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Preface
EU Erasmus + “Social Entrepreneurship for Young Community Media Makers” 2016-2TR01-KA205-036191 Project is premised on the philosophy that social entrepreneurship
education is a lifelong learning process, whereby the entrepreneur will be faced with
challenges, especially since the project focuses on disadvantaged areas where social
entrepreneurs will have to come up with innovative solutions to society’s most pressing social
problems. They have to be ambitious and persistent in order to tackle major social issues &
offering new ideas for a wide-scale change. Social entrepreneurs act as the change agents for
society, seizing opportunities others miss to improve systems, invent new approaches, and
create solutions to change society for the better. While a business entrepreneur might create
entirely new industries, a social entrepreneur develops innovative solutions to social problems
and then implements them on a large scale.
For the most relevant priority "Promoting entrepreneurship education and social
entrepreneurship among young people"; this project specifically addresses how young people
can develop social entrepreneurship skills in order to develop, run and sustain their own
community media (CM). Community media can be described as being a "third" sector,
alternative, citizens-lead media addressing community issues through participation,
interactivity and community development.
For the priority "Promoting high-quality of youth work"; social entrepreneurship skills in
community media will empower young people to bring their community issues and challenges
into the public domain, become self-organized, develop their communities and participate in
the public sphere (by involving stakeholders, raising awareness, have their say in public
consultations and be key-players in public discourse).
For the priority: "Transparency and recognition of skills and qualifications to facilitate
learning, employability and labour mobility"; community media environment shall be
transferred and co-developed in cooperation with local communities in partners localities.
The project based its priority selection also on the fact that:
•
•
•

Social entrepreneurship shares a series of behavioural characteristics with commercial
entrepreneurship.
Employment & Entrepreneurship are 1 of the 8 fields of action promoted by the EU
Youth Strategy (2010-18) and the latest EU Youth Report (issued 15/09/2015).
Entrepreneurship is a key competence in the European Reference Framework on Key
Competencies for Lifelong Learning (2006).
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•

Social enterprising is a key element of the European social model. It is closely linked
to the EU2020 strategy and makes a significant contribution to society.

Youth participation and engagement is a significant challenge for Europe. Europe needs
media active young citizens empowered by means of media literacy and community media
skills that will enable them to achieve a positive impact in their local communities.
Community media is an area that can have a multiplying long-term impact both in a local and
a European level. For this reason it is important that, the EU/CoE Member States work
together to increase the capacity of young people to participate in civil society and civil
participation.
In order to build the capacity of young people, their media capacity must be increased.
Community media is comprised of a set of tools and networks that young people can use in
order to make their voice heard and through subsequent media actions in the community and
at European citizenship level, become more empowered.
In 2008, the European Parliament defined the importance of Community Media in Europe “as
nonprofit making and independent, not only from national, but also from local power,
engaging primarily in activities of public and Civil society Interest, serving clearly defined
objectives which always include social value and contribute to inter-cultural dialogue”
(Resolution 2008/2011(INI)).
In the same Resolution, the European Parliament advised Member States to give legal
recognition to community media as a distinct group alongside commercial and public media where such recognition is still lacking. It also called on the Commission to "take into account
community media as an alternative, bottom-up solution for increasing media pluralism when
designing indicators for media pluralism.”. In order for Community media to reach this aim,
achieving homogeneity of youth media capacity in Europe, there is a need for co-creation of
training frameworks, programmes and partnerships/networks among a cross-section of
organizations that deal with youth such as; Community media voluntary organizations,
training and intercultural education organizations, Education Research Networks,
Sociopolitical NGO's etc.
It is an identified common problem in Europe, that young people cannot communicate their
message effectively because they do not posses the necessary media literacy and skills to do
so. Through community media, community service organizations (CSO) and self-organized
youth need to actively encourage youth participation, to tap into the potential of the
Knowledge Society and to encourage and empower young people to become more integrated
with the public and civics domains so that they can demand their rights better and pursue
actions to their lives better. Otherwise, young people may face the risk of marginalization.
Without community media empowerment, youth CSOs are effectively failing to sustain
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themselves as “learning organizations” - and therefore less likely to adapt and survive in our
era of speed and economic critical pivot points.
Community media networks and training programmes that are tailored specifically for the
needs and circumstances of young people will help them avail of opportunities to participate
more fully in society, engage the public and contribute to a strong youth movement and to
Civil Society as a whole. Beyond the recent media literacy strategies, young people have had
limited access to media training opportunities, media skills training or hands-on coaching in
media tools. Given this lack of access to (community) media skills training young people are
unable to bring their message to the public. This limits their engagement in participation
processes and lessens the opportunity to gain public support for their aims and viewpoints.
The project's main idea is to develop new educational approach modules as a youth CM
"selforganizing” model, take young members of local communities (municipalities,
neighborhoods, disadvantaged communities etc) and guide them through a process, where
they get to:
a. Gain Community Media technical skills.
b. Acquire the entrepreneurship skills to establish their own media (e.g. a local news
website; a newsletter for the NGO; a collaborative blog etc.
c. Manage their own media with the collaborative involvement of their community,
members, constituencies and target groups - therefore contributing to the project's
lasting sustainability and impact.
"Community Media", as a third sector of media is a concept that, although relatively new has
begun to establish itself as the alternative media with its own frameworks. The project aims to
further develop and entrench “Community Media into Civil Society”. More specifically, the
project aims to design and implement approaches and tools that will make community media
part of youth culture, where skills that help to create grass root community development will
be transferred to young people. The other innovative element is the utilization of a "selforganizing" approach in the project's outputs.
The project aims to be in accord with the recent media literacy strategies implemented in
some European countries, so as to increase access to media training opportunities, media
skills training and hands-on coaching in media tools. The project aims to increase the access
to the now limited (community) media skills training so the young are able to get their
message to a wider audience.

iii
“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

The project consortium (Ege University-TURKEY www.ege.edu.tr; Consultis-PORTUGAL;
Zgura-M-BULGARIA www.zgura-m.eu) have relevant skills and have undertaken other
similar projects in the past. The tangible results of the project are:
1. A complete training curriculum for youth which will include:
• Social Entrepreneurship Subjects
• Media Literacy and Media Environment Subjects
• Communication Techniques Subjects
• Creating Communities Subjects
• Visual Design and Production Subjects
• CM Subjects
• Printed media as CM Subjects
• Audiovisual media as CM Subjects • Digital Media as CM Subjects
2. Online e-learning system: This will not only host the material, but also will be a help
for networking & leading to collaborative learning.
3. Development of a complete pedagogical training methodology: This will give full
guidance for the effective delivery of the curriculum, in accordance to set aims and
objectives. The curriculum will train Youth/CSO workers/volunteers not just on a
theoretical level but also in hands-on acquisition of skills (a constructivist and
participatory approach in training). This will act as a "trainers' guide" for delivering
the curriculum.
4. Social entrepreneurship and community media training needs analysis for partner
countries: This will be based on questionnaire research, as well as study and
evaluation of Social Entrepreneurship Community Media practices in partner
countries.
5. Database of community media and related organizations and good practices: Gathered
from each partner country it includes a good practice database with regards to
Community Media, exemplar CSOs campaigns and active CSO media/communication
placements for young volunteers.
6. The outcome of the trainings will be to create a community medium like the Project
website itself which will address and organize young people around issues and
challenges of their localities.
7. The Youth Community Media Textbook will be a complete reference guide on
community media. It will be an electronic book and will contain the curriculum and
information on references and sources, a directory of relevant organizations, the
curriculum, project information, the methodology etc.
8. The website will not only give information and host all the results, but along with a
gamut of social networking tools, will lead to the creation of stakeholders networking.
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It will also provide a collection of documents on media literacy, training and campaign
strategies for youth and community media actors.
9. An external quality evaluation and analysis report of project deliverables and
activities.
10. A series of E-bulletins to document and publicize the project activities, to give access
to material produced, to be disseminated widely and to relevant media and
stakeholders.
The involvement of relevant stakeholders (e.g. from press associations and NGOs) in the
activities of the content creation (e.g. interviews for the CM products), as well as from the
dissemination events, will further spread the idea of CM and initiate a relation of communities
and CM-makers, which offers more chances of community participation in media-creation,
more than the traditional media forms (public, or for-profit media).
The development of young entrepreneurs, with community media skills is expected to have a
significant impact on community development by helping to engage young people with their
communities and the issues affecting them.
The Project will establish its outcomes via four outputs;
•
•
•
•

O1-Community Media Training Framework Report
O2-Community Media And Social Entrepreneurship Training Curriculum
O3- E-Learning Modules With Practical Exercises
O4- Assessment And Impact Scales Strategy

Via this Project; EU Erasmus Plus Social Entrepreneurship for Young Community Media
Makers (www.communitymediamakers.eu) and e-book, it is expected to contribute to the
development of communities to serve social causes and the youth to improve their community
media and social entrepreneurship skills.

Prof. Dr. Aylin GÖZTAŞ
On behalf of Ege University SEYMM Project Coordinator
Ege University Faculty of Communication, Department of Public Relations and Publicity
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Introduction
Social entrepreneurship has emerged as a contemporary issue in the social field, since many
governmental and charitable efforts have failed to meet social needs and to solve social
problems including poverty, unemployment, and education. Therefore, social entrepreneurs
are playing a significant role in community development, touching relevant stakeholders and
involving them in the social story behind a cause. Usually, by creating networks and
involving more people in the community development, they raise awareness about the
community's issues and problems, and encourage more funding.
As noticed by Malunga, Iwu, & Mugobo (2014: 21) “social entrepreneurs play a crucial role
in communities by creating new opportunities for local communities in terms of employment,
income growth, enhanced provision of services, increase in local income retention and
engaging the community in developmental programs”.
This means that in front of the crises that cyclically occur in European countries, it seems
necessary to promote a different approach: on the one hand, based on a shared agenda of
causes, do more, that is, look for new and better solutions to unmet social needs with more
people, more non-financial resources, greater capacity to create partnerships and networks and,
consequently, greater involvement of the community in the implementation of the projects. As
a part of the project "Social Entrepreneurship for Young Community Media Makers", this
manual intends to present this model of approach. In this sense, the manual is organised in
two chapters. The first chapter - Social Entrepreneurship and Social Innovation - presents and
relates the concepts of social entrepreneurship and social innovation, and addresses the key
characteristics of a social entrepreneur standing out the importance of young social
entrepreneurs in generating impact initiatives. The second chapter - The Process of Social
Entrepreneurship - explains the stages of this iterative process, from what moves and
motivates the social entrepreneur to the architecture and the implementation of a sustainable
solution.

3

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

1. Chapter – Social Entrepreneurship and Social Innovation
1.1. Concept and definitions
The concept of social entrepreneurship has been gaining notoriety in the global academic,
political and media agenda, mainly because it is a promise of lasting social impact and change,
which is more informed and adapted to the social challenges of the 21st century (Parente et al.,
2011). In fact, social entrepreneurship has attracted the interest of the different sectors of
society and of the most varied political quarters worldwide, both European and national, as a
solution to the problems of employment, poverty and social exclusion.
Generally, the concept was born in the 1990s, first in the USA and later in Europe, to describe
the responses that citizens in particular and civil society in general have to face in response to
the non-response, retreat or incapacity of the State and also of the market in relation to the
specific social needs of vulnerable people. This phenomenon is thus associated to the
emergence of initiatives and organizations responding to new or persistent social needs, as
well as new logics of intervention, located in a hybrid field between the State, the Market and
the collective organization of civil society or communities (Parente, 2014).
Notwithstanding the deep historical roots of this type of initiatives, integrated in the so-called
non-profit sector in the English-speaking world and in the social economy in the European
reality, the novelty in terms of expressions and concepts is significant. If the term is new and
its dissemination recent, it is only a composition between two much older words, that is, the
concept of classic entrepreneurship - oriented to the market - which juxtaposes the always
ambiguous concept of social, which refers to secular practices. What, then, distinguishes
classic entrepreneurship from social entrepreneurship? And what distinguishes the secular
origins of social entrepreneurship from its present configuration?
Social entrepreneurship has its origins in the idea of charitable assistance from institutions
such as the Portuguese mercies of the fifteenth century. Organizations that can now embrace
the logics of social entrepreneurship have therefore a centenarian origin. Nowadays, in the
current organizations of the third sector oriented to profiles of social entrepreneurship, the
intervention assumes a strand of citizen emancipation and the empowerment of the recipients,
capable of creating a lasting and systemic transformation in attitudes, behaviours and ways of
life. These impacts of structuring change, both in the personal and labour domain, and in the
economic and territorial sphere, are social entrepreneurship purposes (Parente, 2014). These
goals are possibly nobler for society in general when compared to the purposes of classical
entrepreneurship. In fact, both types of entrepreneurship can be conceptualized on the basis of
the same pillars, but differ in their motivations and their meanings. Like this:
4
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Regarding the pillar of opportunity, if classic entrepreneurship aims to create a
business capable of conquering a growing market, social entrepreneurship seeks to
respond to a need, usually basic and lasting, through a product/service lacking
competitive exchange value in the market and not made available by the State.
In the pillar of the mission, the creation of social value for the public or common good
through innovative activities in social entrepreneurship is opposed to creating profit
for the private shareholders of classic entrepreneurship.
In the pillar of risks, the management and mobilization of resources - scarce (although
with different meanings) for both types of entrepreneurship - are different due to the
results themselves, in which the distributive restriction of the economic surpluses
generated by third sector organizations, hinders the access to funding by the
organizations and the ability to pay people, while in classical entrepreneurship the
return of capital attracts investment and human resources.
Finally, in the pillar of the assessment of organizational performance or of the
activities and projects developed, the results are easily measurable in classic
entrepreneurship, namely by financial return, and difficult to measure in social
entrepreneurship given the complexity in assessing results and social impacts.
It is in fact heuristic the parallel assumed between the two processes, which seeks to
incorporate non-profit organizations, business ideas and business management tools as a
vehicle for organizational innovation, in order to overcome the old and new social challenges.
Such a proposal does not renounce any intervention by the State in the positive discrimination
of organizations, either through its own policies and programs or through the creation of
special legal statutes or tax exemptions. Emphasis is placed on the ability of social
entrepreneurs to combine principles and resources of the market, through the production of
goods and services, or the State, through the use of subsidies and government incentives, and
the community in the form of social capital through practice of reciprocity, mutual aid, trust
and collaborative work. This way of acting also refers to a process of social innovation that
seeks new tools and intervention methodologies to achieve social results and impacts. The
intervention model is not confined to the welfare aspect, but rather to actions capable of
promoting the sustainability of the solutions, both for the people involved and for the
territories, taking into account the paradigm of sustainable development.
From the foregoing, we can conclude, in summary, that Social Entrepreneurship is the process
of identifying and implementing innovative solutions to important and neglected problems of
society. When the solutions found are more effective and efficient than those that are
institutionalised we obtain a social innovation (Santos, 2012). This means that Social
5
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Innovation is thus a process of transforming the patterns of response to social needs, implying
a rupture with established norms and values, as well as with the distribution structure of
power and resources (Parente, 2014). In this sense, social innovation initiatives are aimed at
the intentional promotion of social results and impacts, in response to human needs not met
by State and / or Market action; and have a primary focus on social inclusion, through
empowering individuals and revitalizing communities, potentially boosting their capacity for
action (Diogo & Guerra, 2013).
The Social Innovation process, which is transversal to any sector of activity, is, therefore, an
intervention tool aimed at achieving results with social impact and promoting a systemic
transformation, namely by the resonance and replication of the methods and results (Alvord,
Brown & Letts, 2003; Martin & Obsberg, 2007). With the ultimate goal of creating social
value, this process confers ample freedom on the type of resources and methods used and on
the management formats adopted to ensure economic sustainability as a way of realizing the
potential social impact (Anderson & Dees, 2006, Peredo & MacLean, 2006, Dees, 2001,
Defourny & Nyssens, 2010a).
In fact, the strongest sense of the current problematic of social entrepreneurship is the one that
associates the figure of the social entrepreneur with the promoter of social innovation. In this
perspective, social entrepreneurs are distinguished by having the capacity to offer new and
better-quality services, anchored in a social mission, as a result of an innovative combination
of new formats and organizational dynamics or of the focus on new markets (Dart, 2004;
Dees & Anderson, 2006; Defourny & Nyssens, 2010). In this context, the social entrepreneurs
are classified as social innovators and agents of change (Bornstein, 2007), who, through the
use of new and sustainable processes, generate profound changes in the systems where they
intervene (Nicholls & Cho, 2006). According to these definitions, we note that social
entrepreneurship is characterized, among other dimensions, by a process of social innovation.
Therefore, social innovation:
(...) escapes the established order, implying a clear, creative and meaningful change in the
way a society deals with a particular complex social problem, previously without strong
responses, such as poverty, violence or environmental deterioration (Nilsson , 2003).
[It presupposes] a new way of thinking or doing something, a qualitative social change, an
alternative - or even a rupture with traditional processes (André & Abreu, 2006).
It is an initiative perpetrated by social actors in order to reach certain objectives, responding
to a social need, creating a solution or taking advantage of an opportunity to transform
relations, frameworks or cultural orientations (Lévesque & Lajeunesse-Crevier, 2005).
6
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There is a very narrow borderline that divides the concepts of social entrepreneurship,
volunteerism, charity, and sometimes these concepts cross and coexist.
However, there is something common to all concepts: the awareness of the need to solve or
minimize a social problem by creating social value.

Food for thought:
•
•
•

Social Entrepreneurship is the process of identifying and implementing innovative
solutions to important and neglected societal problems.
When the solutions found are more effective and efficient than those that are
institutionalized, social innovation is obtained.
Social Innovation is a process of transforming the patterns of response to social needs.
Social Entrepreneurship is a process of social innovation.
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1.2. The importance of social entrepreneurship and social innovation in society
Entrepreneurship and innovation cannot be separated from the history of humanity. The
ability to undertake and innovate is one of the fundamental traits of human nature, based on
its creative impulse, the need for problem-solving and overcoming obstacles that characterizes
human being. The recognition of entrepreneurship importance and innovation in
contemporary societies is now consensual. Entrepreneurship and innovation are two of the
most relevant factors for the boost and development of modern economies and societies.
Increasingly, ordinary people seek to create innovative solutions that respond effectively and
efficiently to the great challenges of society, solutions that have the potential to transform the
world we live in. This is, as we have seen, the process known as Social Entrepreneurship. It is
certainly in this context that social entrepreneurship finds its roots and its basis for affirmation,
playing an increasingly important role in promoting social cohesion, local development and
the fight against inequalities. Social entrepreneurship represents, actually, a different way of
seizing opportunities and developing projects, placing at the centre of economic activity the
supremacy of ethics, social justice, the individual and their real needs.
For these reasons, at the European political level, in the Europe 2020 Strategy, social
entrepreneurship, social enterprises, and social innovation assume an unprecedented centrality.
Social entrepreneurship is a process of social innovation. And social innovation as a model of
social intervention refers to new solutions (products, services, models, markets, processes,
etc.) that simultaneously meet a social need (more effectively than on-going solutions),
unleash capabilities and new relationships or improve existing relationships, and improve the
use of assets and resources. In other words, social innovations are positive for society,
increasing the ability of individuals to act. Social innovation as a product or result creates
social value, beyond the economic value it may have. Social value is then the result of the
intervention model based on the principles of social innovation, that is, the modalities of
working with people and working in network and partnerships, central topics in social
entrepreneurship.
In short, social entrepreneurship aims to transform and generate change in society, supplying
unmet needs, and can be seen as a solution to the new business model based on sustainability.
In this context, the impact initiatives are the ones that are developed by social entrepreneurs
and have as a primary objective the creation of value for society.
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Food for thought:
•

•
•
•

Social entrepreneurship represents a different way of seizing opportunities and
developing projects, placing at the centre of economic activity the supremacy of
ethics, social justice, the person and their real needs.
Social entrepreneurship is a process of social innovation.
Social innovation creates social value, beyond the economic value it may have.
Social entrepreneurship can be seen as a solution to the new business model based on
sustainability.
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1.3. Key characteristics of a social entrepreneur
Social entrepreneurs are ordinary people motivated by the will to create innovative solutions
that respond effectively and efficiently to the major challenges of society. They are persistent
people in the search and fulfillment of their visions. The words that often characterize these
people are: resilience, creativity, discipline, passion, energy, and optimism.
The concept of social entrepreneur goes beyond the definition of the entrepreneur in the
broadest sense. Social entrepreneurs themselves have specific characteristics, somewhat
different from those of traditional entrepreneurs. It is due to William Bygrave (1997), the
identification of the 10 main characteristics of the entrepreneurs, which were later adapted to
the recent concepts of the social entrepreneur by Gregory Dees (2001).
These characteristics are described by the 10 Ds of the social entrepreneur:
1. Dreamers - Social entrepreneurs can envisage what the future can bring, not only to
their own (as it happens with commercial entrepreneurs) but to the organizations and
the society in which they are involved.
2. Decisiveness - Social entrepreneurs are by nature individuals who quickly make
decisions.
3. Doers - Any action plan aimed at achieving the objective the entrepreneur proposes is
quickly decided and implemented, even if it requires adjustments in order to adapt to
the specific needs of the community or society where it operates.
4. Determination - Social entrepreneurs are very responsible and very persistent, not
giving up on obstacles that seem at first sight to be unavoidable.
5. Dedication - The social entrepreneur works ceaselessly when proposing to move
forward with a new project or business, even if this dedication puts into question some
personal relationships, namely family relationships.
6. Devotion - The projects or business in which the social entrepreneur is involved are
executed by him with real pleasure, facilitating their "sale", whether effective or
figurative.
7. Details - Control of details is a factor that the social entrepreneur cautions in order to
maximize the success of his/her project or business. In the case of the commercial
entrepreneur, the emphasis is placed on the control of the details for risk minimization
(as the social entrepreneur), but also for maximizing profit.
8. Destiny - Entrepreneurs prefer to be "owners" of their destiny rather than to be
dependent on others.
9. Dollars - Enrichment is not at the top of a social entrepreneur's motivation list.
Although it is an indicator of the success of the project or business, minimizing or
solving the social problem concerned is the priority reward.
10
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10. Distribute - Social entrepreneurs share control of the project or business with other
employees or partners, which are key to their success.
Three great factors impel the social entrepreneur to act: problem, passion, and knowledge. It
is according to these three dimensions that the intervention space of the social entrepreneur is
based on three simple questions, as shown in the following figure:
Problem: What problems of society are worth solving?
Passion: What do I fall in love with?
Knowledge / Experience: What do I know/do?
Figure 1: Area of intervention of the social entrepreneur

•

Problem: What worries me?

A social entrepreneur is someone who is committed to solving a problem in society, often
because he/she has faced this problem personally, or because he/she has worked directly in
the area for a long time.
However, a suitable problem for the social entrepreneur must be INE - Important, Neglected
and with Externalities. Otherwise, the maximization of value creation for society is
compromised and there may be wastage of the time and potential of the social entrepreneur.
•

Passion: What moves me?

Passion is probably one of the most observed characteristics in the entrepreneurship process
and is associated with the motivational effect that stimulates the entrepreneur to overcome
obstacles and to remain involved. The social entrepreneur focuses on solving society's
problems with which he/she engages. Passion can be defined as an intense and positive
feeling that is experienced by someone through something that has deep meaning for itself.
Potential social entrepreneurs must discover what they are passionate about and put this
passion into the process of looking for opportunities to improve the world. Sometimes the
starting point is not the problem but the passion for certain activities that point us the way to
an innovative solution. The potential of value creation lies in putting this passion in the
service of solving a problem of society that is INE – important, neglected and with
externalities, creating social impact.
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•

Knowledge: What do I know/do?

The accumulated knowledge in certain areas often leads to social innovations. Indeed,
concern for a cause allied with passion often means that the social entrepreneur becomes an
expert on a particular subject. The entrepreneur understands the problem intimately, while
society looks at the problem "from the outside."
It is at the crossroads of problem, passion, and knowledge that impact initiatives emerge. In
this process, teamwork is very relevant and should reinforce and complement the space of
social entrepreneur intervention. The social entrepreneur must be humble and recognize that it
is difficult to act alone. The following questions should be asked:
•

What I like to do?
o What am I really good at?
o What I cannot do so well?

•

What kind of people do I need around me?

The importance of a strong and talented management team is essential to the success of an
impact initiative. In these teams, people work for a shared purpose and common goals and, in
doing so, they share their various competencies in complementary roles and in a collaborative
way. Good teamwork creates synergies. The ability to create change matures in an individual
over time and as small efforts lead to greater efforts. Social entrepreneurship is precisely this
process of maturation that allows the development of innovative and sustainable solutions to
neglected problems of society, constituting itself as a privileged tool for economic and social
development.

Food for thought:
•
•
•

Social entrepreneurs are ordinary people motivated by the will to create innovative
solutions that respond effectively and efficiently to the great challenges of society.
The social entrepreneur has particular characteristics that distinguish him from the
traditional entrepreneur.
Three major factors impel the social entrepreneur to act: problem, passion, and
knowledge.
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1.4. The importance of young social entrepreneurs
To address youth unemployment, young people need to have access to training that is relevant
to the needs of the labor market, establish links with businesses and find effective routes into
employment.
Social entrepreneurship is one way to do this, allowing young people direct access to the jobs
market in an environment that puts their development at its heart – although with a
commercial focus. Social entrepreneurs provide an important complement to government
action plans. They stimulate cooperation between the public sector, civil society, private
business and the education sector - cooperation that can help create new employment
opportunities through education, training schemes or practical work experience.
Social entrepreneurship is one of the ways in which young people can contribute to their
communities. However, it differs from other routes as it enables young people to plan and run
their own social venture to address an issue they are passionate about.
In the process of running a social project, young people learn skills which they are less likely
to learn in formal education, such as persistence, team building, and management,
communication, networking and project planning.
The young people engagement in the social entrepreneurship is good news at a time when the
economic climate is impacting young people and our communities in ways which threaten to
have long-lasting negative effects. Times are currently hard for young people:
The number of NEETs (young people Not in Education, Employment or Training) has
grown considerably since the economic downturn started;
Competition for jobs has increased and employers claim that the skills and aptitudes of
school and university leavers fall short of those needed in the workplace;
Government spending cuts, particularly at the community level, will leave gaps in
local services.
We believe that young social entrepreneurship can bring new solutions and direction to these
social realities. Young social entrepreneurs fruitfully bring their passions and creativity to
design and run social projects which address the community problems which affect their own
lives, and in the process they gain transferable skills which prepare them for both employment
and a future as active and responsible citizens. (McDowall & Micinski, 2010).
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Despite these benefits, formal educational institutions seldom promote and support young
social entrepreneurs. It is informal or non-formal education and civil society organisations
which offer ‘learning by doing’ opportunities which both motivate and nurture young social
entrepreneurs. In fact, social entrepreneurship is learned by doing more than in a classroom
environment, so reinforcing extra-curricular and volunteer opportunities should be seen as a
way to enhance the social entrepreneurship of young people.

Food for thought:
•
•

Young social entrepreneurship: a vehicle for social change and skills development.
Social entrepreneurship: helping young people into work and acquire skills for
employment, enabling them for active citizenship.
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2. Chapter – The Principles Process of Social Entrepreneurship
In the description and explanation of the process of social entrepreneurship we decided to
follow closely the lessons of a Portuguese reference work in this field: "Manual para
Transformar o Mundo" (Santos et al., 2015). We have adopted its lessons and adapted its
tools when necessary. This is a real guide for social entrepreneurs and therefore has served as
the main source of inspiration.
2.1. Identification of the opportunity / social cause
Social entrepreneurs create innovative solutions to address important and neglected societal
problems, mobilizing the ideas, capacities, resources, and social arrangements required for
sustainable social transformations (Bornstein, 2007).
Social entrepreneurs are architects of solutions for societal problems with which he/she is
committed, who do not remain overly attached to their own ideas but has the humility to see
them evolve into something bigger that empowers others to act for change.
While traditional entrepreneurs seek opportunities to create and capture value, being driven
by financial results, social entrepreneurs focus their attention on the societal problem to be
solved, even if their proposed solution does not appear to allow for making significant profits.
Social entrepreneurs seek to maximize the creation of value for society, satisfying the capture
of value at a level that guarantees the sustainability of the solution until the problem is solved.
Given the centrality of the societal problem to social entrepreneurs, a careful analysis of the
problem becomes essential for the development of an effective solution. For this reason, we
present the “Problem Tree” tool that provides a framework for analyzing the causes and
effects of a chosen problem identified by the social entrepreneur.
In fact, the problem tree is a tool, which structures the analysis of problems, supporting their
understanding through the identification of their causes and effects. With this tool, the core
problem is organized as a tree that has roots and branches - causes and effects, respectively which can be schematically organized as shown in the following diagram:
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Figure 2: Problem Tree

Social entrepreneurs always seek to tackle the root causes of problems rather than their
symptoms or effects. Therefore, this tool helps represent reality and to focus the process of
analysis: the problem is understood as a whole but is also broken down into its different
components, giving strength and sense to the intervention. The problem tree facilitates not
only the discussion and clarification of the causes and effects of problems but also the
understanding of why a specific problem persists and has not yet been solved by society. This
tool also allows social entrepreneurs to:
•
•
•

Identify what additional information or evidence is needed in order to proceed with
the development of an effective solution;
Understand the challenges they may face in the development of the solution (for
example, at the level of the resources required or relevant partnerships);
Understand what the domains of intervention with a higher comparative advantage are
and where it is easier to leverage resources.
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•

How to develop the Problem Tree

The process of developing the Problem Tree is organized in 4 steps (Santos et al., 2015):
•
•
•
•

Choice of the core problem
Listing all problems causing the core problem
Listing all effects caused by the core problem
Organisation of causes and numerical tree data
Step 1 - Choose the core problem

The purpose of this first step is to discuss and agree on the main problem to be analyzed and
tackled by the social entrepreneur. Defining a problem is not the simple task that one might
assume it to be – what at first seems to be a core problem is often merely a symptom or effect
of a deeper problem. Therefore, it is important to collect and discuss different points of view
throughout the definition process, avoiding defining the problem based on generalizations and
vague concepts. The mapping of the causes of the problem will be more difficult if the
problem is more broadly defined or vague, as more likely it is that the roots will be
widespread, which hinders the development of an effective solution. It is important not to get
stuck on trying to find the right wording for the core problem as there will be an opportunity
to ‘reframe’ the problem during the iterative process of designing the impact venture.
Step 2 - List all the problems that cause the core problem
In this step, the identification of the causes of the problem is developed sequentially. First, the
direct causes of the problem are identified, followed by the underlying causes of those direct
causes, and so on, until the roots of the core problem become clear.
The key mechanism to build the Problem Tree is to ask "why?”
It is important to formulate problems and their causes without naming specific solutions,
because doing otherwise may block the team’s ability to think of alternative solutions.
Moreover, do not make formulations of your own interpretations. There will also be a need to
reorganize the causes of the problem whenever necessary and in light of the fact that the
causes are direct.
Step 3 - List all the effects caused by the core problem
The next step is to consider the effects or symptoms of the problem. First, the direct effects of
the core problem are identified. Then, the secondary effects are pointed out, and so on, until
the end effects that are associated with the core problem are reached.
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Still, be careful not to mix the causes of a problem with its effects, as a cause is the reason
why something happens, while an effect is usually what we see as the result of a problem. In
addition, be aware that some causes can simultaneously be effects. This happens when we are
in the presence of vicious cycles.
Step 4 - Organize causes and effects in a tree format
Finally, the identified causes and effects of the core problem are organized schematically in
one single tree. The core problem is the “tree trunk” and should be placed at the center of the
tree, the identified causes become the roots of the tree, and the effects will become the
branches of the tree.
The purpose of this exercise is to foster a discussion about the core problem as factors are
arranged and re-arranged, often forming sub-dividing roots and branches. It is important to
work on the problem tree not only with your team members but together with other
stakeholders who will usually bring up new ideas from their specific contexts.
Finally, you should accompany the Problem Tree analysis with thorough research and
understanding of the societal problem you are approaching. An in-depth understanding of the
economic cost of a societal problem, the identification of the different segments of the
population most affected, as well as those that are more costly to society, will add value to the
analysis. This exercise should draw upon field knowledge and be corroborated with
quantitative and qualitative data. For the quantitative data, you can use available statistics
about the problem you are approaching or conduct questionnaires to collect standardized data.
This gives strength to your analysis and answers questions such as how much, how many,
how often, and to what extent. The qualitative data looks at “why” and attempts to further and
deepen the understanding of the societal problem. This type of data is frequently concerned
with opinions, feelings, and experiences, and can be collected through direct observation in
the field and by interaction with individuals on a one to one basis or in a group setting. There
are tools such as the ”empathy map” (Osterwalder & Pigneur, 2010) that can be useful to
distill and organize qualitative data.
2.2. Value proposition
After the core problem is broken down into its causes and effects, the focus should be
addressed to solving the problem by developing an effective solution with a strong value
proposition.
The value proposition describes how the offer that is proposed to the target audience differs
from the dominant solution(s) available (assuming that such solutions exist) and explains why
the target audience may prefer it to these other options (Lindic & Silva, 2011).
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A value proposition is about the client thus defines what the impact venture intends to provide
to the customer’s life (Lanning, 2000).
The process to develop the value proposition is organised in 3 steps (Santos et al., 2015):
1. Compare with the dominant solution
2. Value differentiation
3. Define the main elements of the value proposition
Step 1: Compare with the dominant solution
The Problem Tree usually offers alternative intervention paths. In order to define where to
focus, it is important to find the key causes where a future intervention may be more effective
in tackling the societal problem.
To guide this choice, it is important to search for other solutions that are well established and
try to understand why the problem persists.
This is the equivalent of market research or analysis of the “competition” – although it makes
more sense to see other solution providers not as competitors at all, but instead as potential
allies in the search for better solutions. In fact, the true competition for social entrepreneurs is
the absence of effective solutions or their weak implementation.
To do this solution benchmarking, basic internet search methods may be a good way to start
the research, but they are far from sufficient. Other types of sources should be used, such as:
•
•

•
•

Calling up experts for more information and references. conversation, be sure to ask
them for recommendations as solutions and references of other people to contact;
Setting up site visits to other organisations that are doing similar work in the local
community, asking them about the solutions that have been tried and the obstacles that
they have encountered;
Reading material related to the societal problem. There are probably numerous books,
newspapers, magazines, and journal articles about your subject;
Getting experience in the field and immersed in the reality of the problem being
addressed.

Note that the point of this exercise is not to criticize other solutions but to add value by
thinking about alternative solutions to a problem, which are more effective and efficient.
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Step 2: Value Differentiation
Now that social entrepreneurs have a deeper understanding of a particular set of causes and
the existing solutions for tackling them, they need a process to help choose the best cause(s)
to address and to build a differentiated solution. To do so, it is important to reflect on the
following questions:
Key Cause(s) - What is the cause (or set of causes) for which a possible solution is more
likely to succeed and to create value for society?
Experiences and Skills - What experiences and skills do the team have and how do these
influence the set of causes being preferred?
Interest and Passions - What are your interests and passions, and how do they motivate your
choice of one set of causes and instruments?
Target Audience - Which target audience should be the priority? Who will benefit?
Step 3: Define the core elements of the value proposition
A value proposition should ultimately aim to provide distinct benefits that help solve target
customers’ problems by being distinctive, measurable, and sustainable (Anderson, Narus, &
Van Rossum, 2006). In fact, the value proposition should ensure benefits superior to the
existent solutions, be based on tangible points of difference and be valid for a long period of
time. Therefore, a value proposition is not about features or offerings but about the customers’
perception in terms of their needs and wants (Barnes, Blake, & Pinder, 2009).
Hence, customers assess a certain venture’s value proposition based on the following formula:
perceived value = perceived benefits minus perceived costs. The lower the perceived costs
and the greater the benefits, the higher the perceived value. As innovation per se does not
have a direct link with enhanced benefits, it is important to decide carefully in which
dimensions to innovate in order to offer customers an enhanced value proposition (Lindic &
Silva, 2011).
Below is a non-exhaustive list of elements that may contribute to value creation. Note that
these elements are not mutually exclusive. You can have solutions that deliver a strong value
proposition combining more than one element.
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Figure 3: Elements of value proposition

Food for thought (Santos et al., 2015):
Value propositions are not:
•
•
•
•

A vague and theoretical list of concepts;
Statements about what the initiative will do;
Mere repetition of what the client wants and its requirements;
Impossible promises.
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Value propositions are:
•
•
•
•

Measurable with a proposal for specific results;
Clear - can be said or read and understood in less than 30 seconds;
Describe experiences that will be valued by the beneficiary;
Differentiate what can and cannot be delivered and to whom.
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2.3. Solution architecture
What matters for social entrepreneurs is the development of a sustainable solution to the
societal problem. So, after analyzing the problem they are trying to solve, selecting the target
segment, and identifying the core elements of the value proposition, the next step of the
venture design process is to develop a sustainable solution, which often requires interaction
among different organizations that share resources in order to create value for society.
Sustainable solutions are approaches that either continuously address the root causes of a
problem or institutionalize a system that permanently addresses the problem. Ideally with
minimal intervention from the original innovators, as in fact true social entrepreneurs who
deeply care about value creation should try to make themselves dispensable to the solution
they are building.
In order that social entrepreneurs ensure a system of activities works successfully, it is though
necessary to define the key activities needed to deliver the solution as well as its
interconnections. In fact, to reach a consistent solution it’s absolutely necessary to connect the
impact venture’s value proposition to the activities that will allow the social entrepreneurs to
deliver this value proposition better than the existent solutions.
Social entrepreneurs should, therefore, use an activity system, which is a tool that charts the
significant activities and their relationships with each other and with the core elements of the
value proposition. This exercise can be done in 3 steps (Santos et al., 2015):
•

Step 1 - Revisiting the core elements of the value proposition

These elements are the key design choices that simultaneously contribute to value creation
and differentiate the solution from alternative solutions. Once identified, it is important to
assess how well each of these core value elements fit together. For this purpose, it’s important
to ask this: Is each element consistent with the identified problem and the overall value that
you are trying to create?
•

Step 2 - Identifying the key activities

After mapping out the core elements of the value proposition, social entrepreneurs can start
thinking about the necessary activities needed to deliver the value proposition. It’s important
to identify the activities that create value for the target audience. The relevance of a key
activity will increase depending on its contribution to each of the core elements of the value
proposition.
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•

Step 3 - Mapping the activity system

The way to represent the activity system depends on the different elements of the value
proposition and the links that exist between them and with the key activities. To begin the
mapping process of the activity system, you can start by representing the core elements of the
value proposition revisited in Step 1 of this section in a more salient way (e.g., with darker
coloured circles). Then, you can represent the key activities identified in Step 2 in a less
salient way (e.g., with lighter-coloured circles). Finally, you can link the circles according to
their relation to the value creation process.
In addition, it is important to make sure that both the core elements of the value proposition
and the key activities are aligned with the experiences, skills, interests, and passions of the
social entrepreneurs.

Food for thought:
The development of a sustainable solution to a societal problem is the primary interest of
social entrepreneurs.
Sustainable solutions institutionalize a system that continuously addresses the societal
problem.
Developing the activity system involves:
•
•
•

Revisiting the core elements of the value proposition;
Identifying the key activities;
Mapping the activity system.

Are you ready to develop a sustainable solution?
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2.4. Sustainable model
In the field of social entrepreneurship, sustainability is a broad concept that can be defined as
the ability to continuously generate the physical and working capital needed for the
development of the activities of an initiative so that it may solve the societal problem.
Impact ventures often face the dual challenge of achieving mission-related goals while
maintaining a healthy financial condition that ensures the venture’s economic viability. This
dual challenge is a feature that differentiates impact ventures from traditional models of
charity.
It is necessary to define an effective strategy for sustaining the venture impact over time,
seeking to maintain a stable financial condition and, at the same time, to create value for
society. The better the social entrepreneurs understand their business model, the better the
social entrepreneurs can devise strategies for the sustainability of the initiatives.
In this context, the key activities in the solution must be matched with the key resources and
partnerships, so that the solution develops the desired sustainability. The effective
mobilization of resources and partnerships is a key factor for social entrepreneurs’ success.
For another hand, the impact venture should look for options to leverage resources and
activities that already exist in society whenever possible.
Actually, impact ventures will pursue activities that can only be implemented with a given set
of resources that have a specific cost. This cost can be divided between financial and nonfinancial transactions, under the principle that everything should be accounted for. The focus
of impact ventures should be leveraging all types of resources, namely skills, incomes,
philanthropic or government support, business partnerships, etc.
Therefore, social entrepreneurs should design the business model in a way that it can generate
sufficient revenue to cover expenses and allow for reinvestment in the scaling of the venture
and/or in increasing its organizational capacity. To do so, social entrepreneurs should identify
the resources required to develop the key activities (human resources, equipment, rents, etc.)
and resources that the impact venture may generate (client revenues, contracting services,
external funding, etc.).
If the resources that the venture generates are superior or equal to the resources that it
consumes, then the model is sustainable. If it is not sustainable, social entrepreneurs need to
rethink their business model and strategy to discover ways of increasing revenues, reducing
operational costs, or looking for more partners to obtain the necessary resources. In this way,
after sequentially defining the activities, it is necessary to reflect on the different ways of
developing them, considering innovation, efficiency and cost reduction.
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In order to achieve sustainability in an impact venture, it’s important to note that every social
entrepreneur starts with a stock of intangible resources, namely an idea, relevant knowledge,
experience, relationships, reputation, commitment or simply passion. These resources are
used to attract funds and other resources needed to get the venture off the ground and generate
impact in society. To succeed in doing this, it is essential to explore the possibility of
leveraging resources without compromising the quality of the products or services. Next, you
will go through the steps of leveraging the resources needed for implementing effective
solutions.
In order to leverage resources to implement the solution, the social entrepreneur must follow
three fundamental steps (Santos et al., 2015):
•
•
•

Link the activity system to the required key resources;
Define a strategy to obtain and maintain key resources;
Define a revenue generation strategy.
•

Step 1 - Link the activity system to the required key resources

Resources are fuel for the solution of the social entrepreneur. These may be physical,
intellectual, human and relational, as shown in the table below:

Physical

Intellectual

Human

skills, Specialized

technical

Relational

Facilities,

Brand,

buildings,

knowledge,

administrative

vehicles,

patents,

volunteers, managers, etc.

machinery,

copyrights

equipment, etc.

databases, etc.

and

staff, Social
staff, credibility,
commitment,

capital,
shared
social

network, etc.

Figure 4: Key Resources

It is easier to identify the necessary resources using the activity system as a base. The
resource mobilization tool is used to identify the existing resources, both financial and in-kind,
that need to be mobilized in order to implement the solution. To fill it in you should:

26

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

•
•

Analyze again the activity system map that depicts the solution architecture; List the
resources that you need to deliver the solution;
Identify the existing or internally available resources and the ones you need to
mobilize.

After identifying the resources you need to mobilize, it is important to consider the potential
resource providers: beneficiaries, other social organizations, central or local government,
corporate partners, or other agents operating in the market, and the team as well.

Resources Required

Internally Available

Potential

(Y/N)

Resource
Providers

Figure 5: Identification of Key Resources

•

Step 2 - Define a strategy to obtain and maintain key resources

To maintain the resources is just as important as to mobilize them. The efficient and effective
partnership management is essential to maintain trust, transparency and open lines of
communication. It is precisely by building and maintaining those partnerships that the venture
can ensure its own sustainability.
Next we will discuss how to mobilize resources.
A first option is to use abundant, free, accessible and endogenous resources, transforming
financial transactions into non-financial transactions. The goal is to activate the proposed
solution in a sustainable way, ideally without consuming more resources than those generated
by the solution, using instead resources that are cheap, abundant and locally available.
A second option is to engage and empower beneficiaries and partners, making them part of
the solution. An effective strategy to mobilize resources is to empower beneficiaries to
participate and engage with key partners who value the outcomes of the impact venture.
Another resource mobilization strategy is to identify partners. For this purpose, each resource
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should be analyzed one-by-one so as to understand who should be strategically involved as a
partner. However, the social entrepreneur should balance which actions and resources should
be kept in-house and which ones should be outsourced.
The following questions can help to guide this decision process. Using these questions, the
social entrepreneur can design an operating structure that builds on strengths, protects core
capabilities, keeps the team motivated, and is cost-effective. Let's see:
•
•

Which activities and resources can be provided by the team? What are their main
strengths?
Which activities and resources are essential to the value creation process?

To identify these, ask: Is this an area in which, without paying close attention to quality,
errors are likely to be made? If errors are made, how much damage will they inflict? It’s
important to be careful about outsourcing any activities for which errors have a critical impact.
If it is concluded that some activities/resources are core, but the current team is not
particularly good at delivering them, it may be possible to try to build the capability in-house.
•
•
•

Can the users be empowered to deliver some activities?
Is it possible to find a highly-motivated and skilled partner to deliver these activities?
Which resources and activities can be bought cheaper and more easily rather than be
built in-house?
•

Step 3. Define a revenue generation strategy

Since social entrepreneurs are doing something that is valued by society, they should try to
identify who is willing to pay for it. A sustainable impact venture model typically mobilises
different financing mechanisms as earned income from market transactions is often not
enough to sustain a social entrepreneurial solution. Very often the target population has
aninability to pay, and therefore alternative or complementary mechanisms to generate
income must be developed.
“Earned income” refers to revenue generated by the commercial exchange of a product or
service between a buyer and a seller. It is a legitimate source of revenue for an impact venture,
but it is important to find a viable revenue stream that does not jeopardise the impact
venture’s mission. For that, it helps to ask the following questions:
•
•

Who benefits (or could benefit) from the products or services delivered by the impact
venture?
Is it appropriate and practical to charge a fee for this benefit?
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•

How much could be charged while still keeping the offer accessible to the clients who
most need it, thus preserving the mission of the venture?

The social entrepreneurs who intend to charge the products and services provided are
considered from several alternatives:
One first option is charging customers or beneficiaries if they have the capacity to pay.
Revenue can be generated directly by the commercial exchange between buyer and seller, or
indirectly when the buyer is not the direct target segment of the initiative. It’s thus important
to verify if the beneficiaries can afford to pay (partially or totally) for the products or services,
which might be a different amount than what they are willing to pay.
Many social entrepreneurs may be reluctant to charge their primary beneficiaries, especially
when the beneficiaries are poor. A current trend in social entrepreneurship is encouraging
people to take responsibility for addressing their own problems. Sometimes charging a fee,
even a small one, can add to a person’s sense of empowerment and responsibility. It also
introduces a market discipline that can be helpful, as paying also gives beneficiaries more of a
right to complain than if they had received free services. If no one is willing to pay, it may be
that the solution is not delivering the desired value. However, social entrepreneurs have to be
cautious in mobilizing these revenue sources, as a common risk for consumer-paid services is
that this strategy can shift ventures towards serving a higher-income population which may
reduce the social impact of the venture.
In this context, more or less creative ways can be developed to overcome the lower repayment
capacity of beneficiaries, such as progressive pensions, scholarships, and deferred payments.
Many social entrepreneurs also try to generate revenue through clients that do not constitute
their direct target segment, that is, by producing benefits for customers with greater
purchasing power, they make it possible to fulfill the mission that the initiative proposes to
carry out.
Another option is contract with third parties who have a vested interest in the offered benefits.
Sometimes, third-party organizations have an interest in the work that is being developed by
the impact venture. Three likely candidates are the government, corporations, and foundations.
For instance, government agencies may save money by contracting service delivery for those
receiving public services, corporations may benefit from the positive externalities that are
created when a certain social problem is addressed, and foundations may want to contract
certain impact results that are aligned with their mandate, thus providing impact ventures with
sustainable funding.
A third option is to use hybrid-financing models. A model of full third-party payment doesn’t
have actually the advantages of user-based payment because the party most directly benefiting
is not making the payment decision. This issue can be solved by using a hybrid system, with
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intended beneficiaries making small co-payments to complement third-party contributions
linked to impact achieved. This has the advantage of diversifying the sources of revenue.
These hybrid financing models can be a source of innovation and sustainability but they also
face distinct challenges that may prevent them from thriving. Hybrids must also strike a
delicate balance between social and economic objectives in order to avoid “mission drift” in
cases where there is an incentive to focus on generating profits in detriment of social goals.
Nowadays, the pathway for funding hybrid models is not clear. Meanwhile, some hybrid
impact ventures start to look for funding sources that are common in the private sector, such
as business angels or risk capital. Investors who believe in and embrace the same dual
objectives as impact entrepreneurs are needed. One such group is impact investors, a growing
segment of investors worldwide who are comfortable with hybrid models and their blend of
social value creation and commercial revenue.

Food for thought:
•
•
•
•

Social entrepreneurship is about finding new and better ways to create value in a
sustainable way.
Social entrepreneurship is about serving a mission, first and foremost, while
leveraging resources and revenue streams as means to that end.
There are many alternatives for resource mobilization and revenue generation.
Are you ready to mobilise needed resources in an effective way and to create revenue
generation strategies suitable for the needs and requirements of your impact venture?
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2.5. Impact
The social entrepreneur is moved by the desire to change and improve society. For this reason,
social entrepreneurs focus, as we have seen, on INE-type problems (important, neglected and
with externalities problems), because it is in this context that the potential for creating value
for society and, of course, for generating impact is more likely. It is therefore important to
know whether the solution conceived will have the potential to make a difference and how it
can improve over time.
Impact measurement, i.e., the analysis, calculation and monitoring of the set of significant and
lasting changes in the lives of people or communities, introduced by a particular action or set
of actions, is therefore fundamental. Impact measurement thus serves to validate whether the
initiative creates (or does not) value to society. It also allows the initiative to convey the real
return to society to the various stakeholders - financiers, investors, and beneficiaries - as well
as to keep informed about what it is really achieving, planning growth so that impact is
maximized.
Measuring the impact then serves three major objectives (Santos et al., 2015):
•
•
•

•

Measure to learn (understand performance, test assumptions); Measure to act (guide
behavior, communicate value);
Measure to hold accountable (report performance, build a relationship). The inherent
advantages of impact measurement are:
Improved internal management - more effective planning and implementation of
activities; efficiency gains through better management and allocation of resources
and/or activities;
Improvement of the external positioning - differentiation of the organization; greater
clarity of value created; greater attractiveness to social and public investors.

There are several methodologies and tools available to evaluate impact, with different
objectives and target segments. The nature of the data collected and the way in which they are
analyzed vary according to the intended function and therefore the analysis must be adapted
to the purpose for which it is intended. One of the most used tools - the theory of change describes the strategy to achieve the necessary change.
In the mediation of impact, regardless of the tool used, the social entrepreneur should:
•
•

Decide what is important - Define well the question you want to be answered and be
clear on what you want to achieve.
Bet on simplicity - Concentrate on what really matters. The measurement must be
manageable.
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•
•

Know the limits - Choose an impact measurement approach that fits the available
resources to allocate to the process.
Use the information you collect - If you do not use the information, it is not worth
measuring.

Food for thought:
•
•

•

Measure the impact is no more than figuring out if the intended change is actually
happening.
Measure the impact requires the ability to explain the logical model that relates the
products or services we are delivering, the results we want to achieve, and the longterm impact that we aspire to generate.
Are you prepared to lay the foundations for measuring the impact of an initiative?
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2.6 Integration
During the different steps proposed in the previous sections, the key elements of the
innovative solution that underpinned the impact initiative were designed. We now have to
present the model in an integrated way. For this purpose, a tool can be used - the Value
Generator - to support the consolidation of the business model (Santos et al., 2015). This tool
consists of building blocks of the model that must be aligned according to the Vision that
underpins the initiative. The objective is to ensure clarity about the problem to be solved,
what value proposition is offered, what will be done by the initiative and what change will be
promoted.
The Vision should be inspirational and challenging and should focus on describing how the
world might be best in the area of intervention chosen by the initiative. Clarifying this basic
element of the impact initiative will guide the social entrepreneur and his/her stakeholders in
the decision-making process, with a view to making the process of creating value for society
more effective. Whoever is involved in the impact initiative has to believe that the Vision can
happen one day.
The following table summarizes and integrates the value-generating system of impact
initiatives:
Vision
Problem

Solution

Impact

Value

Sustainability

Resources and costs

Revenue

Figure 6: Impact initiative value generator

Food for thought:
•
•
•

The main challenge in building the Vision is to balance greatness and inspiration with
the approach to reality.
Vision articulates the future ideal to which we aspire.
Are you prepared to visually represent the value-generating model of an initiative?
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2.7. Viability/ Resource mobilization
Impact ventures are usually visionary and innovative, and only a few people believe in them
at the beginning – very often for good reasons. Frequently, the initial premises are wrong or
the solution is not as effective as social entrepreneurs believe it to be. Therefore, the
implementation of a pilot - a small, simple, controlled experiment - is an essential step before
launching the solution at a larger scale. It is the opportunity to test the solution and to verify
how it works for solving the identified societal problem. In any case, it will be necessary to
secure funding.
One of the great challenges of any social entrepreneurship project is precisely to ensure the
resources needed to transform an idea into a concrete reality, that is, to mobilize financial and
non-financial resources.
Even at the pilot stage, impact ventures have access to an uncommonly large set of resources
and sources of income (internal ou external resources, financial or non-financial resources).
On the one hand, they can generate resources by themselves through the sale of goods and
services, as any traditional business. On the other hand, they can also access resources from
third parties with a vested interest in the societal problem that the venture is trying to solve,
namely in-kind donations or volunteering work. They can also use “crowdfunding” platforms
– online platforms for collective fundraising campaigns that allow beneficiaries to attract
supporters at a very low economic cost and low time expenditure.
There are also a growing number of organizations from different sectors willing to support the
launch of impact ventures. However, searching for the right supporters (aligned with the
vision and venture objectives) will probably be the most difficult task. In the early stages,
securing financing will not necessarily imply reimbursements and can take the form of
philanthropy. Funding is allocated to the project in order to validate the solution.
Concerning the non-financial resources, social entrepreneurs can try to find local partners
located within the geographical region where the venture will be implemented, namely
companies, associations, municipalities, museums, schools or hospitals, among others if there
are vision alignment and interest on the venture.
As the desired resources are not immediately available for the pilot, and even the venture, it is
recommended that the social entrepreneur uses as few resources as possible. Bootstrapping
refers exactly to the process by which the resources needed are obtained without spending
money, ie, the process of working with a minimal amount of financial resources (Santos et al.,
2015). Knowing how to integrate this process on a daily basis is a key competence of the
social entrepreneur.
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The bootstrapping rule of thumb goes as follows:
•
•
•
•

Never buy what you can rent;
Never rent what you can trade for;
Never trade for what you can borrow;
Never borrow what you can get for free.

Food for thought:
•
•

Ensuring the resources needed to turn an idea into reality is a challenge. There are
many sources of resource mobilization.
Are you prepared to identify the resources needed to implement a project and apply
the golden rule of bootstrapping?
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2.8. Communication
Social entrepreneurs need to communicate their initiative in order to attract clients, partners or
investors. In order to effectively achieve communication objectives, social entrepreneurs
should prepare an inspiring presentation in which they describe their initiative. This
presentation is usually called an elevator pitch, precisely because it must be carried out for the
duration of an elevator trip, that is, necessarily short. It is important that the social
entrepreneur is prepared to explain, in a clear and succinct way, not only the objectives but
also how they will be achieved, demonstrating mastery of the main figures and data of the
initiative. And, of course, to be accompanied by the passion necessary to inspire others.
In this context, it is suggested the preparation of a 90-second pitch integrating the following
topics (Santos et al., 2015):
The problem to solve, its importance and the target segment - It is important to
demonstrate the problem domain to be solved and to justify its importance and the
choice of the target segment. It is appropriate to provide data demonstrating the scale
and/or severity of the problem to be solved.
The value proposition, solution, sustainability, and impact - It is essential to explore
the benefits of the solution, the impact it will create and the way in which the
sustainability of the solution will be promoted.
Who is the entrepreneur, what distinguishes him and why he will be able to change the
world - It is important to present the team and the main characteristics that will ensure
the success of the initiative. It will be this image of the entrepreneur and his team that
will last in who attends the presentation.
Next steps in the implementation of the solution and how the investor/partner can help
- It is relevant to describe, in an objective and realistic way, the next steps of
implementing the initiative, with reference to the deadlines for their implementation.
Those attending the presentation should clearly understand what is being asked of
them.
In the preparation of the pitch, it is desirable to collect as much information as possible about
the people to whom the idea is going to be put, namely their personal and professional paths,
their motivations, possible common contacts, the history of their organizations, values and
their mission, etc. Before the pitch, it is convenient to look for the expectations of the people
who are going to watch.
In conclusion, the more the social entrepreneur invests in the preparation, the better the
presentation. Thus, we highlight some points to consider (Santos et al., 2015):
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•
•

•

•
•

Prepare the space - Ensure that space has all the necessary resources for the
presentation.
Check the time - Ask in advance how much time will be made available for the
presentation, to ensure that there is enough time to answer all questions raised after the
pitch.
Body language - As much of our communication is non-verbal, the tone of voice,
visual contact, use of personal space and body movement are important factors to
consider.
Present and listen - Not only present the information in a clear, confident and
passionate way but also listen, understand and respond to questions posed assertively.
Building a connection with the public - Establishing an empathic connection with
the public facilitates the communication process. Sometimes this connection occurs
naturally, but it can also be developed involving the audience in the presentation,
namely telling stories in which the audience reviews.

Prepare questions after the pitch - It is important to prepare answers to any questions and
decide who in the team will respond to them. This preparation demonstrates the alignment of
the team and that the preparation work was well done. Managing the length of responses is
also important so that whoever is watching can ask a number of questions.

