the interviews, whereas Forcoop will
use Italian movie samples collected by Veneto Lavoro.
The structure of the meetings is:
1st part to express feelings, to define our perception of the concepts and to understand our reactions to
some campaigns sample (pictures and videos)/movies.
2nd part to think together if it creates a stereotyped
image towards local population, if this can be linked to
migrants here and how that process is.
The pedagogic methodology ensures active participation and expression of all participants. As an final
input, Cap Solidarités shows a critical video production
on humanitarian productions, available from the internet. Instead of inviting to specific reflection groups, acli
e. V. has the occasion of a Federal Congress on Global
Learning on 16-17 January 2014 to confront the own findings with the actual debate in Germany.

Input for next steps
The research and analysis of the sample gives a
basis for the definition of common features that can
generate stereotypes on migrants, from African countries. The interviews confirmed some of the features,
and softened some interpretations. Professionals from
humanitarian aid and communication didn’t recognize
any link between the image of African population and
the stereotypes towards migrants.
We expect the open meetings will allow an open
discussion with the public targeted by the humanitarian campaigns. We will debate on our perception of
the images, and symbols. And search for a link, if it
can be proven, with our perception and our attitude
towards migrants.
In Germany we do find an increasing commitment of both mainstream media and humanitarian
aid organizations in reflected and fair use of visual

In the
context of
humanitarian communication, rather than
to inform about a
particular crisis or
mechanisms responsible for these situations, advertising is
supposed to trigger
the act of giving.
communication tools and text communication. There
is a quite high awareness of stereotyping mechanisms and the contradictions within communication of
and about mainstream and minority issues. More and
more people and realities that so far had been objects
of communication are invited to become subjects and
actors of visual communication. These tendencies take
into account the imbalance of power (the observed and
the observer, the poor seen by the rich eye) as well as
the fair and global learning commitment of the involved actors. In the mainstream public quite often, political opportunity and self-promotion and the logics of
a media market feed populist performances abusing
stereotypes of and against migrants and minorities.
Humanitarian aid communication is not external to that
market driven media performance. It can be noticed
however that visual communication of humanitarian
aid organizations more and more are committed to
give voice to the observed and to act with anti-racist
intention in a perspective of global learning and solidarity within a common planetary context. Most recommendations underline the relevance of migrants, of
ethnic minorities, of people addressed by humanitarian aid to become protagonists of their own communication put forward by popular culture and media.
The imbalance of power could be partly compensated by internal processes of abolishment of structural
racism within opinion makers and public generating
organizations and by a de-facto re-conquest of sovereignty of interpretation put forward by the minority
actors themselves.

Contacts of researchers
Anne Rocheteau – Cap Solidarité:
ead@capsolidarites.asso.fr;
Norbert Kreuzkamp:
kreuzkamp@acli.de;
Serena Boldrin:
serena.boldrin@progettagroup.com

VIENNA INSTITUTE FOR INTERNATIONAL
DIALOGUE AND COOPERATION
Möllwaldplatz 5/3, 1040 Wien, Austria
www.vidc.org

General context of research
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The VIDC is a non-profit, international NGO working in the fields of international dialogue, development cooperation and global education, public
relations and anti-racist campaigning.
These areas correspond to the following 3 departments:
- Dialogue and Politics:
International dialogue through lectures, conferences and workshops, promotion of international development
cooperation in scientific areas and
counseling of projects
- Moving cultures: Cultural
exchange between Austria and
countries from Africa, Asia and
Latin-America
- FairPlay. Different Colours.
One Game: Sports, integration and
anti-discrimination.
The VIDC sees its place in the
working fields of science, culture and
sports as an emancipatory contribution
for showing solidarity against all forms
of discrimination and racism in society.
Within the BEAMS partnership VIDC
is responsible for the organisation and
conduction of the Mid Term Conference
in Vienna 2014.