Food for thought:
•

•
•
•

The social entrepreneur should explain clearly and succinctly to clients, partners or
investors not only the objectives but also the way in which they will be achieved,
demonstrating mastery of the main figures and data of the initiative.
Passion is contagious.
The public wants to hear about the motivation to solve society's problems and make
the world a better place.
Are you ready to pitch?
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3. Final Notes
As part of the “Social Entrepreneurship for Young Community Media Makers” project, this
manual presented concepts, techniques, and tools with the aim to prepare you for the Social
Entrepreneurship.
In addition to presenting techniques and practical tools for the social entrepreneur, this
manual sought to demonstrate that:
Social Entrepreneurship is the process of identifying and implementing innovative
solutions to important and neglected societal problems.
Social Entrepreneurship represents a different way of seizing opportunities and
developing projects, placing at the centre of economic activity the supremacy of ethics,
social justice, the person and their real needs.
When the solutions found for social needs are more effective and efficient than those
that are institutionalized, Social Innovation is obtained.
Social Innovation is a process of transforming the patterns of response to social needs.
Social Entrepreneurship is a process of Social Innovation.
Social Innovation creates Social Value, beyond the economic value it may have.
Social Entrepreneurship can be seen as a solution to the new business model based on
sustainability.
Young Social Entrepreneurship is a vehicle for social change and skills development,
enabling young people for active citizenship.
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Introduction
Being able to communicate effectively is one of the most important skills needed for
launching and running of community media (youth media makers (YMM) and social
entrepreneurs (SE)). It is good to know that using words during a communication only
represents 7% of the message we send to the recipient. Another 38 % comprises of how you
communicate non-verbally, and how the other party perceives your message. Your facial
expression, your intonation, how you breathe, rate of speaking, and pauses you make are as
equal important as what you are saying. The other 55 % of the message you convey consists
of how your appearance is perceived by the other party. For example, the clothes you wear
while you meet your partners, advertisers or just audience representatives, the accessories you
choose for a meeting (jewellery, watch, tie, and shoes), your overall hygiene, the photos you
published on your social media profiles or other media channels, etc.
The ability to communicate facts and ideas accurately, clearly and as intended, is a key skill
needed in order to succeed both in your social contacts as well as in the community media
that you run and it should not be neglected. For example, the ability to communicate
appropriately with a wide variety of subgroups (colleagues, employees) within the community
requires availability of well-developed communication skills:
•
•
•
•
•
•
•

taking suitable body posture,
maintaining eye contact,
demonstrating a varied vocabulary and tailoring your language to your audience,
listening effectively,
presenting your ideas clearly and with reasonable justification,
preparing written materials in a concise and to the point format,
collaborating well in a group.

Being able to communicate well with others is often essential in solving problems that
inevitably occur both in our private and professional lives.
This Unit will help you to enhance your communication skills and will support you in
addressing the right messages to your interlocutors using a variety of communication tools
and techniques.
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1. Chapter: Interpersonal Communication
As a youth media maker you should keep in mind that the interpersonal communication does
not end just with the exchanging of messages - it primarily involves the creation and
exchange of sense. In this context Peter Hartley says:
“Interpersonal communication happens between PERSONS, not between roles or
masks or stereotypes. Interpersonal communication can happen between you and me
only when each of us recognizes and shares some of what makes us human beings
AND is aware of some of what makes the other person too” (Hartley, 1993)
1.1. Verbal communication
Youth media makers need to use effective and efficient verbal communication with readily
understood and frequently used spoken words, as well as ensuring that the articulation, stress
and tone of voice with which the words are being said are appropriate.
Your voice and the content of what is being said can reveal as much about your thoughts,
emotional state and professionalism as your appearance. For example your geographic roots
can easily be recognised if you use a dialect (if any). Also, when your self-esteem is low, it
may be reflected by the hesitancy in your voice. If you are confident enough, you will be
more likely to control your voice and clarity of speech.
The following four aspects should be taken into account when we want to speak effectively:
•

•

•

•

Accents – nowadays regional and ethnic accents are considered by the modern society
as signs of cultural diversity. You should not be ashamed of your accent because it
reveals your uniqueness and makes your speech distinctive.
Finding your voice – it is good for you as a youth media maker or social entrepreneur
to be confident with your voice, as well as to control it in accordance with the
different occasions. When you are shouting this does not help you to be more
convincing. Knowing your own voice will give you more control over the way that
you use it. Sometimes you cannot hear your voice in the same way that others hear it,
but you can develop an awareness of its impact on others.
The effect of breath on voice and speech – a good breathing technique is important
because it supports the voice and the voice becomes richer, and stronger. The deep and
rhythmical breathing has a calming and therapeutic effect as it reduces tension and
promotes relaxation.
Vocal production – it is linked to clarity, volume, and variety of your speech. First of
all, you need to be heard. For that purpose you should speak loud and clear enough.
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Then you need to be understood. Therefore you should adjust your style of speaking in
accordance with your audience. And last but not least, you should add and maintain
the interest of your audience. Whilst words convey meaning, the way they are said
reflects feelings and emotions. You should pay attention to your pace and volume of
speech and make pauses when you want to emphasise an important message.
Here we offer you one simple exercise that can help to develop your effective speaking skills:
•
•
•
•

•

•
•

Find a document to read, something about two pages in length. The first few pages of
a magazine would work well.
Read the material through, silently first, then read it aloud in your normal speaking
voice. Don't worry if you falter, just keep on reading and continue to the end.
Then read it a third time, recording your voice if possible and remember:
Do not speak fast: It is a natural reaction to want to get it over as fast as possible and
this often causes people to stumble over their words. Speeding up also occurs when
you are nervous and usually makes your speech difficult to be understood.
Imitate eye contact with ‘the listeners’: Try not to tuck your chin into the magazine as
your voice is then addressing the floor. Hold your magazine on suitable for reading
level that allows keeping eye contact with the audience and project your voice.
Make pauses: Let the end of a sentence or the end of a paragraph give you a chance of
a small, two or three seconds rest. Pauses can be useful for emphasis.
Practise this exercise until you start feeling comfortable with your way of speaking.
1.2. Non-verbal communication

As was mentioned at the beginning of this unit, the bigger part of what you communicate to
people in your daily activities is done without words at all.
Nonverbal communication is everything besides spoken language, such as gestures, actions,
facial expressions, body language and other aspects of your physical appearance, that, when
seen, communicate something. All of us know well the phrases 'it is not what you say, but
how you say it' and 'actions speak louder than words.' YMM and SE, receive and interpret
nonverbal messages in the same way as they do it via oral or written communication. The lack
of skills to recognise the signs of non-verbal communication sometimes may cause troubles or
misunderstandings during the communication process. The skilled communicators are
supposed to be aware and understand the complex expressions in the communication process.
Practice shows that our nonverbal communication is as automatic as breathing because we do
it without thinking about it. Even though nonverbal communication complements the oral
communication as an extension of a particular message, the two do not always align. Because
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nonverbal communication is often used without consideration, inconsistencies between oral
communication and nonverbal communication can occur. Effective communicators
understand and are aware of their nonverbal communication signs, ensuring consistency
between their spoken communication and their nonverbal one.
Below quiz will help you better understand and interpret accurately various gestures and body
signs. Note that the questions might have more than one correct answer. Knowing the
meaning of different nonverbal signs you will be able to reveal more quickly what your
interlocutor passes to you or even what s/he is trying to hide from you.
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•

Body language exercise

1. What do crossed arms tell you?
a. The person is smart and confident
b. The person is not willing to participate devotedly in the conversation
c. The person disagrees with what is said

2.

What does a tilted head say?
a. The person hardly understands what his interlocutor is saying
b. The person is very excited about what his interlocutor is saying
c. The person trusts his interlocutor

3.

What does a frowned face say?
a. The person is upset
b. The person is concerned
c. The person disagrees

4.

What do the stretched hands with open palms say?
a. The person asks for something
b. The person is open to hear others’ opinion
c. This person gives you an honest opinion

5.

What does a clenched hand mean?
a. This person is angry
b. This person is hiding something
c. This person is trying to control himself

6.
What impression do you get if your interlocutor avoids direct eye contact
with you?
a. He is shy
b. He is hiding something
c. He doesn’t like you

7.

What do crossed legs indicate?
a. He is feeling comfortable with the topic
b. He is feeling uncomfortable with the topic
c. He is feeling confident with the topic
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8. What would you think if your interlocutor is staying on the edge of the chair
during the meeting?
a. He is sophisticated person
b. He is in a hurry
c. He feels nervous

9.
What impression would you have if your interlocutor is constantly
“playing” with his hands?
a. He is bored.
b. He is a hyperactive
c. He is worried

10. What does the palm placed in front of the month say?
a. He restrains himself of saying something
b. He is bored
c. He is upset

Answers
1. b
2. c
3. b, c
4. b, c
5. a, c
6. a, b
7. b
8. c
9. c
10. a
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You should remember that some gestures or nonverbal signs might have different meanings
depending on the context or the condition of the person. When you interpret a specific
nonverbal sign you should always consider the whole background. For example, a popular
belief in Europe is that avoiding eye contact is inappropriate; however in Asian culture this is
a way of showing respect. In other words, you have to consider the different factors that
influence nonverbal communication, namely cultural background, business etiquette, social
environment, the concrete situation, age, gender differences and even the social competence
of the person. Do consider more than one sign of non-verbal communication before making
any conclusions about the behaviour of the person you communicate with.
1.3. Paraverbal communication
In a nutshell, the term paraverbal means in parallel with verbal. Paraverbal communication is
a multisensory, interactive way of transferring a message.
The paraverbal structure of communication is usually described in two domains: kinesics,
which centres on the gestural language of the body, and proxemics, which centres on the use
of space. Kinesics concerns the observation of patterns in gesture and posture that are used by
the speaker. Proxemics concerns how the speaker uses the space in which the communication
takes place.
In other words, the paraverbal communication describes the way we say the words and how it
influences our interlocutors. For instance, the way we say the words reveals how we feel:
whether we are pleased, gloomy, furious, decisive or confident. Some researchers claim that
nearly 30% of what we communicate is transferred through paraverbal channels. The tone of
the voice and the way in which we select our words is hereby very important. For example,
when the person is frustrated he may speak faster and at a higher pitch. When someone is
attacking us verbally we usually reply with short and abrupt statements. You can easily find
out when a person is bored, because he speaks slower and with a monotone voice. You should
remember that sometimes paraverbal communication may mislead us. Some people typically
end their sentences with an upward note, others with a downward note, regardless of the
mood they are in. Regional or culturally influenced accents can confuse our decoding of the
message as well.
1.4. Written communication
Written communication refers to messages that are transmitted to readers. Some of the
advantages of written communication are:
•

Immediacy and efficiency – you can communicate a message quickly to individuals
despite their geographical location.
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•

•

Accuracy and reliability – written communication allows for a reflection, affording
the opportunity to refine a message for correctness and ultimate influence on the
audience.
Flexibility – you can send a message and the receiver can read it at a convenient time
(in our days this frequently happens on the spot which makes the individuals on the
one hand to be well informed and up to date, but on the other hand it causes a lot of
pressure on the person especially when he is not able to react immediately).

We recommend you to create and establish firm guidelines on style, content, and shape of
written materials you publish or distribute as internal documents. These guidelines should
make clear that all people involved are expected to adhere to the same standards of
professionalism. Proper spelling and grammar and the ability to frame correspondence in a
suitable language should be prepared standard approach by you and your organisation.
Below you will find some suggestions, which will help you to attract more readers and
visitors.
•

How to write catchy title:

#Use numbers
It is not by accident that so many copywriters use numbers in their headlines - it actually
works. There aren’t really any rules regarding what numbers attract most, but people typically
only remember three to five points. That said, sometimes a really obscure number like 17 or
43 can catch the people’s attention.
#Use interesting adjectives
•
•
•
•
•
•
•
•
•

Easy
Incredible
Painkiller
Fun
Absolute
Strange
Joyful
Breaking
Unusual
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#Use unique rationalities
If you’re going to do a list post, be original. For example consider the following:
•
•
•
•
•
•
•
•
•

Reasons
Principles
Facts
Lessons
Ideas
Ways
Secrets
Tricks
And remember - never use things!
#Use what, why, how, or when

These are trigger words and you may use them when trying to persuade someone. You may
use either a trigger word or a number to make your title catchy, but it rarely sounds good to do
both.
#Make a sassy promise
Promise your targets something that they will recognise as valuable, for example you will
train them how to develop new skills, how to do something without efforts, that you will
reveal a mysterious secret.
1.5. Communication styles
As you already know from the previous subchapters of this unit there are verbal and
nonverbal means of communication between people. Some of the ways we communicate are
sufficient and constructive - creating close bonds to one another, while others can be toxic and
could destroy relationships.
Review the five described communication styles below and then you will realise that it is
possible to apply more than one communication style in your practise. This is absolutely
acceptable, as all of us act differently depending on specific situations. However, your
dominant communication style is defined from those responses of yours that are the most
common for you and are the most often presented. After reading this, you may be surprised of
your dominant communication style, but you should know it can be changed over the years.
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The more practise and experience you have, the more options to shift from one style to
another you will implement. Once you have understood this, you can work on achieving the
necessary modifications and become the person you would like to be.
•

Assertive style of communication

Assertive communication style is often associated with high self-esteem. It is deemed to be
the healthiest and most effective style of communication. It is the golden mean between being
too aggressive and too passive. When you communicate assertively, you are confident enough
and you do not use any games or manipulation. You don’t let others take advantage of you;
you take responsibility for your behaviour and you stand up behind your opinion. You
actually get what you want without making other people anxious or frustrated. You act in
your own best interest and you don’t feel guilty about it. Your interlocutors may feel more
respected. They will perceive you as more open, flexible, honest, fair, powerful, and
courteous.
•

Aggressive style of communication

This style is related to winning in a communication situation that often happens at the expense
of someone else. The aggressive communicators behave as if their needs and ideas are the
only important ones, as though they have more rights, and have more to contribute than others.
The communication is weak and ineffective because it is very likely the message you give
will not be perceived, since the interlocutors are engaged with reacting to the way of its
delivery.
Usually, this behaviour is demanding and threatening. Others may think that the behaviour is
offensive, attacking, disrespectful and confrontational. People will quickly become defensive
around colleagues/managers/friends /staff with such style and will withdraw, or fight back.
•

Passive-aggressive style of communication

This is a style in which people seem passive, but are actually acting out their anger indirectly
or in a hidden manner. People who apply this style of communication usually feel powerless
and resentful. Whether the object of their anger is real or not they undermine it although this
could end up in sabotaging themselves. The expression “Cutting off the nose to spite the face”
illustrates very well this self-destructive reaction to a problem.
•

Submissive / passive style of communication

The person who uses a submissive communication style tries to please others and to avoid
conflict situations, arguing and disagreements. A submissive communicator does not really
express how he feels and what he expects from others.
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A submissive communicator avoids upsetting others either because he fears or is afraid that he
might hurt their feelings. The communicator using this style is usually a person with low selfesteem and and does what he is told to do despite his own feelings.
•

Manipulative style of communication

This style is scheming, calculating and smart. However, you should be aware that applying
this style may cause challenges in relationships with others but in business environment it
could bring you to a successful end. Manipulative communicators are able to exquisitely
influence or control others to their own advantage. When the manipulative communicators
speak they are very good at hiding a key thought, of which the other person may be totally
unaware.
It is somehow close to the aggressive communication style, but the difference is that you
attempt to get what you need by making other people feel sympathy or guilt. The person using
the manipulative style does not take responsibility for their own needs; he acts as victim and
makes other people do things instead of him. And if that doesn’t work, he either becomes very
angry or displays fake indifference.
Last but not least the manipulator is seeking people who can be easily influenced by his
behaviour, and who lack assertiveness.
Here we offer you a Workplace Communication Style Quiz. For each question below, choose
the answer that best describes you. If more than one choice seems to apply, or if no choice
describes your opinion exactly, choose the answer that seems the closest.

55

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

•

Workplace Communication Style Quiz

1) A colleague sends you a link to an online publication about a socially
significant cause. After reading the headline and the first few lines, you are most
likely to:
a.
b.
c.
d.

Scroll down until you get to the main point of the publication.
Keep reading until you’re certain what the publication is about.
Skip down to the comments to see how others have reacted to the article.
Ignore it. If it’s not immediately relevant to your professional interest, there is no
sense in wasting time on it.

2) How would you complete this sentence? “If I’m being honest, I would say that
I’m most motivated by ________________.”
a.
b.
c.
d.

Getting results.
A need to feel that I understand what’s going on.
Praise and recognition.
Anything that will get me through the workday.

3) The head of the umbrella organisation where you are a member organises an
important meeting to discuss some “new social project” but doesn’t provide any
details. Your first thought is:
a.
b.
c.
d.

New project? Why haven’t I been informed?
New project? What does it mean? What is it about?
New project? Who else knows about this? How do they feel about it?
New project? Oh, great. Another one.

4) How would you finish this sentence? “If you really want to know what’s going
on in this organization, you have to __________________.”
a.
b.
c.
d.

Straight-up ask someone who knows what’s going on.
Pay attention, take notes, and notice the patterns.
Listen to the gossip.
“Hey, the less I know, the better.”
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5) What’s most likely on your bookshelf at the office?
a.
b.
c.
d.

The 7 Habits of Highly Effective People.
Manuals. Lots of manuals.
How to Win Friends and Influence People.
Only what I need for my job.

6) The newest rewards and recognition program from HR is complicated and
confusing for some of your colleagues. Your first reaction is to:
a. Ignore their concerns and relying on the fact that they will soon adjust to it.
b. Ask others with no complaints if they get it (and have them explain it to the confused
ones if they do).
c. Encourage the colleagues to figure it out. If that’s too hard, they will just have to see it
in action.
d. Ask the HR manager to explain them what the main points are.

7) You’re at the water cooler, and the accountant of your organisation stops to
talk with you. After several minutes of seemingly random chitchat, you get the
sense that the accountant is trying to find out if you think recent income decrease
will mean layoffs in your organisation. You most likely feel:
a. Panicked, because there are apparently people that are aware of budget cuts and
layoffs to worry about.
b. Somewhat touched that the accountant is talking openly about this issue.
c. Appreciative of the heads-up, but also curious whether the other employees got this
information.
d. Annoyed that the accountant can’t just come out and ask or say what’s on his mind.

8) Your organisation has recently received a prestigious prize, and you as a team
leader have to go to the awards dinner. This would be a great opportunity to:
a.
b.
c.
d.

Get a free dinner, if nothing else!
Do some networking.
Find out who else won—and why.
Waste time, honestly. That’s several hours I can’t get back—plus we already know
we’ve won the prize!
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9) How would you complete this sentence? “I can’t tell if something (a new rule,
policy, or procedure) is working until I ___________.”
a.
b.
c.
d.

See how it’s benefitting me.
See how folks are reacting to it.
See the data/stats on its success rate.
See it in action. If there are no problems, it’s working!

10) You’re at a happy hour with your team members. Once you feel relaxed,
you’re most likely to talk about:
a.
b.
c.
d.

Anything but work. It’s happy hour, after all!
Yourself, or for what you know about the latest trends in your field.
Something interesting you heard at work or perhaps on the radio during the drive in.
“Talk? I ask questions.”

11) The best speaker (presenter) that you’ve ever seen started things off by:
a.
b.
c.
d.

Cracking a joke.
Chatting with the audience, making people comfortable.
Giving an overview of the main points.
Asking a question and/or presenting a problem.

12) Be honest: why did you take this quiz?
a. It seemed like something fun to do.
b. Honestly, because I thought I could score high.
c. Because I wanted to learn what the different communication styles are, and see which
one I am applying.
d. I thought it would provide some helpful insights.
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Scoring the Quiz
Take the number of “a” responses for questions 1 through 5, and add them to the number of
“d” responses for questions 6 through 12. This indicates to what extent you’re a director.
Take the number of “b” responses for questions 1 through 5, and add them to the number of
“c” responses for 6 through 12. This indicates to what extent you’re a thinker.
Take the number of “c” responses for questions 1 through 5, and add them to the number of
“b” responses for 6 through 12. This indicates to what extent you’re a networker.
Finally, take the number of “d” responses for questions 1 through 5, and add them to the
number of “a” responses for 6 through 12. This indicates to what extent you’re a survivalist.
A score of 7 or more for any one style means that this style is your dominant one. Most people
have one dominant style, though most people also have a mix of one or more other styles. (If
you don’t have one dominant style by score, then you’re most likely a survivalist. And a
highly functioning one at that.)

A director is motivated by problem-solving and moving forward towards a goal. A director
communicates in order to get information and get things done. Other styles can see them as
direct, even harsh, but also as effective and straightforward.

A thinker is motivated by a need to put things together and make sense of the world.
Thinkers communicate to request or share information, and a skilful thinker does this well.
People may get surprised by the thinker’s lack of attention to people and how they feel, or else
feel overwhelmed when the thinker gets lost in details.

A networker is motivated by social connections and praise. A networker communicates to
find out how people think and feel, and then to share what they know. While a networker’s
social nature can make them a great confidant, other styles might also see them as gossipy or
unfocused on goals.

A survivalist focuses mainly on getting through the workday. They communicate if and
when doing so is useful. But useful can be anything from getting a project done to blowing off
steam, telling a good joke, or finding out when there are donuts in the lunchroom. Though the
survivalist can sometimes appear to be negative or disengaged, they usually have a wonderful
pragmatic side. And a keen sense of humour.
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1.6. Key message- encoding, decoding and feedback
In contemporary patterns of communication, the parties are the senders (those who convey the
message) and/or receivers (those who get the messages) of messages. The message is the
verbal or nonverbal expression being sent from sender to receiver. For example, if you say
“Stop!” to your friend, you are sending a message for a danger that will be perceived by your
friend. The encoding and decoding processes are internal cognitive processes that allow
parties to send, receive, and understand messages. Encoding is the process of transforming
thoughts into communication. The level of conscious thought that goes into encoding
messages can fluctuate. During the decoding process the communication is being transformed
into thoughts. As it was said in the previous subchapter, we don’t just communicate verbally.
The communication messages are being sent and received through different sensory paths
(sight, smell, touch, taste, or sound), but most communication occurs through visual and/or
auditory channels.
•

Key Message

Definition: The key message is a strong statement about an organization’s values and it is the
core communication element that we wish to embed in the audience’s mind-sets. The
audience includes the general public, the target groups, your stakeholders and the media.
What makes the developing of key messages crucial is that it establishes consistency across a
vast array of platforms and ensures that the messages you wish to send are reiterated, rather
than contradicted.
•

How to create key message

Use the brainstorming method:
•

•

•

•

When possible, organise a joint meeting with your colleagues to conduct a key
message development brainstorm session, trying to involve internal stakeholders who
ultimately need to approve the key messages. For example if your target audience
consists of young socially active people up to 24 years old, try to involve your
colleagues who are in this age group and belong to organisations and youth clubs.
Provide the brainstorming facilitator with flip chart/white board, or smart boards to
capture targeted words, ideas, phrases or statements that can be integrated in the key
messages.
Before initiating the brainstorming you should gather the essential information that
will facilitate the guidance of the message development process: identify your
communication goals, message needs, and target audience.
When you draw your communication goals, message needs, and target audience, use
the following questions to formulate your key message:
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o
What is the major message you want to send to the target groups about your
project, campaign, initiative, service, event, etc.?
o
Why this essential message can be crucial for them?
o
How it is unique or distinctive?
o
Why would the target group be concerned?
o
What are the advantages and unique proposition?
o
What challenges can hamper you?
• Finish the brainstorm session by gathering no more than three key messages and
provide justification for each of them.
Refinement and test of the chosen key message: First you need to refine the 3 selected draft
versions. Try out these messages with internal and external stakeholders to make sure that
they are well received. For example: you may send your 3 key messages for recruitment of
volunteers for your social campaign and see how many responses you will get during the first
24 hours for each of them. The one that works ultimately is your key message.
Tip: We recommend you to revisit your key messages on a regular basis to ensure that they
still work well and are acknowledged by your audience.
Tips how to create key messages:
•
•
•
•

Your key message should have the following characteristics: clarity, consistency,
completeness, promptness
Use appropriate wording, jargon is unacceptable
Message should not be misleading
Using of words like “but” and “however” may give a negative connotation of your
message as they sound like an apology or justification

Other conjunctions and conjunctive adverbs like and, who, other than, therefore, nevertheless,
hence should be avoided because they make the message weaker, less influential and leave the
speaking person open to share something he may later feel sorry about.
1.7. The specific aspects of the communication with various stakeholders,
including people with disabilities
Failure of interpersonal communications can occur due to many reasons. Very often, during
the communication process, the message that is passed may not be received the way the
sender intended to. Therefore, the communicator should always seek feedback in order to
check and be sure that his message was correctly understood.
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Many barriers to communication exist and they may occur at any time during the
communication process. Effective speaking skills are of great value; however, the skilled
communicator should also know the barriers to effective communication and how to avoid or
overcome them.
•

Barriers to communication caused by lack of direct face-to-face contact

We will introduce you the topic through an example:
•

•

You decide to organise a volunteering campaign for cleaning a river area in a rural
region, but you need support for providing transport and accommodation for the
volunteers. With this purpose you contact via email a business company, present to the
management team your plan and resources needed, and ask for support. The manager
has difficulty getting an answer to you immediately, because he needs to calculate the
costs of the volunteering campaign. You however interpret this as a lack of
commitment because of the long time waiting for an answer.
The main issue in the example above was a communication issue due to a lack of
direct face-to-face contact. The two parties had a physically separated work
environment that led to difficulties in communicating the idea directly. Sometimes
however, additional phone calls and video-meetings can help eliminate barriers and
ensure a faster communication.
•

Language Barriers

One of the most frequently underestimated communication barrier is the language and
linguistic ability. Even when two or more interlocutors use the same language, the use of
terminology in the message may be a barrier if it is not understandable for the receiving party.
For example, a message that mainly consists of professional jargon and abbreviations will not
be clear for a receiver who is not familiar with the respective terminology. You should keep
this in mind when you communicate with your audience and ask for a feedback while
communicating in order to correct misunderstandings on the spot.
•

Barriers caused by disability

While communicating with people with disabilities you should remember that first they are
people like everyone else. They may need some minor adjustments in order to be equal
participants in the communication process. Every individual has his own way of thinking and
functioning. For example, some people with physical disabilities may have difficulties getting
around and use a wheelchair or crutches. This has however no impact at all on their ability to
read or to communicate; whilst others may have no trouble at all getting around but may have
real difficulty with reading and understanding.
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Interpersonal communication is the basis of interaction between people no matter if they have
a disability or not. Effective and respectful communication contributes to the equal interaction
among all people and creates a positive emotional background. In order to establish good
contacts with your clients with special needs it is extremely important to demonstrate a
helpful attitude towards the others (including those with disabilities).
Here we provide you with some basic guidelines on the conversational etiquette when you
communicate with people with disabilities.
•

•

•

•

Always speak directly to the people with disabilities and not through someone else.
Even if the person has a cognitive disability, their presence must be recognised and
respected.
When having a conversation with a person with a physical disability, use normal
everyday language and relax. We should avoid slipping into an unpleasant and
demeaning habit of speaking to the disabled persons as if they were a child. You may
have to make a physical accommodation, such as sitting down.
Most of us are poor listeners. When someone has a speech impairment, take your time
and listen. Don't try to finish their sentence. Never pretend that you understand if you
do not - it is acceptable to say so.
If the person has a visual impairment, identify yourself and let them know where you
are and what you intend to do.

With regards to the indirect communication you may use the following terms to address
people with disabilities:
o
o
o
o
o
o
o

people with disabilities
people with special needs
people with visual impairments
people with hearing impairments
people with learning difficulties
people with mental health difficulties
wheelchair users

Do not use the following terms:
o
o
o
o
o

handicapped people or any description ending in "...ic" which replaces the identity of the
individual e.g. "the epileptic"
a victim of... or suffering from...
spastic
deformed or invalid
retarded or dumb
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o

crippled or wheelchair bound

Please remember to stick to the correct terms in daily speech as well as when you offer
information.
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2. Chapter – Intrapersonal Communication
2.1. Dimensions of intrapersonal communication
Intrapersonal communication is determined as the communication with one’s self, and it
consists of self-talk, visualisation and imagination acts, recall and memorising. It is perceived
as a process of communication occurring within an individual as a single subject. Ask
yourself “What are you doing right now?”. How you would answer? I am typing on my
laptop? I am reading Facebook posts? I am eating my lunch? I am relaxing? In each single
occasion you communicate what you do, but not why you do that. It looks like it is an internal
communication process, but is that true?
Let’s visualise what we are trying to explain: You read a post on FB by your friend about a
concert that he is planning to attend on Saturday evening. What comes to your mind? Sounds,
lights, melodies? Something unique that you have been experiencing during the last concert
you visited? Do you visualise that you join your friend for the concert? Do you start to
reschedule you appointments for Saturday evening? Do you post a comment “Buy me a ticket
– I am coming?” Until the moment when you press the “Enter” button, what you are doing is
to communicate with yourself.
According to the communication experts the communication process has 8 key transactional
components: source, receiver, message, channel, feedback, environment, context, and
interference, but all the interactions themselves occur within the person. Maybe, as you
consider whether to reschedule your plans for Saturday evening, you realise the promises that
you gave to your relatives – to accompany your youngest brother to watch the new
blockbuster or to visit your parents for a family dinner, etc. You may hear the voice of your
parent urging you about your responsibilities. You may also hear the voice of your friend
pursuing you that “you deserve such deep and unforgettable emotion!” Additionally, the
intrapersonal communication is not only your internal monologue but also involves your
efforts to plan how to get to get to the concert. That means that on the path from planning to
problem solving, internal conflict resolution, and evaluations and judgments of self and others,
we communicate with ourselves through intrapersonal communication.
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3. Chapter – Persuasive Communication
3.1 Direct persuasive communication and indirect persuasive communication
Direct persuasive communication is based on: proposition which means to give voice to your
desires and opinion loudly and decisively, and persistence which means to reiterate your point
of view.
Indirect persuasive communication is based on: targeting emotions of oneself which means
to put the other one in a bad or good mood, and thought manipulation which means to make
the other person believe what you are promoting is his own idea, belief or need.
PR experts would say that strong messages and active social campaigns can influence
attitudes or sway decisions. Good communicators realise that the persuasion can be
accomplished through active listening, speaking and interjecting repetitive message through
the discourse of speaking.
To transform the messages into persuasive ones, we should listen attentively to our
audience/clients, indicate the received feedback has been understood and appreciated, and
reflections according to the feedback were made. What has become a common trend is the
mixing of messages across multiple media with active PR campaigns supported by online
posting and personal interactions with stakeholders.
Thanks to the progress of the online media and database technology, PRs can observe and
monitor more directly and precisely the effects and the impact of their campaigns. Counting
“likes” or posted comments make it easy to track next actions, but longer-term impact is often
challenging to be measured. Good communicators are focusing on the short-term milestones
which allow guiding their audience/clients through a manageable and measurable series of
smaller changes.
Here we are going to provide you with some of the most frequently used persuasive
communication techniques that are considered influential for the audience:
1. Connotations - the emotional tingles behind the verbal word. The speakers who use
the persuasive techniques select their statements intentionally and precisely so that the
aimed connotation meets their goal.
Example: “Negative demographic tendencies” and “Demographic crisis” - both have
similar meaning, however when you use the word “crisis” instead of “negative
tendencies” the audience gains an impression for situation with no way out and this
influences their emotions and mind sets.
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2. Humour – the humour, such as jokes, mockery, kidding and skits might be persuasive
by dispersing the opposite opinion. The speaker use humour in order to establish a
more friendly and inclusive atmosphere, and thus, by allowing others to easily enter to
the joke, to sway the audience.
3. Jargon – when using specialized terminology, also known as professional jargon, the
speaker can convince the audience that he is a top expert who is fully capable to
understand what has been said. When the macroeconomists talk about austerity
measures, this is just a lighter way to say that stagnation is approaching and that the
government needs to take immediate actions to prevent economic losses.
4. Repetition - by reiterating statements, phrases and highlighting words the speaker can
strengthen his thoughts and arguments and thus make sure that the key message is
embraced by the audience.
3.2. Observing ethics and standards
We should always remember that using persuasive communication is not always ethical.
When persuasion is used for achieving dishonourable personal goals, then this is considered
being unethical. Notorious persuasive methods like brainwashing, constraint, deliberate
underestimation or overestimation should never be acknowledged as being ethical.
You should always keep in your mind that you can easily cross the line from ethical to
unethical persuasion, but once you do that there is no easy return – you can break the trust and
credibility towards you and your reputation will be undermined. You can try to influence the
audience by using persuasive phrases, but never try to manipulate people with distorted facts.
Ethical persuasive communication has some typical features that are skipped in unethical
persuasion. You can easily distinguish them by recognising the following main goals:
•
•
•

to explore the other's opinion
to express and clarify the personal opinion
to find creative solutions

Inevitably, the ethical persuasive approach recognises the contribution by the audience and
frank explanations on your behalf.
You can find various tests online through which you can self-assess your level of ethical
persuasive communication. One example is the TARES Test.
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4. Chapter – Intercultural Communication
4.1. Recognition of importance of intercultural communication
All cultures have different norms of social interaction as well as different ways of expressing
emotions, feelings, and thoughts. When communicating with people with a different cultural
background, you should consider cultural diversity and try to overcome any language barriers.
When you plan to target an audience (clients) with another cultural background, you should
always take time to learn the differences that may be occur. Among them could be basic
customs, mannerisms and gestures. In some cultures it is acceptable to be loud, direct or even
to interrupt others during a conversation. While in others, people are typically soft-spoken,
use flowery or indirect language and wait politely for others to finish their statement.
If you conduct a business meeting we recommend you to address your interlocutors using
their surnames and titles unless you are invited to do otherwise. Do not forget to consider the
hierarchies which may also influence the communication style. Decisions at the meeting may
be made by the most senior business partner. You might leave a negative impression if you do
not recognize their senior position within the company or greet them without due respect. For
example, if you need to address academic staff in a working environment, and thus during a
formal meeting, you should address them always using “professor SURNAME”.
The table below presents four selected signs used within business communication and their
interpretation in different cultures.
Non-verbal communication
The Ring or “OK” gesture

Meaning
The meaning is “OK” in all English speaking countries.
In France and Belgium, it also means “zero” or “nothing”;
In Japan it can mean “money”.

Personal space

In some Mediterranean countries it is often used to infer that
a man is homosexual.
In European countries people keep distance of only 20 to 30
centimetres.
In Australia the appropriate distance is between 45 – 50
centimetres.
In Turkey the accepted distance when speaking with
colleagues is an arm’s length.
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Non-verbal communication

Meaning
The personal space in China is minimized even in working
environment due to population density.
Indian people have a great respect for personal space
especially in a business environment. Interlocutors usually
allow an arm's length space between themselves.
Many people in the Middle East claim a more modest
amount of personal space. Stepping away from the
counterpart could be even considered as rude.

Handshake

Americans are considered to require more personal space
and if your interlocutor backs away during a conversation,
do not try to fill the space gap.
In the European countries people shake their hands quickly
and lightly. If they are close a kiss on both cheeks is fine.
In Turkey, firm shakes are rude and longer handshaking is
considered as a sign for friendly behaviour.
In Africa if the two persons are from the same gender, it’s
okay to shake their hands. But be gentle. You should only
shake a woman’s hand if she offers it.
In China, weak handshakes are preferred. You have to hold
on for an extended time after the initial shake.

Showing the soles of your shoes

Handshakes in the USA are usually brief. Light handshakes
are considered distasteful and you are advised to use a firm
grip.
In Arab and Asian cultures, it is impolite to show the bottom
of the shoe, which is often dirty. Therefore, you should not
sit with the foot resting on the opposite knee.
In the European countries the shoes are an important part of
the image of the person and can be considered as a sign for
social prosperity. It is not always necessary to wear shoes
from expensive brands but for a business meeting it is
obligatory to have clean and stylish ones.

With regards to the cultural diversity the issue with time keeping is also important. Is the
planned timeline for a meeting strictly fixed, or it could be flexible? For example, European
people are known as being punctual and in the most EU countries they tend to stick to the
predefined timetable. In Africa the scheduled appointments are often treated like an estimate.
Africans have a very good expression for this: “Les Européens ont la montre, mais les
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Africains ont le temps.” Freely translated, Europeans may have a watch, but Africans do have
the time to be flexible.
It is recommendable to gradually adopt a more relaxed attitude towards time management
remembering that some cultures are more time-conscious than others.
General guidance to make a positive impression in the business environment:
•
•
•
•
•

wear appropriate clothes (business meeting, business diner, cultural visit, etc.)
be well-informed and prepared for the forthcoming meeting
bring a promotional pack in order to present your organisation/media (flyer, small
branding souvenirs and other material you have available)
if the meeting is taking place in Turkey, a small gift is customary among partners;
be aware who your interlocutor is and what his background is, usual attitude and the
decision making rights

No matter whether you are in Japan or in Germany, your efforts to make a good impression
will be well appreciated.
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5. Chapter – Managing Group Dynamics and Conflicts
5.1. Main characteristics of the group
What makes people a group is their conscious awareness that they belong to a group; when
they are convinced that their participation in the group will meet their needs; when they share
common goals and values; when they feel like they are interdependent; when they are eager to
participate into the group activities, and when they would like to stay within the group.
Although the groups appear in different formats, size, and type of interaction, there are some
common characteristics that are valid for each group and that are outlined in this subchapter.
•

Physical Environment

Characteristics like physical position of group members, their distance apart, and their body
positioning, and the common space that they share are some of the several critical factors that
influence the group dynamics. If you organise an event you should consider that the size, the
spatial arrangements, and the lighting of the room in which the group meets also have impact
on the group dynamics. For instance a long and narrow room can limit the eye contact among
participants and this will definitely hamper the communication. If you want to encourage nonformal peer interactions and a creative environment then you can arrange the chairs in a circle
or semi-circle. If you would like to establish a more formal atmosphere, then you can use a
table which will put physical boundaries and will allow positioning of the group members in
accordance with their status in the group. The leader and the dominant members will choose
more centrally positioned seats so that everyone can have an eye contact with them and the
other group members will take the rest of the seats.
•

Group Size

There are two controversial facts that are valid for the group’s size. The larger the group is the
bigger choice of talents, personal experiences and resources are available for generating
solutions and problem solving. But when the numbers of group members increases, a few
participants have the chance to contribute actively and thus one or two members start
dominating while the other group members take subsidiary roles.
Smaller groups are a precondition for the development of more flexible, operational and less
formal relationships, which is the basis for equal and dedicated participation, as well as
coherent goals setting. The leadership and other roles in smaller groups are likely to be shared
or rotated, while in the larger group the formation of subgroups and the increasing roles
differentiation will ensure the emergence of a leader.
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•

Group Composition

Groups where the members are with diverse background regarding their sex, age, cultural
affiliation and personality are excellent incubators for generation ideas, coping with
challenges and achieving sustainable results. Heterogeneous composition of the group also
encourages the participation, promotes recognition and opens opinions sharing. Individual
contributions by each member will vary depending on which who other group members the
individual is grouped with. This phenomenon is also known as the "assembly effect".
•

Communication

During the communication process within the group, members learn to understand each other,
but at the same time inevitably they are influencing one another through the communication
styles that they use. As it was already said in Chapter I the communication is not just passing
the message verbally, it also has some unintended results like conveying fears and
likes/dislikes, and unconscious motives. Frequently, the non-verbal communication process is
more eloquent than the verbal expression.
The content of the verbal communication plays a significant role in the group processes. Each
micro community has its own specific vocabulary, which can make new members feel
awkward. Therefore we recommend you to introduce your group jargon to the newcomers so
they can know that when you are saying to someone “you are enthusiastic animator” it
doesn’t have a negative meaning. It is just typical for your group way of saying that someone
is an “energetic and creative person”.
•

Norms

Each single group has its own norms, rules and code of conduct that regulates the acceptable
behaviour of each member, as well as ethical standards that the members should observe.
Usually they are applicable to all and this makes the group stronger and with a recognisable
group identity. When someone deviates from the group’s code of conduct, the group applies
sanctions which main goal is to lead to a corrective behaviour. Examples for common norms
can be: free opinions sharing, challenging the leader, avoiding conflict situations and/or
aggressive behaviour, voluntary contribution, equal participation, freedom to leave the group,
etc. Be aware that the newcomers should become familiar with the group’s norms from the
very beginning, because this will prevent resistance or frustrations to occur and will save the
unity of the group. It may help if the group leader or experienced members of the group
initiate joint activities for adopting the norms or for developing new ones. Thus, all members
will feel involved in the decision making process.
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•

Procedures

The group usually establishes internal procedures that are in fact the meta rules or
conventions for ensuring that what the group wants to achieve is going to be achieved in a
commonly acceptable way. The procedures should be applied in situations like: handling
problems, decision making, resource sharing, tasks distribution, monitoring and assessment of
the results, and contingency; and they should be clear and applicable for all in the group.
Examples for such rules and procedures for groups can be:
•
•
•
•

All decisions should be made by consensus.
Sharing of the resources should be transparent and after voting procedure.
The group leader distributes the tasks.
Peer review approach is applicable for monitoring.
•

Climate

The group microclimate has a significant role in strengthening the feeling of belonging among
members. A positive climate makes people calm, open minded and willing to contribute. The
leader plays an important role in the establishment and maintenance of a positive atmosphere,
promotes informality and warmth.
If you want to make a quick check of your group climate, observe whether:
•
•
•
•
•

the group members communicate instinctively and spontaneously;
the group members feel relaxed during the meeting;
the group members compete fairly;
the group members are willing to share knowledge;
the group members avoid sharing non-confirmed information.
5.2. Understanding of the group dynamics

By reading the previous subchapter you should be able to understand the nature of the group
dynamics. Here we provide you with some questions that will help you to assess the dynamics
within your group:
•
•
•
•

When the leader facilitates the group what communication styles he applies?
Do people maintain eye contact with the one who speaks?
Do the group members interrupt the leader when he speaks?
Who persistently strives for influence by proactive communication with certain group
members?
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•
•
•
•
•
•
•
•

Who participates in the decision making process and whose opinion groups members
frequently are seeking for?
Whose statements are quoted by others versus whose comments are declined?
Who are the group members that are considered as more knowledgeable?
How many withdrawals from the group you have for the last year and were the
reasons identified?
What topics are openly discussed and are there topics that are considered taboo?
Do group members support and rely on each other?
How the disagreements are being overcome?
Who speaks the most versus who listens the most?

When you answer to these questions, try to be as much frank and objective as possible. Avoid
socially desired answers, because the information that you will draw by answering to this
questions will help you to better understand: climate and operating style, decision making
style, individual group members roles, problem solving style, influential power brokers,
communication style, and individual team member interaction styles within your group.
If you identify problems that you cannot tackle on your own, then you can use the
consultancy services of organisational psychologists or other external specialists (coacher,
tutors, etc.)
5.3. Functional and non-functional roles
What serve the needs if the groups, e.g. actions, behaviours, attitudes are also known as
Functional roles.
•
•
•
•
•
•

Information Seeker – seeks what is needed in order the task to be accomplished (dates,
facts, recourses, etc.)
Opinion Seeker – gathers as much opinions, views, suggestions, observations, remarks
as possible to achieve what is planned
Information Giver – provides evidence, findings, or relevant experience to support and
insure the achieving of the tasks
Opinion Giver – withstands position opinion, values or points of view applicable for
the completing of the task
Initiator – generates ideas and solutions, rescheduling of the task, new ways for
tackling the problems or relocation of the resources
Elaborator also known as Clarifier – makes the things clearer, support the work with
examples or case driven approaches
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•

•
•
•
•
•
•
•

Coordinator – establishes links between various ideas and proposals, tries to
summarize and combine ideas and suggestions, and tries to draw together activities of
various sub groups or members
Summarizer – pulls together related ideas or suggestions, restates suggestions after the
group has discussed them, offers a decision or conclusion for the group
Orienteer – brings group members back on track when they try to deviate or decline
from the task
Consensus Tester – makes sure that each decision is made with consensus; all
opinions are taken on board, and ensures the common interest of the group members.
Diagnostician – defines the weak points, the milestones for making progress and
needed steps to move forward
Secretary also known as Recorder – takes precise notes and protocol, prepares reports,
serves as the “group memory”
Energizer – increases the enthusiastic spirit group
Evaluator also known as Critic – prepares in-depth analyzes of the achievements and
results according to number of quality standards, but without making the group
members feel threatened; compares the outcomes against preliminary set objectives

Dysfunctional roles also known as non-function are those roles taken by group members
whose actions and applied behaviour tend to make the group inefficient or weaker.
•
•
•

•

•
•

•

Aggressor- wants to strengthen his position within the group by neglecting the needs
of others; attacks or sabotages the group
Blocker –blocks all efforts, desires or decisions of the group members; cannot stand
what the group is doing.
Recognition-Seeker – tries to show how irreplaceable and valuable he is for the group,
how innovative and unique his achievements are no matter if his contribution or
suggestions are relevant or not.
Self-Confessor – uses the group as a space for sharing of his feelings, ideology,
insights, or personal issues and has no problem to disclose his private problems even
during working sessions or meetings.
Playboy/Playgirl - cares less about the group spirit and team goals, and s/he doesn’t
feel ashamed to say bluntly “I do not care”.
Dominator- establishes control over the group members and tries to dominate the
group’s discussions and decision-making processes, because he is convinces that he is
in a superior position within the organisation or the group.
Help-Seeker – search for the sympathy by the group members emphasizing that he
feels uncertain or confused.
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•

Special Interest Pleader - always protects his own interests, pleads on behalf of a
specific group concealing his own stereotypes and beliefs.

For further reading, please follow the link: https://2012books.lardbucket.org/books/anintroduction-to-organizational-communication/s11-04-group-communication-roles.html
5.4. Type of conflicts
Conflicts are inevitable in our relations with others. Conflicts can arise for different reasons
and have different strengths.
Conflicts reflect the clash between participants arising from the fact that the behaviour of one
of the participants affects answering to the needs of the other party, or when there are some
major differences in values, goals, and ways of meeting the needs.
Whether expressed as a minor disagreement or confrontation or extreme hostility, the reason
is always the same - participants express protest against the behaviour of the other, which is
experienced as an obstacle to meet the needs and lifestyle.
What is essential for relationships is primarily:
•
•

the amount of unresolved conflicts;
the ways through which conflicts are resolved.

Absence of conflict means only that we do not communicate with others, and that we have not
good communication with others.
Here we provide you with an exercise that will help you to realize what is the nature of the
conflict and what are the perceptions of the others.
•

Exercise: Perception of one’s own and the others’ behavior

In conflict situations, we tend to perceive in a distorted way not only our own' behavior,
motivations and positions but the others', too. This makes a constructive conflict resolution
very difficult.
Here are several distortions that can be found in almost every conflict situation:
•

mirror image - I think I am right and you are wrong, you think you are right and I am
wrong (each participant thinks 'I'm an innocent victim who embodies truth and justice,
and who is deliberately and maliciously attacked by others; that I have a solution, and
the other does not')
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•

•

•

mote-beam mechanism - I understand what you cause me with your behaviour, but I
do not understand what I cause you with my behaviour(the behaviour I perceive to be
unacceptable when others do, I perceive as acceptable when I do; I have a different
sensitivity to the same behaviour if committed by me and by others) 151
double-standard - what is acceptable for me to do is unacceptable for you to do (even
when we are sensitive to identical behaviours we are engaged with, there is a strong
tendency to perceive what we do as acceptable, and what other does, although the
same, as unacceptable).
polarized-thinking - I think I am right and you are wrong, you think you are right and
I am wrong (both parties believe that everything I do is good and that everything you
do is bad)
#Procedure:

The group is acquainted with the need of the specific presentation of the conflict and the
various stages of the specification of the conflict. Then each participant recalls a conflict in
their lives and presents it consequently through the separate stages of specification using the
worksheet. Upon completion participants share to the group the difficulties they experienced.
Then the participants are divided into pairs and each of them again recalls a conflict in their
lives and presents it specifically noting the conflict as a conflict that concerns him, the
emotions he experiences, the behaviour with which he reacts and the behaviour which
contributes to the conflict. Then each member of the pair shares their experience. Then the
participants are back together and ask the question “Can the specific definition of the conflict
become difficult because of the distorted perception of one's own and other's position,
motivation and behaviour?” Once the participants answer the question, they get the worksheet
that presents various distortions. When in conflict situations you foster the belief that I am
right and the other is not right, when I believe that I have only good solutions but the other bad, then the likelihood of destructive decisions also increases. Then the participants are
divided into subgroups of four and each participant illustrates the presented distortions
through conflicts in their life.
Discussion questions
•
•
•

Is there a link between the specific presentation of the conflict and conflict resolution?
What does it mean to present a conflict specifically?
How do different distortions affect specifying the conflict?

Personalized questions
•
•

What difficulties did you have in specifying the conflict?
What can you do to avoid them?
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5.5. Conflict resolution styles
•
•
•
•
•
•
•
•
•

enhances closeness and quality of the relationship;
leads to personal change and growth;
enhances creativity;
reinforces the need to learn new things;
increases confidence;
enhances self-efficacy;
strengthens the motivation to take on the challenge to make the relationship better;
enhances the ability to cope with stress.
•

•
•
•
•
•

Constructive conflict resolution:

Destructive conflict resolution:

leads to the destruction of relationships with others;
decreases creativity;
decreases motivation for change;
decreases self-confidence;
increases negative emotions.

There are several ways for conflict resolution:
•
•
•

I win – you lose;
I lose – you win;
I win – you win.

Consequences from the different ways for conflict resolution
•
•
•
•
•
•
•
•
•

I win – you lose

Unproductive conflict resolution;
harmful, irritating and causing afflictions;
causes anger and hostility;
restricts joy and enhances anger, hostility, and frustration;
behaviour that is required is motivated by compulsion, but not by responsibility;
limits creativity;
limits cooperation because of the fear of constraint;
limits productivity increases indifference to making;
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•

limits the self-control.
•

•
•
•
•
•
•

I win – you win

limits negative emotions - dissatisfaction, anger, hostility, disappointment;
retains self-esteem;
eliminates frustrations;
enhances trust;
enhances the understanding on the value of the needs and emotions of others;
enhances creativity.
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6. Chapter – Leadership
What is known as leadership style is a style of the one who is chosen by the group as leader
and provides directions, plans accomplishment, and motivation of people around him.
Different authors have identified various leadership styles that appear in our community – in
politics, in mass-media space, etc.
The most popular ones are:
6.1. Power and leadership
It is important to make differentiation between leadership which usually originates from the
personal characteristics, attributes and qualities of the leader and power which is derived from
the formal authority of the manager, placed to run the organisation.
According to the definitions given in the Cambridge companion to management “Power and
Interdependence in Organizations”:
“Power is an inescapable feature of human existence. It plays a role in all social
contexts and is particularly important in the functioning of organizations and work
groups. Organizational researchers have certainly recognized the importance of power
but have traditionally focused on its negative aspects. Yet power can also have very
positive effects. Power and Interdependence in Organizations capitalizes on significant
developments in social science over the past twenty years to show how managers and
employees can manage power in order to make it a constructive force in organization”
(Power and Interdependence in Organizations, 2009)
There are a lot of definitions given to define the leadership and we provide you with one of
the most bright and comprehensive description of this phenomena
“Leadership is a communication process of influencing and directing people to
commit to and achieve a shared goal voluntarily, in a given situation” (Aykut, Apinya,
Billy, Crystal, Gilbert, and Ritina 2008)
In our days business leader’s greatest efforts are targeted at winning the trust of clients and
stakeholders. The effective leaders are open and they communicate as frequently as needed
with their colleagues, clients and stakeholders, both in favourable and non-favourable
situations. Good leaders also seek feedback about the impact of their communication policy,
as well as regularly assess their own performance.
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Thinking in this direction, here we offer you four tips that will help you to enhance your
communications skills as a leader1:
•

•

•

•

Talk less, hear more: You want to be heard and listened to but people don't always
concentrate on listening to others. Most people focus more on their own agenda than
on the other person’s concerns or issues.
Don’t shoot the messenger: People’s ability to understand is often tainted by their
perceptions of the person speaking or the outcome they are looking for. So, people
often pass judgment on the speaker and disregard the message. That is why you should
concentrate on the message not the messenger.
Avoid mind reading: Certainly there will be a moment when you would want some
kind of action or response from another person. However, if you do not let them know
what you really want, it will be difficult to achieve it. Before assuming the other
knows what you want, you should first inform and then ask for feedback.
Stop pushing: When an agreement from others is sought, people often become
consumed with being right or proving their point. You’d better look for areas of
mutual agreement. Beginning from that point you create a greater outcome.
6.2. Leadership Styles

Are you interested of what leadership style you put in place while communication and
interacting with others? We suggest you to read the descriptions of six of the most popular
leadership styles outlined in the specialized literature and find it out.
•

Authoritarian

The main characteristic of the authoritarian leadership style is the aspiration of the leader for
separation from his followers. What is typical for the authoritarian leaders is that they are
focusing on clear professional relationship, not involving personal elements. They believe in
direct supervision as the only way to maintain successful micro environment and formal
relationships. The control is put on a central position in this leadership style and the leaders
with such style strictly follow their own vision, although it may not be always in line with the
one of their followers. The authoritarian leaders put the emphasis on the efficacy and
achieving formal goals, and sometimes may neglect the personal satisfaction and common
values of the micro community.

1

Management Help
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•

Paternalistic

What characterized the paternalistic leader is his parental attitude of leading others around
him. Such leaders are taking care for their subordinates as a parent - like they are a head of a
family, not of an organization. Usually, their followers responded with high level of respect,
trust and loyalty. Those people who are led by paternalistic leader are expected to become
totally devoted to their leader’s believes and values, and it is less likely to strive off and work
autonomously. Observations over such working teams led by paternalistic leaders reveal that
the relationships within the team tend to be solid and longstanding. The paternalistic leader
often expects his team members to stay and support the organization, or the cause for long
term period and thus to prove their credibility and commitment. A distinctive feature of this
style of leadership is that the “family” nature of the working relationships is not only part of
their inner interactions, but it is being transferred in their personal interactions beyond the
work place. Such team members are willing to go to each other with various personal and
private problems, because they believe that what others may say to them can be truly helpful.
•

Democratic

The style of democratic leader is characterized by sharing the decision-making rights with the
other team members and the leader encourages equality and diversity. The democratic style of
leadership adopts the beliefs that everyone in the group can mastered the organizational
decisions and can determine the developmental policy, both on strategic and operational level.
This does not mean that the democratic leader withdraws from the managing process – he just
shares the power and the leadership instruments with his colleagues. There are many
researches which show that the democratic leadership style is one of the most effective and it
provokes productivity, effective contributions by team members and led to the increase of
creative solutions and common values. Like all other styles, the democratic one also has his
ups and downs, although usually teams are functioning effectively in some situations with
short deadlines or uncertainty this may cause failures in communication, completing projects
and achieving preliminary set goals. Democratic leadership suits best in teams where the
members are skilled, competent and with higher inner motivation.
•

Laissez-faire

What is typical for laissez-faire leadership style is that the power and the decision making
rights are equally spread among all members in the group or team. Laissez-faire leaders
provide complete freedom to their subordinates and let them work independently without
interfering in their way of performing tasks. These types of leaders are eager to provide
guidance and support to their followers and respond to their requests. This style is effective
when the followers are well educated, responsible and experienced, and when they are able to
drive the tasks or the project till the end. When leaders are not able to delegate or to provide
regular feedback it is better this style not to be applied.
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•

Transactional

Transactional leadership style is based on well-established system for motivation where the
key instruments are the rewards and the punishments for the followers. These leaders know
the needs of their followers and provide incentives to satisfy these needs in exchange of
certain level of performance. Two main factors construct the system - Contingent Reward and
management-by-exception. The types of the contingent reward can be psychological
(recognition or prize like “writer of the month”) or materialistic (vacation, bonus) for the
made efforts and excellent performance. While management-by-exception allows the leader
to keep the status quo. The transactional leader usually interferes when his followers do not
reach expected level of performance and turn from the organizational goals. In this case the
leader implements decisive corrective actions to make sure that the followers will achieve
what is expected, and the organizational strategy and plans will be accomplished accordingly.
Transactional leaders put the emphasis on increasing the efficiency of established routines and
procedures and are not willing to be flexible and to deviate from the well-established
organizational policy. This leadership style is not suitable for leading teams and groups where
people appreciate freedom, flexibility, autonomy and equality.
•

Transformational

The followers’ perception usually does not limit the transformational leader, because his main
aim is to change or transform his followers' needs and redirect their way of thinking. The
transformational leaders encourage in their followers the sense of common purpose and
excitement. Such leaders create a vision, based on their aspirations, desires and values and
communicate the readymade idea directly with their followers. The main characteristics of the
transformational leader are: charismatic leadership – based on broad field of competence,
self-promoting personality, enchanting attitudes, and willingness to take risks and achieve
goals that others consider unattainable.
This leadership style is suitable for multilevel marketing companies where team members
need to be influenced by the leader who is eager to inspire them. The transformational
leadership style is not working well in organizations or groups where people need regular
feedback and support, ongoing guidance and clearly established motivation mechanisms in
case of success or failure.
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Introduction
The media play an important role in the context of social entrepreneurship. Through different
media formats – such as television, radio, newspapers, magazines, books, cinema, video
games, music and internet – the social entrepreneurs can spread their social projects and get a
sustainable growth with awareness-raising, social acceptance and participation.
Actually, the mass media and social media are valuable tools for social projects because they
can promote the cause, build an audience, create communities and facilitate their engagement.
For all these reasons, the social entrepreneurs need to know how the media work and how to
use the media for social benefit.
Thus, the social entrepreneurs need to be media literate, which means they need to have the
knowledge, skills and competencies required to use and produce media consciously and
properly. On one hand, they need to be able to distinguish between "reality" and "fiction" and
to understand how and why the media reflects events and phenomena with certain directions.
From this perspective, therefore, they need to look at the media critically, by examining and
analyzing different kinds of media texts. On the other hand, it is crucial that they can produce
media texts according to key criteria in order to reach their target audiences in the right way,
always respecting media ethics.
As part of the “Social Entrepreneurship for Young Community Media Makers” project, in this
manual you will find the way to become a literate writer of conscious media, in order to
achieve high social impact with your entrepreneurship project.
In this way, this manual is organized in four chapters. In the first chapter – Living with Media
– there is a discussion about the term 'media', its different formats and their impact in the
everyday life. The second chapter – Reading the Media: Scope and Principles – presents and
contextualizes the main issues related to media literacy. The third chapter – Analyzing,
Examining and Evaluating the Media – looks at the media texts as productions that reflect
representations, and suggests how to analyze media productions according to key criteria.
Finally, the fourth chapter – Text Production and Publication as a Media Literate – explains
how to create and spread media texts successfully and ethically.
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1. Chapter - Living with Media
1.1. What is the media?
The term 'media' is a plural form of 'medium', a noun used since the sixteenth century that has
its origin in the Latin word 'medius', which literally means ‘middle’ in the English language.
For that reason, the words 'media' or 'medium' denote something intermediate.
In common sense, media refers to communication channels that reach a large number of
people (or even small or specialized audiences), such as television, newspapers, radio, internet,
amongst others. It is through those communication channels that the information, education,
entertainment, and promotional messages are disseminated.
Therefore, the media can be associated with the communication process, because "what all
media entail is a process that involves senders, messages and receivers as well a specific
social context in which they operate" (Albertazzi & Cobley, 2010: 7), as illustrated below
(Figure 1):

Figure 1: Communication process by Albertazzi & Cobley (2010)

The architecture of the communication process and the development of studies in this area has
as reference the projects developed by Claude Shannon and Warren Weaver (Shannon &
Weaver, 1949). They proposed a linear communication scheme (Figure 2) composed by the
following elements: (a) Source of information: which produces a message; (b) Transmitter:
device from which a message is converted into a signal; (c) Channel: means through which a
message arrives at the receiver; (d) Noise: that can disturb the channel; (e) Receiver: the
decoder which converts the signal into a message to be understood.
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Figure 2: Model of Shannon & Weaver (1949)

The establishment of the relation between communication studies and the mass media took
place in North America, in the first half of the Twentieth Century. The main contributions to
the field were made by scholars such as Paul Lazarsfeld, Harold Lasswell, Wilbur Schramm
and Marshall McLuhan. Their studies consolidated the area of communication and helped to
better understand the phenomenon of the impact of mass media in society and in everyday life.
Over the years, research has been strengthened at this level, mostly in part to the media
development and to the interest that it brings into the framework of social and cultural
transformations. In this context, the following models should be mentioned (Figure 3):
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Model A

Model B

MASS COMMUNICATION
• Distribution of information and ideas
through mass media;

NETWORK COMMUNICATION
• Distribution of information and ideas
through technological media (Internet
plays a preponderant role);

• Associated with Mass Communication
Research: a set of paradigms that show
that the medium has a great power of
influence over receptors, understood as
relatively passive, uncritical, vulnerable
and defenceless;

• Idea of sharing and interactivity;
• It was characterized by the uses of
different media, anywhere, anytime, and
through various devices;

• The central concern is the media effects
and their messages;

• Receiver is seen as Prosumer: receives,
produces, and distributes messages.

• Direct relation between the exposure to
the contents and the response of the
recipient to these (Cause – Effect);

• Growing concern with audiences,
namely in responding to their needs,
interests, motivations and expectations.

• Perspectives with a more focused
approach to the negative impact of the
media.
Figure 3: Models of the Communication Process (self elaboration)

From this perspective, therefore, it is in the media that the mass communication and network
communication occurs, because "communication always involves a 'medium' or different
'media'” (Durant & Lambrou, 2009: 3). Nevertheless, the media can be defined in various
ways. According to Daniele Albertazzi and Paul Cobley (2010: 7), "the media can therefore
be conceived as:
• a collection of industries;
• a collection of practices;
• a collection of representations;
• a collection of the products of economic and statutory regulations;
• a collection of audiences' understandings;
• means of delivering audiences to advertisers (or is it a public service?);
and, latterly, in the throes of digitisations:
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•

a collection of individuals or small groups sending messages to other individuals,
small groups or much larger groups.

In this sense, when the media studies theorists try to define the term media, they refer to “the
whole range of media – from big-budget blockbuster movies to the snapshot photographs that
people take in their daily lives; and from the latest pop video or computer game to the bestknown 'classic' films or literature” (Buckingham, 2003: 3-4). Usually, the list of media
includes: Comics, Book Publishing, Advertising, News Agencies, Public Relations and
Journalism, Photography, Newspapers, Magazines, Radio, Television, Cinema, Popular
Music, Internet and Web (Albertazzy & Cobley, 2010).
Thus, the media are technological devices that disseminate messages between senders and
receivers. The devices (or tools) can be analogue or digital and the messages are from
different natures – text, image or sound. In this manual, the term 'media' includes the
conventional and digital media commonly used – the newspapers and magazines, the radio,
the television, and the internet.
1.2. From past to nowadays: different media forms and different lifestyles
From past to nowadays, the media has influenced not only the way of communicating and
interacting in society, but also people's lifestyles – which means the “way or style of living”,
including values, interests, opinions and behaviours. The term also refers “to patterns of
personal consumption and tastes of all kinds that are generally self-chosen but also shared
with some others. (...) A lifestyle may be a way of expressing an individual identity, but for
media it can also be a way of constructing and managing consumer markets” (McQuail, 2010).
The media disseminate certain consumption habits and lifestyles, which are adopted by
people around the world. By cultivating myths such as happiness, beauty, healthy living, the
media influence ways of eating and drinking, ways of dressing, leisure forms, and so on.
The classification of the media forms, and its relation to the different lifestyles of human
beings, is not an easy task, considering that the 'media' allow the development of all kinds of
communication. There is a long history of communications – which involves media and
society from the evolution of speech to the internet – that can not be explained in detail, but it
is important to describe it in a general way. This approach implies mentioning the existence of
five media ages and their impact in humanity – from speech to writing, printing, audiovisual
media, and to the internet (Poe, 2010):
1. Homo loquens: humanity in the age of speech
2. Homo scriptor: humanity in the age of manuscripts
3. Homo lector: humanity in the age of print
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4. Homo videns: humanity in the age of audiovisual media
5. Homo somnians: humanity in the age of internet

The first media age (180,000 – 3500 BC) refers to the speech and the oral culture. In this
media age, the human communication was transmitted, received, and also preserved orally
from one generation to another.
In the age of manuscripts (3500 BC – 1450 AD), human beings discovered that speech could
be recorded in the form of writing. They developed systems of symbols, which later gave rise
to the alphabet, the written word and the texts in various languages.
With the print era (1450 – 1850) started the history of modern media. Although the first dated
book was printed in China with wooden blocks in 868 C.E., the mass production became
possible only with the invention of the printing press. The bible was the first major book
printed using Gutenberg's press in Europe, in the 1450s. From then on, books, newspapers,
magazines and other print media were reproduced in large scale, until current days. This
revolution created reading habits that had never been seen before, and consequently increased
literacy all over the world.
The audiovisual media age (1850–1990) began with a new technological revolution, which
created the photography, the radio, the cinema, the recorded music, the television, amongst
other technologies. This audiovisual media age created the culture of the spectacular and a
fascination with images and famous people, resulting in the appearance of the 'homo videns'.
The internet era (1990 – to the present) came to fulfil a very ancient somnium (dream, vision)
of the human being: “the fulfilment of the 400-year-old dream that information might be
collected, stored, and sifted easily, efficiently, and endlessly” (Poe, 2010: 215). The internet
has become a “communication medium that allows, for the first time, the communication of
many to many, in chosen time, on a global scale” (Castells, 2001: 2).
Each media age is characterized by different cultural effects. For example, while the rise of
speech engendered into existence an egalitarian, publicist, idealist, asceticist, deliberativist,
monist, eternalist, and individualist culture; the rise of the internet has engendered an
egalitarian, private, sensual, hedonistic, deliberativist, pluralist, temporalist, and individualist
culture (Poe, 2010: 58, 249). The cultural effects of each media age are depicted in Figure 4:
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Media Age

Cultural Values

Speech

Egalitarism, Publicism, Idealism, Asceticism, Deliberativism, Monism,
Eternalism, Individualism

Writing

Hierachicalism, Privatism, Idealism, Asceticism, Authoritarianism,
Pluralism, Temporalism, Collectivism

Print

Egalitarism, Privatism, Idealism/Realism, Hedonism, Dictatorism,
Pluralism, Temporalism, Collectivism

Audiovisual
Media

Elitism (send), Egalitarism (receive), Publicism, (send), Privatism
(receive), Realism, Hedonism,
Authoritarianism, Pluralism,
Temporalism, Collectivism

Internet

Egalitarism, Privatism, Sensualism,
Pluralism, Temporalism, Individualism

Hedonism,

Deliberativism,

Figure 4: The cultural effects of the different media age (adapted from Poe, 2010: 58, 98, 150, 200, 249)

In telling the history of media, it becomes possible not only to know the technological
(r)evolution that has occurred over time, but also the cultural values and social practices that
resulted from it.
In short, the 'speech era' brought the word into life, the 'era of manuscripts' developed the
ability to write, the 'era of the print' developed the habit of reading, the 'audiovisual media era'
brought the cult of the image, the spectacular and the famous, while the 'internet era' made the
global connectivity and the collaborative work possible.
1.3. Living in the world created by media texts
•

The cultural environment of media

The concept of culture is quite broad. Usually, it encompasses beliefs, values, customs, and
social behaviour of a particular people or society, as well as artistic manifestations. At this
point, culture is divided into erudite and popular. The first belongs to elites (high culture), the
second belongs to wide audiences (mass culture).
While the media affect “people's knowledge, values and beliefs” (Hesmondhalgh, 2006: 1), it
can be said that there is a close relationship between culture and the media. In fact, media can
be understood as cultural elements insofar as they form part of the social structure under
which modern society is organized. The media create habits, needs, consumption, trends,
opinions, values, rules and feelings.
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In a capitalist society, for example, the media uses appealing slogans to induce consumption.
By publicizing products and services through advertising, mass media create a consumer
culture.
At the same time, the media also determine which cultural product a society should consume.
In fact, the media conveys a commercial form of culture, produced for profit and advertised as
a commodity. Somehow, this has resulted in the depreciation of the concept of art. Art has
been transformed into goods.
According to the critical theorists Theodor Adorno (1903-1969) and Max Horkheimer (18951973), cultural products – such as films, radio programs, magazines, and so on – began to be
used by capitalism as a tool of social domination, resulting in the passivity of the mass society.
The use of the media for propaganda purposes, specifically the use of the radio during World
War II, is a good example of that.
Fortunately, the internet has promoted widespread access to intellectual and cultural
information and citizen participation around the world, although there is a margin of the
population that still does not have internet access. It is important to keep in mind that not
everyone has access to the World Wide Web in the present time.
In fact, on one hand, the media influence society with its messages, stimulating the
construction of culture and changing behaviors. On the other hand, the content of the media
largely reflects the culture of the society in which it is embedded. From this perspective, the
media disseminate information and knowledge of cultures to their audiences. Its cultural focus
promotes acculturation that changes behaviors and traditions.
Therefore, as argued by Elizabeth Bird (2003: 3), "we really cannot isolate the role of the
media in culture, because the media are firmly anchored into the web of culture, although
articulated by individuals in different ways".
•

Why do we use media? Why are media texts being created?

There are many reasons that motivate the use of the media. To the limit, each person will have
their own reasons. However, there seem to exist some common reasons why people use the
media, according to the "Uses and gratifications theory".
Research done with the aim of understanding "Why do people use media and what do they
use them for?" revealed that people deliberately choose certain kinds of media and types of
content that satisfy their social and psychological needs. Those needs may be knowledge
enhancement, social interactions, relaxation, escape, amongst others.
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A research conducted in the 1970s, entitled "On the Use of the ass Media for Important
Things" (Katz, Gurevitch, & Haas, 1973: 164) found that "the mass media are ranked with
respect to their perceived helpfulness in satisfying clusters of needs arising from social roles
and individual dispositions. For example, integration into the socio-political order is best
served by newspaper, while 'knowing oneself' is best served by books. Cinema and books are
more helpful as means of 'escape' than is television. Primary relations, holidays and other
cultural activities are often more important than the mass media in satisfying needs".
With the emergence of the internet and online social media, the uses and gratifications theory
had to expand and integrate new dimensions such as interactivity, demassification,
hypertextuality, and asynchroneity.
Through this new media, individuals not only "consume contents for fulfilling their
information, entertainment, and mood management needs; they participate through interacting
with the content as well as with other users for enhancing social connections and virtual
communities; and they produce their own contents for self-expression and self-actualization"
(Shao, 2009).
In its turn, media texts – which refers to “the programs, films, images, web sites (and so on)
that are carried by [these] different forms of communication” (Buckingham, 2003: 3) – are
being created for many reasons. Usually, each kind of media text is created for a specific
purpose. For example, a newscast seeks to inform a particular audience about an event, while
a film seeks to entertain it and a commercial ad seeks to persuade it so they buy a certain
product.
In fact, many scholars have identified different functions of the mass media. One of the most
widely known theories of communication functions was presented in the "Many Voices One
World" report, "published in 1980 by the United Nations. According to this report,
communication is considered "as an individual and collective activity embracing all
transmission and sharing of ideas, facts and data" and "its main functions in any social system
may be identified as the following (MacBride, 1980: 14):
•

•

•

Information: the collection, storage, processing and dissemination of news, data,
pictures, facts and messages, opinions and comments required in order to understand
and react knowledgeably to personal, environmental, national and international
conditions, as well as to be in a position to take appropriate decisions.
Socialization: the provision of a common fund of knowledge which enables people to
operate as effective members of the society in which they live and which fosters social
cohesion and awareness thereby permitting active involvement in public life.
Motivation: the promotion of the immediate and ultimate aims of each society, and
the stimulation of personal choices, and aspirations; the fostering of individual or
community activities, geared to the pursuit of agreed aims.
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•

•

•

•

•

Debate and discussion: the provision and exchange of facts needed to facilitate
agreement or to clarify differing viewpoints on public issues; the supply of relevant
evidence needed to foster greater popular interest and involvement in all local,
national and international matters of common concern.
Education: the transmission of knowledge so as to foster intellectual development,
the formation of character and the acquisition of skills and capacities at all stages of
life.
Cultural promotion: the dissemination of cultural and artistic products for the
purpose of preserving the heritage of the past; the development of culture by widening
the individual's horizons, awakening his imagination and stimulating his aesthetic
needs and creativity.
Entertainment: the diffusion, through signs, symbols, sounds and images, of drama,
dance, art, literature, music, comedy, sports, games, etc. for personal and collective
recreation and enjoyment.
Integration: the provision to all persons, groups and nations of access to the variety
of messages which they need in order to know and understand each other and to
appreciate others' living conditions, viewpoints and aspirations.

This approach integrates the classic trilogy of functions attributed to social media - "entertain,
inform, educate" - although it is insufficient to establish the social function of the media.
Curiously, this was the expression used by Lord Reith to describe the core responsibilities of
the BBC when it was founded in Britain in 1927. After that, that ethos was widely adopted in
other European countries.
Other perspectives indicate that the media seek to satisfy the interest of three parties
(Fontcuberta, 1999: 36-44):
1. the public interest – for example, interest in a particular event, interest in a particular
person or institution, and interest in special subjects;
2. the interest of the media, which is roughly divided into two objectives: to earn
money and achieve maximum influence and diffusion;
3. the interest of various sectors of society, including from a local community to large
companies.

Together, these three interests determine the media agenda, that is, the content produced in
each medium and media text.
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1.4. Looking at it better when living with the media
In the contemporary society, media represents “the major socializing influence”, taking the
place of the family, the church and the school; actually, the media “provide us with most of
our information about political process; and they offer us ideas, images and representations
(both factual and fictional) that inevitably shape our view of reality. The media are
undoubtedly the major contemporary means of cultural expression and communication: to
become an active participant in public life necessarily involves making use of the modern
media” (Buckingham, 2003: 5).
As the media have the power to influence our views of reality, we must look at the media with
an analytical and critical sense. Therefore, it is important to realize what kind of influence the
media have on us by reading, analyzing and evaluating their content, because their influence
may not be positive.
It is important to keep in mind that “the media do not offer a transparent window on the world.
They provide channels through which representations and images of the world can be
communicated indirectly. The media intervene: they provide us with a selective versions of
the world, rather then access to it” (Buckingham, 2003: 3).
In line with this perspective, some points of view about the role of the media in modern
societies are negative and skeptical. This is essentially due to the power and inequality related
to media. According to Herman and Chomsky, authors of the book Manufacturing Consent
(1988), the media serve interests of an elite through propaganda, as a form of deliberate
manipulation:
“The mass media serve as a system for communicating messages and symbols to the
general populace. It is their function to amuse, entertain, and inform, and to inculcate
individuals with the values, beliefs, and codes of behavior that will integrate them into
the institutional structures of the larger society. In a world of concentrated wealth and
major conflicts of class interest, to fulfill this role requires systematic propaganda”
(Herman & Chomsky, 1988: 1).
Therefore, with the emergence of the Internet and new media platforms, the traditional "oneto-many" mass communication model competes with a new "many-to-many" model.
Currently, people are not just passive consumers of media texts, they have the possibility to
produce media texts, making themselves heard in the world. However, this does not mean that
the risks associated with the use of the media have disappeared.
As noted by some scholars, “the convergence and diversification in media and
communication technologies and services open up new opportunities for individuals, and yet
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these same changes also expose individuals to new risks” (Lunt & Livingstone, 2012: 117).
Security risks – like scams and hacks – and the spread of fake news are good examples of that.
In this context, it is important to understand the meaning of media texts, which “often
combine several 'languages' or forms of communication – visual images (still or moving),
audio (sound, music or speech) and written language” (Buckingham, 2003: 4). For that reason,
the following two chapters are dedicated to satisfy that purpose.

Food for thought:
•
•
•
•

How would you define the media?
What is your perception about the role of the media in everyday life?
How can the media best serve your social project?
What kind of media formats serve better the purpose of spreading the messages of
your social cause?
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2. Chapter – Reading the Media: Scope and Principles
2.1. What does media literacy mean?
•

Definition of media literacy

In general, the term 'media literacy' refers to the knowledge, skills and competencies required
to use and produce media properly and consciously.
As defined by David Buckingham (2003: 4), media literacy is “the knowledge and skills
learners acquire” about media, involving 'reading' and 'writing' media; and to reach that
outcome, media education should be promoted in order “to develop both critical
understanding and active participation. It enables young people to interpret and make
informed judgments as consumers of media; but it also enables them to become producers of
media in their own right”.
From this perspective, media literacy is, on one hand, “a form of critical literacy. It involves
analysis, evaluation and critical reflection” (Buckingham, 2003: 38). On the other hand,
media literacy is also a creative production, which implies designing, creating and publishing
media texts.
Media literacy is such an important issue today that it deserves to be highlighted on the
European Union agenda. For that reason, it has become one of the main pillars of
communication rights, together with the right to freedom of expression and information (Cara
& Tornero, 2010).
Despite various attempts to define this concept, it can not be considered that there is a
universal conception, although when speaking of this phenomenon it is understood that it is
related to the development of competences for a clear, conscious and critical use of means of
communication, whatever its format, and its messages.
According to The European Commission's Recommendation (20/8/09), “media literacy relates
to the ability to access the media, to understand and critically evaluate different aspects of the
media and media content and to create communications in a variety of contexts”(Reding,
2009: para. 11).
Therefore, media literacy refers “to the public's knowledge of and competence in relation to
the media, drawing on a field of study and a diverse arena for educational and community
initiatives spanning print literacy, film literacy, advertising literacy and visual literacy, among
others” (Lunt & Livingstone, 2012: 118). In fact, media literacy means “inevitably and
necessarily multimedia literacy” (Buckingham, 2003: 35).
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In a world overwhelmed by technological and digital tools, it is crucial that new generations –
as they are born and then grow in the context of this technological boom – learn to live in this
context and can take maximum benefit from it.
Nowadays, “media literacy is also recognised by critical scholars and civil society advocates
as part of a wider citizenship agenda, as a form of participation and inclusion, as a means of
overcoming disadvantage, as a means for community empowerment or, more tactically, as a
preferable alternative to technical or regulatory content restrictions” (Lunt & Livingstone,
2012: 118-119). Viviane Reding (Reding, 2009: 15) also argue:
“media literacy is a matter of inclusion and citizenship in today’s information
society. It is a fundamental skill not only for young people but also for adults and
elderly people, parents, teachers and media professionals. Thanks to the Internet
and digital technology, an increasing number of Europeans can now create and
disseminate images, information and content. Media literacy is today regarded as
one of the key prerequisites for an active and full citizenship in order to prevent
and diminish risks of exclusion from community life”.
According to Viviane Reding (2009: 17), “democracy depends on the active participation of
citizens to the life of their community and media literacy would provide the skills they need to
make sense of the daily flow of information disseminated through new communication
technologies”.
Actually, there are several benefits of media literacy that justify its development and
promotion in contemporary societies. Here are seven arguments in favour of media literacy:
1. It prevents digital exclusion;
2. It promotes info-inclusion;
3. It forms a more participatory civic identity;
4. It creates a critical awareness of the media industry;
5. It develops antibodies against the dangers of the digital world;
6. It creates a better awareness of the world's serious issues;
7. It promotes citizenship in the community.
There is no doubt that media literacy has an important role to play in society but “the
challenge is to identify what media literacy the public needs, across all segments of the
population and all sectors of society” (Lunt & Livingstone, 2012: 134).
•

History of media literacy

Media literacy is an international phenomena. Its issues were first discussed and portrayed in
a document published by UNESCO in 1982, the Grunwald Declaration on Media Education.
That document recognizes the role and impact of media and technology and its messages in
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society and reinforces the need for educational agents to help young people acquire and
develop media literacy skills. It is also based on the following ideas:
Strengthening the development and implementation of programs aimed at media and
digital literacy, particularly in teaching contexts.
Developing training courses for trainers in this area in order to achieve more effective
results.
Investing in academic research so that these issues have scientific and methodological
validation, supporting the implementation of measures with positive results.
Supporting and strengthening international cooperative actions through the creation of
networks of sharing, colloquia and congresses.
The points foreseen in this Declaration have been put into practice in several countries of the
world (such as Canada, England, and the United States of America), through initiatives and
programs in schools, universities and public policies developed.
In March 2000, the Lisbon Agenda (also known as the Lisbon Strategy or Lisbon Process)
gave prominence to media literacy, as part of a European strategy for a globally competitive
information society, and in 2005 it was re-launched with the aim of getting European citizens
and businesses online by 2010 (Lunt & Livingstone, 2012: 124).
Another important step in the history of media literacy (and media regulation, as well) was the
Communications Act 2003. This Act of the Parliament of the United Kingdom established the
duty of OFCOM to promote media literacy, amongst other measures – curiously, this act
introduced the legal recognition of community radio and paved the way for full-time
community radio services in the UK.
In turn, UNESCO has also published a Media Education Kit in January 2007 and developed
information literacy indicators for cross-national evaluations (Lunt & Livingstone, 2012: 123).
Other initiatives were promoted in Europe and around the world. In 2009, it has begun to
appear the mention of digital or internet literacy in various activities developed in many
countries, such as the Digital Media Literacy Research Program created by Australian
Communications and Media Authority (ACMA), the website Media Awareness Network
(Canada) published in 2010, and the Europe's 2010 Digital Agenda developed by the
European Commission (Lunt & Livingstone, 2012: 123).
These are some of the most significant developments in media literacy, but many other
contributions to the subject are left out in this brief history, such as events, publications,
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legislation, conferences and proceedings developed around the world since its origin to the
present time.
2.2. Discovering the distinction between reality and production
•

First look at texts

Most people look at media texts quickly, and then move on. The TV remote control helps us
to change from channel to channel, the news titles and leads help us to read just the bare
essential information of the newspapers, and so on. In fact, we rarely take a second look at
media texts.
Furthermore, when we look at a media text for the first time, we tend to forget that it is a
carefully crafted production, and we assume that texts are natural.
It is true that many media texts seek to make us aware of the 'real' world we live in, but they
do not present simple reflections of external reality. Actually, the media “provide us with
reports or reflections of this reality, with varying degrees of accuracy, completeness or
dependability” (McQuail, 2010). They present productions, 'constructions of reality'.
This means that we need to be careful with the way we are reading media texts. It is important
to stop and look, really look, at media messages in order to be able to distinguish between
'reality' and 'fiction', on one hand; and to 'read between the lines', on the other hand. This
requires a second look, which roughly means a 'close analysis' of the media texts.
•

Second look at texts

The second look is a deep look at the media texts. It implies to understand how the media
messages were constructed and how they can be perceived. It should be noted that they are
designed with a purpose in mind, they are constructed using specific language and rules, they
reflect certain values and points of view leaving aside others, and they can be interpreted
differently from person to person.
In other words, a second look allows us to explore the many layers of the media messages and
to find out what is behind them. For example, looking at a TV commercial implies to explore
its visual and sound elements, such as lighting, camera angles, characters, setting, spoken
words, music and other sounds, memorable words, tag-lines; and also to identify who is the
author of the message, what is being advertised, who is the target audience, what values or
point of views are proposed, what kind of techniques are used to attract the audience's
attention, and how different people might react to the message.
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From this perspective, David Buckingham argues that it is important to distinguish between
micro and macro interpretation of textual meaning, as following:
“How we interpret a film, for example, does not depend only on how we 'read'
particular shots or sequences. It also depends on how the text as a whole is organized
and structured, for example via narrative; on how it relates to other texts we may have
seen (intertextuality), or genres with which we are familiar; on how the texts refer to,
and makes clams about, aspects of reality with which we are more or less familiar
(representation); and on the expectations we bring to it, for example as a result of the
ways in which it has been publicized and distributed” (Buckingham, 2003: 37).
Therefore, media texts are interpreted through individual lenses, and its meanings are
constructed from a variety of factors, such as personal needs, attitudes, and cultural
background.
2.3. Media literacy elements
Research carried out in the last decades – such as the work developed by Len Masterman,
who wrote "Teaching the Media" in the 1980s – has allowed the identification of a set of key
elements in the area of media literacy. Inspired by those contributions, the Center for Media
Literacy (CML) identified five elements, five core concepts and five key questions, described
as follows:
•

Principle of non-transparency

The first element – Principle of Non-Transparency – is based on the core concept: “all media
messages are ‘'constructed'’’, because “media do not present reality like transparent windows
or simple reflections of the world” (Kellner & Share, 2005: 374).
Instead of it, the media messages are an outcome of a construction process, which decides
how the reality is represented. That perspective reveals “two fundamental insights about all
media - "constructedness" and choice” (Center For Media Literacy, n.d.-a). This means that
we see, hear or read media texts created and selected by someone.
Despite of not being 'natural', media texts look 'real' and influence people in real ways,
"because we take and make meaning for ourselves out of whatever we've been given by those
who do the creating" (Center For Media Literacy, n.d.).
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•

Codes and conventions

The second element – Codes and Conventions – is based on the idea: “media messages are
constructed using a creative language with its own rules” (Kellner & Share, 2005: 374).
Actually, there are a range of codes and conventions that should be considered: symbolic
codes (such as setting, mise-en-scene, acting, colour); technical codes (such as camerawork,
editing, sound lighting); written codes (printed language, spoken language); form
conventions; story conventions and genre conventions.
In this case, the format of the message and the way it is constructed need to be explored, using
creative components such as words, sounds, colours, movements, camera angles and many
other. Those components will influence the various meanings we can take away from a media
message. For example, "use of colour creates different feelings, camera close-ups convey
intimacy, scary music heightens fear" (Center For Media Literacy, n.d.-b). By analysing the
language of a media message, we are less susceptible to manipulation.
•

Motivation

The third element – Motivation – has the core concept: “media are organized to gain profit
and/or power’’ (Kellner & Share, 2005: 376).
All media messages have a purpose, beyond the basic content motives of informing,
persuading or entertaining.
It is important to keep in mind that “much of the world’s media were developed as moneymaking enterprises. Newspapers and magazines lay out their pages with ads first; the space
remaining is devoted to news. Likewise, commercials are part and parcel of most television
watching” (Center For Media Literacy, n.d.-d).
Now, the Internet has become an international platform through which individuals, groups or
organisations can attempt to persuade others.
By examining the purpose of a media message, it is possible to understand issues of
ownership and the structure and influence of media institutions in society.
•

Audience decoding

The fourth element – Audience Decoding – is based on the idea “different people experience
the same message differently” (Kellner & Share, 2005: 375).
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One simple message could have various interpretations, it can be perceived in different ways.
Usually, the interpretation of a media message is influenced by the characteristics and
experiences of each audience member. This happens because human beings try to connect
what they are hearing, seeing or reading with everything else they know.
Hearing multiple interpretations will help to "build respect for different cultures and
appreciation for minority opinions, a critical skill in an increasingly multicultural world"
(Center For Media Literacy, n.d.-c).
•

Content and message

Finally, the fifth element – Content and Message – is focused on the concept: “media have
embedded values and points of view” (Kellner & Share, 2005: 376).
Because the media messages are constructed, they reflect the values, attitudes and points of
view of the 'builders' and also their choices. For example, the production of a film, an
advertisement or a TV programme implies choices about story/theme, characters, setting, and
so on. The same happens in the news, where values influence the decisions about "what
stories go first, how long they are, what kinds of pictures are chosen, and so on" (Center For
Media Literacy, n.d.).
At this point, media messages reveal who and what is important in the subtext, leaving out of
it other people and subjects. However, media makers should seek for fairness and balance.
That will ensure a democratic society. By considering all these elements and core concepts,
we are prepared to analyse and interpret any media message, and also to produce media
messages. In the following table you will find five key questions related with the five
elements and core concepts explained above (Figure 5).
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Elements

Core Concepts

Key Questions

Principle of
nonAll media messages are constructed Who created this message?
transparency
Codes and
conventions

Media messages are constructed
using a creative language with its
own rules.

What creative techniques are used to
attract my attention?

Audience
decoding

Different people experience the
same media message differently.

How might different people
understand this message differently?

Content and
message

Media have embedded values and
points of view.

What values, lifestyles and points of
view are represented in, or omitted
from, this message?

Motivation

Most media messages are organized
Why is this message being sent?
to gain profit and/or power.
Figure 5: Media Literacy Elements

The social entrepreneur could develop activities in the community in order to promote the
media literacy, such as small-group discussions, role-plays and simulations, close textual
analysis, discursive writing and media production activities.

Food for thought:
•
•
•
•

Now that you understand the meaning of media literacy, how can you transform
yourself into a media literate?
Can your social project prepare other people to media literacy? If yes, how can you do
it in practice?
What is the importance of discovering the difference between "reality" and "fiction" in
the media texts?
What are the key media literacy elements that you need to keep in mind when you are
reading the media? Why are they so important in the media literacy field?
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3. Chapter – Analysing, Examining and Evaluating the Media
3.1. Everything is a 'production'
•

The nature of media production

In the media field, “everything is a production”. This means that media texts (or media
products) are manufactured, either by individuals who want to produce messages for
themselves or for others, or by institutions or companies driven by any type of interest –
economic, social, cultural, political, and so on. For example, a person can take pictures to
share with family, friends or even a wider group of people on social media websites like
Facebook or Instagram. In turn, a social institution can raise awareness of a community about
a social issue by producing a video and publishing it both on television (conventional media)
and online platforms such as Youtube (digital media).
The conventional media (radio, television, newspapers and magazines), in particular, are
owned by large companies and focus in producing and delivering messages about reality that
will inevitably influence the way we see the world in various fields, from politics, economics,
sports, science, the arts and entertainment.
The development of the internet has led to the appearance of digital media productions –
something that is now within reach of the receivers, due to the accessibility to digital
platforms. In this context has emerged the term “producer”, coined by Alvin Toffler in 1980,
to refer the publics that are simultaneously consumers and producers of information. This
possibility brought various advantages, such as the dissemination of brands, companies,
organizations or initiatives in a global scale. Regardless of their nature, the digital media
create greater engagement with the user and more easily reach a larger number of people,
compared to conventional media. In addition, this disclosure can be made without costs or at a
very low cost.
In this context, it is also crucial to distinguish the models of media production. While some
media texts are produced by big media corporations (such as Rupert Murdoch's News
Corporation or the BBC), other texts are produced by small organizations, such as non-profit
'alternative' media groups.
In general, understanding the nature of the media production means looking at technologies,
professional practices, the industry, connections between media, regulation, circulation and
distribution, access and participation; and asking some key questions (Buckingham, 2003: 54),
as shown below (Figure 6):
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Technologies

What technologies are used to produce and distribute
media texts? What difference do they make to the
product?

Professional practices

Who makes media texts? Who does what, and how do
they work together?

Industry

Who owns the companies that buy and sell media? How
do they make a profit?

Connections between media

How do companies sell the same products across
different media?

Regulation

Who controls the production and distribution of media?
Are there laws about this, hand how effective are they?

Circulation and distribution How do texts reach their audiences? How much choice
and control do audiences have?
Access and participation

Whose voiced are heard in the media? Whose are
excluded, and why?
Figure 6: The nature of media production

•

The specific language of productions

Each media production has its own language, which refers to the use of familiar codes and
conventions that are generally understood. Actually, as David Buckingham (2003: 55) has
noted: “every medium has its own combination of language that it uses to communicate
meaning. Television, for example, uses verbal and written language as well the 'languages' of
moving images and sound”.
By analysing the language of productions, we can better understand how meanings are created
in the media. In practice, that implies looking at meanings, conventions, codes, genres,
choices, combinations, technologies; and asking some key questions (Buckingham, 2003: 56),
as follows (Figure 7):
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Meanings

How do media use different forms of language to convey
ideas or meanings?

Conventions

How do these uses of language become familiar and
generally accepted?

Codes

How are the grammatical 'rules' of media established?
What happens when they are broken?

Genres

How do these conventions and codes operate in different
types of media texts – such as news or horror?

Choices

What are the effects of choosing certain forms of
language – such as a particular type of camera shot?

Combinations

How is meaning conveyed through the combination or
sequencing of images, sounds or words?

Technologies

How do technologies affect the meaning that can be
created?
Figure 7: The language of media productions

3.2. Be able to see 'representations'
•

Mental and imaginary constructions of reality

As mentioned before, the media are not a “window on the world”. Instead of this, they offer
us a “mediated version of the world. They don't just present reality, they re-present it. Even
when it is concerned with real life events (as news and documentary)” (Buckingham, 2003:
57).
Through representations, media invite us to see the world in a particular perspective, many
times they are more 'biased' than 'objective'. The matters we hear about in the media every
day are funnels for societies. Through the production of content, the media work for a broad
and diverse audience that recognizes their legitimacy to share content relevant to their daily
lives. Acting in various fields, from politics, economics, sports, the arts, science and
entertainment, the mass media give meaning to the subjects and spread them with a certain
regularity. These themes become part of our day-to-day routines and that is why it is
fundamental to look in particular at the way in which current media (eg. matters that speak
about the world) is constructed by these big business monopolies.

110

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

It is in this sense that the idea of "social construction of reality" arises. This is a term of
sociology that can be applied in the media context. It shows that the seemingly natural reality
presented by the media results from a process in which various actors, contexts, and
interpretations are involved, encompassing actors' decisions and their "reading" of the
subjects, structure and politics of organizations, routines and professional norms. In other
words, it is not a transparent reality, but it is the result of a discursive production that takes
place within an institutionalized process of practices (Alsina, 1996).
The physical environment and the technological environment also have serious implications
for the production of content and the way the media companies operate. Content is not
currently concentrated in conventional media, dispersed across multiple channels and digital
platforms. For example, in the case of journalistic information, new technologies have
transformed the way news is made and consumed. There are more information sources and
more spaces (such as forums) for audiences to participate and interact. The proposals of
"citizen journalism" (a term criticized by some and credited by others) gain strength, for
example, in blogs, on twitter, or on facebook pages, where any user can broadcast events,
through a smartphone. These issues have been challenging journalistic companies and their
usual organizational models.
To be able to see 'representations', we have to deconstruct the media texts and analyse their
elements. Understanding media representations implies looking at realism, telling the truth,
presence and absence, bias and objectivity, stereotyping, interpretations and influences; and
asking some key questions (Buckingham, 2003: 58), as follows (Figure 8):
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Realism

Is the text intended to be realistic? Why do some texts
seam more realistic than others?

Telling the truth

How do media claim to tell the truth about the world?
How do they try to seem authentic?

Presence and absence

What is included and excluded from the media world?
Who speaks, and who is silenced?

Bias and objectivity

Do media texts support particular views about the world?
Do they put across moral or political values?

Stereotyping

How do media represent particular social groups? Are
those representations accurate?

Interpretations

Why do audiences accept some media representations as
true, or reject others as false?

Influences

Do media representations affect our views of particular
social groups or issues?
Figure 8: Understanding media representations

In fact, the media influence our mental construction of reality, along with other mechanisms
that allow our brain to make sense of the sensory data received, such as previous experiences,
preconceived ideas, emotions, expectations and so on. By telling us stories, the media share
messages that are perceived and interpreted by us in a certain way.
•

The notion, typology and hybridization of genre

In the media field, there are different types of media texts also known as 'genre'. Normally,
each medium has its own types of genre and each genre can be recognised by its common set
of distinguishing features.
According to Denis McQuail (2010: 370), “genre can refer to any category of content that has
the following characteristics:
•
•

Its collective identity is recognized more or less equally by its producers (the media)
and its consumers (media audiences).
This identity (or definition) relates to purposes (such as information, entertainment or
subvariants), form (length, pace, structure, language, etc.) and meaning (reality
reference).
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•

•

The identity has been established over time and observes familiar conventions;
cultural forms are preserved, although these can also change and develop within the
framework of the original genre.
A particular genre will follow an expected structure of narrative or sequence of action,
draw on a predictable stock of images and have a repertoire of variants of basic
themes”.

A typology of genres can be identified within a medium. For example, movies can be
classified as action, comedy, romance, musical, crime and thriller, sci-fi, biography and so on.
Radio usually presents mainstream music that can be classified as pop, rock, jazz, classic, and
so forth; besides being able to include different kinds of program such as news and audience
participation programs.
On the television scene can also be identified several genres, that can be classified according
to four basic types: contests, actualities, persuasions and dramas, as suggested by Berger
(1992, cited in McQuail, 2010: 372). The contests are competitions that involve real players,
like game shows, quizzes and sports. Actualities enclose all news, documentary and reality
programming. Persuasions include advertising, propaganda or some form of advocacy.
Dramas are all fictional storytelling.
In the case of the internet “there does not seem yet to have been an attempt to apply the
general concept of genre”; however, it can be said that “Internet is a multimedia platform
providing a vehicle for all existing genres” (McQuail, 2010: 374).
It is also important to mention that some media texts are hybrid genres insofar as they blend
conventions and elements from two or more different genres. This can be seen in texts of
various media. On the television, for example, the awarded TV show “Last Week Tonight
with John Oliver” blend comedy, news satire and talk show, while the famous programme
Doctor Who mix science fiction and drama.
•

Tools of persuasions

Persuasion can be defined as a process of influencing people's attitudes, beliefs, and
behaviours. It is everywhere if we consider all the direct attempts to control our thoughts,
feelings and actions in the everyday life. This include a member of our family convincing us
to do certain things, a colleague forcing us to take part of someone and a company asking us
to buy specific products or services.
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In the media field the scenario is not much different. Mass media is always trying to get our
attention and to influence us in a certain direction through advertising, propaganda and other
tools and techniques of persuasion.
By watching TV, listening to radio or reading magazines and newspapers, a person is exposed
to dozens, if not hundreds, of ads and other content that has the power to persuade us in a
single day.
Successful techniques used in propaganda are being used by advertising, such as repetition,
claim, association and promotions. Brand's names, slogans and jingles are often repeated in
ads to remain in our heads and be remembered by us. Claims with powerful words and
expressions – like “high quality”, “low price”, “easy to use” or “loved by” – are created and
disseminated to close sales. Products and companies are being associated to celebrities,
desirable state of being or living or a popular beliefs to become the first choice of consumers.
Promotions like discount vouchers, games with prizes and gifts with purchases are being used
to increase sales and to maintain the consumer connected to the brand.
Persuasion has also been used in a propaganda format within the media. Usually it is used to
influence attitudes, opinions, emotions and actions of an audience toward a cause or position.
Actually propaganda can be found in news, entertainment and advertising and it aims to reach
and influence a large group of people.
A social entrepreneur can create a campaign to reinforce existing beliefs, change perceptions,
activate emotions or provoke behaviours about a social issue by using propaganda techniques
and disseminating the propaganda messages in the mainstream media and digital media.
3.3 'Representations' in different type media texts
•

Media literacy elements on conventional media productions

Conventional media – such as radio, television, newspapers and magazines – have their
proper way of representing reality, taking into account its specific features. In practice, the
various representations of reality produced by different types of media can be analysed based
on media literacy elements, as follows:
Element #1: Principle of non-transparency
As the media construct versions of reality, each media production presents its own version of
it, which means the author produces its own point of view on the event reported. Usually, that
point of view is influenced by the predetermined policy of the media channel or media outlet.
For that reason, it is possible to find the same event portrayed differently in various media
productions. Besides that, those versions can also differ from the experience itself.
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Element #2: Codes and conventions
Conventional media productions use several creative techniques to get the audience attention.
Print media, for example, attract readers through appealing front pages with powerful
headlines, eye-catching cover images, extra-wide columns, promos for other sections, and so
on. Radio has on air personalities, with whom the audience can identify with, and they also
produce rich content and keep the music fresh. Television uses a range of camera angles,
shots and movements to make programs more interesting to watch.
Element #3: Audience decoding
The conventional media audience responds differently to the same media productions. Gender,
age, ethnicity, cultural factors and economic situation tend to influence the way an audience
responds to a media text. A female viewer might respond differently to a soap opera than a
male viewer. The same way, a small child reacts very differently to a children’s TV show than
an adolescent, and so on. Furthermore, each media production is interpreted through
individual lenses, often influenced by personal experiences.
Element #4: Content and messages
Media productions reflect certain values and points of view. They also have different formats
that should be analysed. Talk or panel shows are frequently promoted on radio and television
in order to discuss specific subjects. While some shows give voice to famous people or
experts in the subject under discussion, others open the participation to the general public.
Element #5: Motivation
The media aim to be profitable. For that reason, all media productions are surrounded by
advertising. Newspapers and magazines have entire pages dedicated to running ads and some
of them are located in strategic pages, such as the front and back, allowing for enhanced
exposure. Radio presents advertising jingles between programs and commercial brands
sponsor many of those programs. Television broadcasts commercials in the same logic as
radio, in addition to having product placement where products are used, displayed, or
significantly featured in a movie or show.
•

Media literacy elements on digital media productions

Digital media encompasses both the online version of conventional media and the new forms
of media available on the internet – particularly on sites and platforms such as Facebook,
Twitter, Youtube, and so on. In any case, the elements of media literacy differ slightly from
those presented earlier, because digital communication has specific characteristics, as
explained below:
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Element #1: Principle of non-transparency
Digital media productions are also representations of reality and they reflect the way its
author sees it. These different perspectives can come from media companies, ordinary citizens,
or also from organizations with Internet access and knowledge of how to build and publish
content online.
Element #2: Codes and conventions
Digital media have their own codes and conventions. A website, for example, has a 'web
address' (URL) that represents the content of the website, a homepage that explains the
purpose of the website, an editorial style that determines how the content should be formatted,
links that facilitate the navigation within the website itself or redirect the user to another
website or social media, multimedia elements that reinforce the content of the website, such
as animations, videos, music and images, and so on.
Element #3: Audience decoding
As in the case of conventional media, digital media productions are also interpreted
differently by each person, but in digital media this is even more evident because of its
interactivity and appeal to enhanced engagement. It is relatively easy to see how audiences
decode digital media productions through their reactions (such as like/dislike), comments,
sharing of content and the ability to collect user experience analytics.
Element #4: Content and messages
The content and messages on the digital media productions are very diversified. They depend
on the author's communication goal. For example, an individual or organization can create a
blog and publish a post to keep a particular audience informed about a social issue.
Element #5: Motivation
Digital media may or may not have commercial motives. A fair amount of digital content has
the non-commercial purpose of influencing people about specific social issues. However,
there are many other digital media productions that generate profit through online sales or
advertising. By attracting large audiences, certain digital media sell part of their online space
to advertisers in the form of banner adverts or pop-up adverts.
3.4. Analysing media productions according to key criteria
The process of analysing media productions implies close observation of particular media
texts. In practice, “this might involve producing a storyboard from a television advertisement,
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or physically 'deconstructing' an image by breaking it down into its component parts”; or even
“comparing several instances of a particular genre – for instance, advertisements for a
particular type of product, or fashion photographs – can provide a good basis for identifying
shared conventions, as well as patterns of variation across the genre” (Buckingham, 2003: 57).
There are some key criteria and key questions to ask when analysing media productions (Kim,
2015; Scheibe & Rogow, 2012), as shown on Figure 9:

Authors &
Audiences

Messages &
Meanings

Authorship

•

Who made this message?

Purpose

•
•

Why was this made?
Who is the target audience (and how do you
know)?

Economics

•

Who paid for this?

Impact

•
•
•

Who might benefit from this message?
Who might be harmed by it?
Why might this message matter to me?

Response

•

What kinds of actions might I take in response to
this message?

Content

•

What is this about (and what makes you think
that)?
What ideas, values, information and/or points of
view are overt? Implied?
What is left out of this message that might be
important to know?

•
•

Techniques

•
•
•

What techniques are used?
Why were those techniques used?
How do they communicate the message?

Interpretations

•

How might different people understand this
message differently?
What is my interpretation of this and what do I
learn about myself from my reaction or
interpretation?

•
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Representations Context
& Reality
Credibility

•
•

When was this made?
Where or how was this shared with the public?

•
•

Is this fact, opinion or something else?
How credible is this (and what makes you think
that)?
What are the sources of the information, ideas or
assertions?

•

Figure 9: National Association for Media Literacy Education (NAMLE), Core Principles of Media Literacy
Education in the United States, April 2017.

Food for thought:
•
•
•
•
•

Who owns the media? And who makes the media texts?
How do media represent the world? And, what do they say about the issues related to
the cause of your social project?
What ideas or values are they trying to convey?
Whose voices are heard in the media? Whose are excluded, and why?
What are the consequences of the media texts about the issues related to your social
cause?
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4. Chapter – Text Production and Publication as a Media Literate
4.1 When you become a 'producer'
•

Creating media messages according to key criteria

Before creating a specific media message to be published in a conventional or digital media, a
media 'producer' should understand the overall process of media production and the
specificities of each medium. As you can imagine, the process of producing a film or an audio
recording is not exactly the same. Usually, a film production requires a storyboard, while an
audio recording does not need it.
However, any media production involves a three-step process, namely:
•
•
•

Pre-production: the media text is planned before being produced, its content is
defined through a script or a storyboard;
Production: the content of the media text starts being produced, by shooting still
images or recording a movie;
Post-production: the media content produced is edited in order to create a final
master copy.

For instance, In the case of a video production, the process implies setting up its storyboard
(pre-production), recording images and sounds (production) and editing its picture and
soundtrack, as well as adding special image and sound effects, if required (post-production).
Obviously, a media production may also include other stages. For example, upstream implies
setting-up a screenplay, listing resources needed, preparing budget forecasting and finding
investors, while downstream encompasses reproducing copies from the final master copy
(DVDs, CDs and so on) and delivering them to the audience.
When you start creating the media message, you should consider a range of key criteria,
which was already presented earlier in this manual, and involving: authorship, purpose,
economics, impact, response, content, techniques, interpretations, context and credibility.
•

Producing the right text according to key criteria

As media producers, social entrepreneurs have a huge responsibility as they have to respect
both the key criteria of media texts production, and also the rules and good practices of
community communication.
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In addition to respecting technical rules for the production of media texts, they must produce
those in alignment with the purpose of the social project. These should be relevant to its
audience and, at the same time, they should be ethical. In short, social entrepreneurs have to
do the right things, and in the right way. These aspects will be further developed in the
following sections.
It should also be noted that the internet has brought a world of opportunities to social
entrepreneurs for them to communicate their projects, gather support from partners and reach
their target audiences. Actually, online tools and resources made it possible to create
platforms for project dissemination and fundraising in an easy way. Despite that, it is equally
true that the internet can be used in favour of less positive purposes, resulting in harm to the
users. This means that the social entrepreneurs must be cautious in the way they produce the
media texts, while remaining creative, impressive and convincing.
4.2 Media and marketing strategies for audience
All media texts are produced with a purpose and an audience in mind. There is always a
reason that justifies media text production and a target audience to be reached. For example, a
media text may be produced to inform (purpose) university students (target audience) about
volunteering opportunities. In the same way, it can be produced to sell (purpose) beauty
products to teenage girls (target audience) or to educate and entertain (purpose) preschool
children (target audience).
Traditionally, the media were produced to mass audiences, ie, to a large, heterogeneous and
widely dispersed group of people (also known as general public or crowd), but “as the media
have become bigger business, the term ‘market’ has gained in currency. It can designate
regions served by media, social-demographic categories, or the actual or potential consumers
of particular media services or products” (McQuail, 2010: 401).
Usually an audience is defined by shared characteristics, such as age, sex, education,
economic and social status, occupation, and lifestyle, but it can also be defined by the media
source – “radio audience”, “television audience”, and so on –, and by channel or content –
readers of a specific book or author, listeners of a particular radio channel or program.
This concept of audience is “consistent with market thinking, according to which audiences
are sets of consumers for particular media products. The audience consists either of paying
customers, or of the heads and pockets delivered to advertisers per unit of media product and
charged for accordingly. It is expressed as the ‘ratings’, the ‘numbers’ which are central to the
media business” (McQuail, 2010).
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According to Dennis McQuail (2010), “there are at least six relevant concepts of audience
reach, as follows” (Figure 10):
Available (or potential)
audience

all with the basic skills (e.g. literacy) and/or reception
capability

Paying audience

those who actually pay for a media product, whether
newspaper, film entrance, video rental, CD or book

Attentive audience

those who actually read, watch, listen, etc., to particular
content

Internal audience

those who pay attention to particular sections, types or
single items of content

Cumulative audience

the overall proportion of the potential audience that is
reached over a particular period of time

Target audience

that section of a potential audience singled out for
reach by a particular source (e.g. an advertiser)
Figure 10: Six concepts of audience (McQuail, 2010)

However, the process of “finding and keeping an audience is not easy: producers might want,
but it is often hard to explain why some things become popular and other do not”
(Buckingham, 2003: 59). That process may include looking at targeting, address, circulation,
uses, making sense, pleasures and social differences, as follows (Figure 11):
Targeting

How are media aimed at particular audiences? How do
they try to appeal to them?

Address

How do the media speak to audiences? What
assumptions do media producers make about audiences?

Circulation

How do media reach audiences? How do audiences
know what is available?

Uses

How do audiences use media in their daily lives? What
are their habits and patterns of use?

Making sense

How do audiences interpret media? What meanings do
they make?
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Pleasures

What pleasures do audiences gain from the media? What
do they like or dislike?

Social differences

What is the role of gender, social class, age and ethnic
background in audience behaviour?
Figure 11: Finding and understanding an audience

In this sense, as a media maker, the social entrepreneur needs to:
•
•
•
•
•
•
•
•

Identify particular social groups or 'niche' audiences;
Gather information about audience (characteristics, needs, beliefs, behaviours,
attitudes);
Know their habits and patterns of media use;
Understand what they like and dislike;
Decide what to say to the audience;
Design the messages to attract the attention of audiences;
Select the media channels and vehicles to spread the message;
Taking into account the audience's response.

With all these media and marketing strategies in mind, it is possible to produce the right
media texts for the relevant audience of the social project.
4.3 Media ethics: Should to know
•

Rights in media participation and production

In 1969, the French civil servant Jean d’Arcy has proposed the notion of the right to
communicate in order to broaden the right to be informed. This right was embedded in article
19 of the Universal Declaration of Human Rights. After being extensively discussed, the right
to communicate was considered as encompassing other rights, including that of active
participation in the communication process (Carpentier, 2007: 89).
The advent of the Internet and the development of other technologies ended up facilitating the
active participation of citizens and organisations in the social communication process. At the
same time, it allowed for the production of content to be shared on a global scale. In this way,
information and communication is now produced not exclusively by media organisations, but
also by those who wish to do so, including NGOs, community groups, or even individuals.

122

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

As a consequence, social entrepreneurs can no longer just deal with the paradigm of
conventional media – where “there was always a tension between making the story 'timely
and newsworthy' and 'making sure it was right'”. They now, above all, also have to take
advantage of the possibility of publishing 'free news' on the internet and using “new media,
social media and viral video to get their messages out to wider audiences” (Winston &
Pollock, 2016: 308).
Considering the People's Communication Charter – a text based on a wide variety of
international treaties and conventions to be used as guideline for a worldwide critical civil
movement which has to do with information and culture – it is possible to point out some
rights in media participation and production (The People’s Communication Charter Network,
1999), such as:
•
•

•

•
•

•

“right of access to communication channels independent of governmental or
commercial control” (Article 2. Freedom);
“right to participate in, contribute to and benefit from the development of self-reliant
communication structures requires international assistance to the development of
independent media” (Article 4. Independence);
"right to acquire information and skills necessary to participate fully in public
deliberation and communication. This requires facility in reading, writing, and
storytelling; critical media awareness; computer literacy; and education about the role
of communication in society" (Article 5. Literacy);
“right of reply and to demand penalties for damage from media misinformation”
(Article 7. Right of reply and redress);
“right to participate in public decision-making about the provision of information; the
development and utilization of knowledge; the preservation, protection and
development of culture; the choice and application of communication technologies;
and the structure and policies of media industries" (Article 10. Participation in policy
making);
“right to universal access to and equitable use of cyberspace. Their rights to free and
open communities in cyberspace, their freedom of electronic expression, and their
freedom from electronic surveillance and intrusion, should be protected” (Article 12.
Cyberspace).
•

Responsibilities in media participation and production

The media participation and production also involves responsibilities. People who participate
and produce media (The People’s Communication Charter Network, 1999):
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•
•

•

•

•

•

should treat all people “with respect, according to the basic human rights standards of
dignity, integrity, identity, and non- discrimination” (Article 1. Respect);
should ensure that all people “have an opportunity to correct, without undue delay,
statements relating to them which they have a justified interest in having corrected”
(Article 7. Right of reply and redress)
should respect cultural identity of all people, including “the respect for people's
pursuit of their cultural development and the right to free expression in languages they
understand” (Article 8. Cultural identity);
should guarantee that children's media products “are designed to meet their needs and
interests and foster their healthy physical, mental and emotional development (Article
11. Children's Rights)”;
should ensure that all people are “protected from the publication of allegations
irrelevant to the public interest, or of private photographs or other private
communication without authorization, or of personal information given or received in
confidence” (Article 13. Privacy);
should ensure media accountability through mechanisms “that monitor and account
for measures taken to achieve compliance” (Article 17. Accountability).
4.4 Media ethics: Should to avoid
•

Hate speech and discriminatory language

We live in a world marked by hatred, extremism, intolerance and discrimination, that need to
be combated. People or groups with specific attributes such as race, religion, ethnic origin,
sexual orientation, disability, or gender are being targeted for this type of speech and language,
especially in the digital media. Social networks such as Twitter and Facebook are being used
by groups that promote violence and crime.
In the first instance, this type of situation can be controlled by the social media networks
companies. That is why a lot of people and groups are putting pressure on them, and some
social media networks are quite responsive in order to maintain a clear image. However, there
are other ways of combating inappropriate discourse and language in the media and
journalists and remaining media makers have an important role to play in this matter.
Considering that the journalists and media makers have to produce ethical media texts based
on true and on sense of equality, they should actively combat the hate speech and
discriminatory language.
Sometimes the journalists are the target of online hate speech and in that case “the only
efficient reaction is to report the threat to the police. And to make noise about it. Name and
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shame”, as argued by Ricardo Gutiérrez, General Secretary of the European Federation of
Journalists, on the Digital challenges to editorial integrity.
Journalists and other media makers can also identify hate speech, report it with the required
distance and avoid any manipulation. To achieve that purpose, they can use a tool called
“Hate Speech: a five point test for journalists”, developed by the Ethical Journalism Network
(EJN), a coalition of more than 60 groups of journalists, editors, press owners and media
support groups from across the globe. The tool is simple and easy to use. It invites the
journalist to answer a few questions, organised in five main points (Ethical Journalism
Network, n.d.), as follows (Figure 12):
Status of the speaker

How might their position influence their motives?
Should they even be listened to or just ignored?

Reach of the speech

How far is the speech traveling? Is there a pattern of
behaviour?

Goals of the speech

How does it benefit the speaker and their interests? Is it
deliberately intended to cause harm to others?

The content itself

Is the speech dangerous? Could it incite violence towards
others?

Surrounding
climate
social/economic/political

– Who might be negatively affected? Is there a history of
conflict or discrimination?