According to the most recent data (Statistik Austria
2013), the Austrian population amounts to 8,452 million
people. 1,518 million persons of foreign origin were
living in Austria on 1 January 2013. This represents 18%
of Austria’s population as a whole. The census also
defines population “with migrant background” as all
persons whose parents were born abroad, irrespective
of nationality (“first and second immigrant generation”). On average, there were some 1,579 million
people living in Austria in 2012 with a migrant background (equivalent to 18 % of the population). 34,6 %
of the Viennese population is of foreign origin, of which
23 % do not have an Austrian nationality, and 11,6 %
are Austrian nationals born abroad (Statistik Austria
2013:111). The main immigrants come from Germany,
Turkey, and the former Yugoslavia.
The European Commission Against Racism and
Intolerance (ECRI) reported that, in 2010, Muslims,
black people, Jews, Roma and other national minorities—such as the Slovenian minority in Carinthia and
non citizens: migrants and asylum seekers—were
often exposed to racism and discrimination in Austria
(ENAR 2012:8). Africans from the sub-Saharan region
are often stigmatised, especially in connection with
drug-related crimes (cf. ENAR 2006:4). A rise in islamophobia was observed in Austria following the events
of 11 September 2001.
Inside football stadiums in Austria overt forms of
racist behavior, such as verbal abuse of black players
and the display of far-right symbols, are not uncommon. Additionally, in Austria, sports in general are not
easily accessible to foreign nationals and minorities
(access to football teams or sports administration).

Analysis of Popular Culture
VIDC focused its collection of stereotypical images
mainly on sports, especially on football, as one of the
strongest expressions of popular culture in the world.
A second focus was put on the production of stereotypes that included self-stereotyping by ethnic minority/migrants with campaigns to counter stereotypical
and racist images. With regard to the Austrian media
landscape highly dominated by boulevard press, the
collection emphasised mainstream media, video productions and posts/blogs as well as migrant/minority media (online, print and social media) and PC productions by migrant journalists, bloggers and artists.

The selection was made on the basis of images that targeted those migrant/minority groups most affected by
discrimination and racism in Austria: 1) migrants with
African origin or Black people, 2) migrants/minorities
from the Balkan regions (incl. Roma) and 3) migrants
with Turkish immigrant background.
VIDC collected stereotypical pictures, videos, articles and posts representing migrants from African
origin or Black (sports) persons. Many of the images
allude to a specific “wildness” or “nature” of Black
sports persons that are sometimes turned into “positive” racist images about the “physical superiority” of
Black athletes. To counter such (positive) racist images
and stereotypes, VIDC also collected examples of campaigns by the Austrian Black Community. Another focus
was on images and blogs from a minority youth magazine that uses stereotypical images showing majority
to minority, minority to majority stereotypisation and
self-stereotypisation to encourage discussions about
stereotypes and racism towards migrants/minorities within Austrian society. The images and articles
cover stereotypes of the “Balkan”, “Roma”, “Islam”,
as well as from “Turkey”, “Austria”, and new creations of different “youth identities”. A third focus was
on arts created by minority artists. Besides the collection of images VIDC conducted qualitative interviews
with anti-discrimination experts, journalists of minority
media and sports, representatives of migrant football
teams and football professionals.
In Austria sport journalism is still mainstream and
mainly dominated by men. The tradition of the own narrative culture, as well as the views and positions of the

specific newspaper, are much stronger than influences from outside (scientific community or migrant community discourses). Racist, xenophobic or homophobic
statements at stadiums are influenced by such media
attitudes. Trainers who raise awareness among journalists in order to deconstruct certain stereotypes
(like “black sprinters – black gazelles”) have made
the experience that the majority of journalists believe
such stereotypes to be positive. These journalists do
not realise that this is problematic; instead, they have
the feeling that they should not deprive the audience of
those images and that they are even obliged to do so.
Sports reflect common stereotypes that exist in society
and this has an impact on the recruitment of sports
people (“lack of discipline or work moral”). There is
no representation of minority journalists in the mass
media, only some quality journals have started to
introduce specific pages by journalists with a migrant
background. Media created by communities play an
important role in broaching the issues of stereotyping
and racism. Some of them are consciously “playing
with stereotypes” through a three-fold perspective in
order to create a debate among readers. Several minority media criticise stereotypical images and racist or
discriminatory reporting and try to influence Austrian
media landscape by promoting minority journalists into
mainstream press.