Figure 12: Hate Speech: a five point test for journalists, by the Ethical Journalism Network (EJN)

The tool also advises the journalist to produce ethical media texts, by following three main
tips: “don't sensationalise!, “avoid the rush to publish” and “take a moment of reflection”. The
journalists must feel responsible for the impact of the media content produced by themselves.
Media makers should also combat any kind of discrimination and intolerance in order to
respect human rights and differences. In practice, they should avoid offensive language,
derogatory terms/labels, stereotypes, trivialising language or generalisations about an
individual or group. In this context, things such as racist jokes and negative differential
treatment because of accents are considered unacceptable in this context.
•

Bias, spin, misinformation and lies

As we have said before, media are not a window of the world. They do not present the reality
as it really is, and often times their content are based on bias, spin, misinformation and lies.
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Actually, some journalists have ended up facing criticism and losing their jobs for reporting
lies, plagiarism and fabricated stories in place of the truth.
This kind of content has a tremendous negative impact not just in the journalists' career but
also in the media's credibility. For that reason, media must be aware of any mistakes, bias,
misinformation, spin and lies, and they should use techniques to avoid and deal with them.
Media need to keep in mind that the public expects accuracy, balance and clarity in reporting.
Otherwise, media lose the public's confidence, and thereafter the market which they are
working for.
A recent research explored the underlying reasons for low trust in the news media and social
media across nine countries (United States (US), UK, Ireland, Spain, Germany, Denmark,
Australia, France, and Greece). Published by the Reuters Institute for the Study of Journalism
in 2017, the report “Bias, Bullshit and Lies: audience perspectives on low trust in the media”
(Newman & Fletcher, 2017: 5) presented the following findings:
•

•

•

•

•

•

Bias, spin, and agendas are the main reasons (67%) presented by those who do not
trust the news media. The responses showed “a significant proportion of the public
feels that powerful people are using the media to push their own political or economic
interests, rather than represent ordinary readers or viewers”.
In countries such as US and UK, “some media outlets are seen as taking sides,
encouraging an increasingly polarised set of opinion” and “for not calling out lies,
keeping information back, or creating a false equivalence of partisan opinions that are
obscuring facts and understanding”.
People trust on TV more than other type of media (e.g. print and online) because it
presents live pictures. Despite this, some TV brands are criticised “for putting speed
ahead of accuracy, favouring opinion over facts, and for pushing partisan agendas”.
Among people who “trust the news media (40% across the nine markets surveyed), a
significant proportion feel journalists do a good job in checking sources, verifying
facts, and providing evidence to back up claims”.
People trust less in social media (24%) than the news media because of its inability to
separate fact from fiction. For many respondents the "feeds are becoming polluted
with inaccurate information, extreme agendas, and strong opinions, perhaps
encouraged by social media algorithms. But, people also blame other social media
users for fuelling these stories by sharing without reading them".
There is a substantial minority who trust social media for its broad range of views and
authenticity. Some of them “distrust the mainstream media or complain about its
biases and agendas”. Others “revel in a wide range of sources and feel confident in
their ability to spot inaccurate or agenda-filled news”.
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This means that the community media makers should avoid reporting news in a partial or
prejudiced manner (bias); delivering preferred messages from certain parties (spin); providing
inaccurate or false statements, unintentionally misleading (misinformation) or deliberately
deceiving (lies). In other words, media makers should use the best practices of ethical
journalism in order to produce media content that is credible and truthful, including but not
limited to:
•
•
•
•
•
•

checking and verifying facts, information and stories;
using evidences, such as sources, quotes, expert statements, visual clues;
separating facts from opinion, and distinguishing news from comments;
making corrections and being transparent when errors occur;
promoting dialogue with its audience via email or through online comments;
being more representative in terms of genre, age, ethnicity, disability, socio-economic
status, and so on.

Food for thought:
•
•
•
•

What kind of media texts would you like to produce for your social project?
What technologies can you use to produce and distribute media texts? Why did you
choose those?
How do your media texts reach their audiences? How do your target audiences know
what contents are available?
Do your media texts respect the media ethics?
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5. Final Notes and Tips for Action
This manual integrates the “Social Entrepreneurship for Young Community Media Makers”
project and it was developed with the purpose to consolidate the knowledge about the world
of the media and the media literacy in order to allow you to analyse, produce and disseminate
different media texts related to your social project.
As seen before, the term media has various meanings and applications, but for now it should
be said that it encompasses the conventional and digital media, such as newspapers/magazines,
radio, television, and internet.
By taking a look at the history of the media, it was possible to see that the media have
influenced the communication in society, its cultural values and people’s lifestyles. Actually,
they have changed the way of communicating and interacting as well as the style of living, by
creating habits, needs, consumptions, trends, opinions, feelings, and so on. Furthermore, it is
important to mention that the media have played an important role in society in terms of
information, socialization, motivation, debate and discussion, education, cultural promotion,
entertainment and social integration.
It is also important to make clear that the media produce constructions of reality that shape the
way people view the world, and for that reason the media texts should be read, analysed and
evaluated with a critical mind. A first look at media texts is not enough to fully understand all
its different meanings, and so a second look is necessary to 'read between the lines', to explore
the many layers of the media messages and to be able to see its various 'representations'. A
closer look at media texts should include an analysis based on key criteria, such as authors
and audiences, messages and meanings, and representations and reality.
These key criteria play a crucial role when media messages are being created and produced.
Furthermore, a media maker should also take into account the three-step process of the media
productions: pre-production (planning), production (writing, shooting, recording) and postproduction (editing), in order to develop a professional work. As the media texts are produced
to reach audiences, the media maker should develop media and marketing strategies to be
more successful. The media productions should be relevant to the audience of the social
project. Finally, the media texts produced by media makers should respect and facilitate the
active participation of the citizens, communities and organizations, and avoid hate speech,
discriminatory language, mistakes, spin and lies, bias and misinformation. Any media text
should respect human rights and ethical codes of the media.
As shown before, the process of reading and producing media texts involves considering five
media literacy elements: principle of non-transparency, codes and conventions, motivation,
audience decoding, and content and message. Thus, as a social entrepreneur, you should be
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aware of all these concepts and be prepared to read and write media texts consciously and
ethically in the context of your social cause. Through the media, you can play a privileged
role in the world and in communities as an agent of social change.
In this context, media literacy should be understood as a social skill and as a way of
interacting with a wider community, not just as an individual skill. In turn, the media should
be seen as a privileged platform to share information, to question and reflect on the world,
and to develop communities and social projects with high value to the world.
A social project can benefit from the usage of media in various ways and the social
entrepreneur can be an active agent in this process. Here are some tips for action:
•
•
•
•

Look for synergies between the social project or organisation and local media,
promoting collaboration and commitment among all;
Invite school media and engage students in creating and sharing information about the
social project and organisation;
Use photography and video as attractive tools for expression, creation and sharing of
information;
Take advantage of the potential of digital media to create information-sharing
networks and support the debate on the salient issues of the work developed by the
social project or organisation.
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Introduction
Social entrepreneurship has emerged as a contemporary issue in the social field, since many
governmental and charitable efforts have failed to meet social needs and to solve social
problems including poverty, unemployment, and education.
Therefore, social entrepreneurs are playing a significant role in community development,
touching relevant stakeholders and involving them in the social story behind a cause. Usually,
by creating networks and involving more people in the community development, they raise
awareness about the community's issues and problems and encourage more funding.
As noticed by Malunga, Iwu, & Mugobo (2014: 21) “social entrepreneurs play a crucial role
in communities by creating new opportunities for local communities in terms of employment,
income growth, enhanced provision of services, increase in local income retention and
engaging the community in developmental programs”.
This means that a social entrepreneur need to know what does the term “community” mean,
how to create and develop communities and how to communicate them in order to achieve the
purpose of their social project. As part of the “Social Entrepreneurship for Young Community
Media Makers” project, in this manual you will find answers to these questions.
In this sense, this manual is organised in three chapters. The first chapter – Understanding
Community Meaning – presents the concept of community and other important ideas related
with the term. The second chapter – Creating and Developing a Community – explains the
community building stages, the community development process and the main methods and
techniques for community engagement. Finally, the third chapter – Communicating the
Community – explains how to develop a communication plan for a community and how to
communicate it through narratives and stories.
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1. Chapter: Understanding Community Meaning
1.1. Concepts and definitions of community
Human beings have always felt the need to live in community. It is really interesting how
humans come together in such a unique way. To truly understand this phenomenon, we have
to start with a definition of the term “community”.
The origins of the word “community” can be found in Old French – “communeté” – and from
the Latin word “communitas” meaning “public spirit”, which in turn comes from the Latin
word “communis” meaning “shared in common”.
According to Shimon Gottschalk (Gottschalk, 1975: 18), there are two meanings of the word
community: (1) community as a human group, which means a physical existence based on a
location; (2) community as sentiment, which is related with feelings instead of a physical
characteristic (Figure 1).
Community as a human group
•
•
•
•

Community as sentiment

town
city
folk village
vill

•
•
•
•

sense of community
commitment
loyalty
communion

Figure 1: Two meanings of the word community (Gottschalk, 1975: 18)

With that in mind, some authors (Phillips & Pittman, 2009: 5) argue that “community can
refer to a location (communities of place) or a collection of individuals with a common
interest or tie whether in close proximity or widely separated (communities of interest)”.
Other definitions of community are based on the same ideas. Some authors define community
as “a group of people living in the same defined area sharing the same basic values,
organisation and interests (Rifkin et al, 1988 quoted in Manderson, Valencia, & Thomas,
1991: 2); other authors consider it as “a population which is geographically focused but which
also exists as a discrete social entity, with a local collective identity and corporate purpose
(Manderson et al., 1991).
All these definitions pointed the four components that characterise the traditional meaning of
community:
138

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

1.
2.
3.
4.

locality shared;
interdependent social group;
interpersonal relationships expressed through social networks;
culture that includes values, norms, and attachments.

Nowadays, with new technologies emerging, the concept of community has gained different
contours now encompassing virtual spaces and new platforms.
These new spaces are creating different environments for communities to develop
relationships and operate in, but the underlying motivations are still there: the need to bring
individuals together, sharing a common set of interests and belonging, sharing ideas and
values.
This means that the components of community have now expanded to also include:
1. no physical territories;
2. operating over longer distances;
3. based on technology and media.
Summing-up, the term 'community' can be understood as a group of people forming a social
unit, small or large, characterized by living in the same place or having a particular
characteristic in common (norms, values or identity, such as race and ethnicity) or shared
background or interest (education community, business community, arts community, faith
community).
1.2. The sense of community
Obviously, there are factors that explain the phenomenon of people being together. Looking
at research conducted to date, there is one theory that has become the most widely accepted
understanding of how communities work.
That theory was developed by social psychologists McMillan & Chavis, in 1986, and it was
described in one sentence, for the first time in 1976:
Sense of community is a feeling that members have of belonging, a feeling that
members matter to one another and to the group, and a shared faith that members’
needs will be met through their commitment to be together (D. McMillan, 1976).
According to McMillan & Chavis (1986: 9-14), four factors contributes to a sense of
community.
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•

Membership

It is a feeling of belonging, of being a part of, and it includes the following five attributes
(McMillan & Chavis, 1986: 9-10):
•

•
•
•
•

Boundaries, that determine who belong to or can become a member of, and who does
not. By setting boundaries to getting into a community, you make members feel
special and create a higher level of trust.
Emotional safety, which protect group intimacy and it is part of a broader notion of
security, including physical security and collective economic security.
Sense of belonging and identification, which means a feeling of acceptance by the
group, and a willingness to sacrifice for the group.
Personal investment, which is an important contributor to a person's feeling of group
membership and to his or her sense of community.
Common symbol system, which works in creating and maintaining a sense of
community, particularly to maintain group boundaries. In this field, there are some
strategies that can be used in order to make users proud of being a member, such as
using symbols (for example, a pin/badge with the logo of the community).
•

Influence

This is the second attribute of the sense of community and it is a bidirectional concept. In one
hand, members must have some influence over what the group does. On the other hand, the
community has influence over the members.
Members should feel like they have a say in what happens. And the community has to provide
them with value that they don’t want to lose.
•

Integration and fulfilment of needs

The third attribute of the sense of community is the integration and fulfilment of needs and it
means reinforcement.
Usually, people do what serves their needs. So, the community needs to solve a problem for
its members in order to make it worth their time and contribution. Members need to feel
rewarded in some way for their participation in the community in order to continue to
contribute.
There are different kinds of rewards that are effective reinforcers of communities, like "status
of membership, success of the community, and competence or capabilities of other members"
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(McMillan & Chavis, 1986: 13). Networking, thoughtful conversations or an answer to a need
are good examples of rewards for the member of a community.
•

Shared emotional connection

This fourth attribute is based on a shared history. Not only a history in which the members
have participated in, but also a history which they identify with.
According to some theorists (McMillan & Chavis, 1986: 14), "strong communities are those
that offer members positive ways to interact, important events to share and ways to resolve
them positively, opportunities to honour members, opportunities to invest in the community,
and opportunities to experience a spiritual bond among members".
1.3. Types of community
The communities can be categorized in different types, moreover, there are several proposals
on the subject. These are the four main types of community:
•

•

•

•

Geographic communities that share physical space. They are known as communities
of place and include local neighbourhood, suburb, village, town or city, region, nation
or even the planet as a whole.
Communities of interest, which indicates a group of people with a common interest or
identity other than location, that interact regularly, such as "professional community”
or an “ethnic community”.
Organisationally based communities, which means communities organised informally
and formally, from family or network-based guilds and associations to formal
incorporated associations, political structures, economic enterprises, or professional
associations at a local, regional, national or international scale.
Virtual communities refer to groups of people that primarily interact via
communication media rather than face to face. When they are computer network base
on, they are an online community.

A person can belong to several types of communities at the same time (e.g. a business
community, a faith community, a neighbourhood community).
1.4. The basic principles of a community
Every community should be based on a commitment to a set of principles. Usually, the basic
principles of a community are ownership and empowerment, equality, diversity and inclusion,
and democratic participation.
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•

Ownership and empowerment

The sense of owning their problems, assets, decisions and solutions is what creates the
togetherness between members and solidifies the implementation of solutions, making each
member feel they are responsible for successfully overcoming the community's problems. The
members of a community should have control over their lives.
•

Equality, diversity and inclusion

The community should be available to each and every one of us, regardless of gender, age,
class, ethnicity, religion, belief, disability, sexual orientation, or other factors such as social
background.
•

Democratic participation

Every member of the community should feel they have a voice and feel they can participate in
the decision making process. Particular care should be taken to protect minorities in order to
balance the relationships and strengthen the development of the community.
•

Partnership and networking

Connecting, forming alliances, collaborating and working with individuals, groups and
institutions to advance their mutual interests, increasing the likelihood of each achieving their
mission.

Food for thought:
•
•
•
•

Now that you understand the meaning of community and why people participate in
communities, how can you take this knowledge and apply it to what you’re building?
What do you want your community to be about? And, who would make your
community better?
What are the member's needs? How can the community best serve their members?
What kind of experiences can you promote for the members of your community?
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2. Chapter – Creating and Developing a Community
2.1. Community building stages
•

Definition of media literacy

The term “community building refers to activities pursued by a community in order to
increase the social capacity of its members” (Mattessich, 2009: 52), which means the ability
of a community to work together effectively, mobilising resources for the accomplishment of
the goals consensually defined by them. That ability to work together effectively will
influence the community development in two broad ways: structurally – creating a web of
social networks –, and cognitively – improving the sense of purpose, commitment, mutual
trust and norms of reciprocity (Mattessich, 2009: 51).
Therefore, the process of community building is where a group of people come together to
form a community. In many ways it resembles and finds a parallel in the organics that can be
seen in team building theory. According to M. Scott Peck (Peck, 2010: 86-106), the process
goes through four stages clearly identified and distinct:
•

Stage 1: Pseudo-community

The main dynamic force in this stage is the avoidance of conflicts, stemming from the fact
that members seek agreement. Individuals will often pretend to have open functional
relationships and cover up their differences and disagreements. They want to feel they are
loved and respected by the other members of the community. Therefore, they will put their
individual differences aside, trying to ignore them, and even suppress them. Although the
group may seem functional, all individuality, intimacy, honesty, and provoking creativity is
muffled. As a consequence this stage's main characteristics are generalizations and trivialities.
The goal should rather be to keep an open, honest and respectful communication channel,
embracing diversity and truly understand how it can strengthen the community.
•

Stage 2: Chaos

After the initial stage individualities will start to emerge. This will put the group in a chaos
environment revolving around efforts to heal differences, reshape relationships, fight over
misunderstandings and clashes of perceptions. Attacks will come from every difference,
targeting any member even leaders who will be put at stake. Main characteristics of this stage
are uncreative and unconstructive struggles. It is a hard stage for the community but a much
needed one. The underlying goal should be the effort to build an organisation that takes all
different perspectives into consideration in an honest, open and revealing manner.
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•

Stage 3: Emptiness

After the chaos stage emptiness takes over and will be the hardest of stages. All barriers to
communication were now broken and exposed, the expectations, prejudices, preconceptions,
and ideologies contended. Egos start to give way to common ground, hence the painfulness of
this stage. Individuals will have to find a way to reshape themselves in some form to find the
commonality, giving away their fears and defeats. The true community will emerge from this
emptiness in the next stage.
•

Stage 4: True community

Empathy takes over in this stage, and understanding becomes the glue of the community.
Members can now relate to one another and respect each other feelings and ideas. Discussions
will now be easier to take, their dynamics more productive and creative and the need for those
never questioned. The little pieces that died of each individual in proceeding phases gave way
to true community. A state of peace is established and healing, joy and realisation take place.
2.2. The Community life cycle
Communities go also through different phases in their life, just like a living organism. The
actions of the members in the community and those of the community developer dictate how
the community moves organically from one phase to the next and how the community finds
answers to problems within each phase.
The phases on the community life cycle are (Darling David, Rahman, & Pillarisetti, 1994):
•

Phase I: Growth

Outside forces drive a group of people to organise into a community giving place to its birth
and growth phase.
•

Phase II: Development

After forming itself the community is driven by internal forces to develop and prosper. The
community members will focus on developing their internal assets and structure leading to an
expansion on all aspects of the community.
•

Phase III: Stagnation

This is when the community reaches its maturity. After the development phase the internal
forces pushing for its internal development ease out and a stagnation phase – sometimes
appearing to be a stability phase, which is a further temporary phase – occurs. The community
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status quo is usually disturbed triggering further phases after the stagnation: natural disasters,
economic or financial crisis, new technology and so on.
•

Phase IV: Retrenchment

When negative forces retract expansion they trigger a retrenchment phase. In this phase the
community goal, processes and interactions loose vitality, and it can see some of its members
moving out.
•

Phase V: Further Phases

The fifth phase could be one of the following phases: (a) Revitalisation: after the initial
phases up to the maturity of the community development process, internal efforts can lead it
to a phase of revitalization. Usually the community leaders instil in the community a new
positive momentum, or new ideas, relationships, efforts can trigger such a phase; (b)
Stability: this phase occurs at further stages of the community life cycle when a new stability
equilibrium is established and usually is associated with a slightly lower level of vitality; (c)
Decline: With lowering levels of vitality, purpose and activity in the community a phase of
decline starts to establish itself. It can lead to the total dismantling of the community if no revitalisation process is injected into it. This is a warning to community developers that need to
understand that many times the lack of positive forces in a community lead to negative ones
to take over. All these five phases of the community life cycle are depicted in Figure 2.
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Figure 2: The Community life cycle

2.3. The Community Development Process
In 1948, the United Nations has defined community development as “a process designed to
create conditions of economic and social progress for the whole community with its active
participation and fullest possible reliance upon the community's initiative" (quoted in Head,
1979: 101).
In the current century, the concept of community development is still defined according to the
same ideas expressed in the United Nation's definition. For some theorist of this subject,
community development is “a process: developing and enhancing the ability to act
collectively, and an outcome: (1) taking collective action and (2) the result of that action for
improvement in a community in any or all realms: physical, environmental, cultural, social,
political, etc.” (Phillips & Pittman, 2009: 6). This concept has been depicted below (Figure 3):
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Capacity building
community development
processes
Developing the ability to act

Social Capital
The ability to act

Community development
outcomes
Taking action
Community improvement

Figure 3: Community development chain (Phillips & Pittman, 2009: 7)

In the same line of thought is John W. Vincent II (2009: 59), who defined the community
development as “a process whereby all citizens are involved in the process of community
change and improvement”.
The process of community development involve a set of steps, which do not necessarily
follow the sequential path shown below (Vincent II, 2009: 63-66):
•
•
•
•
•
•
•
•
•
•

Establish an organising group, that means a strategic planning committee or
development task force.
Create a mission statement, that explains why the group was formed and determine the
aim to be accomplish.
Identify community stakeholders, starting with the creation of a representative group
of citizens and involving more and more citizens through the time.
Collect and analyse information, through various methods in order to identify the
community environment, its profile and critical issues.
Develop an effective communications process, to keep the public and the media
informed about activities and to promote the participation of the public.
Expand the community organisation, inviting additional organisations and involving
more citizens in specific issues and projects.
Create a vision statement, to provide direction for the actions that will contribute for
the improvements they would like to achieve within 15 to 20 years.
Create a comprehensive strategic planning, with a list of several goals, each supported
by numerous objectives, completion dates and measurable outcomes.
Identify the leadership and establish a plan management team, formed by seven to
nine individuals, who will conduct the community development process.
Implement the plan, ensuring early successes in order to attract additional volunteers
and supporters.
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•
•
•

Review and evaluate the planning outcomes; by changing objectives and times to keep
the community's progress moving forward in the direction of the vision.
Celebrate the successes, by sharing accomplishments in an annual report and winning
event and promoting ongoing celebrations to reward volunteer efforts.
Create new goals and objectives as needed, in order to keep the plan updated and the
vision closer of being realised.
2.4. Outline goals for the community

Goals have a crucial role in communities, because they make clear the outcomes to be
achieved, whether they are social, cultural, economic and/or environmental. The goals guide
the planning, management and evaluation process in a community. They influence decision
making and community action towards the accomplishment of the social project's purpose.
In addition to defining the goals, it is important to define objectives for each goal, that allow
measurement of effectiveness and success.
Many people confuse goals with objectives but they are two different and complementary
things. As mentioned by George T. Doran (35), "goals represent unique executive beliefs and
philosophies", while "objectives, on the other hand, give quantitative support and expression
to management's beliefs".
For example, if the goal is to increase the number of people involved in the social project, the
objectives could be: (1) increase the number of users by 10% in 2 months; (2) recruit three
new volunteers by May 1; (3) raise the supporters in order to increase funds in 20% by
December 1.
Therefore, goals express where a community want to go and are typically described in words;
objectives express exactly how to get there and are often defined with numbers and specific
dates.
2.5. Defining target groups
A target group is a group of people sharing common characteristics, which a social project
seeks to help and support. A target group can be formed of individuals, families, specific
groups and organisations. Their common characteristics may include cultural identity,
geographic location, specific needs and so on.
When a community of a social project is being created and developed, it is strategic to
identify the target groups. That enables the social entrepreneurs to assess how much demand
is out there for their social cause; adjust the projects and activities to better meet the users'
specific needs; and develop campaigns that reach the right people.
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The social entrepreneur can list the target groups through an exercise of segmentation.
Starting with the general population in mind, the entrepreneur can divide the population into
specific segments, based on their characteristics and certain factors, such as geographic
factors (location, climate, land type), demographic factors (gender, age, wage, education),
psychographic factors (personality, attitudes, values, lifestyles) and behavioural factors (usage,
reaction, degree of loyalty).
With these specific segments identified, the social entrepreneurs can then determine which
segments are priority, keeping them as the main target groups of their project or cause.
2.6. Identifying stakeholders
In common sense, the term stakeholder refers to a person, group or organisation with an
interest in a project, whether that interest is personal, community-based, moral, financial or
any other. The stakeholders play an important role in any social project and they can
participate in a community in several ways.
A social entrepreneur should identify community stakeholders and their needs in order to find
the best way to engage with them. Usually, they can be found in community-based groups,
faith groups, voluntary groups, virtual groups, and so on. Residents, opinion leaders, change
agents, lobbyists, advocates, educators, researchers are good examples of stakeholders.
The process of recruiting stakeholders could represent a big challenge. As mentioned by
Derek Okubo (2009: 84):
“A broad-based community visioning effort should start with an initial list of 300 to
400 prospective stakeholders. This list will be whittled down to a committed
stakeholder group of 100 to 150 individuals who will attend all regular planning
sessions. Past visioning projects have regularly shown that 50 to 70 percent of
prospective stakeholders initially agree to participate in the effort. Of these, 5 to 10
percent never attend stakeholder meetings. An average of 15 percent of those invited
turn down the request because they are unable to attend a regular session at any given
time”.
2.7. Roles for community participation
To develop and keep a community alive, different roles need to be played, which includes
decision-making, management, delivery, monitoring and evaluation. According to Engage
East Midlands (Engage East Midlands, 2001: 12), there are five roles for the community
participation:
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•
•
•
•

•

Users and beneficiaries of the activities and funds of the partnership. This is the most
basic level of engagement.
Advisers to the partnership through their involvement in consultations, working
parties and evaluations which seek their guidance and feedback.
Contributors to management through membership of forums and steering groups that
work alongside partnership staff supervising progress on partnership activities.
Decision makers primarily through their membership of the partnership board, but also
when periodic consultations are taking place about strategic choices and other major
decisions.
Deliverers of projects and programmes on behalf of the partnership and as local
successor bodies that are being developed to take over projects and programmes from
the partnership.

These community participation roles give people the opportunity to influence the direction of
the social project and solve their own issues. People should not be forced to 'participate' in
projects which affect their lives, but should rather be given the opportunity where possible.
In this context, the challenge for the social entrepreneur is not just to identify and involve
people in these different roles, but to make community participation meaningful over time.
2.8. Different levels of involvement
There are various types of stakeholders and different levels of involvement. While some
stakeholders receive support from the social project (users and beneficiaries), others offer
their guidance, feedback, knowledge and skills for it (advisers, decision makers, contributors,
volunteers). In the Sunderland Community Development Plan (2008:7) five levels of
involvement are pointed out, as illustrated below (Figure 4):

Figure 4: Levels of Involvement (www.sunderland.gov.uk)

There are some actions and tools that can facilitate the stakeholders' involvement. In the
following list you will find some examples of actions/tools for the community outreach
(Okubo, 2009: 85-88):
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•
•
•
•
•
•
•
•

Surveys and focus groups: gathering information/feedback from community in order
to identify and solve problems;
Project kickoff/town meetings: presenting the project for the stakeholders and the
community as a whole;
Press releases: need to be drafted and sent to print, radio and television news
organisation, local, regional or national based on, if appropriate;
Flyers: catchy sheets of paper that may be posted in public places and/or handed out
to individuals on the street to advertise upcoming events;
Speakers' bureau: presentations given by stakeholders with public speaking talent to
spread specific messages about the community project;
Opposite-editorial articles: written by community leaders and printed by
newspapers;
Public service announcements: disseminate a message in public interest on radio and
television without charge;
Websites/project homepage: to share information about the social project on the
Internet.

2.9. Participatory communication
In common sense, participatory communication refers to a type of communication in which
all people have equal access to express their viewpoints, feelings and experiences.
In other words, “participatory communication is an approach based on dialogue, which allows
the sharing of information, perceptions and opinions among the various stakeholders and
thereby facilitates their empowerment, especially for those who are most vulnerable and
marginalized. Participatory communication is not just the exchange of information and
experiences: it is also the exploration and generation of new knowledge aimed at addressing
situations that need to be improved (Tufte & Mefalopulos, 2009: 17).
The social entrepreneurs are responsible for creating the best conditions and implementing the
right techniques and tools to ensure the participatory communication in their communities.
That includes the adoption of a two-way communication process from the beginning of the
social project and a full participation by all stakeholders in the main decisions, through broad
consensus.
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2.10. Diversity management and consensus building
Diversity means that each person is unique and needs to be accepted for its individual
differences. Therefore, the term "diversity" encompasses acceptance, respect and tolerance.
The differences can be along the dimensions of age, gender, race, ethnicity, sexual orientation,
socio-economic status, physical abilities, religious beliefs, political beliefs, or other ideologies.
As a community is composed of different people and various cultural, racial, and ethnic
groups, the social entrepreneur has to manage the diversity in order to facilitate collaboration
and cooperation.
To fulfil this purpose, the social entrepreneur should use the best practices with proven results
to find and create a diverse and inclusive community. This will determine the success of the
social project. Diversity should be truly recognised as a valued asset for a community and
social project.
Actually, the social entrepreneurs should be prepared to build consensus from the differences
in their communities. Consensus decision-making should be promoted in the best interest of
the whole. They should find an acceptable solution that can be supported between all
members of the community, even if is not the "favourite" of each individual.
That process implies to be able to hear and understand everyone's opinions and to create a
solution that respects those opinions. Different methods and techniques can be used to build
consensus, such as brainstorming techniques, consensus voting methods, consensus
workshops and meetings. The social entrepreneur should select the most appropriate methods
and techniques for each occasion.
2.11. Methods and techniques for community engagement
Stakeholders can be engaged in a social project through two modes of communication: (1)
monologic mode, which means a one-way communication used to inform and/or educate; (2)
dialogic mode, which is a two-way communication that facilitates information gathering,
discussions about important issues and collaborative work. This means that the community
engagement ranges from information sharing and consultation to active participation.
Actually, some authors propose refinements of those concepts, arguing that engagement goes
further than participation (e.g. attending events) and consultation (e.g. giving advice). In that
perspective, community engagement refers to processes and practices of working
collaboratively with a wide range of people to achieve shared goals guided by a social
commitment.
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In any case, the following table shows some examples of community engagement methods
and techniques (Figure 5):
Level of Engagement

Examples of Methods/Techniques

Information Sharing

Brochures, posters, fliers, banners, fact sheets, books,
manuals,
films,
documentaries,
newsletters,
website/homepage, paid advertising, events,
media
announcements, press releases, news conferences.

Consultation

Opinion surveys, questionnaires, focus groups, one-on-one
interviews, public meetings, discussion groups, petitions,
polls, forums, online consultation, open house events.

Active Participation

Participatory action research, advisory committees or groups,
workshops, brainstorming, consensus conferences, expert
panels, training courses, community auditing and profiling,
participatory monitoring and evaluation, leadership/team
awards and prizes.
Figure 5: Community Engagement Techniques

Some of these methods and techniques can be implemented through online tools, which are
available in the Internet. At the end of this manual, in the online resources section, you will
find examples of practical tools.
The challenge here is to select the right method and technique for each case, since there are
plenty of options. The best way to do that is starting the choice with a goal in mind.

2.12. Examples of successful communities
Fortunately, the World Wide Web offers us various successful stories of different kinds of
communities. Those examples and case studies are precious to let us know what works and
what doesn't.
Here are nine non-proﬁts and social enterprises that have been creating incredible
communities online: https://thenextweb.com/entrepreneur/2012/12/08/9-nonprofits-andsocial-enterprises-creating-incredible-communities-online/.
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You should search frequently for other successful examples. That exercise of benchmarking
will allow you to understand and evaluate the current position of your social project in
relation to the best practices and to identify areas of performance improvement.

Food for thought:
•
•
•
•

Are you interested in building a community? What are you going to do in order to
achieve that goal? When do you have the conditions to start that work?
Do you already have a community that you are working with? In which phase of the
life cycle is your community?
What are the values and beliefs of your community? Are they shared with all
members? Do you need to develop and communicate them?
What kind of measures can you implement to improve the community engagement?
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3. Chapter – Communicating the Community
3.1. Developing community's communication plan
All communities need a communication plan to raise awareness about their issues, projects
and accomplishments. It is impossible to conceive of a community without communication. It
is through communication that a community shares or exchanges information or ideas with
their audiences, in order to raise awareness about the social cause that you are representing.
The best way to do is by developing a communication plan, based on your
knowledge/experience and the feedback that you receive from the others, throughout the
existence of your social project.
Here are the main advantages of developing an effective communication plan:
•
•
•
•
•

Clarify your community’s goals and objectives;
Establish the relationships between audiences, messages, channels, activities and
materials;
Identify and implement a variety of communication activities;
Involve staff members, stakeholders and others in the process;
Create, maintain and improve the community image over time.

Therefore, this section shows how to develop a communication plan and how to keep it
updated. This implies answering a set of questions related to the different sections of a
communication plan, as following:
•
•
•
•
•
•
•

Purpose of the communication: What do you want to achieve?
Target audience: Who are the people you want to reach? Who are you talking to?
Message(s): What do you want tell your target audience?
Communication channels: What channels are available? Do we need to add others?
Resources and budget: Which resources do you need to involve? How much do they
cost?
Action plan implementation: How many activities are you developing? For how
long?
Communication efforts evaluation and plan adjustments: How effective was the
communication? What do you need to improve in the future?
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•

The purpose of communication

The communication purpose is what the communication plan wants to achieve, therefore you
should determine it first of all. It will guide the decisions you make about the communication
plan. The purpose may be to:
•
•
•
•
•
•
•

Become known, or better known;
Educate the public about a social cause;
Promote community' stories, projects and events;
Recruit volunteers/beneficiaries;
Get support from general public, stakeholders and others;
Raise money to fund community activities;
Deal with an organizational crisis.

For each purpose you need to develop specific objectives that describe the measurable steps to
achieve what you want. This means that the objectives should be SMART – specific,
Measurable, Achievable, Realistic and Timely. For example:
•
•

Recruit 3 new volunteers to work on the children's activities programme, 2 months
before the programme commencing.
Raise money to fund children's activities programme, by increasing gifts and
donations from individuals and companies in 15%, within 6 months.

With the purpose and the objectives in mind, you can decide how best to accomplish them.

•

Target audience identification

The next step in developing your communication plan is to identify your target audience(s).
The audience can not be everybody, particularly when you have limited resources, as is
always the case. Therefore, you need to set priorities on which audiences you want to achieve.
This means that you can identify one specific audience or multiple audiences, likely even
necessary. In all cases you should try to keep the identification of audiences to a short and
manageable set. You can establish an audience hierarchy, such as primary audience and
secondary audience. Normally, the term 'primary audience' is used to identify the priority
group that you want to reach. It is the key audience of your communication plan.
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It is really important to understand the needs and interests of your audiences before you
communicate with them. That will help you to tailor your communication strategies, the
content of your messages, the channels to be used.
Therefore, to complete this step of the communication plan, make a list of:
•
•
•
•
•

Who you want to reach;
What do you know about themselves;
What they already know about your social project;
How your message will influence the audiences;
Which barriers you might have in communicating with each audience.

When you are analyzing each audience, you can start with demographic information (such as
age range, gender, income where they live, and so on) and consider typical behaviours,
attitudes and lifestyle choices.
A good strategy to describe your key audience is to create "personas", a term widely used in
the field of marketing to describe a representation of ideal customers based on market
research, by compiling information about customer demographics, behaviour patterns,
motivations and interests.
•

Message plan and design

After determining the purpose/goals and the target audiences, it is time to develop the key
messages of the communication plan. These key messages are related to the big picture of the
plan, and not messages about the specific activities.
Before writing down messages for the target audience, remember to find out how the
audience sees the social project now (decision drivers, attitudes to reinforce and attitudes to
overcome) and define how you want them to see it (primary messages, differentiating
messages and reasons to believe). In this process keep clear the benefits for the audiences,
listing them.
As social entrepreneur, you have to create a “marketing image” for your messages, which
“should be valid, believable, simple appealing, distinctive (not just another great place to live,
work and play), related to the target audience (Pittman, 2009: 199).
Invest enough time in the preparation of the key messages. The integrity of a message will
influence if they are taken seriously or not. This means that you have to take care with the
format (physical presentation), tone (language choices, mood, style), context (circumstances
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that surround and affect the messages), timing (sense of opportunity), and repetition (to keep
the message alive in the mind of the receiver) (Gregory, 2002: 114-115).
In summary, make sure that the messages that you are developing for the social project are:
•
•
•
•
•
•
•

Clear and easy to understand (free of jargon and technical language);
Concise and simple (think headlines to be delivered in 7-8 seconds);
Consistent (repeat them if they are to sink in);
Appealing to the emotion (evoking positive feelings);
Long‐term (flexible for future changes and updates);
Supported by evidences (research, narratives, photos, etc.)
Adjusted to the audience (specific messages for different audiences).

•

Communication channels

Plan to deliver the messages to the target audiences through multiple communication channels.
Find out what the audience reads, listens to and watches in order to decide which channels are
the most effective to reach them.
There are many channels of communication that can be used. Examples include:
•
•
•
•
•
•

website
social media
e-news
presentations and public
demonstrations
meetings and events
promotional materials (like caps)

•
•
•
•
•
•

word of mouth
brochures and other printed
materials
videos
success stories' talks
press releases and press conferences
reports

To be more precise and organised, you can adopt the PESO model, developed by Gini
Dietrich (2014: 39-46), which takes the four media types – paid, earned, shared and owned –
and merges them together. In the PESO model you have your owned channels (i.e. blog,
website) and you will use shared media (social media as primary communications channel) to
distribute it, paid media (i.e. advertising, sponsored content, and email marketing) to amplify
it, and earned media (publicity and media relations) to rubber-stamp it.
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•

Resources and budget

Make a list of the resources you need to execute the communication plan and determine the
necessary budget. In the table below you can find out a list of common communication
resources to consider using as you develop your plan:
People Resources

Content Resources

Leadership & Board
Staff
Partners
Personal Fundraisers
Opinion Makers
Experts & Spokespeople
Celebrities & Ambassadors
(...)

•
•
•
•
•
•
•

•
•
•
•
•
•

Written
Photos
Audio
Videos
Infographics
Art & Graphics
(...)

Channel Resources
•
•
•
•
•
•
•

E-mail
Blogs
Website
Social Media
Print
Radio
TV
(...)

The budget of your communication plan may include expenses such as: web design, graphic
design, printing, video, photography. Be sure you know:
•
•

How much can you spend?
How and when will you spend it?

•

Action plan implementation

The action plan is established to turn ideas into reality. It determines the action steps to be
implemented in order to achieve the purpose and the objectives of the communication plan.
All the actions will take part of a schedule, divided into three phases: a phase before the
launch of your communication campaign, a phase at the time of the launch and a final phase
as a follow-up.
The action plan should answer the following questions:
•
•
•
•

What needs to be done? (list of actions to be executed)
Who should take action to complete this step? (responsible person)
When should this step be started and completed? (deadlines)
What do you need to complete this step? (resources required)
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•
•
•

What challenges should you deal with? How will you overcome them? (potential
challenges)
Which results do you expect? (desired outcomes)
What results are you achieving? (status)

Here is an example of an action plan template (Figure 6):
Objective:
Action
Start End
Description Date Date

Person
Required Potential Desired
Responsible Resources Challenges Outcome

Status

Additional Notes

Figure 6: Action plan template

•

Communication efforts evaluation and plan adjustments

Evaluate the results in order to understand whether you have achieved your purpose and goals
and make the necessary adjustments in order to perform better the next time. This evaluation
might take the form of the following:
•
•
•

Annual reports
Monthly reports
Progress reports

Some metrics can be prepared in order to measure the results of your communication plan:
•
•
•
•

Create reporting funnels for donations or other actions;
List the goals and key performance indicators (KPI);
Set up social media tracking for hashtags;
Affirm reporting schedule and specifics for partner metrics.
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It is essential to measure the results of your communication plan. You can do it easily and for
free with a framework developed by the Association of Measurement & Evaluation of
Communication (AMEC), the world’s largest professional body for communications research,
media intelligence and insights. This Integrated Evaluation Framework is based on the PESO
model and it has seven steps, as shown below: 1) objectives; 2) Inputs; 3) Activities; 4)
Outputs; 5) Out-takes; 6) Outcomes; 7) Organisational Impact (Source: AMEC,
https://amecorg.com/amecframework/framework/interactive-framework/).

Food for thought:
•

•

Do you have any experience in developing a communication plan? If yes, what were
the results of its implementation? What did you learn from that? Do you need to do
some adjustments?
Would you like to create a new communication plan for your social project? What is
the purpose of communication? Who is your target audience? Are you ready to write
down three to ten key messages? What communication channels can be used? Which
resources and budget are available? What kind of partnerships suits the project best?
When and how can the communication plan be implemented? How are you going to
evaluate the communication efforts?
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3.2. Communicating a community through narratives and storytelling
•

The power of narratives and storytelling

It is true that there are several ways to communicate a community and its issues, but it is also
true that narratives and storytelling are one of the most powerful ways to communicate them,
both for specific and wider audiences.
For many people, ‘storytelling’ means someone sitting reading aloud from a book or reciting
a written text word, but that practice is more than that. On one hand, it is important to keep in
mind that, storytelling and narratives are often told by a number of elders in a community. On
the other hand, several companies are using storytelling to humanize their brands. This is a
growing trend, especially in the world of digital media.
Besides that, it is the common understanding that humans actually learn best through
storytelling, particularly “from hearing stories that strike a chord within us”, as stated by John
Kotter, a best-selling author, business entrepreneur and Harvard Professor. Because of that,
various projects are using different ways to make the community members inspire audiences
through impactful storytelling.
Through stories and narratives a community can listen to its members and learn more about
them and their needs, encourage social change, engage target groups and stakeholders in their
cause and projects, and evaluate its performance.

•

The narrative construction of reality

In an article published in 1991, widely considered a seminal contribution to the topic, Jerome
Bruner (1991: 4) described the "narrative construction of reality" as a process whereby “we
organize our experience and our memory of human happenings mainly in the form of
narrative—stories, excuses, myths, reasons for doing and not doing, and so on”. That
description refers to the crucial role played by narrative in ordering events and rendering them
meaningful.
Actually, narratives are used by people "both to organize their experience and to interpret
their social lives according to narrative plots” (Sarbin, 1998: 15). Besides that, there is a
tendency on the part of human beings to "make up stories about the world and to a large
degree live out their plots" (Pearson, 1998: 17).
Narration is a two way process: it “is made up by what people think; and vice versa, narration
makes up people's thoughts”. In other words, “narration not only constructs notions of what
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was “real” in retrospect, but also prospectively creates possible worlds (Blume, Leitgeb, &
Rössner, 2015).
Therefore, narratives are more than just telling a sequence of events, they are a form of
meaning-making. Narratives are essential for the development and communication of a
community.
•

How to build community narratives

Through narratives, a community or the community members can tell a story, which can be
fiction or non-fiction. Different narrative composition strategies can be employed in the
process of writing a narrative (Hose, n.d.):
•

•
•

•

Point of view strategy: the story can be narrated in the ﬁrst, third or even second
person. In a ﬁrst-person narrative, the writer or story's character uses his own voice to
tell the story (e.g. biographies), while in the third-person narratives there is an outside
narrator that tells the story.
Linear strategy: the story is presented in the order it happens. It has a beginning,
middle and end.
Flashback strategy: some events that happened before the story begins (such as
character memory or dreams) are introduced in the story, in order to facilitate the
understanding.
Non-linear strategy: the story moves freely back and forth between past and present,
introducing events that improve the value of the story.
•

Components of a story

All stories have key components, regardless of the medium through which they are told.
Those key components or elements are the story/theme, plot, characters, setting and style/tone
(Dowd, Niederman, Fry, & Steiff, 2013: 48-55). The theme is the central topic of a story, it
includes important needs, wants, values and challenges to the main characters, and the story
tells what they do to get what they want. The plot, also known as the storyline, is the series of
events that happen in a meaningful way to shape the story; the plot should have a very clear
beginning, middle, and end (structure) and usually it involves a conflict that needs to be
solved. The characters are individuals that the story is about; usually the main character will
solve the main issue of the story. The setting is the location of the action, it gives context to
the story and a sense of place.
The tone refers to the emotional takeaway of the content, while style shows the way the story
is told using visual, sound and written techniques.
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•

Tools and techniques to write a story

There are five components that matter to building stories (Dowd et al., 2013: 60): exposition,
rising action, climax, falling action and resolution. The exposition refers to information
presented to the audience about the character and story world. The rising action means that
the main character needs to face a sequence of obstacles. The climax is the moment when the
main character engages the conflict in one last confrontation, with a conclusive success or
failure. The falling action refers to the immediate effects of the climax's outcome. It happens
before the resolution. The resolution is the act of solving the main issue/problem of the story;
the resolution solves all parts of the conflict.
Here is an example of a storytelling script (Figure 7):

Main characters

Setting

Problem of the story

Story events

How the problem is solved

The ending

Figure 7: Storytelling script template
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•

Promote the story and listen to the audience

There are various ways of promoting a story and listen to an audience. But, considering that
we live in the age of the digital media, you should start to think about the possibility of using
that kind of media to share the stories of your community.
Nowadays, it is easy to use websites and applications to create and share content online and,
best of all, it is a cost-free process. Besides that, many online platforms – where stories can be
shared – allow the social project to receive feedback from its audiences. On online social
networks – such as Facebook, Twitter, Instagram – people can “like”, “comment” and “share”
the story. That is important both to build a strong connection with them and to evaluate the
impact of its communication through stories. Actually, through listening to the audience you
could create new stories, adjusted to the target audience.
Some stories could also be generated by the members of the community. Testimonials, for
example, can be a powerful strategy. By giving the members the opportunity to say something
related to the social cause, you will demonstrate interest in their opinions and gain their
loyalty and trust.
If you have enough resources, promote the story of your social project by creating a crosschannel marketing campaign in order to ensure that it is heard by your target audience. People
are active in multiple devices, for that reason it is important to communicate with them
through social media, email, mobile, websites and so on. A cohesive strategy of various
channels will provide a huge visibility to your social cause.
•

Practicing storytelling

Storytelling is really powerful because it can change attitudes, behaviours and opinions. It
moves people and motivates them to an inspired action. By telling stories, it is possible to
change lives and the world. But how can we practice the storytelling in a community?
There are different ways to promote storytelling in a community, as per the following:

One-to-one
conversation

Telling stories to each other

Testimony

Telling my story to an audience Testimony illustrates a particular issue
and allows an audience to understand
someone's reality.
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Compilation

Sharing stories with others

Compilation is a set of stories
collected from different people and
related issues of common interest.
Stories used in public campaign
actions, that create awareness about a
central issue and reveal the experience
of many people, not just one person.

Public Actions Telling stories in public

Food for thought:
•
•
•
•

In your opinion, why are we so attracted to stories?
What kind of narrative composition strategy do you think is more useful to
communicate your community?
Are you ready to write a story with its basic components and plotting points?
How are you going to promote storytelling in your community?
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4. Final Notes and Tips for Actions
As part of the “Social Entrepreneurship for Young Community Media Makers” project, this
manual presented concepts, techniques, tools and practical examples with the aim to prepare
you for the important work of creating and communicating communities in the context of
your social project.
In terms of community building, this manual has shown that, on one hand, the social
entrepreneur should create a physical and/or virtual community through the engagement of
people, groups and organizations that have an interest in the social project. On the other hand,
the social entrepreneur should develop a strong sense of community that guarantees the unity
of its members and the commitment necessary to fulfill the purpose of the social project.
For that, the social entrepreneur must identify and involve a set of key stakeholders, set up
goals and objectives to be achieved and develop the ability to act together, in order to
accomplish the social project mission and vision, always based on values and principles of
community development. Stakeholders engagement can be achieved through specific actions
and tools, such as surveys, discussion groups, advisory committees, and so on.
The social entrepreneur also has the great challenge of develop and implement a
communication plan that allows the promotion of the social project in an effective way.
Therefore, the social entrepreneur should define the purpose of communication, the target
audience to be achieved, the key messages to be disseminated, the communication channels to
be used, the resources and budget to be taken, the tactics to be implemented and the type of
evaluation and monitoring to put into effect.
The manual also allows a social entrepreneur to explore the role of narratives and storytelling
in community communication and to realize how powerful these techniques are. Therefore,
the social entrepreneur can promote its practical application in the form of conversations,
testimonies, public campaign actions, and so on.
After creating and communicating a community, the social entrepreneur must pay attention to
the life cycle of its social community project – growth, development, stagnation, reduction,
revitalisation, stability, decline – with the purpose of supporting his decision making and
implementing measures that guarantee the continuity of the social project.
The success of a social project is largely influenced by the ability to keep the community of
the social entrepreneur project alive and active. In this sense, and in summary, here are some
tips for action:
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•

•
•
•
•

Promote initiatives to listen to citizens, groups of interest, leaders of organisations,
opinion-makers and other social agents in order to develop the social project more
efficiently and effectively;
Attract new stakeholders to the social project through your current network of contacts
and networking actions;
Take advantage of the potential of social media to create and expand the community
of your social project;
Establish partnerships with strategic entities that allow the dissemination of your
social project, through participation in events, publication of articles, and so on.
Establish and maintain an ongoing relationship with the media, so that the social
project achieves visibility, public awareness and the trust of stakeholders.
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Online Resources
Examples of Online Tools for Community Engagement
Remote Conferencing:
•

www.webex.com

•

www.freeconferencecall.com

•

www.skype.com

•

www.join.me

•

www.slack.com

Crowdsourcing & Social Media:
•

www.mindmixer.com

•

www.openplans.org

•

www.thecity2.org

•

www.crowdbrite.com

•

www.kickstarter.com
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Interactive Polling:
•

www.polleeverywhere.com

•

www.balloteer.com

•

www.directpoll.com

Surveys:
•

www.surveymonkey.com

•

www.typeform.com

Organized Discussion:
•

www.theworldcafe.com
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1. Chapter – Awareness Related to the Community
1.1. What is community?
A community is a group of people living or working together in the same area. They might
attend the same schools, shop in the same stores or do the same things. They also help each
other and solve problems together. If it's a bigger community, the people in it might not
always go to the same places, but they might like or believe in the same things. There are
many communities and probably you are part of at least a few. Let us start with your family.
They are a type of community because they usually live together and do a lot of the same
things. Then there are your friends who you share your ideas and probably go to the same
school. Your neighbourhood is a community as well as your city is a community in your
region. Your region is a community that is part of your country. What is the biggest
community? Probably the universe. We are all part of it.
In a way, bees and ants are a community. They live and work together and solve problems by
working together. People in communities help each other by working together and solving
problems that are too big for one person.
A community is not a place, a building, or an organisation; nor it is an exchange of
information over the Internet. A community is both a feeling and a set of relationships among
people. People form and maintain communities to meet common needs. Community members
have a sense of trust,
belonging, safety,
and caring for each
other. They have an
individual and a
collective
sense
that they can, as part
of that community,
influence
their
environments and
each other. That
treasured feeling of
community
comes
from
shared
experiences and a
sense of - not
necessarily the actual
experience of shared history. As a
result, people know
who is and who is
not part of their
community.
This feeling is fundamental to human existence. Neighbourhoods, companies, schools, and
places of faith are context and environments for these communities, but they are not
communities themselves.
Communities form institutions - for example, large organizations and systems such as schools,
governments, faith, law enforcement, or the non-profit sector - to more effectively fulfill their
needs. Equally important, however, are communities’ informal institutions, such as the social
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or cultural networks of helpers and leaders (for example, councils of elders, barbershops,
rotating credit and savings associations, gardening clubs). Lower-income and immigrant
communities, in particular, rely heavily on these informal institutions to help them make
decisions, save money, solve family or intra-community problems, and link to more-formal
institutions.
Every community is organized to meet its members’ needs, but they operate differently based
on the cultures, religions, and other experiences of their members.
1.2. Developing social awareness to create social impact
Social awareness is the ability of being aware of the problems that different societies and
communities face on a day-to-day basis and to be conscious of their difficulties and hardships.
Being social aware helps you empathize with people from diverse backgrounds and cultures,
to understand the social and ethical norms of behavior, and to recognize resources and support
within the family, school, and community. Such awareness may contribute to better behavior
and achievement in everyday life, school or work and increased engagement with community
resources.
Young people with strong social awareness can more easily adapt to their environment,
empathize with the
perspectives of others, and
engage
in
fewer
disruptive behaviors. This, in
turn,
creates
an
environment where youth can
focus on addressing
their needs. Those who
demonstrate
strong
social awareness are able to
engage in constructive
communication with their
peers
and
resolve
conflicts when they arise.
These people benefit
from peer learning and know
how to take advantage
of social supports. Young
people who are able to
adapt to new environments,
understand the needs
and perspectives of others,
and know where to get
support when they need it
and are less prone to emotional distress and less likely to engage in risk behaviors.
Being socially aware means that you understand how you react to different social situations,
and effectively modify your interactions with other people so that you achieve the best results.
The net result of social awareness is the ongoing development of social skills.
In today’s world, social awareness can make or break a career. No matter your opinion on
world events or social developments, not being aware of what is going on can dramatically
limit the potential of your human resources department. The world is changing, and human

176

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

resources must be conscious enough of the transformation to not only prevent disaster, but
also make proper resource decisions.
1.3. Being the voice of different groups, disadvantaged groups in the periphery
People living in poverty face particular barriers when trying to access information directly
associated with the conditions in which they live and when trying to voice their concerns.
These include money barriers - for the purchase or rental of communications services and
equipment - and social barriers namely discrimination in access to services, lack of education,
lack of provision in appropriate languages as well as a lack of basic infrastructure. They have
also to face political obstacles including repression and lack of will of states to allow
democratic access to information and voice for the most marginalized groups as well as direct
forms of censorship and lack of information about knowledge and information systems.
This asymmetry is frequently called the “digital divide” but it is more accurately understood
as a “communications divide” that pre-dates the new digital technologies. In a recent years
time, there has also been a shift in the thinking of development professionals, and
development institutions, from an excessive emphasis on market-driven economic growth and
technology transfer to a more people-centered discourse. In this perspective, voicelessness
and powerlessness have come to be seen as key dimensions of poverty while democracy,
equity and civil rights are seen as not only intrinsically desirable but as directly contributing
to the realization of human security, well-being, and opportunity.
Communication policies that guarantee the rights to freedom of expression and access to
information can contribute directly to the achievement of development goals. Policies that
suppress these rights can have a detrimental effect. Without any opportunity to voice their
concerns, poor people are unable to participate in debate or to express their opinions on public
policies that affect them directly. Without access to information, poor people are unaware of
their rights and entitlements, are unable to challenge decisions and lack the knowledge to take
effective action to improve their conditions.
1.4. Belonging, identity, cultural citizenship
Globalization is the process of interaction and integration among the people, companies, and
governments of different nations, a process driven by international trade and investment and
aided by information technology. How does this wave of globalization affect our daily life
and our identity? We can no longer think that our reality isn't modified or influenced by
something that happened far away from us. It is important for young people to establish the
connection between global processes and local experiences in order to make sense of their
identity and develop a sense of belonging. Globalization is here and is having a strong impact
at social, economic and cultural levels.
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Young people are most directly affected by globalization and therefore central to current
debates on identity. They are experiencing globalization on an everyday basis through
employment patterns, the friendship groups they develop, their usage of the internet
(particularly for social networking) and wider cultural influences on their lifestyles. They are
surrounded by a “dizzying array of signs and symbolic resources dislodged from traditional
moorings”, are the main targets of global consumer cultures and are increasingly targeted with
messages concerning global social problems (Dolby&Rizvi,2008). Globalization impacts
upon young people in complex ways and forces them to constantly re-think and revise their
sense of identity and place within society. Young people’s lives are constantly being
influenced by new trends, it can be cultural, technological or social. Young people are not just
passive recipients of this consumer culture and globalization; they adapt themselves and
recreate in their own image, with their peers and other
cultural and geographical influences, and develop
identities that reflect this complexity. The internet and
use of new technologies have been a major factor in
enabling young people to recreate their own identities
(Bourn, 2008).
Although young people are not powerless with respect
to global change, their economic position is such that
they are more vulnerable than many other social groups
to the uncertainties and risks associated with economic
and cultural globalisation. Conversely, as already
mentioned, young people are often at the forefront of
technological and cultural changes that might be
associated with globalisation. Not surprisingly they are
using a wide span of global media to express
themselves.
Young people cannot be reduced to a series of types of identity that are locally, culturally,
economically or socially defined. They reproduce their own identities, influenced by a set of
factors, in part as a defense mechanism to the rapidly changing world in which they are living,
but also as a way of making statements about who they are and how they perceive themselves
within their peer groups and communities (Bourn, 2008).
Traditional notions of citizenship have focused on formal membership, including access to
rights, privileges, and duties of a citizen in a national community. More recent scholarship has
expanded this definition beyond citizenship as a legal status to focus on struggles for societal
inclusion and justice for marginalized populations, citizenship as both a social and symbolic
boundary of exclusion.
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The emphases on multiculturalism and globalization have extended the notion of citizenship.
We go from political citizenship - the right to reside and to vote - to economic citizenship the right to thrive and to prosper – and to cultural citizenship promoting citizens' awareness
on cultural pluralism and ensure the protection of minority groups. It is a politic of “educated”
dialogue, contested forms of understanding, respect, and democratic public space.
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2. Chapter – What is the Community Media?
2.1. Definition of community media
Community media is now widely recognized by governments and the international
development community both for its reach and for its practices, that is, the ways in which it
reaches people. Recognition has led more and more governments (sometimes reluctantly,
under pressure to democratize) to introduce laws and regulations that include community
media. What this means is that community media organisations are increasingly being shaped
and defined within mainstream systems, as a “third” sector of media, in relation to the “first”
and “second” sectors of commercial and public media. One of the defining features of
community media is its origins in people’s struggles against oppressive regimes, poverty, and
exploitation, representing them and giving a voice to the oppressed, marginalized and
excluded communities. The new era of recognition and value owes a huge debt to decades of
work by community media pioneers and activists, whose thinking and contributions are
reflected in the new policies and laws now being drafted.
Community media are dynamic entities. Some people see them as processes, or communities
using technology to take control of their own development. Others see them as more as
communications tools, or institutions organized around information and communications
technologies.
The World Association of Community Broadcasters (AMARC) gives the task of defining
community radio over to its members, and lists on its website several answers to the question,
“What is community radio?”.
However, in general, there is a consensus on four principles that are seen as pillars of
community broadcasting:
•
•
•
•

Community ownership and control
Community service
Community participation
A nonprofit business model (Fairbairn, 2009).

All community media embrace some or all of these principles and apply them in different
ways and degrees, depending on their local and national contexts.
Media scholars have used a lot of time and energy debating on suitable concepts to refer to
the non-professional and non-mainstream media sector (alternative media, radical media,
citizen media, community media), and on defining the criteria and essential characteristics of

180

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

these media. In this learning module, we put less emphasis on the theoretical debates and
focus more on the concrete examples of such media, which call themselves community media.
Some scholars use alternative media and community media as synonyms or competing terms
referring to the same phenomenon. In this module, instead, alternative and community media
are understood as related but still distinct forms of media. Alternative media, as understood in
this module, refers to the media with somehow radical and oppositional contents. These
media could often be called also “radical media” or “activist media”, as they are often
produced by various social movements and activist groups (Juppi, 2010).
Community media as a concept, instead, puts more emphasis on the group of people that the
media is supposed to serve, than the actual content of the media. Community media is
essentially media made by the community for the community, regardless of the possible
radical or oppositional nature of its content.
Both of these media are inclusive and participatory in nature, mostly made by nonprofessional volunteers, and they are not run for profit. Both of them have usually small and
loyal audiences. They are based on horizontal communication among a certain community or
network.
Different definitions of community media emphasize their participatory nature and their role
and significance in media diversity. When it comes to the extent of involvement of the
community into running the radio there are two views. Some see only community owned and
controlled media as genuine community media, some define it more carefully as “communitybased” media:
•

•

“Community Media is community owned and controlled, giving access to voices in
the community and encouraging diversity, creativity and participation.” (Community
Media Association)
“Community-based media ensure media pluralism, diversity of content, and the
representation of society’s different groups and interests. Community media
encourage open dialogue and transparency of administration at the local level and
offer a voice to the voiceless. They are established on the concepts of public access,
sharing experiences and information.” [International Programme for the Development
of Communication (IPDC), UNESCO]

Not just on the level of theoretical definitions, but also in practice, the degree of community
involvement differs. For example in local community radios, participation ranges from total
ownership to different degrees of audience involvement in programming and management
(Communication Initiative 2002).
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In some cases, the local community, organized as an association or a trust, owns the media
and controls it, and in some cases, community media may be owned and ran by NGO’s, and
members of the community are involved in suggesting ideas and producing programs as
volunteers.
In an analogical way to the division of the society into public, private and so-called ”third
sector” consisting of various civic organizations engaged in voluntary work, community
media can be seen as a third sector of the media system, which is different from the public
and private media sectors. Yet, boundaries between community media, public service media,
and commercial media are not always as clear in practice as theoretical definitions may
suggest.
2.2. Community media differs from mainstream media
The widespread understanding of the difference between mainstream media and community
media is that mainstream media are considered a more traditional form of media in a sense
that it reaches a wide variety of audiences through the use of television, newspapers, and
magazines. The mainstream media focus more on their financial profit, therefore, thriving to
create more ways to increase advertising revenues and expand circulation. Mainstream media
are run by the larger corporations, which have been said to create many bias views of
worldwide topics. Community media are considered to be a more independent type of media
source allowing people to focus more on community issues of interest rather than just
financial gain. Some examples of community media are local community television programs,
or local community radio stations. Another form of community media can be considered web
and journal blogs where people come together to discuss important topics of interest and each
can share their own opinions.
Below are given in brief main distinctive characteristics of the community and traditional
media (Hausman, 2012).
Community Media

Traditional Media

Two-way conversation

One-way conversation

Open system

Closed system

Transparent

Opaque

One-on-one marketing

Mass marketing
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About you

About ME

Brand and User-generated Content

Professional content

Authentic content

Polished content

FREE platform

Paid platform

Metric: Engagement

Metric: Reach/ frequency

Actors: Users/ Influencers

Actors/ Celebrities

Community decision-making

Economic decision-making

Unstructured communication

Controlled communication

Real-time creation

Pre-produced/ scheduled

Bottom-up strategy

Top-down strategy

Informal language

Formal language

Active involvement

Passive involvement

2.3. The functions and features of community media
The Charter adopted on 18 September 1994 in Ljubljana, Slovenia, at the first AMARC PanEuropean Conference of Community Radio Broadcasters states that:
Recognizing that community radio is an ideal mean of fostering freedom of expression and
information, the development of culture, the freedom of form and confront opinions and
active participation in local life; noting that different cultures and traditions lead to diversity
of forms of community radio; this Charter identifies objectives which community radio
stations share and should attempt to achieve.
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Community radio stations:
1. Promote the right to communicate, assist the free flow of information and opinions,
encourage creative expression and contribute to the democratic process and pluralist
society;
2. Provide access to training, production and distribution facilities; encourage local
creative talent and foster local traditions; and provide programmes for the benefit,
entertainment, education and development of their listeners;
3. Seek to have their own representative of local geographically recognizable
communities or of communities of common interest;
4. Are editorially independent of government, commercial and religious institutions and
political parties in determining their programme policy;
5. Provide a right of access to minority and marginalized groups and promote and protect
cultural and linguistic diversity;
6. Seek to honestly inform their listeners on the basis of information drawn from a
diversity of sources and provide a right of reply to any person or organisation subject
to serious misrepresentation;
7. Are established as organisations which are not run with a view to profit and ensure
their independence by being financed from a variety of sources;
8. Recognize and respect the contribution of volunteers, recognize the right of paid
workers to join trade unions and provide satisfactory working conditions for both;
9. Operate management, programming and employment practices which oppose
discriminations and which are open and accountable to all supporters, staff, and
volunteers;
10. Foster exchange between community radio broadcasters using communications to
develop a greater understanding in support of peace, tolerance, democracy, and
development.
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3. Chapter – The Community Media Tools
3.1. Written Media Tools – Zine
What is a zine? Wikipedia defines it as “a small circulation self-published work of original or
appropriated texts and images usually reproduced via photocopier” - although the term is
often used to describe any magazine aimed at a niche audience. Generally, there's some kind
of hand-crafted element to its production, while the content normally draws on ideas and
values not covered regularly by the mainstream media.
Zine-making is a great way to both produce new and alternative works of art and design, and
to collect and share existing but underappreciated work with other creatives and enthusiasts.
Zines are self-published, small-circulation, often non-profit books, papers, or websites. They
usually deal with topics too controversial or niche for mainstream media, presented in an
unpolished layout and unusual design. Everyone, from a major NGO to a teenager, can be an
author (and also an editor, art director, or publisher) of a zine, and that’s part of what makes
them so awesome.
Since the invention of the photocopy machine, zine-making has been one of the most popular
forms of independent publishing, especially in underground communities. But it’s hard to
generalize about zines, the same way it’s hard to generalize about culture. Because like all art
and media, zines can be anything and everything.
Zines are super powerful. They can communicate rebellious words and strong ideas. People
who feel a burning need to share their energy with the world make zines, so it’s no
coincidence that zine culture is often associated with some of the most energetic movements:
punk, feminist, queer, etc. Some publications that sprang from subcultures, enjoyed cult
status; others got so popular that they turned into regular magazines that you can find in
bookstores.
Nowadays you can make a digital zine/mag and reach people on the other end of the planet in
a blink, but what’s nicer than a little handmade book you can hold in your non-virtual hands?
Or the unique feeling of being one among a tiny group of special people in possession of a
carefully made publication?
Covering topics that range from politics to sex, the homemade zines are self-published and
have minimal distribution, but are an important outlet for their writers. Zines are equally
beneficial for their readers, who, through these eclectic and alternative magazines, become
exposed to subjects that normally don’t see the light of day in mainstream media.
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The creation of today’s zines began largely with the do-it-yourself (DIY) movement of the
1970s, fueled by the fervor of feminist and political organizations that had an agenda of
reaching the public through alternate means of publication. Back then, underground zine
culture was rooted in the support of one another, and that tradition has continued into the
present. Zines often run advertisements and information about other zines, and editors help in
the distribution of peer publications.
Zines can be free, depending on length and design. For example, zines published in colored
ink tend to cost more than black-and-white copies. There is no particular process for creating
and distributing a zine. Most of the zine culture is underground, welcoming anyone to create
his or her own homemade zine, which can then be distributed to friends or left in piles at local
coffee shops.
Because of their small distributions, zines may be difficult to find for those who don’t know
where to look. The DIY magazines are most commonly found at coffee shops, thrift stores,
music stores, bookstores, and concerts.
In the age of technology, many argue that print media will soon be extinct. However, for true
zinesters, this is not a concern. Because zines began in the form of print, some argue that there
will always be hardcopy zines. After all, print zines offer a homemade appeal, not to mention
portability. The zine will always be an important and fundamental form of self-expression for
young people, as well as for artists, poets, and writers.
3.2. Visual Media Tools – TV
Community television is so-called “the third sector in Television”. It is different from both
public service and commercial media and it is described as not-for-profit and democratically
owned and controlled by the local citizens. Community television is about participation,
empowerment, and diversity. Programming is based on providing a social benefit to the
community. Community television has played an important role in the development of media
literacy among community members. Community television is also designed to support local
democracy, provide technological training and can assist in job creation. Community
television is also about training a wide diversity of citizens, from migrants to school children
and older citizens in order to facilitate their involvement in making media content.
Community television can provide a broad plurality of voices and opinions. Some of these
voices and faces probably never appear on mainstream television. The development of
community television takes place within the wider context of the community media sector and
requires cooperation with other electronic tools.
Community television has three defining elements. First, it is community owned, controlled
and operated. Second, it is not for profit. And third, it is essentially local or regional. A
license holder for a community television station can only hold one license and much of the
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content for the station must come from the community itself. Community television cannot be
“taken over” by commercial or political or government interests. It is accountable and reflects
the diverse interests of the community it serves.
Community television excels when new and unheard voices are seen and heard and untold
local stories are told. Community television is grassroots. People on screen also run the
station and most are volunteers who contribute out of commitment, enjoyment and the
opportunity to learn new skills. While production, technical and distribution capacity is
needed, community television is mainly not about equipment but about local stories and local
news. It will succeed when those local stories are compelling and when the content of
community television connects and excites.
Community television loses its sense when it tries to duplicate the content and formats of
commercial television. Community television is not a low-cost opportunity for commercial
broadcasting. The value and distinctiveness of community television will be demonstrated
when its distinctiveness of purpose is clear. That it is local, reflective of the community, and
has diverse voices presenting and producing content that enhances the media experience of
each province. The way of validating the purpose is asking the question, is our community
better because of our local or regional community television station?
A community television station is likely to be run mainly by volunteers. How do these station
voluntary workers contribute to the direction of the station? A station membership or
supporters structure is essential to achieve a level of volunteer engagement and the best way
to build this community of support is to license a station as an association. The association is
a separate legal entity that holds the license and owns the station assets. In order to participate
in the community television station, a volunteer becomes a member and votes for the station
board. A possible annual meeting could be held to report to members and decide on future
development. If the station appoints any staff, they are accountable to a station director, who
in turn is accountable to the board. Community citizens who are not station volunteers but
station supporters may also have a membership.
3.3. New Communication Technologies - Webzine
The Internet has given zines a new look. Webzines, or e-zines, have become immensely
popular because there is no cost for printing and distribution and the Internet allows the
exposure to more readers. Websites have also given zines a classier, more polished look.
While the cost of color ink drives the price of zines sky high, on the Internet, the design and
layout can be as garish as one likes.
Creating a successful webzine is an art form. Even so, there are a number of key
considerations that will help your webzine stand out and to be a very effective marketing and
communication tool.
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•

Purpose

The focus, length, frequency of your webzine and many factors are driven by the overarching
goal and purpose of your webzine. Is it to stay in touch with your current clients? Is it to
enhance your relationship with your current clients and build their trust? Is it to increase your
sales to current clients? Is it to sell new clients services and products? Establish very clear
your purpose will then set the tone for how to create your webzine. The purpose should serve
as a bellwether to constantly bounce your ideas and thoughts against to see if it helps move
you towards the stated purpose.
•

Always write with the reader in mind

Do not focus on what you want to sell, but more on how you will address real problems or
benefit the community. Note that speak about your ideas is not the same as telling them how
they will benefit.
•

Seduce readers with headlines that stir the emotion, create excitement, inflict
fear or create curiosity

A well-crafted headline will determine if your email gets opened and read or not. Those
headlines that appeal to reader’s emotions will be more effective in getting them to open the
email and to read it. They offer a promise to solve a problem. They stimulate emotion or
create curiosity.
•

Keywords should be placed in the headline

Use the keywords again in the first paragraph and repeat it several times in the body of the
content. When somebody sits down and types keywords into a search engine looking for
information they need, this will increase the probability that your content will be found.
•

Make your webzine user-friendly

A lot of people only scan read as oppose to carefully read every word so you need to make it
easy for them to get your message. Judiciously use bullet points so people can quickly scan
your message. Write short paragraphs and use terms that people will easily understand. Write
in a conversational tone. A good tip is to read your content out loud. If it sounds like a
commercial, rewrite it to sound like a conversation. Be friendly, yet professional.
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•

Use research, surveys, statistics, expert references and testimonials, to support
your position

The best way to prove a position or to emphasize a need without it coming across as selling is
to use information from another source such as a respected survey from the industries leading
association, a recognized expert or testimonies from clients. Go easy on the hype. Today’s
entrepreneurs and business managers are very savvy and do not want you to “sell” them
something, but more so, are looking for solutions to their problems.
So what? Remember that business owners and managers do not care that you want to sell
them something. They have a business to run and want help with solutions to their problems.
They do not care how great you think your ideas are or how many features it has. They only
want to know if it can help them solve a problem that they have today or are trying to avoid
having it tomorrow. Test your headlines, ideas offerings, and content by asking over and over
“So What?” from the prospect's viewpoint and rewrite it accordingly.
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4. Chapter – Sustainability of the Community Media
Sustainability is often seen as a target or end-point, as something that projects must achieve.
There is also a tendency to equate sustainability with financial sustainability, or financial selfsustainability, which is understood as freedom from dependency on a particular donor, or on
donors in general – another endpoint. At its most basic level, financial sustainability is
defined in terms of income and expenditure. If your income minus your expenditure equals
zero, or slightly more than zero, you are financially sustainable. For community media these
approaches are inadequate. If sustainability is a target, it is the one that moves: community
contexts and needs are constantly changing, and community service by definition must be
responsive to community contexts and needs. Becoming sustainable therefore requires being
able to respond to changing contexts and needs (Milan, 2010).
Community media, like all organisations, also change over time and this will also shape and
re-shape what it means to be sustainable. Sustainability in the first couple of years of a
community radio station, for example, will need substantial resources for development,
training, and equipment. Five years later, these needs may diminish, but other organisational
needs will emerge.
Sustainability comprises a set of activities. These issues require a more active and open-ended
understanding of sustainability. If, as a starting point, we see sustainability as an activity –
mobilizing resources – then when engaging in the activities needed to mobilize resources for
community media, we need to take account of several factors:
•

•

Sustainability is about mission, ideology, and quality – the resources mobilized must
be able to sustain community media’s core features of independence, participation and
quality service. This means mobilizing the right types of resources.
The meaning of sustainability will modify as community needs change.

This means sustainability cannot be understood or measured in simple financial terms – it is
about all kinds of resources: ability, energy, capacity, efficiency, flexibility, and planning. It
is about capacity, activities, and change.
•

To the extent that sustainability can be seen as an organisational target or goal, it must
be seen as one that changes in relation to other changing organisational targets or
goals.

Seen in this light, for community media, sustainability can be defined as a set of activities that
enable community media to mobilize the right kinds of resources to meet community needs as
they emerge and to manage them efficiently over time.
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4.1. Financial outlook
The main way of achieving sustainable funding is to diversify your funding base so that if any
source dries up or is threatened, you have other funding that you can turn to.
A key issue for community media is independence. Most external funding and support, no
matter where it comes from, brings with it agendas or interests. These are sometimes
transparent, sometimes hidden. Even the in-kind support of volunteers has interests attached,
with volunteers wanting various benefits, from training to status, to possible future jobs.
The best way of ensuring independence is not to allow any source of funding to become too
important.
•

Advertising revenues

The national and legislative background that the community broadcaster is operating under,
will decide the extent to which they can take commercial advertising and sponsorship.
Interestingly, where community broadcasters have been prevented from taking commercial
advertising and sponsorship, they sometimes feel that given the opportunity to do so, it would
fulfill all their financial needs. However, stations who are quite legally able to take a
substantial amount of commercial advertising and sponsorship find that for community
broadcasters this is not necessarily an easy or simple method of financing a station, although
once set up it can be profitable and support the community aims of the station.
It should be noted that even larger commercial broadcasters and other media outlets, such as
newspapers, are finding it difficult to maintain the level of commercial advertising support
that they once had. Companies who wish to promote their brands and activities are using
other methods to do so, particularly online. In the last few years, small regional newspapers
that have relied heavily on local advertising as their main source of income have been under
threat as this source has declined. The community broadcaster who believes they can enter
this market may find major difficulties. In addition, broadcasters who have sought funding in
this way, have found that small local commercial companies can be very fussy as to the way
that relatively low sums are spent. Advertising can also be time-consuming to program and
manage in terms of its on-air presence. Sponsorship of a full program or a time-of-day, such
as breakfast or drive-time, may be simpler and more cost-effective for a community
broadcaster. In order to sell sponsorship and advertising, a community broadcaster will need
to show that it has an audience. The potential advertisers or sponsors will not fund the station
for the benefit of the station volunteers; they will only do so because they believe that their
customers or potential customers will be listening or viewing as a member of the audience.
The station will need audience research to demonstrate that an audience exists. This gives an
excellent overview of the listenership with which to approach a potential sponsor.
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It should also be noted that some community broadcasters do not wish to take commercial
advertising or sponsorship, particularly from large national or multinational companies, as
they feel this goes against their aims and principles. Others will refuse commercial funding
from companies whose areas of activity may harm the wellbeing of the audience, for example
in promoting gambling or the consumption of alcohol.
•

Funding

Most non-profit organisations divide costs into core costs (also called overhead or operational
costs) and direct project costs.
Core costs are all the expenses that are not related to running projects. They occur before and
after a project has been running, and it is difficult to link them to any particular project.
Examples of core costs for community media include governance, non-project planning and
consultation, fundraising, general staff training and development, public relations and
marketing, rent, electricity, salaries.
Project costs are all costs directly related to running a particular project, for example, if a
donor has funded production and distribution of a radio drama series, direct project costs
would include training volunteers to produce the series; scripting the series; airtime to market
and broadcast the series; monitoring and evaluation of impact, and so on.
A strong financial sustainability plan will ensure that all core costs and project costs are
covered. This means raising two kinds of income. There are also different terms for different
kinds of income – the ones we use here are borrowed from the non-profit sector in the United
Kingdom. They are:
•

•

Unrestricted income (also called general income or non-project income), which you
can use any way you like, and which is generally used to cover core costs. The main
source of unrestricted income in the community media sector is advertising.
Restricted income (also called project income). This is income that is attached to a
particular contract or project and which can only be used according to the terms of the
contract. The main sources of restricted income in the community media sector are
grant funding and content sponsorship.

When developing a financial sustainability plan, the most important questions are:
•
•
•

What are your core costs and how much money is needed to cover them?
What are the best sources of income to cover them?
To avoid over-reliance on one source of funding, how much money do you want to
generate from each source?
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The National Council of Voluntary Organizations (NCVO) in the United Kingdom divides
sources of funding into four sources. They argue that the funding environment for community
organizations is changing. The number of organizations seeking funding is increasing and the
pool of funds is shrinking. Over the past few years, many community organizations have
turned to new ways for generating income, particularly trading.
•

The gift economy

This is used to mean charitable and philanthropic donors, including individuals and
institutions wanting to benefit an organization.
•

Grant funding

This is contracted money, from NGO or government funders, private foundations or trusts,
and is almost always related to particular projects or purposes. The expectation of the funder
is that grant funding will produce particular outputs or results and that these will be measured
and reported on. Many grantmakers also have guidelines about how their grants may be spent.
Any changes in expenditure must be negotiated in advance.
•

The structured market

NCVO uses this term to refer to situations where goods or services are paid for under
conditions set out in a contract. The money is restricted to a particular purpose.
The two most common ways in which community media use the structured market are:
•
•

Content sponsorship by NGOs or government departments wanting to get messages
out; and
Training contracts through which community media tap into government or other
training funds by offering internships and training.

193

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

•

The open market

This is where trading happens, where organizations sell goods and services to make money, in
the same way as any business would. The goods and services can be related to the
organization’s core business, or they can be completely unrelated to their core business.
Arguably, the community media sector leads the field when it comes to trading. The most
common and oldest example of trading in the community media sector is advertising – sale of
airtime to business and community members – which is at the heart of most community media
business models and has been for generations.
Community media – like many other non-profits – are also turning to other kinds of trade to
generate income, particularly in developing countries where local business is limited where
businesses cannot afford to advertise. Examples of trading include farming, selling
photocopying and fax services, running phone kiosks and cybercafés. Some community
media “trade” the services of their personnel – for example, layout and design skills, writing,
program production, hiring out popular radio presenters as deejays, technical skills, and many
others.
Trading can be purely for business purposes (for example, running a shop or farming); or it
can further the goals of the community media project (for example, fixing radio receivers in
the community will ensure listeners can hear you).
The main advantage of money gained by this way is that it is unrestricted. But it also means
additional costs, and community media operators have to learn a whole new set of skills
relating to running alternative businesses. There are also legal issues and tax issues that will
have to be taken into account.
•

Voluntary supports

Running a community station needs the support from the station's own community, whether
by taking part as a volunteer, listening or viewing the output as a member of the audience or
by donating funds or in-kind support to the station. This is essential; how else can a
community broadcaster know that it is, in fact, running a station which anyone in the
community is in the slightest bit interested in? There are well-established methods of gaining
funds from the audience of a community station, including membership fees, fundraising
activities and in-kind support such as gifts to the station and know-how freely given.
Professional expertise, not least accountancy and financial advice, is of particular value, along
with engineering and technical skills, fundraising and commercial sales of advertising and
sponsorship.
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Along with their commercial counterparts, community broadcasters sell merchandising to
their supporters, for example, a T-shirt or coffee mug. Selling other products, such as CDs of
music played on the station, may be a way of raising revenue, which goes geographically
outside the immediate community. Other resourceful stations run a commercial activity
alongside their broadcasting operation and which also draws in members of their community:
•
•
•
•

A cafe in front of the station may prove valuable as a means of support and to
encourage participation.
Register the station with a fundraising website, where a supporter can make a small
contribution to the station each time they shop.
Sell Bingo cards to the audience and play Bingo on air.
Use crowdfunding for start-up capital.

All these illustrative methods require the community that the station serves to have disposable
funds to be able to do this. If they do not, the station needs to look to other areas or other local
communities not directly being served by the station who may be able to provide funds either
tacitly or upfront. For example, a station serving a particular new migrant group may feel that
these people do not have sufficient disposable income to support the station, but that the
wider local community might be willing to buy drinks in a community cafe or take part in a
raffle and so help to fund the station.
•

Co-operation with local organizations

The patron of a community broadcaster will typically be a larger organization in terms of
affluence, influence, expertise or premises who can support the community broadcasting
organization. The broadcaster will benefit directly from their support, for example in gaining
premises shared with the patron. They may also gain the cost of utilities such as electricity,
key staff and support staff. The support from the patron’s organization in terms of their
influence and actual protection may also be valuable.
Examples of patrons include educational establishments, universities being some of the oldest
community broadcasting patrons. Community broadcasters hosted by educational
establishments will often be able to call on the students as volunteers. Indeed, the patron may
see the benefits to their students as paramount to their patronage. However, the relationship
between the patron and the station needs to be clear. Is the station's main activity providing
work experience or similar for the student broadcasters or is it providing broadcast content for
the local community? Well-established university-based stations have occasionally found that
their long-term volunteers and content has grown more mature over time and outgrown the
youthful student body, a situation that may not be favored by the university itself.
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Other common patrons include community centers, communication centers, libraries, and
religious organizations. It is also possible for commercial centers such as a shopping mall or a
commercial company to host a community broadcaster on its premises. All these
organizations are likely to expect some kind of favorable terms on air.
A commercial company providing substantial funds for a community broadcaster, for
example, to buy studio kit, starts to look more like a sponsor than a patron. This may not be
problematic as long as the relationship is clear and abides by the terms of the license.
There are also examples of stations being a part of a larger concern. For example, a charity
may run a variety of services for its local area and include a community station on its
premises as a part of those services. The station may then support the charity by training
volunteers, but it also provides publicity and support for the overarching aims of the charity,
as well as broadcasting content for the local area.
One specific financial benefit to the community, the station is when the patron can host the
transmitter mast, which saves the station having to rent a space on a mast elsewhere. Once in
place, other companies may be able to rent the space on the mast. It should be clear who will
benefit from this financially.
•

Co-operation with communities with common purposes

Stations supported by NGOs have frequently been set up by the NGO in the first place. The
problem that the stations run by NGOs have is that the NGO will have its own agenda that it
wishes to promote on the station. The agenda may not include sustaining that station at the
end of the NGO's project period. There is a risk that the organisation involved may not see
broadcasting as more than a mean to an end to promote their own project and so will not train
volunteer staff or broadcasters to continue the work when they leave. The station equipment
may not even be left or the building may belong to another group that is not interested in
continuing with the station. NGO workers have been surprised on occasions to find that the
local community did not wish to work with them on a community broadcasting initiative and
preferred to listen to their own local commercial music broadcaster. However, the NGOs
involved are well-meaning and committed and one could see the possibility that if community
broadcasters wish to start a station in an area that NGOs are already working in, they might be
able to obtain start-up capital, expertise and even some sustainable funding to instigate a
community station.
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4.2. Non-Financial Supports
•

Co-operation with local organizations

Networks, associations, and forums are critically important to the development and eventual
sustainability of community media. In most countries where there are flourishing community
media, there are national associations and networks. Most networks perform functions that go
way beyond their core work of lobbying and advocating on behalf of their members. In some
places, community media associations were established in order to create and build
community media sectors.
In countries where community media are better off, national associations can earn a fair
percentage of their income from membership fees, but almost all also receive grant support
and/or public funding and seek other ways of generating income.
Despite their value, networks and associations also struggle with financial sustainability,
particularly in places where members cannot afford to pay for services or to pay fees. In some
places, networks are heavily reliant on grant funding, and in some places, networks have been
criticized for competing with their members for funding.
A World Bank Institute study about the development of community radio in five countries
found that national or sub-national networks were instrumental to the development of
community radio. The study identified nine ways that they can support community radio:
•
•
•
•
•
•
•
•
•

Represent member stations in negotiations with government and lobby on their behalf;
Represent stations in negotiations with other bodies such as performing rights
organizations and advertisers;
Provide advice on the license application and renewal procedures;
Provide or arrange for training and technical assistance for member stations;
Produce training materials for use by members;
Facilitate the exchange of news and programs;
Coordinate solidarity actions and campaigns to defend stations under pressure from
political or financial interests because of their programming;
Mobilize support for the stations from donor organizations;
Provide spaces for debate, exchange of experience, cooperation among stations etc. by
organizing meetings, publishing newsletters, websites, etc.
•

Co-operation with communities with common purposes

The term “community” is highly contested in the social sciences. There was no basic
agreement on its characteristics and with even more definitions added in the interim,
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agreement on what constitutes a community has still not been reached. In the meantime, it is a
word that is being used with increasing frequency by politicians, policy makers, service
providers, and the general public. There are examples of communities being large
communities. In practice, these larger communities have much smaller groups that represent
them, that act and work on their behalf. We call these groups communities of common
purpose. They are the steering committees, the cluster groups, the reference groups, the lobby
groups, the professional or industry based bodies, the councils, and the special interest groups.
A common purpose draws the members of these communities together. They exist on either a
long term or short term basis, and in a formal, informal or ad hoc way. So when we speak of
community capacity, the term may refer to the capacity of these smaller communities of
common purpose or to the larger ones.
•

Education and research for the community

There are many reasons to conduct research – the two main ones are:
•
•

To build and improve the organization, and
To demonstrate impact to community media users, practitioners and, foremost, to
funders and other paying partners.

All community media struggle to do research, but all need it for sustainability. Community
radio stations and the organisations around them have come up with some creative, costeffective ideas for doing credible research.
Usually, research is expensive, hard to manage and difficult to analyze rigorously. It is also
often not used effectively. If you imagine a community radio station in a poor rural or
suburban area somewhere in Africa or Asia, and then consider the apparently overwhelming
research requirements, you might wonder: is sustainable community radio possible in these
settings?
The answer to create a sustainable community radio station, research is essential. It forms the
basis for planning, effective implementation and understanding impact. The research can be
managed by the person responsible for training and coordination in the station, and it can be
incorporated into the daily life of the station. It requires some training and some attention but
is absolutely possible to do.
Research can be used to strengthen community media and the communities they serve. If this
is the goal, community-based research is recommended. The types of research in this scope
could be:
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•

•
•

Participatory - involving community broadcasters and managers. Benefits are: the
research starts from a strong base of insight into the community; research capacity is
built in the station and broadcasters become better known in the community.
Regular - to ensure a steady flow of information and feedback for the station and its
partners and to keep up research capacity in the station.
Transparent - as with all research, if the methodology is explained when results are
presented, the research will be trustful.

Simple straightforward questions will provide straightforward answers that will be easier to
interpret.
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1. Chapter – Creativity
1.1.

Basics of the creative process

What is Creativity?
To put it simply, that is the ability to look at things in a different way. Creativity enables you
to become aware of what challenges, solutions and ideas feel like from multiple views,
perspectives, or mind-sets. For example, imagine a tree for a second. How did you imagine it?
Has it got leaves? In what season did you imagine it? What are the characteristics of the tree?
If you imagined your three in a particular way, try switching between perspectives – how
would the tree look like from birds-eye view or, perhaps, from the eyes of an ant? If you had
depicted your tree in bloom in the summer, why don’t you try to imagine it in the winter, with
its bare branches? It does look much different now, doesn’t it?
Using your imagination beyond the established requirements is what makes creativity a
special skill. The phrase "think outside the box" could be used to illustrate the basic concept
of creativity.. Stepping outside the box, going beyond the boundaries is a natural ability in
everyone (and it can be fostered and developed through practice), it is also an integral part of
both the creative and problem-solving processes.
To implement creative thinking as part of our daily life, it is important to be familiar with the
creative process and its four phases. Those phases reveal important details and provide helpful
guidance on how to stimulate our creative thinking in order to solve a case / problem. Often,
during the creative sessions, being able to pass through all four stages would be enough to
achieve a desired high-quality result.

Preparation

Incubation

Illumination
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Phase One: Preparation

•

In the first phase we define the case and examine all of its aspects. We collect as much
information as possible and try to accumulate our intellectual resources in order to generate
new ideas. This stage is a fully conscious process which in itself contains planning,
exploration, and concentration.
Second Phase: Incubation

•

The second phase is a period of unconscious processing. No direct efforts are being made to
solve the problem. However, it is a crucial phase as it creates correlation between the newly
gathered information from the first phase and the memory of the creative individual. In order
to generate quality incubation process, after attempting to solve a problem, we need to rest
our mind or concentrate on a totally different activity.
Third Phase: Illumination

•

In the third phase, we could experience the "Aha!" moment - when a decision would appear
out of nowhere. Illumination is a sudden glare that cannot be brought upon by will. The idea
is born unexpectedly from the unconscious processing and the search for associations and
combinations in our mind.
Phase Four: Verification

•

In the fourth phase, we focus our attention and efforts to check the validity and value of the
idea. At this phase, the idea needs to adapt to the reality and its requirements. Many ideas
sound good, but when we decide to execute them, we face difficulties. The process of
verification of an idea helps us master the idea and overcome the obstacles around its
execution.
The four phases of the creative process are constantly intertwined. None of them exists on
their own. We may be at the preparation phase, gathering information about a problem, and
simultaneously be in the phase of incubation.. The aspect of correlation between the phases,
makes the creative process a complex phenomenon, consisting of many and varied sides.
1.2.

Stage of initiation of a brief

The creative brief is a concise written document, used by creative professionals to control the
production of a creative content (e.g. narrative copy, visual design, advertising, slogans and
websites). It is to be used in different campaigns involving communication and its length
usually does not exceed more than two pages. The creative brief sets direction, defines
207

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

audience(s), and focuses on the major ideas as well as the ways to show the desired results in
a proliferated materials or community campaigns.
Without the creative brief, the design phase of the communication process shall be incomplete.
A creative brief should be based on a particular strategy for communication and must ensure
that the creative deliverables match the overall strategy.
The creative brief is the supporting point for the creative deliverables: it is used by in-house
experts, advertising agencies, or creative consultants responsible for the creation and design
of messages and materials, which have to fit within the overall strategic approach of a
campaign.
Prior to developing creative brief, it is essential that you have a clear knowledge on the exact
purpose of the messages and communication content that are being used for the social or
health issue and know your audience well.
Clear and specific objectives must be identified in the creative brief, too. Specifying what the
audience should feel, think or do when shown the particular creative material is a good
approach to writing your objective:
•
•
•

What should the audience know, believe or think?
What should they understand about the proposed solutions/behaviours?
What should they do to make an immediate improvement to their (or their
family’s) situation and well-being connected to the issue?

Believe
Feel
Go
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1.3. Planning stage
When you have the full knowledge as to what exactly should be created, you have the
opportunity to get it done right. Before you start this battle however, you need to know
exactly what needs to be created and how to outline it - the planning technique should be your
starting point.
The plan methodology ought to be specifically tailored to the vision of each group (for
instance, it is best to envision yourself as a customer, when outlining a site for your little
gathering). How are you going to structure your outline methodology? The innovative brief
could be the main part of your layout, giving you some useful data, for example, what your
target audience and your timing is. It is crucial to know your audience since they are the ones
who will be evaluating your media.
Additionally, you will begin to conceptualise about what hues ought to be used, what sort of
textual styles you should utilise, where to put the call(s)- to-action and other comparative
subtle elements.. At this point, you ought to be writing down essential data, snapping screen
captures and another great strategy is, making a state of mind board.
From that point onward, it comes an opportunity to take a break and start allowing plans to
take on more substantial form. Throughout this stage, you would need to begin considering
the design of the media, and also take care of the business’ route and structure. At this point,
it comes an opportunity to see what works best and try different things with your thoughts
(which thoughts you have taken care to adapt to specific programming apparatuses) while
keeping in mind that the end goal is to begin producing content.
Next, follows a part of the procedure where you have to think about the apparatuses of the
exchange. In no way, shape or form should you utilise foreordained arrangements of
apparatuses for the media layers you create.
It would probably be a dangerous move for everyone involved (it will also clutter your
portfolio). Consider exactly which content management framework would be the best,
depending on the media objectives.
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1.4. Development stage
It is known of different media creators who might skip specifically to the organisational
contours without thinking about the organising or adapting, but the configuration itself is
more than a simple creation. Given that you must produce something valuable and great, it is
best to do preparatory work before you outline the organisational contours.
Once you have effectively completed the preparatory work, the actual planning process
becomes considerably less demanding. By not paying attention to the little points of interest,
the level of viability is assisted as well as the profitability, as you focus on the important
points of view.
Being prepared to begin outlining, remember that you have to make something beyond the
media's fundamental entryway. You also need to configure sub channels for it. Now and again,
it is less demanding to outline the idea for the main page, take it to pieces and begin
assembling it just to get the chance to configure sub-channels and then arrive at a dead end.
An online form of your media can be justified regardless of the idea. In reality, the outline
stage is genuinely direct. To begin, send the chosen visual for computerisation. Look closely
at each and every detail. Pixel flawlessness is the key. You may feel that the undertaking you
are engaged in brings you tremendous fatigue, but do not surrender or lose confidence in the
process. In the end you will you feel pleased and inspired by the amount of work you have put
in.
Now, you'll additionally need to consider whether you put on genuine substance or use sham
content. Both directions are viable as far as appropriateness goes, however we would suggest
to utilise genuine duplicates and photographs, if there are any accessible, keeping in mind the
end goal is to make it as closer to reality as possible.
The outline stage is where you need to deliberately think about and look for criticism as
regularly as possible.. In the event that any improvements are necessary, this is the perfect
time - before the outlines are made, as afterwards it will be ten times more difficult to develop
even a single improvement. At the current stage, making improvements is most likely to be
relatively easy.
1.5. Presentation of creative solution
Coming up with creative solutions is at the core of advertising. Every campaign started out as
a small doodle, hidden amongst other doodles surrounded by a group of people brainstorming
ideas to solve a brief. Coming up with ideas on the spot is tricky. Allow yourself to sleep on
the problem and avoid thinking about it for a while. Ideas can appear at the strangest of times.
Make sure you have a pen and paper handy or take notes on your phone. Be sure to have
something to scribble ideas on next to your bed or in your shower, these seem to be popular
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places for ideas to emerge. Finally, make sure you write the ideas down immediately; you’ll
be kicking yourself when ten minutes later when that wonderful and amazing idea has slipped
your mind and you can’t remember what it was. Once you have worked on an idea, it’s really
important to show it to someone who hasn’t had any involvement with the brief. By asking
them for their opinion about the design and what it means to them, you can begin to clarify
how both the client and the public might perceive your work. Ask yourself – is this the best it
can be without further explanation? Sometimes you can get too close to a project and not see
what everyone else sees. Without an impartial opinion, all of your hard work could be undone
in the blink of an eye. Before presenting your ideas back to the group or in front of the client,
make sure you go back to the brief and justify why your particular solution corresponds to the
brief. If you’re presenting in front of a team, be sure to jot down any comments they make. It
may be hard getting your idea pulled apart, but in the long run, it will strengthen your
presentation. Be sure to take criticism well, you will be thankful later when the client brings
up the same concern your group did and you can instantly put their fears to rest with the
correct solution.
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2. Chapter – Corporate and Campaign Identity
2.1.

Visual elements of identity

Have you ever thought about the fact that brand identity, goes way beyond a simple logo?
Although a logo might be a good starting point, what you should consider is building your
“visual position” to be something larger. Having built a system for your brand will allow you
to meet the demands of different media, while cohesive identity is still presented.
•

Logo or wordmark

A logo is basically a graphic symbol, whereas a wordmark or logotype is just the words of
your community media set in a fixed, specific manner. Your logo or logotype is the
fundamental part of your brand identity. Determining whether or not you need a symbol (a
traditional logo) or just a logotype can be difficult. A wordmark is sometimes chosen by
organisations, because of the simple design project, which is usually less expensive. Another
aspect is whether or not a memorable symbol can be designed, which will express your
uniqueness. Such a professional wordmark can convey a sense of experience without
visualising your brand.
•

Different logo “lockups”

A consistent rendering of your logo should always be in place, a variety is needed in terms of
usage and placement. Thus, you may require not only colourful but also black and white
variations of your logo, you may also need versions for square and horizontal applications.
But they all should bear the same fundamental qualities. Designers would be thinking about
newspaper ads, when they assure themselves that a logo, rendered in black and white works
well.
•

Key colours

Defining the colours in the logo, results in a fairly easy to remember colour palette. One or
two colours are the most frequent choices, although some logos are more complex. When
handing over your logo files, make sure you know the Pantone colours, whether these would
be RGB and CMYK, or web colours for your logo.
•

Additional colour palette options

A loose definition of these would be: bold and bright, cool, or pastel colours or they might be
picked by a colour swatch book. These additional colours often bring together (or take apart)
one point to connect to another.
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•

Memorable typefaces

Printed materials shall be filled by a handful of fonts. Logo design is what will inspire these
typefaces. However, especially for letters and proposals, the styles of your logo might be far
more decorative than they should be. To find complementary typefaces for you to use
throughout materials of marketing will lead to the creation of a unified brand identity. Should
you work with another designer or just some close friends, make sure they are familiar with
your typefaces and can access them.
•

Standard typographic treatments

What should be included in your typographic identity are ways of handling types of important
text, especially your (if you have one, of course) tagline or your web address. This is a bit
outside the box of design and into the standard of editorial. By developing a persistent way of
styling headlines and writing, a distinctive mark for your brand starts to create. Pay close
attention to make your logos look the same or at least similar in any format of posts. . Be
careful about the way you capitalize your headlines, or the way you write your URLS.
•

Consistent style for images

Same photos shouldn’t be used over and over again, but a consistent look and feel should be
applied to all imagery. It may be that the photos are bright and the model is looking straight
into the camera lens, or the photos have similarities in terms of colour palette and the people
are so engaged in their activity that they never look into the camera. Photos could be soft
focus, close-ups, or crisply detailed. However, photos should be used exclusively -charts and
graphs, line art or illustrations should be implemented, too.
•

Have a full library of graphic elements

A branding system could hardly be built if it wasn’t for the small details. It could be a line
style treatment, a handmade texture, a use of white space or colour blocks. This is really how
the above-mentioned seven items get together into a recognisable and unified identity of a
brand. Your brand might suffer from DIY solutions, when you rely on free images and premade templates from your web site provider and usually the rights to use these kinds of
imagery are not granted across all channels. In addition to that, you may lack both the tools
and the design sense to do this all by yourself. A cohesive look could be achieved by a
professional graphic designer and you would be set up with libraries and style guides, so that
you are able to create a distinctive look for your brand.
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2.2.

Key to a good identity

The following 9 characteristics are what a successful brand identity is built around:
•

•

•

•

•

•

•

One of a kind “message” about your business "look and feel". Make sure that your
business' illustrations get the attention and there is no perplexity with those of your
rivals, and that the ways you compose and discuss your business are also
exceptionally yours.
Reiteration is the thing that can help current customers, as well as the potential ones,
relate and recollect your identity and acknowledge what your business is about. It is
said that what it takes is somewhere close to 6 and 12 "impressions” or contacts with
your business for it to be genuinely important for your clients so that they link the
services with your business activity.
Steady utilization of your slogan, logo, and materials and what is said in regards to
your business. Only by outlining exceptional verbal and visual components and then
re-mixing those components all through your made materials, will you have the
capacity to fabricate a solid brand for your organization.
The vital components would be of great help, with their goal being that your business
gets differentiated. Brand memorability through reiteration, persistency and
uniqueness of your materials and designs should also be provided. Remarkable
designs are created by making a stand-out logo and using a reliable and solid visual
vocabulary. A distinctive content is achieved by using similar sounding words (which
mainly means an abundance of comparable sounds), repetition, remarkable
combinations of words, and energetic symbolism in your ad copy.
Important designs display your business' message through images, hues, and sorting
solutions, which are durable in all brand materials... Being solid and concrete when
building the core of your organization through important messages will deepen the
creation of your brand image. Also, perhaps the most critical, you will make your
image as meaningful as possible for the group of observers who will grasp the sense
behind the content and illustrations – your target market will have the ability to get in
touch with your brand.
Clear content and designs get imprinted on your mind in an effortlessly justifiable
way. Make sure that your illustrations are straightforward, perfect, fresh, and
meaningful. Additionally, find out if your content communicates your point and isn't
baffling — your point must be clarified well.
Genuineness in your brand character materials is vital, too... Assume your customers
do connect with you, but your business does not express the assurances given by your
image in your materials, your customers will experience a feeling of alienation. This
can cause undesirable damage to business contacts and your overall image, so make
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•

•

sure you can provide quality assurance before you engage in the promotion of your
material.
Identity in your correspondence may help out with the goal that you don't take after
every other company, thus your potential customers can understand that your
promotional materials are different from the rest.
Should you incorporate the greater part of the above components in your image
personality; a general look and feel will be accomplished, this will without a doubt
help your advertising messages to be considered important and will definitely upgrade
your media image.
2.3.

The process behind the corporate and campaign identity

At the beginning of a branding project, each phase must be approached in terms of careful
monitoring. If you want to poke, inspect and produce before you get to the brand's essence here are the complete steps:
•

Research and discovery

This is the most difficult stage of them all. Vitality, time and labor are absolutely necessary. It
is fundamental to build the medium, where the visual dialect will be situated. By this point,
we now understand everything about the brand. The examination is an extraordinary guide as
far as figuring out how to make a brand character, a far-reaching picture of what the brand is.
To do this, numerous inquiries must be made.
•

Visual ideation

This is the place the content-based data is taken and transformed into visual ideas. The data
we have may frequently be saturated with passionate dialect about the brand's objectives,
qualities, and identity. The test at this moment is to discover how to pass on and upgrade
those slants through visuals.
•

Creation

After doing so much preparation and conceptualization, we are finally ready to start the real
work.
Logo: Travelling through cycles, we tissue out centre shapes, logo check, and correlative
symbolism—everything in B&W.
Shading Palettes: When we have strong visual symbolism, shading must be explored.
Unquestionably, what should assume a pivotal part in decision of shading is the sense of
aesthetics.
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Typography: Each point holds its own particular exceptional difficulties, however typography
may be fragile as far as visual dialect goes. Patterns are now and then taken after with regards
to brands (serif versus non-serif) that are on point for a concise minute, however can rapidly
progress toward becoming démodé and unimaginative.. It is trusted that marking bears the
similarity of building a house- every component is put over the other. In this way, typography
ought to come from the qualities of the logo. You would think that this is a simple advice, but
it is perceived as one of the vital parts of typography. The uniqueness or personality of a
brand must be passed on successfully. The amount of text styles is limited to 2-3. This may
include a basic font for the brand and an auxiliary font for specific purposes according to
where the logo will be used.
Iconography: It isn't just the innovative visual dialect that impacts well-done iconography –
great work applications additionally do. What it relies upon is the thing that the administration
or item is, the industry, and the field (e.g., web-just versus UI versus deals pamphlets).
Outline System: Regularly this appears as a powerless point in visual dialects. It is trusted this
is because brands have their text styles, shading, and logo and they can consolidate them in
every way imaginable.
Fascinating knowledge is the most important goal - it stems from the character of the brand,
which serves as the starting point for gathering people. In terms of data summaries, it means
improving a really strong and reliable introduction.
Building the Brand Style Guide: What might upset you much more than a bad-planned brand
is a flawless plan that never sees daylight. The Brand Style Guide would save the day – given
that it has been created effectively. Clear, straightforward rules for each piece of the brand
personality, with utilised cases and illustrations are what we need to incorporate. Down to
earth detail is likewise included, signifying as much data as expected to help the client in the
replication of the brand character.
2.4. Building the brand style guidelines how to use the identity elements
To maintain their identity every brand, from the tiniest start-up or website to corporate giants,
would require a set of branding rules and guidelines. The range of the document varies
between a couple of pages to several hundred and its main role is to hold together the public’s
opinion on media creators.
The voice and personality is established by the brand bible, as well as by the one the public
will see. Also, the brand book governs each aspect of the communication. The Brand Bible
holds all the concepts from each interaction– advertising and design, personal
communications, social media, etc. Although the focus of the brand bible falls on many
aspects, what we are going to look at is how it affects design.
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The Brand bible or Brand book is the document, which establishes distinct guidelines on the
handling of the media brand’s aspect. In it, rules for creating identifiable and unified brand
presence should also be established. Everything, from the design of the logo and its use to
letterhead, or how the website looks, and personal communications, shall be included in the
Brand Book.
The Brand Bible helps to properly communicate and use the message of a brand. It also
outlines the community philosophy and brand goals.
The book also serves as a guide for designers. What a good brand bible should outline are all
of the fundamental design tools, which are needed to create and disseminate media messages
– from styles and typefaces, which are allowed, to a colour palette, image use, tone and text,
and the brand’s emotional portrait.
2.5. Enhancement and update of the brand style
Your brand is a key perspective when it comes to embedding your thought into an influential
media. Transmitting your values in a unique, clearly visible and predictable way is important
if you wish for success. Your style is the means by which viewers see you, it is your
reputation and your voice, and it is also the prerequisite to address the possible approaches to
improving the image of the brand. One of the most important aspects of the group's circle is
the personality of your media.
•

Initial introductions are fundamental

This applies to many aspects of life, whether it is appropriate or not, and also applies to your
brand. The presentation can include your speech, logo, use of symbolism, typography and
outline. No matter how well your media is prepared, if the gathering of people gets a bad
impression of you, then you may not get another chance to impress them, so be careful.
•

Advance your content

Your substance is your purpose of contact with the group of onlookers; it is additionally your
voice and the primary angle that will pull in the audience to connect with you. Thus, it is of
key importance that you are making content that the crowd will look for or find valuable.
That's why it's crucial to make content that the crowd will be looking for more and more,
content in which people will find valuable things. Delivering stunning content that the general
public finds relevant to their requirements will add credibility and trust to your image and
strengthen your position in the area of trade.
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•

Utilize mixed media content

Visual substance has been demonstrated to have a higher transformation rate than the
composed word alone, use every one of your assets to complement this. You can actualize
this using sound and video inside your substance, video is anticipated to have an enormous
breakthrough this year because of progressions in broadband rates and gadget capacities.
•

Keep a predictable procedure

Most importantly you need to deliberately choose what message it is that you want to pass on,
when you have done it, stick with it, attempting to position yourself in an excessive number
of various messages will just serve to befuddle the audience members and weaken your
message.
•

Utilize one name, logo and style

Your name, logo and pallets ought to be available on all material and content, the same
applies to text styles and the general styles used throughout. All of those must be linked in all
cases, without exception, from online magazines to social networks, websites and business
cards; they all have to convey the same brand identity, making the brand recognizable.
•

Build up a reliable voice and tone for your image

There is nothing as agitating for an audience than your image all of a sudden 'changing
its tune'; if your media begins to convey blended messages through the tone or voice utilized
inside your content, you will again weaken your message and stance. Give your image an
identity by keeping up a reliable message.
•

Stay faithful to your commitments

If your brand's guarantee, for instance, is that is reliable in time, ensure that you are trying to
do it reliably and consistently. This will bring audiences together to trust your image and
enhance engagement with your brand.
•

Tailor your message

Work out who your intended interest group is, what it is they wish to learn or discover. Give
them what they require, and do it reliably.
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3. Chapter – Design Communication
3.1. Design thinking
Design Thinking is the strategy that provides a way to deal with specific problems. It is
particularly useful for dealing with complex issues that are often unclear or not well
characterized. Design thinking is designed to understand human needs through meetings, to
generate new ideas and thoughts, and is a kind of practical approach to testing and creating a
prototype. The moment the five phases of design thinking are covered, they will enable to
apply design-thinking strategies to deal with the complex issues that may arise around them.
•

Understand

The unambiguous understanding of the issue is the main phase of design thinking. This may
include a discussion with specialists to gather enough data for stakeholders by recruiting,
monitoring, and identifying with individuals so you can understand their inspiration and needs
and get more in-depth individual information about the cases involved. The key to a peoplecentered planning process is compassion. Basically, design thinking and empathy are
something that lets managers separate their own concrete assumptions about the world and
gain knowledge about customers and their needs.
•

Characterize (the Problem)

The defining stage is the point where you sort the information you have made or accumulated.
You will inquire about your insights and combine them with specific endpoints to get the
important questions that you and your group have asked for resolution. You need to find out
how to fix resolution issues in a more focused way.
This stage will allow your group members to gather extraordinary capacity-building ideas,
accents, and any other segments that will help clarify problems or allow customers to identify
issues as less disturbing. We are currently moving to the third stage - the formation of an idea
by dealing with what might give you the opportunity to understand the agreements by asking,
"How could we... motivate adolescents to do things useful to them, and have those things
benefit media activity?"
•

Ideate

All through the third phase of the procedure of Design Thinking, creators are prepared to start
delivering arrangements. You've come to perceive your clients and their requests in the
Empathize arrange, and you've examined and incorporated the involvement in the Define
organize stage, and you've touched base to a human-focused issue proclamation. With so
strong a foundation you and your colleagues can start to 'realize totally new possibilities', to
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spot new answers for the issue articulation you've created, and you can begin to scan for
different methods for seeing the issue. There are several Ideation systems, for example,
Brainwrite, Brainstorm, SCAMPER, and Worst Possible Idea. Conceptualize and Worst
Possible Idea sessions are frequently used to urge free reasoning and to extend the issue. It is
fundamental that you get as different thoughts or issue arrangements as conceivable at the
beginning of the Ideation stage. Before the finish of an Ideation stage you would have picked
some other Ideation strategies, keeping in mind the end goal is to enable you to research and
test your plans in order to locate the ideal method to take care of an issue, or give the
components expected to handle the issue.
•

Model

What the plan group would now do is create various downsized, economical adaptations of
the item or unmistakable attributes found in the item with a specific end goal to examine the
issue arrangements brought out at the past stage. It is ideal if the models are shared and tried
inside the group, on a little gathering of individuals, or in different offices outside the outline
group. This stage is trial, and the objective is to make sense of the most ideal answer for
issues pinpointed amid the initial three stages. The arrangements are put enthusiastically
inside the models and, progressively, they are researched and either acknowledged, improved
and rethought, or wiped out based on the clients' input. At the point when this stage closes,
the plan group will have predominant thought of the confinements natural inside the item, the
issues that are at put, and have a superior/more upscale viewpoint of how regular clients
would think, carry on, and feel when utilizing the finished result.
•

Test

Using the best mechanisms identified in the prototype stage, planners or evaluators can
thoroughly test the last element. This is the final phase but a difficult and tedious process, the
results that are being produced at this stage are regularly used to reclassify more than one
topic and remind you of how important it is for customers to be understood and how
important it is for people to be made to feel, act and think.
3.2. Design skills and technologies
The next 6 skills are major success factors for people who encounter the world of media for
the first time and mandatory for people who wish to make progress in their media careers.
•

Design process

Interpreting the design process is crucial for everyone on a media team. It doesn’t matter
whether you’re the programmer, project manager or designer, it’s essential to know basics
like rapid prototyping, pipeline creation and ideation. Figuring out the entire process will
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enable you to find your role in the team and empathies with your team mates—necessary for
an effective, cohesive team.
•

Self-Awareness

On a digital media project it is essential that you are self-aware of your own role and field of
work. Understanding how to set your own aims, having the ability to self-reflect, and
document what you do means that you know your weaknesses and strengths, and can play to
your assets while working on improving weak areas.
•

Time management

What is important for any enterprise is time-management, but it is out of the question, when
we speak of something as rapidly changing as media. The ability to scope a project, set
milestones and follow a pipeline can make the difference between missing a deadline and
shipping on schedule.
•

Articulation

The skill to articulate your ideas—to your team, your friends and people you are somehow
related to—is an incredibly vital ability. Being able to state your ideas concisely and clearly,
understanding good body language and knowing how to express your ideas in both written
and spoken form, means that your ideas will be respected and heard.
•

Information literacy

Knowing the media environment and being open-minded in terms of where it is going is
another important success factor. Being informed about creative rights so that you don’t
violate any copyright law, understanding where the technology and industry are going and
who your competition is—all of this will help your success skyrocket.
•