Perception of citizens
For Workstream 2 (WS 2) VIDC organised an open
discussion (Open Meeting 1) bringing together players
from a minority football club in Vienna, fans, and
spectators. It took place on the football ground and a
short video of the discussion was produced. The players
of the team were mainly migrants or ethnic minorities
from a variety of origins. The aim was to get their insights on the perception of stereotypes: What kind of
stereotypes people from migrant/minority origin are
confronted with in football but also in society? What
kind of stereotypes exist between different migrant/
minority groups and do they differ from majority stereotypes? As “icebreaker” for the discussion we used the

material gathered during the collection of stereotypical images and confronted the participants with it. The
second meeting (Open Meeting 2) took place at VIDC
and brought together experts in sports and anti-discrimination, fan initiatives, football officials and players,
coaches, scientists, trainers/educators, and activists.
The discussants were from majority as well as from
minority origin between 20-50 years of age. The aim
of the OM 2 was to discuss major challenges within
anti-discrimination work in sports, the persistence of
certain stereotypes and racist incidences in that area,
and to discuss perspectives for the future. At the beginning, the video produced at OM 1 was shown. It was followed by three short inputs by one fan representative,
one educational trainer with Ghanaian background and
one scientist and coordinator of the Ministerial working
group Sports & Integration. The main topics of discussion were the use of offensive terminology, the relationship between “minorities” and “majority”, negative
experiences made by participants as well as positive
examples of awareness raising activities. Then participants were invited to answer three questions: a) Major
changes and significant improvements in raising awareness on anti-discrimination in sports/football over
the last 10 to 20 years; b) What stereotypes/forms of
racism/racist assaults persist?, and, c) What are major
challenges and new inputs for the future?

Input for next steps
From conception to production: Austrian boulevard
media are perceived by persons with a migrant/minority
background as highly racist and discriminatory against
foreign people. People complain that a conscious connection is being made between “migrants and criminality”, for example when writing down explicitly
foreign-sounding names or referring to specific immigrant groups like “the Turks” (including fans) as being
“aggressive” or “violent”. One can observe that articles make a widespread connection between “Muslims
and terrorism” and negative images are exaggerated.
Many stereotypes and clichés are used daily in media
& advertising to provoke and gain attention. Journalists

VIDC
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its collection of stereotypical
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on sports, especially on football, as one of
the strongest
expressions of
popular culture
in the world.
often do not reflect about ascriptions towards certain
groups when writing their articles. Also cases of racism
should be reported more often, but not only by NGOs
or minority media.
From production to perception: In sports the most
widespread stereotypes attached to Black sports people
are linked to a certain physical disposition (“having
football in their blood”, “running faster”). This “positive racism” is even used by e.g. Black football players
for their own end (e.g. publicity). Also within minority
groups this image persists and is seen as “at least
something positive”. Sport has the potential to be “integrative” and can be used as a platform for anti-discriminatory strategies, but one major challenge still consists in structural discrimination and exclusion within
sports institutions and labor markets.
From perception to attitudes: Discrimination in
public transport and racist offenses against Africans by
police (even during a football match) have been reported by participants in the open meetings. There is a
direct connection between criminalisation of Africans
as drug dealers in the boulevard press and police
assaults on African migrants in Austria. Symptomatic
in the public discourse about “foreigners” is the denial
of Austria as an immigrant diverse society, as shown in
the “Alaba case”, when a regional governor used the
English language to welcome Austria´s young football
star. Participants in the open meetings stressed the
negative impact on the labour market, e.g. the difficulties of migrant/minority football players to get a
job. Minority football clubs are a possible stepping
stone to make a career in that field. However stereotypes and racism also exist between minority groups,
e.g. between players or from fans. Homophobia still
remains one of the major challenges in sports. Sports
professionals point to the need to have more intensive
communication with fans and to promote proactive fan
projects.
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