Teamwork

In the media sphere, teamwork is the integral element you can bring to the table. Having the
ability to listen to others, trusting fellow team members, resolving conflicts, and managing
responsibilities and roles are vital to the success of any team project.
3.3. Design strategies
To make your own media, circulating and tracking the effects of the media can be moderate
procedures that prove to be insurmountable and confusing if they are not supervised
productively and are not organized with care. Defining the media procedure would be of great
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help; it is likely to be most productive when it is done as a collection, with the general
population being fully involved in the venture.
What achievements are sought by your business or enterprise? General thought is not enough
- your goal must be accurate and remarkable, so you can understand what you are doing.
Formally setting up your goals will enable them to influence the media you are doing.
Assuming you have not yet expressed your intentions / goals, it's important to do so before
you start promoting your media.
Characterizing the issue is the following stage in the production of a showcasing media
methodology: for example, what your target audience is and what your timing is? You have
the capacity to express this only in a couple of clear and straightforward sentences. To get this
announcement right is a long procedure – you may need to roll out improvements amid the
advancement of your media technique. What individuals ought to comprehend, through the
media you make, is what the issue is and what are you proposing to do about it.
Goals are considerably more distinct than your points. The Objectives must be SMART
(Specific, Measurable, Achievable, Realistic, Time-bound). Despite the fact that you may
have just one or two particular objectives, you should be concrete about how you will
accomplish them utilizing the media.
Choosing to be multidimensional and versatile is a decent procedure for creating media. For
example, your methodology may include one goal - raising individuals' attention to the
damage caused by aggressive behavior at home and another targeting the wider universal
group, asking them not to remain selfish and help governments and the police implement the
laws, which limit aggressive behavior at home. You also need to be precise about how the
media you are doing will help achieve the ultimate goals.
After all, there are a few groups required with an issue, and every one of them can be viewed
as partners. It is fundamental to list the majority of your partners, as you have to know
everybody who has the capacity to affect your motivation and roll out an improvement.
Knowing every one of the partners will help in characterizing your intended interest group
and groups, which take an interest.
Characterizing your intended interest group and member groups is imperative in light of the
fact that, a media battle intended for everybody winds up focusing on no one specifically. No
fruitful film, TV program, daily paper or publication is made for "everybody." However, an
all-around created media battle that objectives one crowd may effortlessly draw in the
consideration of a wide range of gatherings of individuals.
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While building your message, the key variables you need to remember are accuracy and
reliability. Assume that your gathering of people feel you have deceived them in your media,
you may open yourself to feedback and your whole legitimacy might be addressed.
Your message should state unmistakably what action you need individuals to take.. It is
crucial that you create your message with a suggestion to take an action, since it is this
particular action that will bring the desired change.
Tending to the issue of assets might be done in two ways, when you are taking a shot at your
methodology for making media. One way, is to build up your idea for making media and after
that sort out the required assets. The second way, is to create a map of the assets you do have
and afterwards think about the media you will create. Prior to deciding which way you will
choose it is only sensible that you think it carefully through: know which assets are accessible
inside your gathering or association and what you may access through your systems and
supporters.
3.4. Visual communication design studio
At its most fundamental level, visual communication design (formerly graphic design) is a
creative mechanism that combines technology and visual arts to convey messages. The core
idea is that an ingenious designer transcends mere words and pictures, by controlling color,
type, symbols, movement, and images, the visual communication designer manages and
creates the production of visuals meant to educate, inform, persuade, and even entertain a
precise audience.
One of the most pervasive means of human communication is particularly visual
communication. Graphic design, within the sphere of visual communication, is a process used
to effectively communicate information and ideas visually through products, electronic media,
print in the marketplace, and structural aspects in the designed environment. The possible
applications may be editorial, promotional, expositional, informational or instigative. It may
cater to, or critique— capitalism, advertising, commercialism, and colonialism—or alternately
be used to structure information and give an image of complex data or concepts.
Analysis of some kind of a visual artifact is one of the top ways to enhance visual literacy and
visual communication abilities. Having not done one before, a visual analysis can seem kind
of stressful. Doing one may require you to imagine visual artifact of some kind, whether it be
a billboard next to the freeway, or a painting by Andy Warhol, or a new toaster for sale, and
actually have something essential to say about it. Visual analysis requires you to ponder on
what the artifact is, its role in society, and its probable impact on viewers.
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3.5. Design to change the world
News and journalists use different devices consistently during the day or to inform, work,
communicate on social networks, send emails, and so on. Increased audience expectations are
related to full site content, regardless of which device they are opening.
The imposition of smaller displays and the control of Internet space travel via touch screens
have brought new features and tasks to optimize sites to meet the demands of time and users
on the "mobile ready" design.
This requires serious consideration and analysis of approaches to complex media content
online and their presentation on smaller screens without losing any communication units and
without shortening important elements. The clear definition of the publishing strategy as well
as the editorial policy guidelines and the needs and expectations of target audiences and
potential readers are prerequisites for strategic planning of content and space allocation for
different devices.
The starting point for the design of media products is the adequate appreciation of those
messages that the communicator aims to send to the audience as well as the ways of their
translation through the most clear, rhetorically effective and influential "packaging".
Attracting the attention of the audience, keeping it through various instruments, shapes,
compositions, color is among the most important goals of good shaping. Because the increase
in the number of objects in the design increases the complexity of the site and the need to
separate, classify, group the elements, such selections of scale, arrangement, colors, shapes
that clarify complex structures, highlight the dominant objects, lead and show hierarchies.
Contemporary developments include numerous methods of hiding content behind horizontal
slides, windows, links, and buttons to deploy it to the user after choosing. New approaches to
content sublimation and compact presentation for mobile devices are related to new
challenges and requirements for writing and editing journalistic forms. Clear, functional
headlines require less space for extra clarifications and, accordingly, free area for other
information, important photos, and so on.
Creating and developing a comprehensive visual language is an irrevocable goal for each
design team and it is the basis of the project from its original design, it goes through the
development of the main "keywords" of the site by assessing the font selection for titles,
subtitles, texts, links, color pallets and sample textures. Styles panels support consistency and
ensure product recognition regardless of device and screen size, but also help the generalized
visual style of the release, its own, inimitable line of presentation.
Designing a strict design system to clarify the style of each shaping element - from colors,
textures and fonts through icons, formatting and rendering of photos to buttons, menus and
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forms - assists the internal continuity of the site and hinders the distraction and chaotic sound
of the blend of various similar in appearance but not completely identical elements. At the
same time, the homogenization of the selected tools in a unified and conspicuous project is of
great importance for its success - not only in terms of visual identity, secure markers for the
user, but also with a vision of its sustainability and ability to flexibly work in different
contexts.
The high technological capabilities of smartphones and tablets for capturing and
communicating high-resolution images, as well as the development of computer systems and
fast and reliable internet access, have led to the overcoming of prejudices to photography and
the inhibition of their use due to delayed page loading time. In this respect, media sites called
to disseminate information increasingly rely on large volumes of visual means to attract, tell
stories, communicate with their audiences.
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4. Chapter –Visual Story Telling
4.1. Understanding visual stories
Put simply, visual storytelling is exactly what it sounds like: real and fictional stories told
through the use of images, videos, and interactive visual content. Examples of visual
storytelling are everywhere. In fact, even though you may think of storytelling as primarily
verbal and text-based, the oldest recorded stories were purely visual, having predated writing
by thousands of years.
The main reason is that in the past, only the biggest and richest organizations could afford to
create and distribute visual content. As recently as 2010, something as simple as an
infographic could cost thousands of dollars to produce. The idea of creating entire stories
based on visuals was a pipe dream for small and mid-sized businesses.
This has changed. Today, there’s a variety of tools that make it dead easy to use visual
storytelling for marketing purposes. Instagram alone has birthed tens of thousands of
entrepreneurs who market their products entirely by telling their brand stories through images.
The second reason is that the world is hungry for content. Thanks to mobile devices and
social networks, an average user now views about 20 hours of digital media each week. The
rising popularity of Instagram, Snapchat and Facebook Live, reflects the degree to which
visual content dominates that time.
The final reason is that images and videos are perfect for getting marketing messages across.
Just consider that …

•
•
•

Visuals are processed up to 60,000 times faster than text
People remember 6.5x more text-based data when it’s paired with images
Pictures transmit up to 8,400% more information than words

The only question is, how do you maximize the power of visuals by weaving them into your
brand story in a way that’s relevant, profitable and consistently effective? You’ll find the
answers below in the form of visual storytelling examples you can mine for ideas; visual
storytelling tools to use in your business; visual storytelling techniques to apply in your
campaigns.
Meaningful visuals provoke deeper emotions and this results in a deeper engagement with the
content you display. Knowing how to define deeply emotional images is of great importance
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for a content marketer. Content marketing is like story-telling and creating a closer connection
to the consumer with powerful visuals, no matter if they are still images or video, that would
make it more effective and easier.
Four major factors for strong visuals:
•
•
•
•

Use original visuals
Cultural relevance with your audience is important
Reflection of human experiences through visuals
Archetypal characters through visual storytelling tools
4.2. Visual ethics and the challenges of representation

Morals characterize the expert writer. Visual morals control the whole revealing procedure,
from conceptualizing stories to managing subjects to altering pictures. Standard visual
columnists and visual news-casting understudies take after various national and global codes
of morals. These benchmarks and standards mirror the moral standards of all advanced news
coverage.
Surely it's valid that various types of visual storytellers work under various moral systems.
For instance, most wedding picture takers don't delay to Photoshop out a pimple on the lady's
nose, despite the fact that that would be deceptive in photojournalism. To a visual writer the
fact of the matter is reality, flaws do not matter. An unmistakable socio-legitimate condition
is the place visuals exist – not at all like verbal or literary explanations, for example, political
guarantees or item asserts, pictures can't be told whether they are valid or false. Pictures evade
observational check. Hence, pictures are particularly agreeable in furnishing strategists with
an approach to abstain from being considered responsible for deluding or false claims.
Set up perspectives of portrayal hold classifications, for example, items, articles, or
purchasers, and exist in the normal world. Their material attributes characterize them in
splendidly clear terms; as per this view, portrayal is of auxiliary significance in the
development of an importance. It is our conviction that significance is developed or created
by social powers; in this line of thought, portrayal accepts real significance.
Photographic pictures, which incorporate video, film, computerized pictures, and Internet
designs – are frequently useful for logical, promoting, political and lawful purposes and it can
be hard to hold up under as a primary concern that photos are correctly altered socially –
delivered pictures course inside moving territories of importance and noteworthiness. How
photos frequently seem is as though they were simply visual narrative of what has happened,
what individuals look like, or where the something like that of the occasions are at a specific
minute. Correspondence scientists in the field of promoting must recognize the subjectivity of
visual portrayal, while examining the business scene that is experienced regularly by
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shoppers; recalling that ART chiefs, publicizing officials, picture-takers, and corporate
strategists all browse a scope of pictures and the item and content are compared with those,
keeping in mind the end goal to make "conventional ads."
4.3. Aesthetics and composition
A branch of reasoning, which manages the idea of excellence, ART, and taste, with the
creation and valuation for magnificence is to be specific feel. Deductively it is characterized
as the investigation of tangible or tactile enthusiastic characteristics, in some cases called
judgments of taste and supposition. All in all, researchers in the field state feel to be "basic
reflection on culture, workmanship and nature."
While watching the displayed scene we are starting to take a gander at how substance and
shape participate to convey messages. The way in which the components are masterminded is
shaped, and what the components themselves are is content. This influences us to think at
how we can formally and less formally compose our on-screen characters, the camera position,
the setting and the lighting and shading for the shot to achieve the most enormous conceivable
effect of what are we attempting to state.
To start utilizing these instruments for examination let’s take a look at only a couple of parts
of the visual casing and in what manner may we look at them. A few nuts and bolts of
association influencing the course of action of a photo are:
Shape and extent, orientation/positioning/balance/harmony among the parts, The zone inside
the field of perception utilized for the photo ("editing"), The way or heading took after by the
watcher's eye when they watch the picture, Negative space Color, Contrast: the level of
delicacy and murkiness utilized inside the photo, Geometry, Rhythm, Lines, Lighting or
exposure, Repetition (Sometimes incorporated with design, Perspective.
Not following the standards can make unease or strain, yet it can add enthusiasm to the photo
if utilized with alert.
In recordings, space identifies with the spatial flow intrinsic in the edge of a film. You may
believe that a video outline is much the same as a static shot, which is a piece of a moving
picture. Like a sketch, the static picture of the edge presents innate narrating conceivable
outcomes. Because of that a motion picture is a movie, the organization of the casing changes
consistently. This additional attributes manages two fundamental story components – that of
screen correlation and heading. Screen heading can suggest independence, hostility, and
struggle. A moving casing might be utilized to speak to closeness, change or its inverse, stasis.
The eye reacts in different ways to various visual boosts. Among the most critical segments
that have been recognized are: shading, brilliance, shape, estimate, speed, movement, and
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course. Via cautious controls, these components might be utilized to direct the group of
onlookers' consideration and enthusiastic reaction. No matter what, juxtaposition with
circumscribing edges, content, and the crossing point of different components will add to the
watcher's input.
Shapes are a powerful tool, which when utilized correctly can trigger thoughts and feelings.
Initially there are three essential shapes: the square, the circle and the triangle. Numerous
structures can be determined out of these three: the half circle, the rectangle, and numerous
others. For each shape there is a sure customary imagery. Adjusted Shapes are associated with
backhandedness, sentimental, aloof, relating to nature, delicate natural, protected, uncorrupted
and adaptable. Squares however are modern, immediate, straight, requested, unnatural,
grown-up, and inflexible. Triangles are for elements and forcefulness. These are not rules and
new affiliations can be easily made, depending upon the need of the story.
Altering how to shorten time and space or to deliver the result of a fantasy flashback or
sequencing. The after-effects of altering are common and consistent, so that the groups of
onlookers tend not to know about it. Hypothetically, altering is the choking of scenes through
shots gathering. Diverse decisions of altering could pilot the group of onlookers' enthusiastic
response.
4.4. Video storytelling basics
In composed articulation, the essential building square is the word.. What might as well be
called a word is the camera shot specifically. There will be a meaning of the different sorts of
shots and a show of video illustrations. Suppose what a shot is the thing that the camera
records after you press the shade and before you hit delay. With that definition, numerous
customary "home motion pictures" would comprise of only maybe a couple of shots, despite
the fact that every one of them may last a couple of minutes.
That style of recording is regularly alluded to as the "garden hose" approach. As you water
your shrubs, the water constantly streams while you move the hose from side to side, here and
there, concentrating the splash now and again, ensuring the entire garden is all around
drenched. The "garden hose" video maker will remain in one place with tape running, move
the camera from one side of the scene to the next, here and there, cheerfully zooming in and
zooming out, attempting to get the entire scene in one shot. On the off chance that that
introduction was a composed sentence, it would keep running on and on. Capable written
work is made out of well-picked words, blended into insightful sentences and intelligently
organized passages. Great video takes after a comparable association.
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•

Shoot to alter

Altering what you shoot gives you exceptional flexibility. Additionally, you are expected to
consider how your shots get joined together before you take them. That doesn't imply that
each and every alter should be arranged previously, yet it means that you need to know what
shots you'll require later when you take a seat at the PC.
Likewise, record your shots for a more extended measure of time than you might suspect you
will require, including time toward the start and the finish of each shot. That will give you
greater adaptability when you alter, where you can simply trim the abundance.
•

Fundamental camera shots

Shots are generally controlled by the amount of the scene you find in your viewfinder. This
can be controlled in numerous ways. One way is to change the separation between the camera
and your subject by physically drawing the camera nearer or farther. Another feature is to
change the central length of the focal point, which controls the edge of the view. A zoom
focal point, which for all intents and purposes all camcorders have, is a blend of wide edge,
typical and zooming focal point. You may change the edge of view by zooming in to a thin
edge of view (fax) or zooming out to get a wide point of view. Here are the fundamental
shots:
Long Shot
Long shots give a wide field of perspective of your subject and its experience. It frequently
requires a more prominent separation between your camera and your subject. Probably you
would pick a wide-edge focal point setting (zoomed out).
Long shots are otherwise called wide shots or building up shots. A building up shot sets up
the subject's situation for your watchers by uncovering its encompassing. It may likewise be
utilized to make wide move including numerous individuals in a substantial zone. Utilize long
shots sparingly! Points of interest are lost in long shots. Abuse of long shots isn't entertaining.
Medium Shot
A medium shot contains greater amount of your subject while it uncovers a portion of the
scene. On the off chance that your subject is a man, a medium shot would demonstrate the
individual from the midriff up.
Medium shots have more detail than long shots, which makes them all the more intriguing to
the watcher.

230

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

Shut everything down
A nearby stands out enough to be noticed on particular points of interest. It requires the
watcher's focus on the data you are giving them. Close-ups have extraordinary passionate
effect. They can likewise be utilized to give the group of onlookers’ data, which the
characters in your video don't have. For example, demonstrating a nearby of a sign perusing
"wet paint", just before a medium shot of your character during the time spent taking a seat on
a crisply painted stop seat, would develop suspicion and set the group of onlookers for the
chuckle.
You will in all probability need to utilize a camera bolster, similar to a tripod, to get an
enduring shot.
A nearby of a man outlines the subject from the highest point of the making of a beeline for
the highest point of the shoulders. Human feelings in close-ups are uncovered the best!
Extreme close-up shot
An Extreme close-up shot snaps just a bit of your subject. It is an extremely sensational shot
that can make awesome visual energy. XCUs may be utilized to demonstrate the substance of
a wristwatch or words wrote on a PC screen. Like the long shot, extraordinary close-ups
ought to be utilized sparingly, when it is fundamental that your watchers find in awesome
detail. As a rule you'll need to pick a wide-edge focal point setting (zoomed such a distance
out) and move the camera focal point as near the subject as could reasonably be expected. As
said above, you need to utilize a camera bolster, similar to a tripod.
An Extreme close-up of a man's facial points of interest - the eyes, nose and mouth. When
encircling an extraordinary close-up of a face, you need to guarantee including the jaw and
forfeit the temple. This needs to do with how our mind fills in holes we can't really observe on
the screen, utilizing mental conclusion. When encircling individuals, appropriate conclusion
can be accomplished by abstaining from putting characteristic cut-off lines of individuals at
the base of your photo. Rather, snap your shots to incorporate the territory somewhat above or
underneath these normal body parts. Your shot will look cumbersome on the off chance that
you don't supply enough visual data for your watchers to extend what lies outside the outskirt
of the edge.
4.5. The modern visual ecosystem
For some, individual broadcasting remains for accepting and getting a charge out of a wide
range of radio and TV programs. For over a century, it has been the principle wellspring of
varying media content. Despite the fact that it is not obvious for the general public, the
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telecom division incorporates an incredibly wide range of branches, which add to the
dispersion and generation of radio and TV programs.
The telecom esteem chain begins with the individuals who create content, i.e. in any case
radio and TV projects, and completes with the individuals who offer and convey this
substance to clients.

Content
Creation

Service
Creation

Service
Aggregation

Distribution

User Device

Navigation
and
Selection

The initial segment in the telecom biological system is the making of varying media
arrangement. This incorporates documentaries, news for radio, radio shows, films and TV,
and so forth. These are the normal substance offers for supporters. Be that as it may, with the
coming of the Internet, new sorts of substance have risen, for example, web journals, websites,
online social networks, and so on. Meanwhile these new structures have transformed into a
key mainstay of the substance offer of current telecom industry. In the dialog displayed here,
the expressions "substance" or "communicated content" intends to address the whole offer of
the telecom organizations.
Communicated content is given to clients regarding a communicated benefit. This implies an
arrangement of various components, for example, motion pictures, appears, news, sports, and
so on, accumulated and offered as a bundle. The greatest parts of communicate
administrations are radio or TV programs. Nonetheless, a communicate administration may
likewise contain bizarre parts as, web-based social networking or on-request content. When
discussing communicate administrations it is crucial to separate amongst direct and nonlinear
substance. Straight communicate substance or administration talks about the customary
method for offering radio or TV administrations. Audience members and watchers tune in to
the set succession of substance and devour what they are given over a specific timeframe. The
successions of radio and TV programs are settled by supporters and can't be changed by an
audience or a watcher. The main client connection, especially to straight administrations, is to
change starting with one administration then onto the next or to kill the gadget if the program
isn't alluring. Direct communicated administrations are not constrained to customary telecom
dispersion innovation. In this line of thought, a live stream on the Internet is to be considered
as a straight administration, too. Then again, nonlinear substance or administrations require
some level of client cooperation past exchanging on and choosing something. For the most
part, the client can choose singular bits of substance and control, as a base, the planning and
arrangement of the utilization. All in all, prevalent nonlinear administrations are time moved
and make up for lost time administrations. They offer the utilization of substance after the
start of the live transmission, either while it is still on air (time-moved) or at an agreeable time
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later (make up for lost time). Ordinarily, up to speed administrations are on for a specific
timeframe, maybe for seven days relying upon administrative and financial imperatives.
The subsequent stage in the telecom esteem chain is getting together in excess of one
administration, keeping in mind the end goal - to have the capacity to offer a bundle of
communicate administrations. A few telecom organizations are really doing precisely this. It
is realized that open administration broadcasting organizations in Europe are typically
offering in excess of one administration.
On the opposite end of the chain, there are the clients, which set diverse gadgets to expend
varying media content. Utilization of communicated content requires use of a telecom
collector, both for TV and radio. Still today, there are committed telecom beneficiaries for
versatile, compact, and settled gathering. Then again, communicate administrations are given
over broadband systems as well. In this example, the recipients are either PCs or individual
gadgets, for example, tablets or cell phones. Client gadgets are getting increasingly
advantageous. This speaks especially to the help with respect to route and determination of
substance. Electronic program guides are widely spread. On individual gadgets access to
communicated material is regularly represented by devoted programming applications called
apps.
The association between the substance and the client is built up by the circulation system.
This is the fundamental point of the exploration exhibited here. Prior to the Internet age
communicate administrations were spread by methods for devoted telecom systems, i.e.
earthly, link, or satellite systems. Today, broadband systems, both remote and wired are
utilized to transmit the communicated content.
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5. Chapter – Photography
5.1. Introduction
Photography is the way towards recording symbolism by catching light beams on a lightsensitive account medium (e.g. film or computerized CCD). It can be exhibited as two
interests:
•
•

Technical: How to set up the camera and the account medium to take pictures
correctly.
Creative: The specialty of creating great pictures.

There are tenths of various kinds of photography. A few zones require exceptional
information (e.g. logical photography), however all photography requests for a similar
fundamental standards of acquiring a concentrated, clear picture through a viewpoint and onto
the account medium.
Types of cameras are likewise altogether different. Proficient picture takers get a kick out of
the chance to have different cameras for various circumstances. The most well-known sort of
broadly useful camera for making excellent pictures is the single focal point reflex (SLR).
Given that you are occupied with photography, you will likely need to have a SLR camera.
Regular photography utilizes film as the chronicle medium for recording pictures, however
this is a synthetic procedure. Present day photography has vigorously gone for advanced
photography, which is an electronic procedure. In each type of photography the fundamental
procedure is the same: a basic piece of the camera is the optical part, i.e. the focal point,
whose role it is to take approaching light and curve it to shape a picture on the recording
medium; the focal point decides how much the light is bowed and decides the amplification of
the picture.
5.2. Camera as an instrument
Cameras can be grouped into a few noteworthy categories. In spite of that, most cameras
work similarly, however there are some prominent contrasts. In order to know which camera
would serve your purpose best, it is important to be aware of its qualities and shortcomings.
Normal Components
Aside from some extraordinary sorts of cameras, all cameras have following essential
components:
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•
•
•
•
•
•

Body: The medium (film or CCD), which the picture is recorded on and arranged in a
light-tight place.
Focal point: A straightforward bit of glass (or other material), whose assignment is to
concentrate light beams onto the medium
Opening: This controls the measure of light achieved in the medium.
Shade: Deals with the measure of light present on the account medium.
Viewfinder: Through it you can see the scene before capturing it.
Transport: In film cameras, a strategy for moving the film and holding it in the right
place.
Types of cameras

•

•

•

•

•

SLR (Single Lens Reflex): What the viewfinder does is to see an indistinguishable
picture from the primary focal point, i.e. the thing you see is the thing you get. SLRs
likewise give you the chance to swap focal points for different circumstances.
Appropriate for enthusiasts, as well as experts, this is a standout amongst the most
famous kinds of camera.
Viewfinder (or range discoverer): In this particular kind, the viewfinder isn't
associated with the focal point. Despite the fact that this is regular to economical
hardware, some expert gadgets additionally utilise comparable setup. One difficult
issue with the division of this component is that the picture you capture will not be the
one you saw in the viewfinder. This disadvantage is managed in proficient cameras
by utilising viewfinders that adjust for the distinctive positions.
Twin reflex: Two focal points are available in the camera — one for the viewfinder
and one for the photo. In some circumstances this sort of camera has certain
advantages.
View: An adaptable roars joins two models — one with the focal point and the other
with the viewfinder or film. This takes into account bizarre kinds of creation; for
instance, contorting the state of the picture by skewing the film plane.
Pinhole: Simple gadget lacking focal point.
5.3. Creating images

Rectangular photos are mostly taken by simple cameras, however it is up to you to choose
between horizontal or vertical frame. Horizontal looks better for long wide scenes, for
example a sunset, while vertical is for tall objects such as buildings or trees.
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Rule of thirds
When you are taking your image, it is best to apply the rule of thirds as a balancing technique.
Find the grid tool in your camera settings and turn it on. You should line your three elements
now: the main points of interest or focal point with the lines.
Simplify the background
Overloaded backgrounds usually take a lot of focus away from the focal point. In order to
emphasize on a specific object or subject shoot with a simple background such as a sheet of
paper or a wall. Shallow depth of field can also be used for simplification.
Framing a scene
A composition can be altered dramatically by the use of a frame. It draws attention towards
the focal point and fills unwanted space. It is done by framing the outside landscape, while
the inside parts cover it, in order to simulate a frame-like feeling
Less is more – keep it simple.
The dominating nature of a picture will undoubtedly affect the viewer’s emotions to a
stronger degree. Snap with one or two solitary items. This makes a point and dictates the path
of the picture for the viewer.
Using lines
While photographing it is crucial to bear in mind the lines because they dictate the spectator’s
view and contribute to the frame’s balance and segmentation.
Contrast
Light and color make your photograph special. A dramatic impact is achieved by carefully
working out the shades and tones. Having a bold color in front of dull and soft ones would
make the object stick out or in other words be in the limelight.
Close ups
A close-up attracts the observer’s attention to the object. Placing the point of interest in front
of the eyes of the viewer and arranging it properly will deliver the desired message.
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Alternative viewpoints
Switching between perspectives is the key to transforming the ordinary to extraordinary. The
variation of angles and sides can make a familiar setting look differently and have a strong
emotional impact.
Experiment
Always remember that art knows no boundaries, so you shouldn’t always follow basic
principles. Try weird filters or lenses and most importantly – use your imagination. You
might not succeed at first but practice makes perfect.
5.4. Processing images
A few shooting tips, that rely on post-processing are key to the understanding of it.
RAW shooting
It is likely that you, as a rookie, have already been told that shooting in RAW format is the
best strategy. The difference between RAW and JPEG formats is in the exposure. DO take
pictures in both until you know, which fits best according to your style.
Shooting in RAW means that you will be doing post-processing of the taken images. Did you
see the picture above? Much like having a piece of raw hamburger meat, shooting in this
format means you must ‘cook’ it afterwards. A JPEG is more like having an already done
piece of meat. Having an already processed image means your field of expressing your
imagination is now limited, which is not good for creativity.
High dynamic range (HDR)
Different exposures are used when photographers use the HDR technique. As you can see in
the pictures above, photographers snap multiple frames, and when viewing them afterwards
they consider which picture is underexposed or overexposed, and which picture’s exposure is
just right. Most modern devices already do this automatically, so beginner photographers
shouldn’t worry about working with the exposure setting too much.
Expose to the right (ETTR)
Depending on how the sensors in your camera function, it will be determined how well the
shadows will be captured. “Highlights” or so called brighter parts are usually better captured.
This is why some photographers overexpose the shot on purpose, in order to eliminate
unwanted shadows. ETTR is of great use to trick the limitations of the camera.
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Other common post-processing
After we have gone over these shooting techniques it comes the time to talk about other
things done after the capture.
Exposure
Shooting in RAW will mean you can fix the exposure later with the use of specific software.
White balance
We have all witnessed how different a shot looks depending on the light. If you frame your
room with bright sunlight coming from the window, the photograph will undoubtedly look
very different than if you capture it in the light of your light bulb. This difference is made
from the white balance.
The color range, which can be represented in the data, written out by a camera sensor on a
flash card is very limited. The file format has the definition of a white-balance point built in,
so as to deal with the limitations.
Nevertheless, the photographer may still choose a different white-balance setting for creative
purposes.
Filters
Supposing you have used any social media to share a photo, you are surely already familiar
with filters.
The two most popular filters applied in the post-processing are graduated and radial. The
main difference between the two is the way they apply their changes - graduated filters apply
themselves in a straight way, for example top to bottom or left to right and the radial one is
used in a circular manner.
5.5. Organizing a gallery
When it comes to photographers, organization is an inseparable part of the work. To avoid the
possibility of losing your photos and to keep everything wrapped around your finger, take a
look at the following points:
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File naming
You shouldn’t leave the responsibility of naming the pictures to your camera. Develop some
kind of a strategy, which will keep the picture flow in order, so that you don’t accidently
overwrite or delete any of the shots. An example of a working strategy might be something
like this:
HM_2007_24_03_000001.JPG.
The first element is your initials, followed by the year, the date and month and at the end – the
number, which represents the order of the photo.
Having already chosen the system that works best for you, it comes the time to set it in the
software so as to happen automatically.
Importing photographs
Set your software to rename new batches of images in a way you chose.
Photo metadata
The major purpose of the metadata is to keep track of various photo indicators, for example
where, when and how you captured your photo. “How” might mean with what filters, lens
and so and so forth.
Organizational software
Software and additional tools for editing have an endless variety and you have to find a way
to organize tools with resources.
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6. Chapter – Infographics
6.1. Common infographic styles
An Infographic is a visual representation of a story, article, idea, and/or a group of statistics.
To show information in a visual manner is by no means a new concept. To improve the
understanding of newspapers or magazines, people have been using charts or graphics for
many years. With the development of the Internet, people have picked up all available
methods of graphic communication and combined them in order to spread information.
Infographics are great for online audiences, because they provide quick and easy access to
data in an efficient way.
There are many types of Infographics, but for the sake of this guide, we will talk about two
major classifications.
1. Article Graphics: This type uses images in order to put the focus on more specific
concepts and avoid brainstorming the viewer with information, which is not needed.
2. Data Visualization: Data Visualizations consist of a series of visuals that show
complex, hard data in a simple and interesting way.
Both types of infographics have a few things in common. They always:
•
•
•
•
•
•
•

Help the audience learn/understand/see something new
Are easy to read and understand
Are simple and organized
Use quality data, facts, and statistics
Provide manageable amounts of information
Have a unique point of view
Always show, don’t tell

Data visualization is at the heart of the traditional infographic, a prime example of why
infographics exist in the first place. Today’s online browsers don’t have the patience to read
through data-heavy articles. They’re far too busy to slow down and try to digest large chunks
of information. Data visualization offers a fast and easy way to understand complex numbers
and statistics.
There are many styles of data visualization, and skilled infographic designers are well-versed
in them all. Some common options include pie charts, line charts, scatter plots, and heat maps.
These take complex data ranges and translate them into engaging graphics that you can absorb
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quickly. Reading through a list of percentages is tiresome and confusing, but glancing at the
data in a pie chart makes it easy to understand which response was most prevalent and which
barely registers.
With the right data visualization strategies and smart comparisons, you can make even the
most complex topics easy to grasp. This is an outstanding way to turn numbers of pages into
something sleek and engaging.
6.2. Getting good ideas
Infographics may be changed from past great posts. Take a look at your old content and see
which is the most popular and well-perceived.
Mining your site for content is dependably a decent alternative. Infographics might be utilized
as a part of the substance of your report or research. Look at what works best for you. .
Meetings to generate new ideas:
•
•

•
•
•

Word storm – pick a watchword from your circle of work and scribble down
everything that flies up in your mind.
Mind mapping – Start with one focal thought, at that point append related plans to it.
Enable the fringe thoughts to generate new ones At that point, associate the real
thought with the relative proposals.
Visual affiliation – Start with a visual representation and do the word brainstorming
and mind-mapping.
Imagine a scenario in which – Challenge your reasoning with "consider the possibility
that" inquiries to summon diverse perspectives around an issue.
Make inquiries – Write the inquiries you have about your point and answer them
quickly – without overthinking. Your answers will motivate new inquiries.

In case you will conceptualize as a gathering, apply some standard procedures.
Lay out the targets to create ideas for infographics. Request that every individual get their
ideas together prior to the group session. Keep in mind that gatherings such as that one can
repress the more introverted and withdrawn participants in favour of the extroverted and
outgoing ones.
At the point when the gathering comes together, focus on amount over quality. Support a free
stream of thoughts and dishearten quick assessment of them. Judgment spoils
conceptualization.
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•
•
•

Make it fun and positive
Record each thought
Incorporate the thoughts

You ought to have a sound variety of potential ideas to play with. Blend and match.
Investigate visual styles. Play around with titles. Gather thoughts from infographics that
earned your consideration. Regardless of whether you choose to build up an infographic
around a thought like something you've seen previously, you can give your infographic a new
turn and understand the tremendous advantages that can originate from distributing profitable
substance as another infographic.
6.3. Telling the story
An infographic consolidates duplicate, information, and visuals—each one of the three work
harmoniously to enable individuals appreciate and hold data all the more adequately. That is
the reason they're so remarkable. Yet, numerous individuals don't comprehend what truly
makes a decent infographic. An excessive number of individuals think the infographic
procedure is something like this: slap together some duplicate, sprinkle in a few diagrams and
charts, include a couple of delineations and logo and you are good to go.
When you are attempting to convey particular data or get a specific message spread, wrapping
it in story makes it more open to the general population you are attempting to reach. Your
main focus points ought to be presentation, setup and result.
A solid infographic contains numerous components, from the account to the outline.
Choose a solitary subject
This might be wide or a particular one and contingent upon your objectives, however it ought
to have a particular point. You may create an infographic about general industry patterns or
recount a tale about a particular area of the business, yet do not attempt to cover each and
every part of your industry in one infographic. In any case, it ought to be significant to the
individuals' interests.
Tip: If you are keen on investigating a subject from numerous perspectives, create an
infographic arrangement. These can be distributed all together or used to improve other bigger
bits of substance, for example, a digital book. To ensure your story thoughts are noteworthy
and intriguing to individuals, make showcasing personas of your intended interest group.

242

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

Extract significant information and bits of knowledge
Once in a while you will have these bits of knowledge, which will raise the point.
Infrequently you'll need to go searching for them. The key here is to incorporate just the most
important information. That doesn't mean you cut out information that doesn't "bolster" your
story, however you ought to incorporate just that which is to the point and carries meaningful
details.
Structure an infallible profile
A similar review school composing rules apply:
•
•
•
•

Present the subject.
Guide users in an instinctive way with supporting information.
Display or make a setting of particularly important (or perhaps unclear) information
Wrap it up with a straightforward, incorporate a Call To Action.

With regards to true composing:
•

•

Point of confinement duplicate: Large squares of content are a prompt side road.
Information and configuration are intended to upgrade and do a portion of the truly
difficult work. Keep duplicate short, snappy, and to the point.
Slaughter repetition: Again, let configuration do its thing. Don't overname outlines.
Try not to get out the same detail in the body duplicate, header, callout, and graph.
Keep it simple and basic.

Tip: Here's a decent litmus test: Is it simple to compose the feature for this story? Would you
be able to contain your focuses in a couple of sentences? If not, you may need to disentangle.
Design for story
Another regular issue on the outline side is over-planning: including a huge amount of
representations, getting excessively insane with a visual illustration, or including diagram
garbage that diverts from information perceptions. Everything from the format to the text
style decision influences how the perceiver retains the story. Configuration ought to never
divert, just upgrade. Always remember that blank space is your companion!
The infographic's perfect information perception and particular plan makes it simple to
explore. Each board displays a specific part of the story, and it streams in a coherent request.
Making incredible infographics isn't troublesome, yet it takes learning, practice, and aptitude.
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6.4. The call to action
Infographics are a standout amongst other instruments you have for expanding your leads and
getting basic data out to your intended interest group. Most entrepreneurs comprehend the
estimation of an infographic in light of its energy to get a perceiver’s consideration in a slick
and composed way.
An efficient infographic can streamline data in a way that will catch the consideration of the
general population who are destined to purchase from you while showing it in an appealing
way.
One of the difficulties in making an infographic and putting it on a media site is the subject of
how to incorporate the suggestion to take action inside the infographic. Infographics are jpeg
records and are puts on a site as a photographic picture or realistic. This implies you can't put
a connection that is interactive inside your infographic in light of the fact that it won't change
over to an interactive URL once you spare the record as a picture.
Be that as it may, there are different approaches to make the URL connect for your
infographic. The following are probably the most powerful approaches to make your
suggestion to take action.
•

•

•

Make a connection to social media. You can make an "offer" catch for your
infographic that you put beneath the infographic. Numerous customers and online
users are accustomed to seeing a web-based social networking sharing catch. When
you put this connection underneath your infographic, you will empower social sharing
and in addition offer an approach to follow up on your message. Consider including a
motivating force or something to that affect for sharing your infographic with their
online networking companions.
Incorporate an invitation to take action at the base of the graphic.– Yes, you read
correctly. Making a suggestion to take action at the base of your message will help
build your outcomes, regardless of whether the connection is interactive or not. A few
people abstain from doing this since they figure individuals won't follow up on it in
the event that they can't tap on the connection. In any case, recollect that some activity
is superior to no activity. Regardless of whether the connection is interactive, you can
urge more individuals to communicate with you in the event that you put the
connection underneath the infographic. Utilizing words, for example, "Tap the
connection underneath the infographic," ought to be able to adequately convey to the
reader to follow up on your suggestion to take action.
Transform your infographic into a video infographic– Creating a video infographic out
of your static infographic can be another approach to incorporate call for action inside
your infographic. By making a video for YouTube or another video platform, you'll
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•

•

•

have the capacity to embed a connection right in the video that individuals would then
be able to tap on. This puts the suggestion to take action on display of the viewer and
they will know how to get to the connection directly after the video finish playing.
Offer an incentive– Incorporating a motivating force can build enthusiasm towards
your business or organization. What about including an eBook or discount coupon for
your organization inside your suggestion to take action? Expanding the estimation of
your motivators or additional advantages, may improve the probability of including
leads and transformations.
Blog about it: If you need to expand your invitation to take action, think about
composing a blog about it. In the event that you as of now have a blog, simply embed
your connection for your suggestion to take action in your blog with a connection that
prompts your arrival or deals page where they can buy a thing or look at your primary
webpage.
Complete a review or poll: Creating unique studies or surveys about your infographic
can build the level of engagement in your message and enhance the consequences of
your invitation to take action. You can put the survey at the base of the infographic or
give a connection at the base where they can round out the overview on another site.

Overlooking the suggestion to take action is a major oversight when making and sharing
infographics. The purpose of the infographic is to share data. Nonetheless, in the event that
you don't see an outcome from your realistic, you are nullifying the point. Exploit the
common inclination of infographics by making a solid suggestion to take action for your next
infographic.
6.5. Avoiding common pitfalls
Infographics ought to be a basic (and fun) portion of your substance media blend, yet it can be
hard to make them flawless.
We've assembled the best 5 infographic entanglements you ought to maintain a strategic
distance from no matter what:
Not using reputable data sources
Since most infographics incorporate information representation and measurements, you have
to guarantee that you are utilizing respectable sources. What's more, this can be testing since
we know how intense it can be to discover insights that help your infographic's story.
Unquestionably, it can be enticing to utilise that detail you found on that not as legitimate
site, , yet attempt to ensure that the details you utilise originate from much regarded industry
productions and studies. This is particularly essential on the off chance that one of your
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infographic objectives is to get it distributed vastly, since the readers will investigate your
sources.
Not properly citing your sources
Not using reputable data sources leads us to trap number two– not appropriately referring to
your sources. Likewise with any substance resource, you need to ensure you refer to the
greater part of your sources and refer to them appropriately. For an infographic, it is best to
add them to the base with the entire URL. Furthermore, remember to list any sources and
check every datum point to ensure it is connected to its source.
Not proofreading enough
With infographics, you need to check spelling and language structure around six times, and
that isn't an overstatement. Because of the idea of the realistic and the little text style,
overlooking grammatical errors is extremely regular. Your most solid option is to confirm
different realistic circumstances with numerous individuals. You will be shocked by the
mistakes another pair of eyes may discover. A tip while editing is to amplify the realistic with
the goal that you are just taking a glimpse at a couple of vast lines at once.
Not including a proper embed code
You need individuals to share your infographic, isn't that so? What's more, you need to get
inbound connections with that infographic, isn't that so? Including a proper embed code in
your infographic post is an extraordinary method to support simple sharing, as well as a
guarantee that you’d get an appropriate attribution. In addition, including an embed code
makes sharing your infographic on the site of the user simple. Not sure how to make an
implant code? You can attempt this through an installation of a code generator.
Not promoting your infographic
Infographics creation is tedious and costly. Therefore, you need to ensure you have an
advancement design nailed down. Make sure to set achievable objectives for your infographic
and afterward make an arrangement that maps those results. On the off chance that you are
working with an infographic configuration firm, in all likelihood they can do PR outreach for
you. Ensure you put some time aside to talk with them about what kind of effort you need and
your list of things to get of target productions. From that point, they can work to get your
infographic distributed. Ensure you: post the infographic on informal communities, convey an
email impact if possible, and add your infographic to your lead sustain tracks.
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Infographics are a fabulous method to get your group of onlookers to share your substance
and to get some inbound connections. Simply ensure that you don't succumb to these
entanglements, and will be on route to a fabulous infographic!
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7. Chapter – Illustration
7.1. Basics of editorial, conceptual, narrative, digital and authorial illustrations
"Words generally can't do a picture justice."
This old maxim is so worn out that many of us don't stop and think about its fundamental
proclamation. One motivation behind this paper is to show that instructional "pictures" serve
as an indispensable capacity, one substantially more prominent than simply substituting for an
excess of words. Instructional representations enable students to comprehend and recall data
in ways that content and address basically can't. Instructional delineations are a wide class.
This exchange will think about outlines, charts, graphs, and authentic pictures, and will even
touch upon content design (the graphical segment of a page of content).
Envision every one of the words that are supplanted by the cases and their relative positions,
sizes, and hues in this diagram. Does it accomplish something words can't do? There is
infrequently an inclination that representations are some way or another less requesting and in
this manner healing to the essential direction. The handling abilities required for "perusing"
representations are frequently not as viewed as the verbal aptitudes expected to process the
composed or talked word. Outlines are at times given first thought as the methods for
correspondence, but instead utilized if all else fails, for amazingly troublesome material. With
regards to extract ideas or different sorts of learning (strategies, rules, standards, and so on.),
we are less mindful of the estimation of representations.
Outlines can make numerous sorts of data simpler to be seen, however not for everyone. For
example, low-capacity individuals may either experience difficulty with the thickness of data
that outlines give, or may not have the graph "proficiency" required to extricate the data.
Delineations may frequently require verbal editorial or clarification, keeping in mind the end
goal - to take full favorable position of their advantages. Educators ought not believe that
giving outlines is giving the path of least resistance. Actually, it was discovered that trial of
verbal inclination, and not trial of visual bent, are the best indicators for accomplishment in
utilizing graphs. This proposes a similar conceptual reasoning abilities are required for
perusing both content and charts.
Representations are not really simple. An outline like the one to one side requires a lot of
study and going with verbal clarification. Be that as it may, without the representation, the
verbal clarification will likely be insufficient.
We've heard a considerable measure about math tension; however we neglect a much more
boundless distress: outline nervousness. This torment plagues numerous instructors who
might do well to utilize delineations all the more regularly. Professionally created delineations
can be scary to the non-craftsman. Their origination and creation seems to require aptitudes
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and accomplishments of creative ability past whatever is left of us. In the event that we
choose they are completely essential, we may utilize whatever representations are accessible
from different sources, paying little mind to whether they are successful or proper for our
targets.
The estimation of talented artists is incredible, yet representations don't need to be
professionally delivered or look reasonable to be compelling for guideline. Authenticity, truth
be told, can be counter-profitable if detail diverts group of onlookers from the expected
message. Misled specialized virtuosity can likewise be an obstruction. A straightforward,
efficient graph will be more viable than a 3D activity that is equivocal or excessively intricate.
Indeed, even straightforward, immediately delivered representations can be powerful when
they are effectively thought out. The shading range out of sight recommends that there are no
hard-line qualifications between the sorts.
The fast diminishing in cost in interactive media equipment and the pervasiveness of value
designs advancement programming has made the utilization of delineations more helpful than
any other time in recent times. Easy-to-utilize programming for specific sorts of generally
utilized designs, for example, tables and flowcharts can enable anybody to make successful
outlines of these sorts (if great plan standards are implemented, obviously). In any case, not at
all like content, , representations utilize an image framework that is more openly finished, so
they require additional arranging, outline, and generation push to make an item that suits a
one of a kind prerequisite.
Instructional outlines can appear to be lopsidedly tedious or expensive to deliver, particularly
when words are so natural to talk or record. So notwithstanding when representations are seen
as imperative to have, they might be dropped for practicality. Their incentive to the group of
onlookers is regularly disparaged.
In spite of the fact that delineations may take additional time as well as cash to create, their
potential adjustments will warrant it. Whenever cash and time is allotted for creating direction,
it is an insightful speculation to have a reasonable extent heading off to the plan and
generation of outlines. Representations are frequently at the base of comprehension and
impacting.
7.2. Communicating an idea
What thought might you want to convey outwardly? What issue in current occasions do you
feel emphatic about?
Let`s pick among:
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•
•
•
•
•

climate change
animal protection
innovations
elections
cat videos

For instance, environmental switch could invoke pictures of burned earth or polar bears.
Record your thoughts in single word. In case you're experiencing difficulty, use Google. In
any case, begin with single word.
Conceptualising
Imagine your thought. Suppose your thought is about environmental change and a polar bear.
By what means would you be able to outwardly influence an intriguing and one of a kind
picture? Simply record the words "polar bear" on a bit of paper and after that record every one
of the words that are related: angle, water, ice, icy, icicle, hide, and so forth. Take each word
and see what different affiliations you can make with it. Toward the end you ought to have
numerous words. Now, check whether you can make arbitrary associations with the words.
This is the start of sidelong reasoning and the premise of a ton of innovativeness.
Outline your thought
Now it's appropriate to utilize photographic references, to ensure you draw the subject
accurately. It's vital not to duplicate photos as they are copyrighted... The catch is to use the
data in the photos, without them being duplicated or copied specifically.
Making a quality image is a combination of using references and making up the rest from
your creative energy.
Now start the illustration. Use paper. It is your greatest assistant. You can paint, draw in
pencil and make any combinations until you reach the desired effect. But don’t get too
specific.
Begin painting
We more often than not use watercolour to paint on an outline board. We exchange the
picture onto the board and start painting. We use a trap by which we exclude the primary
figure and paint on an acrylic frisket to ensure the principle component of the work of art.
That way we can be extremely free with our paint out of sight. To start, we paint the base,
and then we clean the frisket which at this point has dried into a rubbery compound. We have
a half-finished process of painting. The foundation is finished and we would now be able to
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focus on painting the figure. We paint layer over layer, generally light to dull colors and after
that fill the lines with murky paint.
Finishing touches
The work of art is now completed, yet that doesn't mean the fine art of painting is
fundamentally complete. We now have stunning advances that take into account remarkable
approaches to make a picture significantly more intriguing. For instance we can filter the
artistic creation and open it in the Photoshop program. There we can use a wide range of
fascinating devices.
Nowadays we have an astounding number of devices available to us. The visual outline of an
article should no longer be a conventional picture. It can undoubtedly be a more advanced
arrangement. You can play with the picture until you're completely content with it. Make sure
to push your limits and abilities, don't simply be content with your first endeavor. Truly
provoke yourself and you'll be astounded by what you can think of and create.
7.3. Illustration styles
Representation is a standout amongst the most vital types of visual correspondence: it
illuminates and embellishes, amuses and adorns, teaches and excites. From the main
illustrations one creates, outline has assumed a major part both in recounting stories and in
sharing data—and it is as important as ever in helping us comprehend our advanced world.
The present specialists make a surprising assortment of delineations over a range of styles and
classifications, educated by a rich history and uncommon advancements in late decades.
Art Nouveau
A worldwide outline development that began in England in the 1890s and flourished for the
following two decades, Art Nouveau defied the authentic styles that had overwhelming plans
for a large portion of the nineteenth century. Nouveau ART, similarly as its name suggests,
concentrated on development, and it drove an upset in current outlines.
Art Nouveau saw a noteworthy prevalent recovery in the late 1960s, when it was reinterpreted
in various shake show blurbs and collection covers; this unmistakable hallucinogenic look has,
thusly, impacted craftsmen of later ages.
Surrealism
The Interpretation of Dreams, distributed in 1899 by Sigmund Freud, investigated the
connection amongst dreams and reality and established the framework for the scholarly,
savvy, and masterful development called Surrealism. The French author, writer, and opponent
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of Fascism, André Breton, is considered the developer of Surrealism, as he distributed the
Surrealist Manifesto in 1924. In it, he characterized surrealism as "unadulterated clairvoyant
automatism."
Surrealism's effect on outline, plan, and visual correspondence has been particular and farreaching. The development spearheaded new outline methods and demonstrated how the
universe of dreams, and images could be investigated outwardly in ways that can incite a
widespread reaction crosswise over numerous spectators.
Modernism
Art Nouveau and the Modernism development had a huge and expansive effect on
representation and plan. Beginning in around 1908 and enduring through the 1930s,
Modernism incorporated a progression of particular developments, including Constructivism,
Surrealism, and the Bauhaus. These developments shared a dismissal of chronicled styles, a
moderate plan approach, and a unique and trial utilization of shapes, hues, lines, and format.
Constructivism
With the establishment of the New Russian Age, the Constructivist development started just
before the 1917 Bolshevik uprisings. Impacted by the unique style, unadulterated frame, and
vitality of Cubism, Futurism, and Suprematism, Constructivist specialists planned to make
another visual dialect to free workmanship, outline, and engineering from customary types of
portrayal. Constructivist specialists made both political notices and business publicizing,
perpetually connecting the style to political activism.
Solid geometry, level shading, straightforward shapes, broad blank area, and striking sans
serif typography are signs of Constructivist plan. Photomontage gave another delineation
system to the new age.
Constructivism keeps on affecting present day visual depiction and outline, as craftsmen join
the visual vocabulary of Constructivism with their own particular voices and thoughts.
Bauhaus
In 1919, Walter Gropius became the CEO of the Staatliche’s Bauhaus in Weimar, Germany,
joining two art schools in one, and the fine and related expressions into one educational
module. A modernist way to deal with outline training was created; understudies were urged
to trial and discover their very own plan voice.
The Bauhaus' powerhouse personnel incorporated the painters Paul Klee and Wassily
Kandinsky, Constructivist László Moholy-Nagy, first-understudy then-educator Herbert
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Bayer, and engineer Ludwig Mies van der Rohe. The school investigated propelled thoughts
regarding engineering, shading, and shape, and explored different avenues regarding printing,
photography, and typography.
Its commitments to current plan rise above its short 14-year life. The Bauhaus way to deal
with plan instruction is the establishment for configuration schools today, and the Bauhaus
item configuration managing rule of "necessities, not extravagances"— to create quality
things at moderate costs—is seen today in stores like Ikea and Muji (Japan).
Magic Realism
Magic Realism is closely related to Surrealism and Expressionism. Beginning in 1924 thanks
to German ART and critic Franz Roh, it portrayed another type of pragmatist painting that
delineated regular daily existence as something common, yet in the meantime as something
odd or unnatural.
For today’s specialists and artists, Magic Realism gives an exceptional way to deal with
narrating: with its underlying foundations in reality and authenticity, the "enchanted"
components can increase the perceiver's understanding of the picture or thought in surprising
ways.
Art Deco
In visual expressions, Art Deco's unique realistic style was expressed in clear, clean shapes,
and often in later times - aerodynamic curves. Modern artists and architects have researched
and reviewed the forms and typography of the time to make stunning, meaningful sketches.
Political Illustration
A political illustration is a photo that makes a point. It conveys a message. It may take a
punch at a lawmaker, uncover inadequacy, or reveal double-dealing. Political delineation
utilises cartoon, cleverness, parody, and analogy to deliver genuine visual news coverage that
comprehensively summarises complex political circumstances and difficulties of the accepted
ways of thinking Enjoying a rich history for hundreds of years, contemporary craftsmen work
on political outlines with a wider array of creative methods, from pen and ink to finelypainted styles.
Digital
By the mid1990s, the computerised upheaval in the innovative businesses was starting to get
real. Prior to that time, "the word around computerised configuration was as though PCs were
outsiders walking into the studio, attempting to assume control," says Whitney Sherman.
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While the cost of equipment was dropping, the cost of section was still high, and the
expectation to absorb information for the product was horrendously steep. Visual originators
more enthusiastically grasped the new innovation than artists, yet it was a startling jump into
the void for all.
Moving into the present day world, with our smart phones, tablets and quick Internet access,
artists can use movement and VR to expand the account and convey successive and intuitive
narrating.
Consolidating past structures with today's innovations, artists produce new structures and
styles of visual correspondence - each last bit of which is based on a foundation that has been
solid for many years.
7.4. Illustration techniques
Strategies for making delineation changed after some time, as materials are additionally
changing and developing. Craftsmen depended on paper, paints, pencils, yet with the
advanced period development, even specialists acclimated with conventional mediums and
materials began working carefully – with the assistance of 2D and 3D programming projects,
for example, Photoshop and 3DMax and Maya, for instance. The advanced instruments and
systems copy conventional materials and impacts accomplished with them and it is anything
but difficult to switch distinctive materials and analysis.
Woodcutting
Unmistakable for this strategy are the differentiating hues, if any; the difference between dim
and light areas in the outlines, as well as the moderately large strokes. It is still a favoured
system of numerous contemporary artists who care for the more rough feeling and the
ultimate look of their representations.
Metal etchings
In the ordinary, untreated drawing, a metal plate (usually copper, zinc or steel) is produced
with a wax solution that prevents corrosion. The craftsman at that point scratches off the plate
using a sharpened needle to draw where there is a need for a line in the finished piece,
uncovering the metal. The plate is then immersed in a corrosive substance bath and the
substance dissolves the uncovered parts of the metal. The rest of the surface is then polished.
The plate is inked and when the ink sets it is wiped off the surface, leaving just the ink in the
scratched lines. The plate is then put through a high-weight printing press together with a
sheet of paper and the paper absorbs the ink from the carved lines, making a print.
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Pencil illustrations
May be a standout amongst the most mainstream kinds of outline is the pencil one. It is a
widely available material, which allows you to make delicate shadows and advances, as well
as sharp, straight lines. At times, artists keep the pencil outline free and draft with pencil –
later on, they complete the delineation with another material.
Charcoal illustration
Charcoal representations are often not as exact as pen and pencil outlines but charcoal is a
favoured material for showing short stories, quick portrays, and art niches. Charcoal's ability
to blend gives the craftsman a chance to make a scope of surfaces, speaking to materials and
shadows, individuals, objects and the common world. Specialists regularly utilize fingers and
tissues to mix the delicate material, smirch and make smooth and delicate shadows.
Lithography
Lithography originates from the Greek word litos (λίθος) meaning stone. Initially, the
strategy utilized a picture drawn with oil, fat, or wax onto the surface of a smooth, levelled
lithographic limestone plate. Today, most kinds of high-volume books and magazines,
particularly when outlined in shading, are printed with balanced lithography, which has
turned into the most widely recognized type of printing innovation since the 1960s.
Watercolour representation
In watercolour representation, the primary concern is to utilise shading colours and to make
subtleties and distinctive transparencies by adding water to the shading. The general
sentiment watercolour delineations is delicate, vaporous, with heaps of profundity. Artists
incline toward it for outline of cookbooks, ladylike designs and representations, as it is light.
It is one of the most effortless methods for making sprinkles of shading, blending one colour
into another – it is a common threat to the specific delineation styles.
Gouache illustrations
Gouache paint is like watercolour changed to make it misty. It offers rich, thicker, darker
shades than watercolour and the appearance can even be improved as time goes by. Business
craftsmen regularly utilize gouache for works, for example, notices, representations, and for
other work. Most twentieth century activists utilized it to make an obscure shading on a cell
with watercolour paint utilized for the foundations. Utilizing gouache as "publication paint" is
alluring for its speed as the paint layer dries totally by the moderately brisk dissipation of the
water.

255

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

Acrylics illustration
Acrylics is a standout amongst the most favoured systems for learners, it is moderately
simpler to work with, than watercolour or oils. All things considered, the craftsman can
accomplish both comparative impacts to oils and watercolours. One can paint with them on
any sort of surface and they progress toward becoming water safe, once they are dry. These
paints are extremely adaptable as they additionally come in fluorescents, metallic and other
intriguing varieties.
Collage illustration
Collage originates from the French word ‘coller’, which means 'to stick'. Collage is a work of
art produced using an array of various structures, from various materials, to frame another
entirety new design. This sort of portrayal is tremendously prominent in the current years, and
even considered as a motivation for the– material plan. Frequently, artists utilise the shading
from the diverse layers of their montage to accomplish delightful 3D impact and profundity.
Pen-and-Ink illustration
Outlining with ink enables the craftsman to make solid territories of differentiation. The
majority of the outlines are finished by utilizing one tint of ink on light surface, which again
helps accomplishing high differentiating pieces. Inks are broadly available and moderate in
cost, simple to transport and work with. May be you recollect the vast differences of the
woodcut? All in all, ink enables you to be more portable and to make even better lines.
7.5. Illustration software
Visual depiction is fundamental when it comes to making visual questions for the media
content Recruiting proficient visual planners can be take a toll on a private company. These
product projects will enable you to begin quickly and make proficient looking publicising in a
matter of seconds. Regardless whether you are hoping to construct a site, print media, or
make flyers and handouts that will advance your thought, these chosen programs are quick to
learn and deliver proficient looking plans.
CorelDRAW Graphics Suite
The CorelDRAW Graphics Suite gives you the instruments expected to outline your own
particular illustrations. Regardless of whether you are a learner or a propelled visual architect,
this product bundle will enable you to make proficient looking designs to address your issues.
Incorporated into the product is website page plan, photograph altering, and expert visual
communication devices. Express your innovativeness with the CorelDRAW Graphics Suite.
Open Type highlights enables you to make propelled writings with more variations and styles.
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It likewise gives dialect bolster, which will empower you to include characters from different
dialects required. The unified menu gives simple access to custom writings you have made,
for building page after page of content. You can also make custom palettes for your plan. The
product enables you to blend shading plans over your outline. It additionally enables you to
alter them crosswise over pages.
Highlights
•
•
•
•
•

Advanced Open Type for custom writings
Custom Color Palettes that orchestrate over the entire outline
Vector Shaping instruments to redo pictures
Web outline and photograph altering devices included
Page design devices that help make site pages simple

Xara Photo Graphic Designer
The Xara Photo Graphic Designer incorporates access to website architecture devices, visual
communication instruments and photograph altering apparatuses. For the photograph altering
there are photograph impacts, brushes, and altering apparatuses for both the foundation and
the forefront of your photographs and page outlines. There are many photograph impacts and
streamlining devices to browse. You can evacuate components you don't need in the
photograph and include enhancements easily. For the visual communication, there are several
layouts to browse. Plan your custom logo, business cards, pamphlets, logbooks or site pages.
Each plan can blend with the rest to make a custom search for all your promoting materials.
There are likewise instructional exercises included with the Xara-Photo-Graphic-Designer-9
to guarantee a quicker expectation to absorb information and the capacity to augment the use
of the product.
Highlights
•
•
•
•
•

Graphic outline and photograph altering apparatuses
Create custom business cards, advertising material and website pages
Hundreds of layouts to browse influencing the outline to process quick and expert
looking
Easy to utilise interface
Tutorials to speed the learning procedure
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MAGIX Photo Graphic Designer
The MAGIX Photo Graphic Designer gives a one stop shop to photograph altering, realistic
outlines, and work area distributing. With more than 500 formats and plans, it is anything but
difficult to make a custom look with the MAGIX Photo Graphic Designer. Make photograph
collections, cards, pamphlets, business cards, CD fronts and marks, business leaflets and that's
only the tip of the iceberg. Configuration website pages that incorporate recordings, liveliness
and other customization that will get the user's consideration. There are 40 live impacts that
work in modules and the software incorporates vector documents for simple sharing. The
product underpins photographs spared in RAW, JPEG, GIF, BMP, PNG, PSD, and TIFF and
is good with more than 400 RAW arrangements. The MAGIX Photo Graphic Designer works
with Windows Vista, XP and 7. Learn website composition with this one program. The wellordered aides will enable you to begin rapidly creating proficient outlines.
Highlights
•
•
•
•
•

Photo altering and work area distributing
Create recordings and liveliness
Compatible with more than 400 RAW arrangements alongside JPEG, PSD and other
photograph designs
Works with Windows Vista, XP and 7
Create bulletins, publicizing, business cards and more from more than 500 layouts
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8. Chapter – Post production software
8.1. Post Production basics
One of the difficulties in post-production is creating media with video and sound. After the
main capture, the video (from each camera) and the majority of the sounds (recorded on a
recorder or camera) are imported to a drive or server.
Sound and video are then joined so the photo supervisor can see all camera angles and sounds
together in harmony (step by step). The photo-editing manager at that point alters with
consolidated media in a video workstation, for example, Avid Media Composer, Apple Final
Cut, or Adobe Premiere. Some video editors leave each sound in their group and others pick
certain sounds (like a line blend), leaving the rest of the sounds to be dealt with later
simultaneously.
Quickly stated, the means of the post-production (or after-generation work process) are:
1. Cut the scenes: Watch all the recordings, picking the best takes, removing scenes that
do not help the story
2. Visual impacts, such as, blasts, additional clouds, the humanoid robot strolling on
two legs
3. Sound blending - including the sound station - -voices, potentially music relying on
the financial plan of the film
4. Colour evaluating - to create more of a film look and less of an amateur production.
5. Final score - your amigo who plays piano or a popular author
6. Export your media to your chosen medium

The photo group (picture editorial manager and assistant editors) are doing their own
particular work. They're picking what sounds to tune in to, including and altering music tracks,
and including temp sound fx and temp voice over. These decisions aren't final, however they
act as a guide for the sound group.
Sometimes the music included is last and infrequently a writer is enlisted to compose
substitution music. On the off chance that there's an arranger or music proof-reader, they will
probably be included amid production. When the budget is low, the expertise of the sound
group is not required, unless it's essential to consult with them or for creative reasons. For
huge-budget Hollywood movies, sound editors, managers and blenders can be included all
through the process.
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After rounds of picture altering (and endorsements), the last form of the photo will be
"locked". This implies that no further changes will be made to the planning and the task will
be moved over to sound. There are still changes occurring in the video (including designs,
visual effects, shading edit). At the moment when everything is gathered and stitched back
together, the planning has to match precisely.
•
•
•
•
•

Audio image editing can be broken into various components (and work titles):
Dialog altering (exchange editorial manager)
Music altering (music editorial manager)
Sound FX altering/sound plan (sound originator)
Foley altering (Foley editorial manager)

8.2. Video editing software
All film editors allow you to mix your recording, sound clips and pictures to make new and
original recordings. Each of the projects we evaluated offer fundamental nonlinear video
altering devices.
They all offer numerous altering tracks in the course of events. Some offer a stand-alone
video line to work with, while others present at least 100. Others do not restrain the number
of tracks your video venture can have. Complex undertakings require all the more altering
tracks, and more tracks give you greater adaptability and exact control over what shows up on
the screen and when.
Video altering programming acts as video impact programming. The impacts libraries of
motion picture editors are very critical. These prearranged upgrades incorporate basic
channels and advances and in addition more mind boggling ones like molecule impacts and
liveliness instruments.
The quantity of impacts you get with any piece of Windows video altering programming
changes. Some offer less than 100 impacts, while others offer hundreds. There's even a videoaltering program with an excess of 1,500 impacts. Nonetheless, an impacts library that
surpasses 500 items is generally adequate for any undertaking created at the non-proficient
purchaser level.
Below are some of the programs:
iMovie — MacOS and iOS - https://www.apple.com/imovie/
Apple's iMovie has for some time been a standout amongst the most buyer orientated video
editors out there. It's included with every single new Mac, and touts some genuine
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reasonableness for the ordinary client. The most recent form of the product enables you to
import and alter 4K video cuts from an assortment of outer gadgets, for example, smartphones
and GoPro cameras, and games. It has a perfect interface that is appealing and simple to
explore. The capacity to begin altering on iPhone or iPad and complete it on a Mac renders it
considerably more advantageous.
Video, pictures and sound can likewise be fused into your venture by basically dragging your
coveted media into the task region and organizing them in timetable-like form. The
subsequent video can simply be sliced progressively, and in addition any impacts — topics,
content, music, voice-overs — before sending out the document straight to YouTube,
Facebook, or an abundance of different platforms.
Lightworks — Windows, MacOS, and Linux - https://www.lwks.com/
Prominent highlights incorporate proficient level shading rectification, GPU-quickened
constant impacts, video catch, and almost sweeping configuration bolster. In any case, the
free form is just equipped for trading MPEG-4 documents with a resolution of up to 720p.
Lightworks likewise offers customary apparatuses for bringing in, trimming, and flawlessly
weaving sound and video together with a couple of easy mouse clicks.
Other extraordinary incorporations are the program's moment auto-spare usefulness, which
works faultlessly out of sight, and the capacity to choose Avid and Final Cut Pro console
formats in the event that you decline to embrace Lightworks' default outline. Lightworks’
interface is speedy and on-point and efficient. Also, given the open nature of the product and
the expectation of absorbing information related to the freemium element, the content of the
program is more eloquent than most.
Avidemux — Windows, MacOS, and Linux - http://avidemux.sourceforge.net/
Avidemux is the Instagram of video altering software — snappy, grimy, and incredibly handy.
The product is designed for fast trimming, sifting, encoding, and a large number of other
essential highlights. The cross-stage programming additionally stays open-source — with an
ingenious wiki page to boot — and errands can be computerized utilizing grouped activities,
work lines, and custom scripting abilities that drive it past barebones usefulness.
With light highlights additionally comes a light impression, and Avidemux consumes up little
room in comparison with other programs in our list. It likewise enables clients to change
expansions and select individual yield positions when they're done altering a video, yet the
less well-ordered interface makes it hard to use the more mind boggling highlights and costeffective tools. However, Avidemux is a good decision once you make your way around the
product. Simply make sure to save your work.
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Shotcut — Mac, Windows and Linux - https://shotcut.org/download/
Shotcut is an awesome video modifier for at-home specialists who need however much
similarity as could reasonably be expected and a straightforward, very adjustable interface. It
boasts with hundreds of arrangements using FFmpeg and makes it easy to capture and use the
appropriate video from your PC with up to 4k resolution. .
In addition, the simplified interface style gives you the ability to "dock" the board as you need
to modify a specific change in work with the right devices. This makes Shotcut perfect for a
complete editorial manager who deals with their own specifics.
Hitfilm Express–Mac and Windows - https://fxhome.com/express
Hitfilm Express makes a big deal about its in vogue way to deal with video altering,
promising apparatuses to make the most recent in Star Wars or Westworld effects. In any case,
the product underneath the showy visuals is successful in the range of 2D/3D compositing
ventures and incorporates 180 pre-made visual impacts (with the option to buy extra bundles).
There are additionally instructional exercises and recordings demonstrating the best practices
for their use. It's a decent setup for new editors who are for the most part keen on influencing
their recordings to look cooler, and who might need to scan for specific impacts with the
Hitfilm people group.
8.3. Still pictures editing software
The best decision for photography programming will rely upon your inclinations. Numerous
individuals like utilising one program for arranging and another for altering. A few softwares
are regularly utilised as a part of a pair, for example, Photoshop and Lightroom. A few
softwares, similar to Portrait Professional, can be utilised alone or as modules for Photoshop.
Highlights to search for when you pick proficient photograph altering programming
incorporate association and bringing in instruments, the capacity to alter group individual
photographs, the capacity to modify your work process and the alternatives for distributing
and yield.
•

Authoritative tools

In the event that you shoot a high volume of photographs, hierarchical instruments are
fundamental. Some picture takers will shoot a great many photographs in blasts to distribute
just a modest bunch of moments. Wedding picture takers likewise take many shots to archive
one critical occasion. For these and numerous different cases, the most vital piece of postprocessing includes the capacity to rapidly deal with extensive groups of photographs instead
of rolling out huge improvements to individual shots.
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•

Activities and customisation

Numerous picture takers build up their own style of post processing. Once you've built up a
special style, quite a bit of what you do can be robotised through recordable activities or presets. Many photographers show principally high contrast, or photographs that copy film
preparing, or something one of a kind to their own image. On the off chance that you wind up
utilising similar activities or strategies of your own, you will require photograph altering
software that can robotise those activities to spare you hours of additional work.
•

Distributing and output

On the off chance that you are working with high quantities of photographs or in the event
that every now and again you distribute online to a blog, site or photograph facilitating
administration, it has send out alternatives that are more refined than straightforward sparing
highlights. Some photograph altering programming can incorporate honing, resizing,
including shading profiles and making other completing touches to groups of photographs.
Moreover, if a share of your work goes online available to be purchased, blogging or different
strategies for distributing, some expert photograph altering programming can do this easily.
•

Expectation to learn and adapt

The more powerful altering softwares are probably the most complex to learn. In case you're
new to Photoshop or PaintShop, it might be worth putting resources into a formal class to get
a hold on the fundamental highlights. There are likewise numerable YouTube channels, web
journals and more formal online classes to enable you to comprehend the highlights of these
projects.
A more straightforward choice might be to discover a program you can much quicker learn
how to operate. A few programs will walk you through a well ordered work process, and in
the event that you don't have to work through various layers of alters, there are a lot of more
comprehensible solutions that rationalize the procedure of post-processing. Proficient
photograph editing softwares have a fundamental impact in a picture taker's work process.
ACDSee Review
ACDSee Pro has a comparable interface to Adobe Lightroom. You have five modules along
the best – Manage, View, Develop, Edit and Online. This makes development through your
photographs a consistent and well-ordered process. The main cycles of photographic
programming is an observer to the photographer and this is where the program exceeds
expectations, despite the fact that it offers significant amounts of highlights.
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Corel PaintShop Pro Review
Corel's PaintShop Pro includes rich expert photograph altering programming with likenesses
to the higher-end customers. While it may not exceed expectations as a coordinator, twisting
remover or crude converter, in case you're searching for something with an extensive variety
of altering alternatives and some computerized impacts, PaintShop is an incredible
photography editing software
CyberLink PhotoDirector Review
PhotoDirector has a lot of instruments for your database of photographs. In the import
window, you have a few options for rapidly separating through your photographs. You can
apply pre-sets, include content, rename photographs and overlook copies. You would then be
able to rapidly assemble photographs with a similar face and include names with the facial
recognition highlight. Once included, those names end up as accessible labels in your
database. You can hail photographs for later separating and in addition include star
evaluations. Contrast mode permits you to rapidly see photographs one next to the other for
quicker operating.
DxO OpticsPro Review
DxOptics Pro has fewer association options than some other picture-editing softwares.
Embedding devices are essential and there are few alternatives to select a database. You can
rate your photos, but there are no different narrowing tools like shadow codes, geotags, and
compare confirmation. You can make groups of pictures to handle together at once. The
program offers a separate bookmark for sending photos from and to Adobe Lightroom in case
you need a co-ordinator with more alternatives.
Adobe Lightroom Review
Photoshop and Lightroom are two totally unique segments of a picture taker's post-handling
work process. While they're both effective in various ways, they work best together. Maybe a
valuable way to think about the two is that Lightroom is best to import, sending out and
substantial scale altering, while Photoshop is better to dial down to better altering, ,
imaginative work and investing energy in single photos.
Nikon Capture Review
The Nikon Capture NX2 is a spectacular RAW converter and specialty photo manager,
coordinated primarily for Nikon customers. If you are looking for programming that works
particularly well with raw NEF documents and do not want to deal with a converter, Capture
NX can be the perfect choice.
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Adobe Photoshop Review
As a solitary application, Photoshop is not a hierarchical device. This is the part Lightroom is
generally intended to play when they work as a pair. Utilizing Photoshop alone would require
that you import, arrange and edit your photos with your PC's working framework or a
different photography software for sorting out photographs.
PortraitPro Review
The representation of Professional Studio Max has significant expertise in one task: changing
photos. This expert photo-editing program is designed to quickly and instinctively change
photos. When uploading a photo in the program, Portrait Pro differentiates the number of
people and indicates whether they are male or female. It will set the progression of the lines of
each face to recognize parts of the face, such as the nose and eyes. You need to check the
lines and make sure that they are properly positioned, and then the program will work. The
product performs the progression of the changes, including facial cleansing, elimination of
imperfections, protection against shading, changes in light and teeth brightening.
Serif PhotoPlus Review
You can import and sort out photos clearly. When you load the program, the Organizer will
receive all the photos in your folders. You can sort them out by star rating and different labels,
but not by facial recognition, hailing or different apparatuses ordinarily found in photograph
altering software. Moreover, the hierarchical apparatuses are rare and not capable. Be that as
it may, bringing in is very simple, and you have the alternative of separating out photos and
labeling them amid the import procedure. You can likewise open various documents for
altering and choose between them in one session.
8.4. Animation software
Autodesk 3dsmaxTM
Autodesk 3dsmaxTM is utilized for 3D displaying and activity. It is broadly used as a part of
TV, movies, engineering studios and entertainment. Autodesk 3ds MaxTM is utilized as a part
of planning mainstream entertainments like World of Warcraft, Need for Speed, Call of Duty
and so on. Cases of 3ds Max in motion pictures incorporate 2012, Avatar, Iron Man, Lara
Croft: Tomb Raider, Transformers, X-men and so on.
Autodesk MayaTM
Autodesk MayaTM is utilized to make movement with the assistance of different instruments
for demonstrating, reproduction, visual impacts, match-moving, compositing and rendering. It
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has application in films, TV, engineering and car design. Maya has been behind the dazzling
visuals seen in Harry Potter and the Half-Blood Prince, Kung Fu Panda, Transformers, and so
forth. It has additionally been utilized as a part of amusements like FIFA 09, Prince of Persia,
and so on.
ZBrush
ZBrush is used for computerized chiseling for demonstrating, finishing and painting.
Chiseling programming enables clients to control computerized objects (painting, giving
shape and surface and so on) and make reasonable activity. Zbrush has been utilized as a part
of prominent motion pictures like The Lord of the rings, Pirates of the Caribbean,
Transformers and so on and entertainments like Half life 2, Prince of Persia, World of
Warcraft and so on.
Motion Builder
It is a famous 3D character activity software. It is favored by experts worldwide for
movement catch and key frame liveliness due to highlights such as ongoing presentation
instruments, reverse kinematics, facial and skeletal activity, and so on.
Stop Motion Pro
Stop movement activity method is utilized to indicate physical questions in liveliness film
'proceeding onward their own'. Stop Motion Pro is a basic, simple to-utilize programming that
encourages you alter outlines into motion pictures and include sound and different impacts.
V-Ray
VV-Ray is a prevalent rendering motor programming used as a part of illustrations and
activity. Rendering is the way toward getting 2D picture or movement yield from a 3D show.
V-Ray can be successfully utilized with 3D programming like 3ds Max, Maya, Sketchup,
Softimage, and so on. V-Ray is utilized for making quality liveliness in films, computer
games, design and so on.
Adobe After Effects
Adobe After Effects is a prominent post-processing software used to add embellishments to
films, TV appears, plugs, and so on. We see different cases of After Effects in motion pictures,
for example, the opening scene for a science fiction film, or Harry Potter's enchantment spells.
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Adobe Photoshop
The 'Photoshop' word is popular to the point that it has turned into a verb now. The software
is used for 'altering' pictures, photos, workmanships and so on. Photoshop is generally
connected with TV, motion pictures, media and promoting, preparing, web improvement and
so on.
Final Cut Pro
Apple Final Cut Pro is an Indirect Change Program at an industrial level. Its easy-tounderstand interface provides quality movement, motion pictures and solid information
sources. The Pro version is used in television, movies and promotion. Final Cut Pro has been
used in the films "Cold Mountain," "The Strange Case of Benjamin Button," and so on.
Adobe PremiereTM
Adobe Premiere is utilized for altering (including titles, visual impacts, and so on) 3D
liveliness and designs. It is utilized as a part of numerous well known TV shows and motion
pictures.
Eyeon Fusion
Eyeon Fusion is an effective hub-based compositing software. It is usually used in movies,
TV shows, medications, engineering, and so on. Eyeon Fusion is a preferred 3D motion and
VFX application with its highlights such as rotoscoping, dyeing, moving tables, and so on.
Eyeon Fusion is used as part of the films - Terminator, Snakes on the Plane, 300, and so on.
8.5. Sound editing software
When it comes to blending sound in after generation, there are a couple of things to consider
in the product you pick:
•
•
•

How simple is it to match up the sound/video?
What modules will I approach?
What are the determinations for sound and the organisations I can utilise?

Final Cut Studio is presumably the most utilized video altering programming available at this
point. It boasts sound records up to 96Khz/24bit with FCP7 and 192Khz/24bit with FCPX.
With regards to synchronizing, the capacity to put advanced markers in both the sound and
video tracks, makes the whole procedure consistent. Utilizing snap-to focuses with these
computerized markers considers a brisk alter, without having to physically recognize each
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impact onto the video course of events. Outsider modules like PluralEyes can be introduced,
which makes matching up sound/video as simple as clicking a catch. When utilizing
Equalizers or different impacts anyway, you can't add them to whole channels on the double,
you can add default blurs to all the sound districts without a moment's delay, yet it may not
work with the default blur setting for every area. On the off chance that you have a
considerable measure of slice up discourse to work with, it can turn out to be extremely
tedious.
Finished edition Pro X likewise fuses a comparable PluralEyes highlight to the new form.
Different modules incorporate the OS X Audio unit modules, which come pre-introduced, and
some outsider DSP modules that you may introduce. Shockingly, the modules that would
come preinstalled with Apple Logic are not accessible in FCP7, but rather they are in FCPX
and additionally each of the 64bit DSP modules.
The two renditions of Final Cut Pro appear to be anything but difficult to utilize once you get
used to them. In any case, it requires a significant stretch of time to get up to the speed of
altering sound in it that you can accomplish in Logic or Pro Tools on the off chance that they
are what you are used to. Utilizing impacts is here and there troublesome in light of the fact
that you don't get the graphical EQ alternatives as you do in Logic and Pro Tools. Generally,
it is a solid software, considering the additionally disappointing subtleties in the most up to
date form.
For editors who can deal with the additional work, Pro Tools has numerous advantages. For
instance, you can add EQ and impacts to particular districts or whole tracks, and you can see
the wave frame in the area without opening it up in a review window. The altering
apparatuses are less demanding to utilize, and Pro Tools bolsters QuickTime H264. Likewise,
for those needing to score the tracks they are taking a shot at, Pro Tools permits scoring
specifically inside the program.
For a portion of the more specialized clients, you'll be glad to know that Pro Tools permits up
to 48 tracks and will import pretty much any sound record known (REX, ACID, WAV, SDII,
AIFF, AAC, and MP3). In spite of the fact that it requires the utilization of M-Audio
Interfaces, they work flawlessly. Of all the altering programming out there, you'll get the most
astounding determination with Pro Tools HD, at 192Khz and up to 32 bit skimming point
design. Thus, you get a substantially bigger dynamic range for sound records, which will help
with cut-out and clamour while including impacts.
Expert Tools is not the most effortless programming for working with video. The parent
organization of Pro Tools – DigiDesign – was as of late purchased out by Avid, whose solid
video altering programming contends with Final Cut. It would appear that the more up to date
forms of Pro Tools will all the more effortlessly consolidate with Avid Media Composer, so
stay tuned for good things creating.
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In the event that you require a decent quality bit of programming for music creation, the
principal that strikes a chord is Apple's Logic Pro. Initially intended for taking music ventures
from the main note to the last .wav document, it additionally has a film altering highlight.
You can in any case snap-to the framework like with Final Cut, but since the video bolster is a
greater amount of an overlay to the sound, bolting the two up is more troublesome and tedious.
Be that as it may, you can utilize Scene Detect to stamp video advances consequently.
Logic Pro makes it workable for you to exploit astonishing modules, instruments, and a large
number of sovereignty free stable impacts, circles, and music. Be that as it may, it confines
your undertaking to 3 hours (at 192 Khz/24bit) or 6 hours (at 96 Khz/24bit). You can utilise a
full screen show on an extra screen also. Outside video yield and QuickTime video playback
are upheld in Logic Pro, making it easy to share your completed – or not that completed –
venture.
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1. Chapter – Features and Functions of Printed Media Tools
Print Media is one of the oldest forms of information distribution. Due to its ability to reach a
wide audience, it remains one of the most popular forms of advertising (Prasad D.N &
Ramakrishna, 2015).
Print media can be found in diverse forms, from brochures, newsletters and posters to
magazines and newspapers. Other forms of print media such as flyers, direct mail marketing,
banners, handbills, press releases and billboards are less popular, but they are used by
industry professionals just as well. Once the paper is printed, it is distributed to the audience.
This communication is used to transfer information on updates, news, promotions or events.
The history of written communication and print media follows the progress of the civilization.
In the 19th century the industrial revolution introduced major innovations in the technology of
print media. Rotary steam presses appeared and replaced hand-operated machines, thus doing
the same job but only quicker. The digital era in typesetting has started in early 1970s, with
gradually emerging PostScript as standard for digital typesetting.
In the `90s, the printing industry met with significant change with the enhancement of the
digital technology. Due to new digital techniques, printing became more cost-effective and
modifications were easily made. More and more industry professionals were turning to online
options in order to accomplish marketing and advertising objectives, and many newspapers
and magazines were shifting from print media (Stevens, 2017).
Through the years, print media became less attractive information source because of the time
needed to produce such materials. In order to print magazines, newspapers and other media
for distribution, the products are first to be designed, then the texts have to be written and
checked for errors thoroughly, before the final product is sent for printing. After the copies
have been printed, they have to be posted for delivery through mail, put at newsstands for
purchasing or delivered to people’s homes. It can take significant time from the moment the
material is written up to the point when it reaches the audience.
A key characteristic of print media is the frequency of the distribution. Publications
containing time-sensitive information like magazines and newspapers can be distributed daily,
weekly, monthly and even annually. Media such as booklets, newsletters and pamphlets are
distributed when needed, for people to pick up at their own choice.
Similar to TV and radio, which convey message stream, the print media permits static
messages to be displayed to crowds.. This suggests that in cases where it is required to attract
the attention of readers, a compelling brand information and some kind of stimulus to make a
purchase, can be strategically placed. You can clarify the advantages of your item especially
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well in magazines and daily papers. Your ads can include a blend of both duplicates and
visuals. Readers are exposed to your promotion in various ways.
The enthusiasm of the crowd is the basic quality of the general print media.
Readers regularly choose to buy and view magazines and daily newspapers, and have
enthusiasm for ads closely related to the subject of the media. Readers of local daily
newspapers usually observe the progress and messages from the neighbourhood affairs.
Magazine readers appreciate the ads related to the topic of the magazine. For instance, readers
of wellness magazines can appreciate and be happy to find out about a particular wellness
facility through advertising.
Print media, such as magazines and daily newspapers, allow unlimited exposure. In contrast
with the TV or radio, where the ideal opportunity for promoting is planned, printed media ads
almost always offer excellent performance. A magazine or daily paper left at the end of a
table can be seen more than once, by more than one person and is there whenever the reader
wants to see it. Readers also have the opportunity to reflect on the printed promotions in their
recreational time and this process is not restricted to just a few seconds.
Print ads are less sophisticated than other diverse media frameworks. Radio and TV
advertisements, for the most part, intrude on program stream and this is often irritating. In the
print media, the prospect may be more reasonable, controlled, and related to the goals of the
ad, thus removing the unnecessary interruptions.
A few types of print media permit a special state of focused advertising. Magazines, for
instance, have a tendency to be profoundly niched, so advertisements can be created to draw
in particular customers. For instance, organisation that supply amazing men's garments can
direct their promotions to goods that would interest proficient men. A manufacturer of fishing
equipment can advertise equipment promotions and boost the distribution of the brand. For
quite a while, print media has had a tendency to have a steady number of readers. People can
read their daily newspapers day after day and buy specific magazines for long periods of time.
This often helps fortify the publicist’s message or cover an extensive variety of issues.
Publishing in productions that have been distributed for a long time can also give confidence
to the promoter.
Sponsors can more often than not pick where to put their advertisement in editorials. The
promoter can pick the area that offers the best visibility if the budget permits, for example, the
magazine's last cover or a daily paper’s cover page. Daily newspapers additionally permit
adaptability in picking the ad’s placement and size, for example, full page, quarter-page, and
so on.
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Articles written for printed publications should provide a brief but detailed description of the
events. Unlike a radio or television message, which usually contain short and simple
sentences, print media can include a wider variety of sentences and word choice. However,
the article still needs to grab the reader's attention and keep it. In the news, the focus is on
quickly reaching important moments and focusing on the most important facts, while writing
articles can be longer and more creative as an approach.
The journalism in print media usually follows an inverted pyramid pattern in which the most
important information is placed at the top of the article. The less important the detail, the
lower it is placed. The most engaging information should be obvious to readers who will view
the titles and through them determine which articles they want to read. This style is most
common in the news. In the long-term form of journalism and long articles, on the other hand,
writers can focus more on creating an article that keeps the reader's attention from beginning
to end.
Journalists begin by covering the main elements, commonly called the five W and H. That is,
briefly said, who, what, where, when, why, and how. For example, a story about a robbery of
a bank would include a description of what happened, where the bank was, when the robbery
was done, the suspect, how much money was stolen, and what means the thief used. In some
stories you will not know why, but if you can, you should explain it. For example, a school
administration in a neighbourhood reduces student activities to save money. In this case, it is
important to explain that the agency has taken the decision in order to reduce costs.
As it is written for the mass audience, print journalism uses a more sophisticated writing style
that will appeal to most people. For example, journalists in the press skilfully use adjectives
and say little, instead they focus on simple sentences with strong nouns and verbs. They also
use even the shortest words to achieve their message. Due to often limited space, they need to
focus only on the most important information. You may think that the description of a
person's team or office is interesting, but if you do not write about the personality profile, this
information is likely to distract you from the main message of the article.
Printed journalism often has a storyline element where the plot is developed in a linear
fashion. The goal is to pass on information and give readers a deeper understanding of the
subject. Internet content on the other hand may instead focus on active content, such as telling
readers the best five ways to clean darkened silver. Similarly, a TV or radio article may not
tell events from start to finish, but focus on what conclusion the viewer or listener should
make, such as avoiding a section of highways that are being repaired due to a road accident,
and etc.
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1.1.

Newspaper

Over the span of its complex long history, the daily paper experiences numerous changes.
Inspecting the notable underlying foundations of daily papers can give some light on how and
why the paper has turned into the multilateral thing which is today..
Researchers see the ancient Romans as distributors of the first daily newspaper, Acta Diurna,
translated as “simple endeavours,” in 59 BC. Despite the fact that there are no duplicates of
this document, it is believed that stories about occasions, gatherings, births, passes, and
ordinary happenings have been disseminated (University of Minnesota, 2016).
In 1566, another unmistakable forebear of the cutting edge daily paper came up in Venice,
Italy. These ‘avisi’, or daily papers, were transcribed and centred around military clashes and
legislative issues. The lack of printing equipment altogether restricts the distribution of both
Acta Diurna and the Venetian daily newspapers.

Johannes Gutenberg's printing machine significantly changed the route for distributing. In
1440, Gutenberg has imagined a displaceable press printing materials at a rate of around
4,000 pages per day or 1,000 times more than professional a penman can do. This
advancement has diminished the cost of print materials and made them accessible to the mass
market out of the blue. Truly overnight, the new press has changed the scope of daily papers,
preparing ready-to-distribute news of the day. The main weekly newspapers utilising the
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Gutenberg press appeared in 1609. Despite the fact that the daily papers Aller Furnmenmen,
printed by Johann Carolus and Aviso Relations over Zeitung, by Lucas Schulte, did not
specify the urban communities in which they were printed to maintain a strategic distance
from oppression from the legislature, the area the newspaper came from was recognized
because of a particular dialect use of the German language. In spite of the worries about
oppression, the daily newspapers were a win and rapidly spread to Central Europe.
Throughout the following 5 years, weeklies showed up in Basel, Frankfurt, Vienna, Hamburg,
Berlin and Amsterdam. In 1621 England distributed its first book, titled Corante, and the
weekly news coming from Italy, Germany, Hungary, Poland, Bohemia, France and the
Netherlands.
By 1641 daily papers were imprinted in all nations of Europe and spread to France, Italy and
Spain.
The early newspapers divide in two main categories. The first one is Dutch-style corantos, 2
to 4 pages of firmly pressed paper. The second is a German-style pamphlet, a more extensive
8 to 24-page paper. Numerous distributors began to print in Dutch-style paper, but because of
the progressive popularity of the newspapers, they were moving to a more extensive German
style. Since a large number of these early productions were administered by the governing
bodies, they did not publish local news and events. Amid the common war in England, 1641,
when Oliver Cromwell and Parliament undermined and wrecked King Charles I, nationals
swung to neighbourhood papers to cover these crucial events. In November 1641, weekly
paper, entitled “The Heads of Several Sittings in This Present Parliament started
concentrating on local news “, started to centre around residential news (Goff, 2007). The
daily newspapers nurtured a civil dispute over the flexibility of the press, which was later
discussed in 1644 by John Milton in his famous treatise Areopagitica.
In spite of the fact that Areopagitica centres principally around Parliament's restriction on a
few books, it swung to the daily papers, too. Milton scrutinizes the strict arrangements on
their content by saying, “Who executes a man murders a sensible animal, God's picture;
however he who obliterates a decent book, slaughters reason itself, executes the picture of
God” (Milton, 1644). Regardless of Milton's writings about the books, the treatise greatly
affected the printing rules, too. In England, daily papers were discharged from state control
and people started to feel the energy of the free press. Daily papers exploited this new
opportunity and started distributing all the more frequently. By producing every two weeks,
weekly newspapers had extra publicising space. This changed the part of writers from
common eyewitnesses to dynamic players in the exchange of information, as entrepreneurs
and financial specialists started depending on newspapers to offer their items and enable them
to foresee business patterns. As editors saw the expanding ubiquity and the potential for
benefits of the weekly newspapers, they started producing daily newspapers. In 1650 a
German distributer started to print the first daily newspaper - Einkommende Zeitung and an
English distributer took after this example in 1702 with the Daily Courant. Such daily
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distributions, utilising the generally new feature design and the adornment of the outlines,
transformed newspapers into a critical addition to the regular day to day existence of nations.
From then until the middle of the 1800s, the daily newspapers were still expensive to print.
Although daily newspapers have become more widespread, containing important information,
most of them were estimated at about 6 pence, much higher than what experts and workers
could pay.
This changed in September 1833, when Benjamin Day made the Sun. Imprinted on little
pages, the Sun was sold for only one penny. With the Industrial Revolution at its stature, Day
utilised the new steam-fuelled, two-chamber press to print The Sun. While the old printing
machine is equipped for printing around 125 papers/an hour, this innovation improved
printing to 18,000 copies an hour.
The first significant mechanical leap forward for the daily newspapers appeared when Samuel
Morse invented the telecommunication transmission.
Then the newspapers headed to emerging broadcasting organizations to receive the latest
news from different urban areas around the world. The noteworthy cost of this administration
prompted the foundation of the Associated Press in 1846 to balance the five distinctive New
York newspapers: New York Sun, Journal of Commerce, Courier and Enquirer, New York
Herald, and Express. The achievement of the Associated Press has prompted the advancement
of media transmission benefits between major urban areas. As AP points out, it means editors
have the ability to “collect news effectively instead of accumulating officially distributed
news” (Associated Press). This joint task between daily newspapers takes into account the
more robust data and the broader scope of the topic, as well as the administration of readers of
upper, central and middle class workers. The newspaper nowadays introduces us to the
current up-to-date events of our nation. It also brings us the news about the world and news
for the masses. It lets us know the general opinion of the public through the columns of
readers, articles and suggestions.
1.2.

Magazine

The magazine is a periodical publication consisting of various articles, usually financed by
advertising or through the purchase of the readers. Magazines are usually published on a
weekly, two-week, monthly, two-month, or quarterly basis, with a date on the cover page later
than the date of the actual publishing. They are colour printed on coated paper and are tied to
a soft cover.
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Similar to the newspaper, the magazine has long history, formed by the cultures in which it
had developed. Exploring the roots of the industry and its transformation over time
contributes to a better understanding of it.
The contemporary institutionalisation and history of magazines are related closely to that of
newspapers. Built by the same individuals, the two types of publications historically enjoy
feedback, with newspapers covering recent events and issues at a local level, and magazines covering fewer topics with more space for everyone, giving extended commentary and
argument to a national reader. Magazines are the first national media and the first mass media
to break national readers on a basis other than the area they live in, creating publications for
readers' communities based on religion, politics or intellectual and cultural interest, as well as
countless other topics.
Major magazines with national circulation arrived on the publishing scene in the early 19th
century (the Saturday Evening Post debuted in 1820) and reached large national audiences by
the late 19th century and 20th centuries.
Also by the late 18thand early19th centuries, magazines began to earn the main part of their
revenues from advertising, which featured with increasing quantity and prominence on their
pages.
The emergence of broadcast radio in the 1920s and more significantly of broadcast television
in the 1950s, effectively replaced magazines as the country's preeminent mass medium at the
national level. Between 1956 and 1972 some of the highest profile magazines including The
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Saturday Evening Post and Look and Life, vanished from the scene. However, the magazine
market overall continued to thrive by focusing on social, cultural, and demographic groups
with an eye toward creating niche markets, based on communities of interest, which can be
targeted by advertisers.
As broadcast media replaced magazines on the national scene, radio and particularly
television created new interest groups and markets for increasingly specialized magazines that
provide material focused on, for example, celebrities and sports.
Although the most popular magazines are highly commercialized enterprises owned by large
publishing and media conglomerates, the tradition of alternative newspapers has its
counterpart in the publication of a very large number of alternative magazines. This
sometimes vaguely - defined term refers to magazines not owned by major publishing houses,
which circulate among relatively small communities that share interests on the margins of the
so - called mainstream.
To an even greater extent than other print media, magazines mediate voices not generally
represented in the mainstream. Just about every community of interest, belief, or practice in
the United States has its own magazine including, but not limited to, political dissidents,
literary and artistic communities, and practitioners of hundreds of spiritual and religious
traditions.
The term “alternative” is not generally applied to magazines that serve groups defined for
advertisers as niche markets, although here the boundary between alternative and niche
publications can be fuzzy. Niche magazines serve groups such as enthusiasts of particular
sports, stamp collectors, music aficionados, cigar smokers, model airplane enthusiasts, and a
list that goes on to include many thousands of categories. Each focuses on an interest that is
associated with the purchase of particular products and services that constitute an attractive
market for advertisers.
Like newspapers, magazines are in the process of establishing a presence on the Internet. In
addition to magazines that have moved print content online, some, such as Salon and Slate,
are published exclusively on the Web.
In addition to purveying print content online, the Internet versions of many magazines have
adopted interactive communications such as blogging and peer production of news and
content. Magazines have moved to the cutting edge of “new media” publication in order to
stay in fashion and exploit the movement of advertising dollars to the Web in order to recoup
shrinking advertising revenues in the print sector.
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Accordingly, magazines within all segments of the market are in search of business models,
funding methods, and/or advertising schemes that can accurately synch with, and exploit, the
division between print and online audiences.
Not long after the printing machine became widespread in Europe, editors began to create
magazines. The businessmen of today's modern magazine originally appeared in the
seventeenth century with brochures, flyers and chronological registers. Publishers soon
understood that irregular delivery requires excessive time and vitality. At this point, there was
a progressive change as distributors searched for common readers with certain interests. In
any case, the early magazine did not resemble any past production. It couldn't be considered a
pleasure, however it had insufficient news to be a newspaper. Early magazines, rather,
possessed a central position between these two.
The German artist and scholar Johann Rist spread the first real magazine called the “Altering
Monthly Discussions” around 1663 and 1668. The distribution led by Rist had driven many
others to start distributing scholarly journals across Europe: the French daily paper “Des
Sçavans” (Denis de Sallo) 1665), the English philosophical arrangements of the Royal
Society (1665) and François Nazari's “Giomale de'letterati”. In 1684 Pierre Bele in a state of
banishment distributed “Nouvelles de la République des Lettres” in the Netherlands to escape
control in France.
Another Frenchman, Jean Donne de Vise, distributes his first random story, “Le Mercure
Galant” (later called “Mercure de France”). Such a combination of news and charming
content was very well received, which caused different distributors to copy it. This lighter
journal deals with a different reader, presents everyday mental productions, offers stimulation
and happiness, not instructions.
As the eighteenth century approached, there was an expansion in education. Ladies who
appreciated significant advances in skills, began to read at record levels. This development
influenced the entire scientific world, motivating a large number of female authors to change
books to appeal to ladies. Such convergence of female readers allowed magazines to thrive
further, as more ladies were looking for distributions which provide information and
stimulation. Thus, many magazines were looking for opportunities to reach the ladies. Athens
Mercury, is the first magazine designed specifically for ladies, it appeared in 1693.
Like in daily paper production, the UK nearly took after Europe in delivering magazines. In
the eighteenth century, 3 primary profound magazines were distributed there: The Review by
Daniel Defoe (the creator of Robinson Crusoe), The Tatler by Richard Steele, and The
Spectator. These magazines were distributed every day or a few times each week. While these
were speculated as newspapers, the substance resembled that of magazines. The Review
focuses basically on local and remote undertakings and distributed political articles.
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This changes in the 1830s when distributers begin exploiting a reduction in the printing and
productions costs. They began to deliver less expensive magazines to a wider group of readers.
The style of the magazine changed too. The early magazines focused on reason and change,
however its next forms concentrated on diversity. There were never again magazines intended
for the exclusive class. Distributers took the positives of their recently expanded crowd and
began to offer magazines for family, youngsters and ladies. Letters once again proved to be an
exceedingly potential market. By 1900, promoting turned into a noteworthy component of the
magazine. In the beginning of the business, numerous productions have attempted to continue
promoting their topics due to the normal connection of distributers with the compilation of
printed publications. As the spread has grown, publishers were looking for a place in the
magazines to get in touch with a wider group of readers. Magazines responded by raising their
publicising levels, at last expanding their benefit. Before the end of the twentieth century,
promoting has turned into a standard in magazines, particularly in a few ladies' magazines
where publicising represents half of all substance.
The asking of the twentieth century accompanied new sorts of magazines. Without further ado,
these sorts of distributions started to command the business and pull in more readers.
Photojournalism or photographic stories proved remarkable in the twentieth century. Despite
the fact that magazines work with photos from the nineteenth century onwards, photography
evolved primarily through pictorial magazines.
In the 20th and 21st centuries, the penetration of innovation online has a huge impact on print
media and journalism. Both newspaper distributors and magazine distributors had to
reconsider their structure to connect with the huge online marketplace.
Buyer magazines target the general population and are generally available through shopping
facilities. They range from common intriguing titles to strictly specific titles for specific
entertainment interests or activities.
Numerous business magazines were accessible by membership. By and large these
memberships were accessible to any individual prepared to pay, in others - free memberships
were accessible to readers who fit in criteria made by the distributer. Such practice, known as
controlled flow, was planned to ensure to the publicists that the readers will be able to meet
their requirements.
All the magazines of this period have some common elements, although some publications
were just advertising platforms. The main features of content in magazines consist mainly of
cover features, pages with problems, reviews, interviews, competitions, advertisements and
some form of gossip. Other common elements are: campaigns, advice columns, in our next
issue, DIY articles, makeovers, opinion columns, letters page, and other content.
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The main features of magazine presentations are the main pages, the internal pages, the layout
and the designer photographs and illustrations, the use of colours and the visual narrative. The
better the visual narrative of the magazine, the more appealing it is to its specific audience.
1.3.

Newsletter and flyer

One of the oldest forms of content marketing are printed incoming mailings that provide
valuable content rich in information that customers want. They can be an effective
compliment for online promotions or serving niche markets where printing is the preferred
format.

Considering the overall reduction in slow mail, the print bulletin may stand out, unlike the
online bulletin, which can be lost in an already packed mailbox. On the other hand, due to the
continuing increase in postage costs, the newsletters are rather short and targeted.
Printed newsletters are an open invitation to communicate your business history, as well as its
products and services, as well as optimize off-the-shelf sales.
As digital markers, we sometimes forget that good old-fashioned printing is compliant with
content marketing: demonstrate your value proposition while providing value.
Printed newsletters, just like printed magazines, are a basic element for many companies who
want a reliable way to overcome the mess. Usually, your periodic newsletter will include
articles around a specific subject or theme related to your brand and written for a group of
people of general interest - namely your services or reason.
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Such as any marketing communication, it is important to establish a consistent distribution
cycle that is most effective. No matter if is weekly, monthly or quarterly, schedule a regular
timeline and stick to it.
Although the recipients of your newsletter have given you an implicit permission to enter
their homes or offices, remember that the newsletters are not advertisements. If you send
promotional newsletter, your goal, naturally, is to turn prospects into customers, and
customers in repeating buyers. With your newsletter, best tactic is to stay away from any sales,
but utilise calls for action instead.
The printed newsletter gives you the opportunity to give in-depth information to readers,
which is particularly important when trying to train community members about the details of
the cause. Once you fully understand the benefits of what you are offered, you are more likely
to join.
1.4.

Fanzines

Fanzine is a special kind of production, more often read by different fans who have relatively
similar interests. The term fanzine is a blend of the words “fan” and “magazine”, which
implies a typical medium for which these two are conveyed from the fans. Fanzines, likewise
called “zines”, can appear as realistic books, comic books, short stories, articles and other
alike. Types incorporate (yet are not restricted to) sci-fi, the media, music, games, films and
other entertainment. Imagine that zines are an early type of fan groups, such as current
discussions, fan fictions and other committed sites.
Fanzines began developing in the 1930s, starting with the sci-fi magazine “Comet”,
distributed by the Scientific Club of Correspondence in Chicago. The development of
fanzines thrived as a print innovation, allowing faster distribution and circulation among fans.
In order to inquire about a specific fanzine, for example, about membership, there is a
procedure to ask the distributor himself; some zines are sent for free, while others require a
fee. Zines are distributed either via mail or face to face. Today, printed fanzines are still being
delivered and appropriated; different zines were changed into “webzines” in the expectation
of drawing in a more extensive group of readers through the Internet. The commitment of the
fans is an imperative procedure in the advancement of zines. Individuals and fans can submit
materials, for example, workmanship, surveys, ; scenario guides, dirty topic articles, and
others that have to be reviewed by the group by sending the contents to the editing manager of
the zine. Then the editors pick which work will be distributed. Above all, numerous zines
incorporate LoCs or letters with remarks where fans can straightforwardly speak with the
maker of a specific work. It could be said, before the Internet, fanzines were a stage for
information exchange between the fans, regardless if it was new or gathered just by the
regular intrigue.
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2. Chapter – Production of Printed Press Contents
The process of issuing a daily edition of a large city newspaper begins with a meeting of
paper editors who determine the volume of the editorial copy in the release based on the
advertising space already sold. A specific number of pages are agreed, and editorial
assignments are sent to different departments. The section of national and international news,
as a rule, in the first part of the document, is made up of representatives who send their stories
electronically, usually using a modern computer, to the computer of their editor. There the
editor checks the stories, sometimes rewriting them or increasing or decreasing their length.
Additional stories of importance are made up of services such as United Press International,
Associated Press and Reuters. These are organizations that use reporters in different cities
around the globe to quickly collect stories and items for distribution over telephone wires
(Advameg, Inc., 2012).
Timeliness is the essence of everyday newspaper business. Indeed, even 150 years earlier,
New York distributors were able to send agents to meet European ships. These agents picked
up the latest printed materials, daily newspapers, and even books, and delivered them quickly
to the printing press. There, a line of authors will be ready to work all night so that the
newspaper the next day will contain European news, or the main parts of the novel that were
circulated some time ago.
With the landing of the transmitter in the western United States, in the middle of the
nineteenth century, the editors usually held several authors up until the end of the night to tell
stories from the East through radio broadcasting. Telegram dots and dashes, often including
only verb phrases and expressions, were immediately processed by broadcasting and
transmitted directly to the news processing studio. The authors were skilled enough to
translate the engravings of the print wires, write sentences and complete the whole story in
words.
The Linotype Machine, created in the 1880s, joins the procedures for creating content, such as
throwing and redistribution of forms. When working with the machine console, the Linotype
Administrator collects structures or gradients of letters, numbers, or accented seals in a
particular layout. At this point, the grids were mechanically fastened, while the molten metal
was inserted into them, making a kind of line. Single frameworks were naturally replaced in
the machine memory registry for reuse.
Linotype expanded the speed of the fourfold character set. This enabled editors to cut work
costs while getting all the most recent news. The machine cost many arrangers their work and
added to the power and pace of work.
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The procedure begins with the reporter sending the report via a computer to a “modifying”
working environment. The creator of the column modifies the content of the story and ensures
that it answers the six most important questions: who, what, where, when, why, and how.
Then he sends it to the computer in town. The city supervisor, responsible for the local daily
content, looks at the story, if necessary, makes further improvements and sends it to the
corrector. The news editor, who has the last word for future stories in view of their
expediency, may include additional improvements before sending the duplicate to copydesk.
There are suggestions for the length, as well as the title, size and font.
Each story is defined for a specific page that has just been designed by both the News Editor
and the Moderator Supervisor. The design of the page, basically an unfilled form showing
where stories will be placed and where pictures and posts will be embedded, is known as a
“mannequin”. The cosmetic proof-reader had just met with the promotion division to decide
how these pages will be placed in the publishing space. The simulation has sharp headlines,
stories additions, and realistic components such as photos and charts. It also shows the release
date and additional page number and segment number. Once the supervisor has decided how
to arrange the stories on that page and, in addition, introduce different components for
sending, the design is sent to the writing room.
Bypassing the entire printed daily newspaper, on-line computer innovations enabled buyers to
pick news from their own particular data advantages A distinguished provider of online data
access allows one to create their own daily newspaper. A menu is displayed on the screen, and
the user selects stories from linked guides, and embeds them in the layout of their daily
newspaper. This format can be compiled day by day with a few keystrokes, making a daily
newspaper release much quicker.
2.1.

News writing techniques

Suppose you collected data and made a report. You talked with every one of the general
population included, onlookers, and so on. Moreover, now you have to write a story. You
have pages in the notebook with secure data, perceptions, and citations. You may have a
duplicate of material or material from different materials. The main activity you need to take
now is to stop and think. Try not to start composing and assembling right away. Read most of
your notes, taking into account the most important snippets of data and statements you need
to use. The data you have collected will not be ranked in your diary. You have to choose
which one is more vital and what is less important, in order to build a chain of command of
data sections. What is more, you should consider your audience. Not what intrigues you most,
but rather what intrigues them. Perhaps these two things are not the same, and that is the
knowledge, the feeling, the understanding of why it is so necessary to understand your
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gathering of people. When you look at the blank screen, you have to make an effort to
imagine the viewer.

Most newsworthy info

Other

• Who?
• What?
• When?
• Where?
• Why?
• How?

• General info
• Background info

Important Details

Figure 1: News writing techniques

Obviously, it depends on the distribution you are composing. You can provide more learning
materials in case you are creating a specialised edition or a specific segment of the daily
newspaper. A Cricket Report may commit to learning about cricket management; an article in
a vehicle magazine can offer the reader a sense of what a supercar is. So, realize the goals of
the production, which you are composing.
The part of the market in which the daily newspaper is found is further linked with the way
you compose the content. You will discover longer sentences and passages, and here and
there longer words in more genuine daily newspapers offering a generally modest number of
duplicates than compared to mass-distributed daily newspapers with a circulation 10 times
bigger. The Reader of the Guardian will have a tendency to be more instructed and have a
bigger dictionary than the reader of the Sun. In any case, don't, as an essayist, brag of your
broad vocabulary. It is never a good idea when you compose to incline toward a less natural
word - “verbosity” is always superior to “prolix.” No one is inspired by the utilisation of a
word that they don't comprehend or won't use in an ordinary discourse. The risk of writing to
a group of readers is the perception of a vocabulary, as well as information – there is a chance
that with the inappropriate vocabulary or information use you annoy people and make them
dissatisfied, or completely dismiss their point of view. A successful elite distribution is
straightforward, accessible for reading in a flash and, if done well, influences to peruse further
on. Space is dependably the most significant asset within the daily newspaper. Long words
and sentences consume more space. A presumptuous article does not please anybody, aside
from, maybe, an essayist. In this manner, the primary message for writing a journalistic article
is Keep It Simple. Harold Evans, one of the best editors and columnists, wrote a standout
amongst other books on journalistic composition -Essential English for writers, editors and
scholars. In it, he summed up the accompanying: “It's insufficient to get news. We should
know how to pass on this. The esteem must be without blunder, and it should likewise be
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compact. Readers have no time, and daily papers have no place to create emphasis. It forces
definitive prerequisites. To shield the reader from misconception and fatigue, the content tool
must demand a particular, expressive and succinct dialect. Each word ought to be
comprehended by the conventional reader, each sentence ought to be clear initially, and each
story should say something in regards to individuals. There ought to never be any uncertainty
about her state of mind to our everyday life. Deliberations ought not to be there.”
Here are a couple of tips to enable you to clear up the text and help you urge the reader to
read further on. They are tended to when composing news, however frequently apply to all
types of journalistic written work.
•

The intro

This is the beginning of the story, the early passage. The conventional news section has two
related objectives: to instantly attract the reader's attention and keep it throughout the story.
This structure is known as the “transformed pyramid” and goes back to the times when words,
while in transit to the paper, went through the phase of the lead ball. It's constantly less
demanding and speedier to chop the story down utilizing a couple of tweezers. News stories
ought to dependably be abbreviated as journalists often make them too long. The hypothesis
is that if a story is very well-organized, even in the extreme case of being cut from underneath
for whatever reasons, and is now left just a passage long – will contain all the essentials and
despite everything it will appear well put together. A decent presentation relies upon your
judgment and assurance. The presentation will convey why the story is being distributed,
what is the freshest, most intriguing, most essential, most noteworthy, most appealing part of
the story. The intro isn't a rundown of everything that lies ahead in the story. The best
presentation will contain at most a few certainties, or maybe just a single one. In a wellknown newspaper, it will comprise of one sentence, most likely close to 25 words. The most
terrible presentation will be unclear about what the story is about, and will contain a few
thoughts. The best presentation will make you want to read further on. The worst will prompt
you to move on to the next story. As Tony Harcup puts it in his Journalism, Principles and
Practice: “The introduction is pivotal in light of the fact that it sets the tone for what takes
after. An inadequately composed introduction may befuddle, misdirect or just bore the reader
- an elegantly composed introduction will urge the reader to remain on the quality of data and
point you have begun already.”
•

Rest of the story

After you enter right, the next passage will be the most essential thing that you compose. The
benefits to the reader should not stop until the point that he / she reaches the end of the story.
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You have formally arranged your structure in a chain of data importance. After the
introduction, you reinforce the story by including one more facts or fine elements,
clarifications and quotes – this will ensure the story is read and perceived accurately.
News stories are identified by giving data and there is nothing more disappointing to the
reader than to end a story with unanswered questions hanging in the air. Columnists are
instructed with the five Ws: who, what, when, where and why. They are a valuable tools for
checking that you have considered every aspect, despite the fact that not every one of them
will be dependably connected. It's hard to constantly isolate yourself from your own
production, when you read your written work, however try to do so. Make an effort to put
yourself in the reader's shoes. Did the information engaged the reader, did you manage to
answer the inquiries of the reader about the information they just read?
The sub-manager or content manager will let you know soon whether your production
responds to this. There is a controversy as to how much information is normal, particularly in
storyline transmission nowadays, where the stage of utterance is quite different.
•

Active not passive

Continuously incline toward dynamic time in composing news, and particularly in the early
beginning of the story. Dynamic time is speedier and quicker; it likewise utilizes less words.
“Nottingham Forest was beaten by Manchester United the previous evening!”
•

Positive regardless of whether it is negative

Avoid “The administration chose to not present an arranged increment in charges on gas and
diesel fuel this fall.” But: “The administration declined to raise assesses on fuel this fall.”
News is additionally intriguing on the off chance that they depict something that is going on,
and not what is not.
•

Statements

Long statements provoke stagnation, especially in the case of the statements of government
officials, lawmakers, administrators, etc. Short, sharp, purposeful statements change the pace
of the story, include emphasis and character, outline the open reality and present an individual
experience. Writers have reformulated the addresses and reports to focus on basic data and
make them shorter and clearer. This is an imperative ability. Be that as it may, the citation
will include another manner of speaking, bring feeling or enthusiasm, answer the inquiry
“How was it?”, “How could you feel?” Usually the columnist does not know and gathers data
after the occasion. An immediate statement gives significance. Furthermore, now and then the
statement ought to be there to guarantee precision, when the real words utilised are critical,
and at times the story itself.
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Never use a word other than “conversational” when appointing a statement. Confirmed,
communicated, shouted, guaranteed, asserted, are sticky equivalent words that don't resist
anything to help the stream of the story.
•

Officials

The dialect utilized by the letters of supervisors of banks, counsels, open administrations and
read by cops who affirm in court ought to dependably be maintained a strategic distance from.
Individuals don't “proceed with”; they are coming. The police don't “see”; they stop or
capture or keep. “As of right now.”
George Orwell, in his paper “Governmental issues and the English Language”, changes over
the entry from Ecclesiastes and transforms him into an authority to state the embodiment. The
first: “I returned and saw under the sun that the race was not for the quick, but rather not for
the fight with the solid, but rather not yet for the astute, but rather not yet for the rich
individuals and notwithstanding for the general population of expertise yet time and chance
happen to every one of them.” Orwell reworks: “A target examination of present day wonders
influences us to imagine that achievement or disappointment in aggressive action does not
have a tendency to be proportionate with the natural capacity, however that it is important to
consider a critical component of the eccentric.”
•

Descriptors

Keith Waterhouse, a reporter for Daily Mail and Daily Mirror, composed a compelling book
about a journalistic letter titled “Daily paper Style”. Truth be told, it was an adjustment of the
mirror style book that he trained to compose. In it, he warns against the risks of descriptive
words: “Modifiers ought not be permitted in the daily papers on the off chance that they don't
have anything to state. The descriptive word ought not bring inquiries up in the psyche of the
reader, it must react to them. Furious reports: Tall recommends the inquiry, How high is it? A
ragged expression: its costly tastes hurried to quick autos, it just stimulates the hunger for
cases of costly flavours, and in addition the power and motors of quick autos.”
This test should be related to all the descriptive words used as part of the journalistic
composition. If they are appropriately added to the given data, they may remain. If not, leave
them. An excessive number of scholars trust that descriptive words give shading and style.
Unclear or non-specific words give nothing. “Use specific words (red and blue)” says
Waterhouse, “not normal (brilliantly hued)”.
•

Language, condensing, acronyms and know-every single outside expression

Everyone who works in associations, specific businesses or organisations is surrounded by
language. We can view this as a reduction in the speed of correspondence, as we share the
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understanding of what something means, but whether it is purposeful or not, it is a protective
mechanism that avoids people who have no idea whatsoever. This is the impact that language
has when used as part of a daily newspaper. Those who know, understand; others do not
understand. Everything that readers do not understand affects them and makes them feel
discouraged and excluded. They stop reading. An illustration is healing, logical and financial.
Stay away from it or reveal it. “Stimulation of cash and capitalization” does not mean
anything to the ordinary reader. A huge number of terms, though still used, are obsolete. They
have to be explained or clarified, or the readers are lost. Many of the Latin pronunciations
used are of no importance to people who have not been trained in this language. They are not
used in the daily newspapers as a rule, and if used, it is believed that the author boasts his
knowledge.
Plays on words and buzzwords

•

The creators of the features such as word games and expressions from popular music from
the 60s along with the editors regularly need to control the utilisation of those features. They
are even less effective in duplicates, where they can only be recognised by readers over 55
years of age. Once again there is a risk of repelling readers or creating too extended
presentation of the text or word game. Example: “Kingsbridge Silver Band hit a high note
with the pioneers of the National Lottery at the level of right around 52 000 Tired old
instruments inspired an emotional response with the lottery board, sufficiently increasing
money for another set, giving the gathering a considerable measure of blow.”
Punctuations

•

The printed word accomplished more to safeguard the punctuation than the yelling of the
teachers at school. Given the pace of arrival of daily papers and magazines however, it is no
surprise that there are so many spelling or punctuation mistakes. A good source for such
punctuation mistakes in English can be found at https://bid4papers.com/blog/spellinggrammar-punctuation-mistakes/.
2.2.

Interview and reportage techniques

The broad communications help to shape a popular opinion on various issues. The main
understanding of the correspondent's work and several learning techniques can improve the
quality of the exchange of key messages at the meeting.
Most writers are experts and have degrees in journalism and news or other related fields.
Despite being prepared as journalists, they are not experts in any topic they report. They also
depend on specialists for making real judgments and comments.

292

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

Writers work in an aggressive environment due to short deadlines, time constraints, the
choices made by editors, leaders, and creators, who eventually decide what stays or is
diminished in a story. Columnists who compose for monthly productions, for example,
magazines, have longer periods, however TV journalists regularly get assignments early in
the day to report for the evening news. This implies less time for inquiring about stories, talk
with resources and compile the material.

The most recent news can “get” booked stories for later dates or for an uncertain period. At
the point when the data you gave does not show up in the story, don't accept that the
correspondent disregarded what you said.
The latest news can “take” reserved stories for later dates or for an indefinite period.
Therefore, if you see that the information you have given is not in the story, do not think the
correspondent ignored what you have said.
Objectives of the correspondent in the meeting:
•
•
•
•

To understand and comprehend the issue
To gather legitimate certainties
To cite from legitimate sources
To balance the restricting perspectives

Contrary to widespread views, most meetings are not “investigative” in their essence.
Columnists are ready to quickly and accurately gather news, meet key sources of information
like yourself. Nevertheless, their basic queries cannot usually convey the real idea of the
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meeting; so do not keep cold. Continually seek the purpose of the meeting before even
agreeing to it.
Correspondents are people and can have opinions on the topics they are trying to influence.
They can also search for quotes that predict specific conclusions. If you fail to give quotations
that you agree with, make sure to give your point of view. If the correspondent does not seem
convinced, refrain from citing. The most important purpose of the meeting is not to be cited;
it is to exchange messages.
Prior to the meeting:
•
•

•

Know your objectives. Prepare a few critical guidelines that you want to explore
at the meeting.
Maintain your focus with secure information or events from your experience.
There is no reliable substitute for training. Concentrate your inquiry and ask
your companions, family and associates to direct mock up meetings as a
training.
View your meeting as a “broadened discussion” and talk as normally as you
would with any person.

Amid the meeting:
•
•
•
•
•

Before you begin talking, smile at the questioner to build a rapport.
Use the voice review. Give yours and your interlocutor’s voice a chance to
reflect the full range of feelings and objectives of the discussion.
Use motions that supplement the outflow of your thoughts. Abstain from
diverting, useless developments.
Maintain eye to eye connection amid the meeting and keep and “open” a
benevolent face.
Communicate with full eagerness and contribution in your subject.

Getting your point:
•

•

Be relentless - charmingly - so that discussions centre around the subjects you
need to discuss. One approach to do this is to answer a restricted inquiry with an
exceptionally wide answer that covers the actualities or feelings you have to get.
Listen carefully to inquiries. If you accidentally find questions disturbing, stop
before reacting to give yourself an opportunity to figure an answer. In the event
that you don't comprehend the inquiry, ask for it to be repeated.
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•

•
•
•

•

•
•

•

•

Be careful not to change the questioner's words if they do not support what you
need to say. In the extreme case that the questioner makes false presumptions by
making the inquiry, correct them, however considerately.
Do not feel obliged to acknowledge new realities or data.
Use the opportunity to give information or new truths. You can state: “This is a
typical misperception. That is the reason...”
Reject questions you would prefer not to reply to, introducing something
intriguing instead. Consequently, you can divert the meeting to the topic for
which you want to exchange information.
Do not attempt to answer speculative inquiries; they tend to shroud your actual
position. Turn the tables, unmistakably demonstrating your general position, and
after that offer your own particular view/idea.
Use short words and straightforward, explanatory sentences. Stay away from
logical phrasing. Be clear, utilising pictures that the audience can see.
If possible, use analogies to rationalise and meet the main goals of the
conversation. Where appropriate, present individual meetings or outlines of your
work to help with your statements. As you train for something that concerns
you, you “accumulate” yourself in front of the audience. If you use cites, keep
them short. On the off chance that you cannot read the citation verbatim, don't
use it.
If you don't have the foggiest idea about the response to the inquiry, simply say:
“I don't have a clue, however I will know the appropriate response and return to
you.” If you have a genuine explanation behind holding certain data, it is good
to announce that it is a secret or private business.
Use the invert pyramid to structure appropriate responses. Begin with a general
explanation that explains your position or reasoning briskly and precisely. In the
second piece of your answer, you should limit your answer by indicating the
specifics of why you have the inclination that you do. This approach is
particularly significant for radio and TV. In the event that the producer chooses
to abbreviate your five minute meet for one minute meet aired in the night news,
it is clear that he will use that part of the meeting where your brightest
proclamation was.
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2.3.

Preparation of News Bulletin

The whole team is responsible for the News Bulletin. It consists of titles, news, reports and
copies. The bulletin is like a melody. It lasts for 10 to 15 minutes or more. As with other
media, it must be prepared, written and read aloud as many times as necessary.
Structuring defines the order in which the news reporter will deliver the news. The bulletin
presents the news in the right order, depending on the importance of the topics in question.
The bulletin is a logical and organisational work and will allow the audience to properly
understand and follow an idea.
How to structure your bulletin? There are several methods. With experience, each anchor will
come to choose the one that is best suited for him/her. An easy way to carefully study each
news, taking into account three criteria:
•

Freshness of information

The more recent the news, the more important it is. What does this have to do with the
newsletter? The newsletter is dedicated to the news of the day, the events that occur on the
same day. This is as close as possible to the news, reducing the delay between the moment the
event occurs and the moment when your viewers/listeners find out about it in the newsletter.
Your audience is interested in today's news, not yesterday or last week. Therefore, the
freshness of information is indisputably an objective criterion.
•

How relevant this is to your audience?

You should know your audience and their history of interest. These are the people you are
talking to. For example: something that matters in their daily lives, for example, taxes. Such
news is relevant to everyone.
•

How important news is?

The more important the news material, the higher it should be in the newsletter. To make it
easier to understand the importance of the story, check it in the editorial line of the station and
ask the editor-in-chief for advice.
Studying the news through these criteria should lead to a choice of - news to start a bulletin,
and a leading story. Once you have chosen them, you will need to structure the rest of the
bulletin in different chapters. Imagine, for example, that your newsletter starts with politics.
Therefore, you must follow the rest of the news in politics. If you think that the economy
should come after that, put all the news about the economy. Repeat this editing until you
completely structure the News Bulletin.
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1. Chapter – Introduction to Audio Visual Community Media
1.1.

What are the community radio and community TV?

Community radio and TV stations usually cover a small geographical area with a reach of up
to 5 km and operate on a non-commercial basis. They can serve entire communities or various
areas of interest, such as a particular ethnic group, age group or interest group. Public radio
stations reflect a diverse mix of cultures and interests. For example, you can listen to stations
that serve urban or experimental music, while others are targeted at young people, religious
communities or the Armed Forces and their families.
Community radio programs reflect the needs and interests of the audience. But instead of
"talking" about their community, the station should become its central part. This means
creating direct links with the listeners, providing training opportunities and ensuring that
community members can participate in the work of the station.
Community broadcasters are usually defined as independent, non-profit and are managed and
maintained by the communities they serve. They form an important "third pillar" of the media,
along with commercial and public broadcasters, and are an important part of a healthy,
pluralistic media sector.
In any democratic society, there are a number of tools to facilitate access to information and
voting opportunities, including public service and commercial broadcasting. However, these
larger, more widespread types of broadcasting can ignore or underestimate precisely those
rural, grass-roots and / or minorities that are currently behind, in the sense that they are
marginalized and do not have access to basic services such as quality education, healthcare
facilities, clean water, electricity, economic opportunities and a number of other needs.
Community broadcasting emerged to help fill an important communication gap and allow the
community to access basic information that can help them improve their situations, articulate
their problems and draw their attention to the fact that they need to address their problems.
Public broadcasters in many cases become a vital means by which the unheard can exercise
their right to freely express their opinions and have access to the information they need for
positive changes.
Public television is a television with open access for individuals and groups from all areas of
the community, including educational institutions, filmmakers, multicultural and community
groups, sports organisations and local enterprises - indeed, for any person of any age who
wants to participate in television.
Programming in public television reflects a wide range of communities, including language
groups, environmental and social justice groups, gay and lesbian programs, as well as local
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information, local sports, student production, indigenous programs, group discussions and
entertainment events in the style of the magazine. This list represents only a small part of
possible cultural groups, taste groups, civil society organizations and local authorities that can
participate in community television.
Over the past decade, public radio as a medium has slowed growth, both from the perspective
of listeners and from new stations, so there has never been a better time to launch your own
community radio station on the Internet.
Devices such as smartphones and tablets, have created a golden age for the radio and TV.
Tuning to your favourite radio is no longer limited to listening at home, on your desk or in
your car. Listeners can connect to your station from anywhere in the world at their discretion.
1.2.

Brief history and legal framework of community radio and TV

Radio was the main gadget for mass correspondence. The improvement of radio started in
1893 with Nikola Tesla. Later, researcher Gulliamo Marconi, who created the radio we are
using today, was intrigued by the discovery of radio waves by Henry Herz and realised they
can be used to send and receive telegrams, he called them "remote transmission."
The early use of radio was essentially to keep contact between ships in the ocean. Radio saw a
surge of utilisation amid the First World War. After all, this unique radio could send Morse
code messages.
In Europe, groups of people seeking access to the latest correspondent innovations began to
receive radio waves just before the First World War. In this "research" period, scattered cases
of group telecoms were received only by radio recipients in Europe and America.
Among the early radio supporters, radio broadcasting continued to be interfered by persons
who have not been associated with state or business telecasters. In 1922, the British
Broadcasting Corporation (BBC) was launched. Its goal was to "illuminate, instruct and
engage".
After the Second World War, the radio turned out to be used more for melodic impact. A
huge number of different stations were developing, broadcasting a wide range of music
(world, pop, jazz, blues, etc.) and news.
Regardless of the popularity of television, radio is still a widespread device in our lives to this
day. Our cars, smartphones and computers can all be tuned in to different radio stations. And
as the radio is now synergised with the internet, we can tune in and listen with just a click of
the mouse.
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Although there are many controversies and claims, it is widely believed that the first group
radio stations in the world appeared in Bolivia in 1947 amid the strike of tin diggers. The
association of the workers chose to use part of the crisis reserve to pay 27 nearby radios,
which offered people and their families access to communication channels and open doors for
social benefits - today this is the standard recipe for broadcasting.
This became a media quality marker, and over the next 40 years, these stations (and others in
Latin America), have confronted harassment, captures of activists and seizure of their experts.
Meanwhile, in California, the Teester Foundation made the main US-supported radio station
in 1950 - a small diversion from the open radio, which is still the most popular model of a
North American radio station to this day. From there, interest in open radio began to flourish
around the world. In the states of political radicalism in the 1970s, groups of activist
radiologists began campaigns to access radio broadcasting systems in established nations,
both through a legitimate campaign and a less legitimate telecom.
Australia allowed open stations in 1972, and now enjoys one of the most profitable media
segments on the planet. In Asia and Africa, progress has been slower, despite the fact that
radio stations in South Africa, India, Vietnam, the Philippines are far more influential and farreaching now than in the past.
Despite the fact that the character of group radio changes altogether from nation to nation and
from station to station, a few components are predictable all around. Open radio anywhere on
the planet is focused on:
•
•
•
•

Community improvement, non-profit;
Providing access to radio ether to underrepresented voices;
Founded for ordinary people and serving a particular neighbourhood group;
Creating and sending volunteers and activists, not paid representatives

In many countries, radio stations are regulated by national agencies. Airways - or frequencies
for broadcasting - are considered "public good" in many countries and are often regulated by
national legislation and regulatory bodies. However, these provisions are different between
countries. It is very important that you study and understand the legislation in your country.
Failure to do so may mean that your public radio station will operate illegally.
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The international standards on running community radio originate from the guarantees of
freedom of expression provided by international law. Along with defining the right to
freedom of expression, the law emphasise the need for access to communication for
communities that do not have a voice or do not have the means to enhance their voice. Public
mass media make a significant contribution to this framework, which is based on the
Universal Declaration of Human Rights and the International Covenant on Civil and Political
Rights. The principles of media pluralism, created in 1991 in the Windhoek Declaration on
the Promotion of Independent and Pluralistic Media, are reflected in the African Radio
Broadcasting Charter of 2001 and endorsed by UNESCO, which examines pluralism and the
diversity of means of communication in its Convention on the Protection and Promotion of
Diverse forms of cultural self-expression. They were reinforced by the Council of Europe in
the recommendation on media pluralism adopted by the Committee of Ministers in 2007 (CM
/ Rec (2007) 2), the Inter-American Court of Human Rights and the international special
rapporteurs on freedom of expression. This laid the foundation for the emergence of
community media as the third level of the national media landscape. Common international
standards for community radio require the state to promote media diversity and protect
freedom of expression. They serve to inform and assist decision-makers in the development
of policies and laws for the recognition, definition and regulation of public service
broadcasting, and their application is critical to fostering pluralism and creating an enabling
environment.
1.3.

Why starting community radio or community TV?

The radio can be found playing in almost any store. The Internet is also a great place to find
the radio, but the Internet is rarely available for free. The radio can be heard by any person,
even a child with a radio at home or a person with an old stereo cassette recorder. The basis of
communication is a signal - sent live and for free.
The purpose of the station is to ensure that a certain niche in the field of music and
broadcasting at a neighbourhood level is fulfilled, which revives, inspires and expands the
audience members' abilities.
With our planet’s physical territory, one could have spent a lot more time than one originally
spent without coming into contact with things that speak of an alternative viewpoint, without
listening to a legitimate exchange of information about his habitat status and the rest of the
people, and without hearing the melodies he has never heard.
The basic prerequisite for the group to start their own radio station is the feeling of internal
unification and group knowledge. There must be readiness for cooperation and pooling of
assets, as well as an exciting agreement that individuals need to have their own radio in order
to develop their group. As a sign of building an agreement that prompted the creation of a
group radio, the group needs to break down its correspondence needs and decide how the
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radio can help fix them. A conventional way forward is to help gardening, welfare, training,
and so on. The radio cannot be regarded as a need. In any case, a group that examines its
needs in detail and contemplates the reasons for its issues and minimization regularly, reaches
the conclusion that this requires correspondence procedures to enable individuals to share
basic understanding and shared objectives. This is the initial step for the group to find a way
to make its own radio station.
1.4.

Community radio organisations

Group media were perceived by the United Nations and UNESCO, as well as by European
organizations as a different and extra third media segment close to open and business media.
The determination of the European Parliament 2008/2011 (INI) and the Declaration of the
Committee of Ministers of the Council of Europe of 2009 on the part of group media perceive
the social estimation of group media as a wellspring of nearby content, social and
etymological decent variety, media pluralism, incorporation and intercultural exchange and
suggest Member States give lawful acknowledgment, access to the range (simple and
computerized) and financing for the division. Specifically, Resolution EP 2008/2011 (INI)
"16. Urges the Commission to consider people in general media as an option, upward choice
to expand the pluralism of the media when creating pointers of pluralism in the media."
As per the CMFE 2012 guide, there are 2237 group radio stations and 521 open TV channels
in Europe. In some European nations, this area can be portrayed as brilliant, with pioneers, for
example, France, which have 600 open telecasters and the UK with 200 open stations.
However, in many European countries - mainly in Eastern Europe - group media do not exist
or is still perceived as a feature of the private area of business media.
AMARC Europe and Community Media Forum Europe (CMFE) talk to media groups and
work at European level. Established in 2004, CMFE joins different individuals from the third
media division at European level. CMFE is a typical stage for systems, national organizations
and businesses working in this 3rd division. It has a viewer status in the Council of Europe's
Media and Information Society (CDMSI) Steering Committee and is part of the Conference
of International Non-Governmental Organizations (INGO). Currently, CMFE has 118
individuals (27 of which are national alliances) from 26 European nations, it also includes
people and associations from Africa, Asia and North America.
AMARC, the World Association of Public Broadcasters, is a global non-legislative
association advancing, supporting and creating group radio worldwide. The International
Headquarters is in Montreal, Canada, after the establishing Assembly, held in 1988.
AMARC-Europe is the European local division of AMARC, which joins radio stations and
their national leagues from 23 European nations, a system of 250 open telecom
administrations. The home office of AMARC-Europe was set up in Brussels, Belgium, in
2008. The fundamental exercises of AMARC-Europe are arrangement, research and
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promotion; preparing and trade of faculty; trade projects and co-creation; solidarity and
collaboration between Eastern, Central and Western Europe and group telecasters in different
districts of the world.
1.5.

Community TV organisations

The Alliance Community Television Austria (VCFÖ) is a partnership and a campaigning
gathering of non-benefit group TV slots in Austria. VCFÖ was set up in 2010 as an affiliation
and comprises of three individuals. Reception of the "Relationship of Television Shards" is
required for enrolment. VCFÖ is a subsidiary of the Community Radio Community, the
Community of Europe Community Forum and the World Association of Public Broadcasters.
The Community Media Association (CMA) is a non-benefit association established in 1983 to
help group radio, and now it incorporates a range of TV and group based Internet ventures.
CMA speaks to the media segment for government, industry and administrative bodies. The
CMA is the agent body of the UK for general society broadcasting and tries to encourage
access to the media for individuals and groups. We give individuals the chance to make and
create group specialized instruments for strengthening, social articulation, data and
amusement. Its central goal is to give individuals the chance to make and create media for
social and inventive articulation, group advancement and stimulation. Enrolment in CMA
comprises of open media associations. CMA individuals incorporate associations and people
who are energetic about the media and give individuals a voice. These incorporate authorized,
graduate and online group radio stations, group TV ventures, open cinematographers and
group workmanship ventures utilizing computerized media.
The Finnish-Swedish Association of Local Television was established in 1993, and the
objective was to help with the advancement of group TV. As of 1990 Videoforum has turned
into a yearly repeating course for the individuals who take part in broad daylight TV. The
plan comprises, for instance, of addresses, current data, TV displays and an extremely well
known and empowering video contest, on which the best neighbourhood TV of the year is
picked. Another critical part of the Association is to keep its individuals (in 2001 the
Association had 15 individuals) educated about current occasions in the media field, both
broadly and globally.
Since August 2001, the Association has set up an organizer for its exercises. This gave the
Association a chance to even more effectively allow the formation of open television and
push forward for what is ahead. It is now essential to help neighbourhood TV channels adapt
to all parts of the new advanced future. Expanded innovations will allow open television to
appear significantly more often than before, giving it plenty of new chances. The stations will
have the capacity to work as an instructive stage for youth, associations, schools, the media
and others. Open TV has a whole new range of possible results in the computerized future.
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2. Chapter – Steps Towards Establishing of a Media
2.1.

Main partners

As a group station, not many of your activities will be totally self-governing. You will
probably be most helpful when working with different gatherings and different organizations
and administrations. Likewise, they can offer you an awesome arrangement, from premises or
specialized assets to exceptional aptitudes. The connections that you shape may incorporate
money related exchanges (for instance, wellbeing offices that can pay you for broadcasting
your message), or they can be commonly gainful (for instance, a nearby performance centre
with which you can mutually create a radio show). These gatherings, organizations and
administrations are what we call your "accomplices".
A neighbourhood radio station must originate from some place. Albeit in some cases it will be
the brainchild of a current social gathering, most of the times it originates from the vision,
drive and persistence of just a couple of individuals.
Similarly, as any such enterprises, group radio stations are probably not going to ever get off
without at least one energetic "driver".
In the first months or years, your meeting may be just a casual affiliation that does not have a
greater number of duties than a regular club meeting. As quickly as possible, you will have to
conclude budget contracts with group members, collect donations and contract representatives.
To do this, your meeting must be formalised into a broadcasting or charitable non-profit
organisation with established leaders and a legally restrictive constitution.
The structure you pick should ensure two valuable things:
•
•

The administration of the station is completed accurately, genuinely and
successfully;
The way that the station represents a group that is eager to speak to.

Running a group radio station demands a great deal of abilities. In a perfect world, your
gathering will include individuals with involvement in the deliberate segment, venture
administration, accounting, corporate law, specialised construction, raising support and
maybe radio.
Obviously, some of these abilities will be (and should) be learned in the course of events, but
you will do well in case you can attract and invite people from your group who currently have
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some of this information and knowledge. As for the possibility that you do not have such
people (for example, volunteers or ordinary visitors), you should try to find them.
Your gathering ought to likewise be widely distributed by your group. In the event that you
are in an ethnically diverse group, this ought to be discussed in your gathering. Most
appropriately, make an effort to join various ethnic sources, social classes with diverse
statements of faith and lifestyle.
Whether your group is more homogeneous or not, ensure that you have a decent diversity of
age, sex, background and ability - make an effort not to overlook anyone.
Your key contributors:
•
•
•
•

Must incorporate a learning accomplice, for example, a school
May likewise incorporate board divisions, taxpayer driven organisations, bolster
offices, group gatherings, schools, etc.
Must take a dynamic part in your station
You have to admit that your quality is yourself and you should not seek to take over
all control.

2.2.

Key resources

As you push ahead, you are progressively become penniless assets. For instance, if you begin
preparation utilizing the assets of your school accomplice, at some point or another you will
require your own particular material assets. These include basic radio hardware that you can
use to direct your own training.
For the time being, you probably have to run your hardware by yourself. Be bold, ask nearby
schools, universities, recording studios, music stores, artists, experienced DJs, and so on. At
some point in the future, you will need to buy your transmitter. Other studio hardware may be
borrowed or purchased later (blender, CD players and microphones), but the transmitter
should be something you make no compromise with.
A more significant issue is how to find the premises. You require an office and a preparation
studio. Ideally, it ought to be someplace where volunteers can come and go freely, so
certainly not in somebody's private place
You will, likewise, require essential office hardware like laptops, printer, telephone etc.
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2.3.

Legal requirements

You have various lawful commitments that must be met. The laws are for the most part
intended to ensure you, your volunteers and staff, have moral commitments, as well as lawful
ones.
When you have premises, transient or variable, you need to establish a well-being and
security approach. This is not a dry precision, but rather a prevention of individual harm. The
correct system to conclude such an agreement is as follows:
•

•
•
•
•

Carry out a hazard evaluation to distinguish potential dangers to representatives,
volunteers, individuals from the general society and any others who may enter your
premises;
Carry out a hazard evaluation for workers or volunteers under 18, if appropriate;
Use the results of your assessment to build up a procedure to eliminate or limit
hazards and dangers;
Formulate them in terms of well-being and security;
Check local relevant legislation.

2.4.

Forming the team

Open radio station is a gathering action by its nature. In the event that the station is not
planted and joined to the group through many, many roots, it will prove that even its minimal
activity will be at the expense of image-related activity.
Or even worse, what if an important figure within the open station suddenly falls ill or is
forced to leave the enterprise for various reasons? So, get information about the group you
want to talk to. Is it sufficiently expansive and solid enough to help the radio? Typically,
some cities are too small for a station, while the majority of urban communities are too large
and diverse to be heard and vitally assisted by a group radio station. Can your radio gathering
stand up for itself? What statement declare your purpose? What is your statement of purpose?
Your gathering needs to be formalized in one a non-profit organisation, or a charity
association, with the names of leaders and a legally restrictive constitution.
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2.5.

Licensing procedures

Broadcasting licenses are issued by the authority that allows the transmission of television
and radio projects to people.
There is an appropriate national organisation responsible for managing the telecommunication
business, including the authorisation, programming, possession and control of broadcasting
administrations. The telecom permit approves the activity of transmitters used for
broadcasting projects and designing tests for stations proposed for the telecommunication of
TV or radio projects.
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3. Chapter – Technical Matters
3.1.

Radio waves and frequency management

Everyone has seen the waves on the surface of the water. All of you listened to radio waves
from your favourite radio stations. All waves have some common features. Let's look at the
diagram below to find out more about the parts of the wave.

All waves have a comb (high points), deflections (low points), wavelength (the distance from
one crest to the other or one trough to another), amplitude (the height of the crest) and
frequency (the number of full wavelengths that pass a given point for a second). The unit that
measures frequency is Hertz (Hz). When you say that a wave has a frequency of 1 Hz, you
say that it has one cycle per second. Another way to say this is that one full wave passes a
given point in one second.
Some common frequency units:
•
•
•
•

Hz = hertz = 1 cycle / s
KHz = kilohertz = thousand (1000) cycles / second
MHz = megahertz = million (1,000,000) cycles per second
GHz = gigahertz = thousand million (1,000,000,000) cycles per second

The waves that you see and make in the water are mechanical waves and sound waves. Both
require material or medium to pass through. The sound waves that you hear when someone
speaks, pressure the air that enters your eardrum. Those waves cause vibration on your
eardrum, which your brain translates into sound. This sound can be speech, music or just
noise.
Electromagnetic waves have the same characteristic parts as mechanical waves (for example,
wavelength, amplitude, frequency, etc.), but they behave differently. Sound waves move in
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the air at a speed of about 344 meters per second, and electromagnetic waves move at the
speed of light (300,000,000 meters per second). While mechanical waves need to move, for
example, in air or water, electromagnetic waves can move in vacuum. Another important
characteristic of electromagnetic waves is that they will move in a straight line, unless
something changes their course (good example is a laser beam). Electromagnetic waves have
many applications and cover a huge frequency range and corresponding wavelengths, as you
can see in the following diagram.

Electromagnetic radiation consists of interconnected electric and magnetic fields. One way to
create such waves is through an electrically charged electron, a tiny charged particle that is
part of the atom. Moving a charged particle back and forth leads to a change in the electric
and magnetic fields. It should be kept in mind that things move very fast, since even radio
frequencies with a low frequency are moving with a million cycles per second.
If you look at the diagram of the electromagnetic spectrum above, you will notice that the
radio waves have the longest length of the spectrum. To give you an idea of how long AM
radio waves can be , imagine them longer than a football field, whereas FM radio frequencies
are short in comparison - only around 3 meters.
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3.2.

Cable transmissions basics

In the data transmission system, the medium for transmission is a path between the receiver
and the transmitter.
Characteristics and quality of data transmission are determined both by the characteristics of
the medium and by the characteristics of the signal. In the case of managed media, the
environment itself is more important for determining transmission constraints.
For managed media transmission, the bandwidth in terms of data rate or bandwidth is
critically dependent on the distance and whether the medium is point-to-point or multi-point.
Three are the commonly used means for data transfer - a twisted pair, a coaxial cable and an
optical fibre.
•

Twisted pair

A twisted pair consists of 2 copper wires insulated
and arranged along a regular spiral pattern. The
wired pair acts as a single communication line. As a
rule, a number of these pairs are connected together in a cable, wrapped in a rigid protective
shell. At long distances, cables can contain hundreds of pairs. Twisting tends to reduce
crosstalk interference between neighbouring pairs in the cable. Neighbouring pairs in the
bundle usually have several different twist lengths to reduce interference. On long-distance
lines, the length of the twist usually ranges from 5 to 15 cm. The wires in the pair have a
thickness of 0.4 to 0.9 mm. Twisted pairs can be used for both analogue and digital
transmission. For analogue signals, amplifiers are required approximately every 5-6 km. For
digital transmission (using analogue or digital signals) repeaters are required every 2 or 3 km.
•

Coaxial cable

Coaxial link, comprises of two conductors, built
distinctively to allow it to work over a more
extensive scope of frequencies. It comprises of an
empty external barrel shaped channel that
encompasses a solitary internal wire conveyor.
The internal conveyor is held up by either consistently separated protecting rings or a strong
dielectric material. The external conductor is secured with a coat or shield. A solitary coaxial
link has a distance from 1 to 2.5 cm. Coaxial link can be utilised over longer distances and
bolster a larger number of stations on a common line than curved combine.
Coaxial link is utilised to transmit both simple and computerised signals. It has better
recurrence, and can be utilised successfully at higher frequencies and information rates. As a
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result of its protected, concentric development, coaxial link is substantially less prone to
obstruction. Its vital limitations are weakening, warm commotion, and intermodulation
distortion. The last is available when multiple lines or recurrence groups are being used on the
link.
To transmit analogue signals over long distances, amplifiers are required every few
kilometres, at higher frequencies and closer distance. The spectrum used for analogue
signalling extends to about 500 MHz. For digital signalling, repeaters are required every
kilometre or so, with a closer interval necessary for higher data rates.
•

Optical fibre

The optical fibre is a thin (from 2 to 125 µm), flexible medium, capable of directing an optical
beam. For the production of optical fibres, various glass and plastics can be used. The lowest
losses are obtained using fibres of super pure molten silica. Ultraviolet fibre is difficult to
manufacture; multicomponent glass fibres are more economical and provide good
performance. Plastic fibre is even less expensive and can be used for short-barrelled joints, for
which moderately high losses are acceptable. The fibre-optic cable has a cylindrical shape and
consists of three concentric sections: core, cladding and jacket. The core is the innermost
section and consists of one or more very thin filaments or fibres made of glass or plastic. The
interface between the core and the shell acts as a reflector for limiting light, which otherwise
could leave the core. The outermost layer surrounding is called a jacket. The jacket consists of
plastic and other material, layered for protection from moisture, abrasion, crushing and other
environmental hazards.

Figure 1: Components: (1) Core 8 µm diameter, (2) Cladding 125 µm diameter, (3) Buffer 250 µm diameter, (4)
Jacket 400 µm diameter. Source:
https://en.wikipedia.org/wiki/Core_(optical_fiber)#/media/File:Singlemode_fibre_structure.svg
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3.3.

Transmitters and support equipment

Of all the equipment necessary for broadcasting, nothing is more important than a radio
transmitter or an FM transmitter. Of course, the microphone transmits your voice, the sound
processor makes it sound better, and the mixer allows you to control various aspects of sound,
but the most important piece of equipment is still the radio transmitter, as it is responsible for
receiving sound from your studio and broadcasting it through the antenna to receivers
throughout your listening area.
A radio transmitter consists of several elements that work together to generate radio waves
that can contain useful information, such as audio, video or digital data.
•
•

•

•
•

•
•

Power supply: Provides the necessary electrical power for the transmitter
operation.
The generator: usually generates a sinusoidal wave, which is called a carrier.
An electronic device, the generator, is the heart of the transmitter. Think of the
oscillator as a type of electronic swing, which swings incredibly fast.
Oscillator: creates an alternating current at the transmission frequency of the
transmitter. You can buy oscillators to change the voltage at different speeds.
Oscillator, in which you will use an alternating voltage of 1,000,000 cycles
per second and, as such, is called a generator with a capacity of 1000 kilohertz
or 1 megahertz. When the power is connected to the generator, the voltage
begins to jump in an abrupt way between 0 volts and 5 volts, one million
times per second.
The transformer: modulates or regulates the strength of the radio wave.
Modulator: changes the strength of radio waves in accordance with the
volume of the music or voice that we want to transmit. The first, called
amplitude modulation or AM, slightly increases or decreases the intensity of
the carrier wave. The second, called frequency modulation or FM, slightly
increases or decreases the frequency of the carrier wave.
Amplifier: amplifies the modulated carrier wave to increase its power. The
more powerful the amplifier, the more powerful is the broadcast
Antenna: converts the amplified signal into radio waves.

When you now connect your transmitter to the transmitting antenna, the electric charge moves
up and down the wire antenna (at the generator speed), causing the radio waves to emit from
the wire. These radio waves are then captured by your radio, which are tuned to receive 1000
kHz signals. You can connect a CD player or tape recorder to your transmitter and actually
broadcast music for a short distance.
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3.4.
•

Composition of a studio
A suitable room

13 m2 is appropriate, albeit that this is the smallest space that you can have for your primary
studio. When you find such a room, your next concern will be soundproofing it in order to
keep external noises from entering your studio. Triple coverage, thick dividers and protection
are verified ways to achieve this, but expensive, and depending on your area of operation
usually not of the utmost importance. But you still have to think about how to isolate the
sound coming from the studio. This is often referred to as sound insulation, but it is more
accurately described as acoustic processing (such as the moderator's voice), making the
studio's internal dividers as soundproof as possible. Without proper acoustic treatment, you'll
get a terrible "bathroom echo". Besides the sound-holding ability of the material you have
chosen, another critical factor is the protection of the soundproofing material against fire.
Smoke and spilled beverages are dangerous; therefore you must not drink or smoke in the
studio. Also, if your studio looks like it held a celebration recently, critical guests - such as
potential patrons - will not be fascinated.
•

The blending work area

This is the control place for CD players, amplifiers, smaller than expected plates, pre-recorded
capacities, outside communications and a phone line to reach the studio. Every one of these
segments are nourished into the blending table and show up as you communicate. Your
essential necessities are level control, the capacity to tune in to things before they go on air,
the red light that consequently turns on when the communicate is running, and a capacity that
enables you to remotely control the CD and other music players from the blending table.
•

Mouthpieces

Choose which mouthpieces you require and how many. This depends upon your
programming. A particular music show can just work with one, yet if a large portion of your
broadcast will be based on discourse, this will requires a couple of receivers - no less than
three or four. Complex broadcasts, for example, round table broadcasts, can be managed
using a universal amplifier, while the pre-recorded show requires many receivers. Better than
average quality headphones and microphone should be standard for the host and the first
guest, but you can buy cheaper ones for extra visitors and save money.
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•

Album players

Most appropriate for your the needs and functions of you open radio would be album players
used by DJs in the night clubs as they are pretty robust, well-designed and amazingly strong.
They are equipped with remote start and mixing controls from your console.
•

Studio PCs

Obviously, you can make and communicate the radio without a PC, however a nice PC offers
tremendous upgrades to your ability. There are different errands that the PC in your studio
can process. These undertakings incorporate streaming music, providing access to email
messages or instant messages sent by audience members, while DJs are broadcasting live.
•

Record decks

There are a variety of devices that can be used, depending on your preference. Do you want it
old style then do consider purchasing a high quality turntable system, and why not, even an
old style cassette deck. The same applies with the usage of MiniDiscs, CD’s, DAT tapes, etc.
Streaming and digital records are now also mainstream, and should be considered as well.
•

Studio phone line

Your studio ought to have the capacity to acknowledge outer calls, so you require a phone
line. On the off chance that you need to send calls while on air, you likewise require a
telephone piece (otherwise called a telephone hybrid, or telephone balance units (TBU)),
commonly referred to as a "Sonifex" after its manufacturer.
•

A moment studio

If at all possible, your setup should include a secondary studio, apart from your primary
communication studio. Business radios have no less than 2 studios in use. This implies that
the DJ changes without interfering with the previous DJ. This is more extravagant, and you
probably will not be able to manage the cost of two studios equally equipped, but at least
some specialised help is important. Especially if you communicate 24 hours a day, the double
studio gives you considerably greater adaptability and greater flexibility if there is a particular
mistake (or complete confusion) somewhere along the broadcasting process.
•

Sound processors

To "correct (normalise)" your sound level, you need to place a sound processor between the
mixing console and the transmitter. It is also obliged by law.
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•

RDS encoder

RDS or the Radio Data System is a system that allows you to send instant messages (such as
your radio station name) to the recipients’ radios.
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4. Chapter – Managing the Station
4.1.

Team roles and responsibilities

Before you go any further and decide the role of your planned media group, there are three
principle questions that you have to ask yourself:
•
•
•

What is the part of your media group?
What is the procedure of your media group?
Where will your media cooperate?

Without taking into account these essential inquiries, you can not completely legitimise the
presence of your media group, and you won't have the capacity to broadcast and deal with
your media assets, including representatives and gear to accomplish your media goals.
•

•

•
•
•

Media part: in the first place, you have to characterize your objectives - why
do you want to create a media group? You need to be aware of the reasons
your media group should exist in your organization. Even though everyone
comprehends why media is vital nowadays, you have to record the reasons
your media is significant on paper and state why your media is necessary in
your social environment.
Media technique: Since you have decided why your organisation needs the
media, it's an ideal opportunity to build up a media methodology. This will
enable you to adjust your media to the objectives of your organization.
Each brand must have no less than one social methodology: a complex social
system and a social technique for each social group.
Place in the media: Now that you've made a social technique, it's a great
opportunity to choose where this media group is sitting in your association.
Media group structure: Media groups can have a large number of conditions,
design, and settings. It depends mainly on where you operate and obviously
on your financial plan.

There are a few basic roles that you need to keep:
•

Progressive Moderator: We put this first, as this role is often unfortunately
overlooked. We have seen that numerous social groups depend on external
offices or other external assets for the plan, instead of occupying a key part in
the organisation. The proximity of internal creators is extremely valuable: they
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•

•

•

•

•

will be responsible for creating visual resources or social apps for your
endeavours while dealing with social profile snapshots. They will also make
sure that your visual resources and creative ideas are appealing and keep up
with the latest social trends and norms.
Social investigator: Your media expert will be nearby for any social review or
disclosure - do not call them simply masters. They understand the effect of
your content and the movement of the media on various activities you
perform. Try not to give the investigator only verification reports: use the
expert when you are prepared to get data about how you function, and how to
improve from that point. Currently, the role of social expert is imposed by
conventional web-research. To avoid confusion, most social investigators are
called "advanced researchers", thus blurring the lines between social review
and web research. Regardless of how you call this role, you will see that
sociological analysis is good when it joins the web investigation as they
complement each other. For example, you can see how unique informal
communities add to your web activity or how best to monitor the movement to
/ from your social records.
Social investigators are also responsible for the social setup of your
organisation, so they will engage in online surveys and discussions around
your image, objectives, rivals, and everything else that matters.
Group Manager: The part of the group administrator is essentially to instruct
your online group. This includes setting up and creating relations with your
group based on trust (only after that the brand will advance forward). The
group manager executes systems to support discussions and associations,
create groups, address social harmony, make convincing content (with the
assistance of the previously mentioned progressive moderator ), The group
director will provoke and be interested in relevant discussions (if necessary).
Parental Figure: This role falls into the "group administrator" section, but it is
also normal to have a different role in the name of the client benefit. This is
the standard for brands that distinguish "exchanging accounts" from "records"
while others just link the two things together.
Media chief: The media supervisor deals with each of these parts, but also acts
as an internal media strategist. They make and control media systems and
ensure continuous media work from outside and inside. Speaking of media
directors, are they not the same as group leaders? Both roles can overlap here
and there, but both are critical and differentiate. Simply put, the group director
serves your group, and your media director manages the media relations inside
it remotely.
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4.2.

Managing the permanent staff and volunteers

Despite the fact that there are huge contrasts in the official divisions, in most open radio
stations there is a mix of volunteers and paid staff. Typically, group collection can begin as an
absolutely conscious task, but when it receives huge subsidies for mentoring or grouping, it
will require a chairman or administrator. You may also consider a business director, chairman,
mentor, accountant, secretary, group worker, young specialist, expert, marketer, producer,
ambassador, agent, social worker, counsellor, decorator, master carpenter, cleaner and finally
maintenance.
Managing and authoritative roles are usually not particularly attractive to volunteers. These
roles are often uninteresting and ungrateful positions. Staff is there to help volunteers prepare,
communicate and serve their own group, but volunteers need to gain their importance as part
of the group themselves. Perhaps somewhere around 50 to 100 volunteers is a significant
amount of human resource if used efficiently, but if not, there will be many volunteers leaving.
A key or managing position is too much to ask from an unpaid volunteer, especially if they
have different professions or family commitments. To achieve a reasonable long-term future
for the open station, a competent administration should be viewed as critical – volunteers
could easily partake in this administrative group.
Volunteers are involved to support the station, not to be managers. This is a typical mistake
that diminishes the scope, capabilities, contacts, and value of your volunteers. In case you
have many volunteers, you need to make sure that those will include people with skilful
involvement in everything from putting and repairing pipes to public relations.
Station administration is happening every minute of every day. You cannot pay individuals to
take care of everything, so you will depend to some extent on the volunteers’ help. This is
useful for the station culture, too. When you possess fewer assets, it is crucial to have plenty
of people. In case you can build a sense of family unity in everyone who cooperates when you
cannot do something or do something wrong, your volunteers will probably excuse you.
4.3.

Line process management

Individuals who are interested in the open radio, often have genuinely populist intentions.
Usually, they are not interested in climbing up to a position. The climate in most stations is
created by everyone – if people stick together, the staff will regularly help each other and get
the work done quickly. In such conditions, it is not entirely obvious who is in charge of what.
The established administrative chain has a senior manager appointed by the supervisor or
senior staff management. The board will undoubtedly guarantee a great administration, and
the director's work will be in danger if he fails to secure this administration. At this point,
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there must be a chain of duties appointed to the volunteers. Everyone needs to be aware who
monitors their work and how.
4.4.

Marketing

Promoting is another errand that, as you would see it, can be put off until an imaginary future
day, when there is cash and time to spare. This day may never come, and your station will be
undetectable to a significant number of your potential volunteers, accomplices and audience
members.
You have to set up your station considering the ultimate goal - to increase the benefits it can
offer to your group. Promoting would absorb as much vitality and money as you have, but it
can be achievable even with extremely limited assets. Here are some approaches to support
this:
•

•

•

•

•

Word of mouth. This is the most effective for a group radio station. Energise
your volunteers and audience members to spread the word about your station.
If you go to a gathering, ensure everybody knows who you are, where you are
from and what you are doing - to wear a T-shirt with your logo is a good idea.
Promotional materials. There is a reason for every radio station to give away
stickers for windows, t-shirts, inflatable items, and so on. This type of
promotion works. Each car with a sticker is a small message for your station,
each t-shirt is a promotion. Moreover, the wonderful thing is that the people
you give these free gifts to will benefit from them. In case your budget is
limited, look for a deal with a nearby printing studio that can give you a
discount or free services in exchange for on-air promotion or a place for its
logo on your materials. On the other hand, one of your assistants or patrons
might be willing to support the creation of promotional materials in exchange
for "support ...".
Piggybacking. Converse with your accomplice associations, neighbourhood
organisations, offices, etc. about how you could fine-tune your time-limited
material. In case you have DJs in your station that also work in clubs and bars,
convince them to hand out flyers with the name and logo of your station.
Advertising. While it might be agonizing to pay for daily paper promotions,
announcements or other business publicizing are now and again justified.
Especially, if the station is new and requires a sudden flood of audience
members or volunteers, a well-thought-out advertising campaign can be
extremely fruitful.
External occasions. If there is a holiday in the neighbourhood, or some kind of
mass celebration, you have to be there - on the streets, but if your devices are
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•

•

•
•

•

4.4.

not protected under a small tent along with your DJs, or there’s not enough
budget for the occasion, at least make posters with your station brand.
Participating in unique bars or club events can give you the opportunity to
connect with typical groups and even make some money
Branding. Your station ought to have a visible logo on each bit of stationery,
letterhead, site pages, publicizing materials, bulletins, flags, publications or
other pieces of advertising material. This will enable individuals to perceive
and recall your name.
Media relations. Be on great terms with other nearby media. You are most
probably not going to get much help from other radio stations, yet
neighbourhood daily papers and magazines are unique. Establish good
relations with neighbourhood writers. They are regularly adjusted and underresourced, and if you introduce an intriguing story for them with a highquality photograph to go with it, they will be extremely grateful. Especially
for daily newspapers in small neighbourhoods where you have to give a
human face to every story. They will not deal with your insights about social
takeovers (no matter how amazing you think they are), but they will like a
story about a local volunteer who has defeated a handicap to finish a licensed
class for training or a missing cat found after his sad owner has declared her
disappearance on your radio line. The stories of the human interests that
neighbouring radio stations produce each day are a great source of free
publicity.
Webpage. Your site could be the closest contact with an individual, so ensure
it is well-made, alluring, instructive and simple to use.
Facebook page. Ensure you can be reached out to via your dedicated
Facebook. Don’t forget, you can also post a live stream to your broadcast via
Facebook, thus increasing your coverage.
Your message. It is worth having one or two momentary expressions that you
can use with any open door that transmits in real time and expand your
identity and what you do. In a perfect world you need something that captures
the heart of the radio group and your radio station - "a great city with great
sound" or something with similar effect.

Relations with other radio or TV stations

You need a good relation with other group radio stations - as far away from your station as
possible - so you do not have the same audience and supporters.
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5. Chapter – Programming
5.1.

Understanding the audience

A group with different people has a variety of tastes and tendencies, but there are some broad
solutions that apply to members of the radio audience, no matter where they are and whoever
they are. Audience members act distinctively at home, in their cars and at their workplace:
•

•
•

At home, many people want to leave their stations tuned to the same station
for several days or weeks in a row. They regularly admire their most beloved
station and refuse to listen to others.
In the car, individuals continually bounce between channels, not thinking
about which station they are tuning in to;
At work, individuals essentially need subtle melodies and an uninterrupted
sound that will not require excessive attention.

To keep as wider part of your group as possible under these various circumstances, you have
to choose how to you will arrange your stations’ functioning.
•

•

•

Breakfast. More individuals tune in to the radio from 7:00 to 10:00 than at any
other time of the day. In the event that you can draw in audience members to
your breakfast show, you have great opportunities to keep them throughout
the day. The presentation of your morning radio show is the most important
and respectable work for each of your supporters. Do not forget that this role
should probably go to the most qualified and prevailing moderator you have.
Dinner time. This is another tune-in schedule for some audience members.
Similarly to breakfast, this audience would generally prefer not to be overaddressed or incited while eating, so maybe an essential way to cope with
writing your programs is to use simple talk, mainstream songs and related to
your audience’s state of mind.
Travel time. A huge number of people listen to the radio in their cars from
16:00 to 18:00, which means you can reach many people, who are critical to
your open profile. A good radio show during driving hours should be a mix of
psychological and engaging elements and aimed at solving the problems of
audience members. Most likely, the audience will be listening for the music
you play and the topics you are discussing, so there are several potential
outcomes for a strong discourse, but remember that audience members tend to
change stations quickly and regularly, so keep it brief , witty and entertaining.
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•

5.2.

At dusk and evening. Later in the day, audience members are likely to be
looking for programs to reflect their specific tastes and interests. Audience
members are usually younger and more concerned. In addition, they tend to be
those members of the audience who will not listen to your station any other
time of the day. A wider range of special night-time programming will extend
your group's reach. Your undertaking has to guarantee that your evening
shows are as intriguing, energizing and helpful as possible, with the goal that
your audience members would choose to tune in more frequently. Your
content should be intriguing and easy to comprehend during that time of the
day.

Programme structuring and sharing

To create dialog and communicate feelings is not a major issue for a group radio station.
Typically it will resemble something like this:
•
•
•

Student conversation and meeting. At least one speaker in addition to at least
one visitor. Typically focused around a specific subject;
Debate. Extensive dialogues on topics that may include studio and phone
calls, or even external communications;
Phone calls. Typically, one lead phone call and then and as many audience
member phone calls as possible.

Obviously, you are responsible for getting the most out of your topics, more extensive group
radio communication offers a valuable source of phenomenal ongoing projects. Through these
sources you can get complete or shorter themes or suggestions from other open stations:
•
•

Collaboration with neighbouring open stations in unique periodic projects.
Podcasting (downloadable sound projects accessible to everybody on the
Internet) can likewise be an interesting wellspring of assessment from
individuals around the globe. You have to contact the maker for authorisation
to air it (which they will most likely be exceptionally cheerful to provide for
you).
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5.3.

Narrowcasting bad practices

Many people unconsciously commit the worst media practices, such as:
•

•

•

•

Making One-Size-Fits-All Social Content: Disregarding the cosmetics and
interests of your different social gatherings of people is the fundamental
tactless act; instead, you should fulfil their unique tastes. To do this, you have
to examine the characters of your social gathering of people, which are
probably going to contrast starting with one informal organisation then onto
the next. A well-educated understanding of the core interests of your social
group of viewers, according to the system and its social behaviour, will give
you important information to create and offer compositions of content that
will be best for each individual social channel. There are no names for bona
fide social investment; you have to be extremely careful and responsive.
You'll probably be more experienced in installing different media channels
after a while. Choosing the right topic and tone in line with your content,
according to the characters of your various social collections of people, will
build tremendous social achievement, investment and change.
Ignoring Cross-Channel Social Promotion: Ineffective social advancement is a
trap. The practice includes organised advertising efforts on several media
channels. To achieve the ideal results, you need to be stable in your message
and also smooth your content for every single media channel. The successful
introduction of your social content requires distinctive ways to deal with
various informal organisations. While developing updates for each of your
social channels, you should use a typical subject to join a greater part of your
social content.
Not Fostering Genuine Social Engagement: In spite of the fact that this can
take quite a while, try to cooperate and react to your fans and supporters on a
predictable and reliable basis. Notwithstanding the fact that it may take a long
time, try to cooperate and react to your fans and supporters with a predictable
and reliable premise. The more your open collection of people freely reports
about your organisation and your content, the more your innovation evolves.
High traffic due to your social updates will allow you to connect to a broader
audience. Support is the principle approach to gathering associations with
your social audience. Nevertheless, you also need to attract potential
customers who are not yet accepting or "appreciating" you. Joint events take
place with the help of genuine interest.
Not Connecting with the Right People: Meeting the opportunistic individuals
and making progress in the media requires successful time administration. Put
aside time for a tweet, make an impression on Facebook, utilise other long
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range informal communication channels, make and share new content. Go
where your people meet. Although the majority has to collect tons of social
associations, quality is actually more important than the sum. Excessive
number of associations may even turn into a diversion, so do not exaggerate.

5.4.

Output quality management

It is obvious that you need your radio to have an as good quality sound as possible. In fact,
even the most wonderful members of the audience have limited tolerance of boring content,
baseless criticism, distortion, mumbles, shouts or any similar disasters that can happen at any
time. Playing a record at an erroneous or playing the wrong CD may hurt any radio. In the
group radio, however, most members of the audience will realise that the people involved in it
are volunteers and will be tolerant and more acceptable towards disruptions.
Any person who opens a radio via a business or government foundation will experience
disruptions in airtime. Unlike skilled craftsmen who make scrupulously modified,
screenwriting programs, volunteers from neighbourhood radios often go on air after a few
hours of preparation and a brief discussion of the content. To a large extent, they are training
themselves during the work process. They need space to make mistakes without any director
to shout at them. In any case, there are certain failures that are normal but you generally need
to maintain a strategic distance from:
•

•

•

Dead air: Talking quietly is the most awful thing a radio host can do to their
listeners. Audience members will quickly change the station. Most probably,
dead air will occur due to a defective computerisation framework, and not
because of a flawed individual A strategic distance must be kept from the
silence on air for a long periods of time.
Quiet or uproarious voices: In most of the cases, when the moderator talks in
the wrong volume, it will be because he doesn't wear earphones when he
speaks. This makes it relatively difficult to judge the volume of your own
voice. Wearing earphones all the time while on air is part of the essential
training of a successful moderator. If earphones are taken off on air - this is
an indication of sloppiness.
Unseemly talk: Radio hosts are almost by definition what is the sound of their
own voices. Sometimes speakers are so shocked by the conversation they have
between themselves that they forget to make radio and they make
meaningless, exhausting discussions about their own lives. Or, on the other
hand, get into an angry disputes on the air. It is best for the sake of the radio to
avoid such practices.
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5.5.

Station branding and feedback management

Providing your station's brand recognition is a phenomenal way to talk with your audience
members, improve the image of the station, create a fans, and improve the flow and
sequencing of your programming. It is also less labour-intensive and simple to implement.
Many speakers do not suspect that their broadcasts are a small piece of the larger picture.
They may not even mention and repeat the name of your station at all, and never take into
account advertising for another broadcast. This is an abuse of your role as facilitator.
Marketing is one of the ways you can observe and shape the radio for your own purposes and
for the benefit of your group.
The ways you can improve your image include:
•

•

Regular naming / periodic inspections. It is essential that members of the
audience know which station they are listening to, or they will not be able to
find you next time. Nevertheless, still too many speakers talk for a long time
without mentioning the name of the station.
General accents and style of your brand melody. It is extremely useful to have
a trademark or expression that is heard regularly on the air. There must be
several regular accents for each song, whether it is the same melody that is
played at the beginning or the end, or just a basic melody or a certain sound.
Your individual radio shows should have their own songs / melodies.

328

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

6. Chapter – Community Volunteer Support
6.1.

Volunteer dynamic and staff role

As we have just stated, volunteers have a leading role in an efficient radio station, but we do
not claim for a minute that volunteers, one by one or as a body, provide support each day of
the month. They participate in exercises that energise and transform them, and that is why
there is always a flow of faces.
When you start, due to the excitement from station going on the air, there’s an adrenaline rush
in everyone. When station’s daily operation becomes a routine, some of the curiosity and
passion begin to blur. Thus, an atmosphere of evolving and changing pace should be
implemented, the goal is to create the right conditions for the co-operation of individuals in
the radio group. It's easier said than done, however a radio is an excellent method to support
volunteers and get their valuable help.
To some extent, this task falls on the entire workforce of the station, regardless of its apparent
role, but most stations will show the position of the staff in charge of volunteer support.
Representatives should be interested in various issues such as:
•
•
•
•

Individual convenience;
Physical wellbeing and prosperity;
Mental & medical issues;
Personal hygiene. This is an extremely normal question when you have a
substantial number of individuals utilising a little stuffed studio.

Obviously, a large number of obstacles require experience that surpasses the abilities of group
radio specialists. Nevertheless, knowing where to look for and how to get to the right
administrations is a vital ability. There will most likely be a steady flow of volunteer
questions and minor issues with relationships, work, family life, and other moderate everyday
issues that can in any case really affect the ability of volunteers to make great radio. A
constant support and some comforting words in such circumstances are the best approach to
tackle issues.
Remember that some volunteers may have significant problems; but they would think they are
none of your business. The radio station can be the main place where volunteers may unwind
and divert their attention away from their problems.
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6.2.

Radio station as community center

Those who will stick around will be amazingly different - of any age, races, classes, doctrine,
way of life, and abilities. The effort to inspire them to cooperate towards a common goal,
change and participation, is an important task for the administrative group and the staff.
The capacity of the station, as a major focus for the group, is vital. In any case, restrictions
must be in place to prevent collisions and not to reject your basic objective - to create a radio
service for a wider group of people. Here are some general tips and statements:
•
•

•
•
•
•

•
•

6.3.

Ensure pleasant and benevolent conditions for volunteers and guests;
Do not allow volunteers to permanently reside in the radio. Soon they will
start to annoy staff and other volunteers. At most 15 hours a week spent in the
radio station is a reasonable amount to derive optimal benefits. Be prepared to
send volunteers home when needed;
Give them a comment while they are there. This will make them feel valued
and help you;
Do not allow a few volunteers with real needs to command constantly;
Allow several volunteers to rotate once a week to perform several times in
case you are sure they do not neglect their duties;
Remember that your volunteers here and there will have different problems
and needs - when this reduces their ability to make a radio success, it becomes
your concern;
Remember your own limitations when taking care of complex issues;
Fully familiarize your volunteers with the rules and why they exist.

Volunteer induction

Volunteers are an indispensable participant in the media group - without their committed,
energetic, engaging groups, your neighbourhood radios, TV channels and film organisations
would not be able to provide you with the same quality content.
Most group radio stations are looking for volunteers to help manage everything in a dynamic
neighbourhood radio station, including programmers, journalists, writers, and author of
columns, IT collaborators, interrogators and many others. From high school students looking
for work, to retired individuals and other people of all backgrounds - they are all appreciated
by the media group
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6.4.

Mentoring and supervision

The best-known approach to recognising the problems that emerge for a volunteer is the
perception you give. "Perception" in this sense does not mean hang over their head and keep a
close eye on them. Rather, it means normal correspondence to distinguish all the questions
that the volunteer would have or provide some sort of additional assistance or support the
volunteer would require. Observation and evaluation are obviously essential to demonstrate
communication abilities and also when it comes to individual help. Those observations should
be focused around the procedure (i.e. what was done), not the result (what was achieved on
paper). It is legitimate to have a formal assessment framework where every volunteer holds
meetings with the staff (month to month or quarterly). It's a great practice to spend a few
minutes talking to each volunteer on any topic.
There must be records containing official assessments, and they should include data on
"delicate results":
•
•
•
•
•
•
•
•

Appearance, mind, individual hygiene, and so forth;
Self-certainty;
Decision-making and basic leadership;
Communication aptitudes;
Social abilities and relationships;
Organizational abilities;
The ability to appear early in the day and other participation issues;
Management and manual standards.

Perceiving such delicate results should give you reasonable information about the progress
the volunteer is making, if there is any or if the volunteer’s performance is declining, some
effort must be made to find the reason. The reason can be a basic thing that can easily be
settled, but there may be deeper problems. Evaluating delicate results is useful and even
fundamental to your own (and those of your supporters) monitoring and evaluation
frameworks.
When doing such research, it is crucial to clarify why you collect such data and that you are
applying high personal data control and strict confidentiality. Involvement of volunteers in
improving information gathering - by offering areas that can be changed in volunteering - will
increase the sense of responsibility in the process.
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7. Chapter –
Regulations
7.1.

Transmitting

and

Broadcasting

Procedures

and

Radio broadcasting licence

A telecom permit is a sort of radio recurrence range permit that enables the licensee to utilise
some portion of the radio-recurrence range in a given geographic zone for broadcasting.
Permitting is granted by the telecom specialist (government office), which deals with the
radio recurrence range and applies open arrangement, for instance, convergence of media
responsibilities.
A telecom permit for the most part characterizes the following data:
•
•
•
•
•

Geographic directions with correct scope and longitude
Bearer Frequency and Bandwidth
Regulation arrangement
Successful Radiation Power Height above the office
The directional radiation course of the reception apparatus

It also regularly characterises with:
•
•
•
•
•
•
•

Working time (for medium and short waves)
Transmitter yield control (TPO)
Communicate bolster administrations (BAS) connecting satellite and
transmitter objects
Stamp and model of reception apparatus
Height above ocean level (AMSL) or ground level (AGL)
Reinforcement gadgets (which may have separate licenses)
Extra administration approvals (subcarriers, computerized radio)

A few nations characterize the type of radio or or television class programming to guarantee
sufficient diversity. Open stations might be required to communicate neighborhood content
each week.
Permissions are different for open telecommunication, radio and group televisions compared
to business candidates. Licensees must be aware of the planning, from the basic application to
the re-registration, which relies on the state and includes the duration of the authorization and
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the date of its reestablishment. If the authorization is reached within the eligibility period, the
licensee will be assessed from now until its termination.
7.2.

TV broadcasting

There are 3 main types of TV broadcasting:
•

•

•

•

7.3.

Simple TERRESTRIAL TV: Earthly TV is a term that refers to TV
broadcasting modes that exclude the transmission via a satellite or
underground connections. Earthbound TV broadcasting goes back to the
earliest version of TV and there has been no other type of television
transmission until the 1950s, when was the earliest starting point of the
satellite TV.
Advanced SATELLITE TV: Satellite TV is TV signals transmitted by
correspondence satellites and caught by satellite receiving wires and set-top
boxes. In numerous areas of the world, it gives an extensive variety of stations
and administrations, regularly in territories that are not served by earthbound
or link suppliers. Satellite TV, as different interchanges transmitted by a
satellite, starts with a transmitting receiving wire that have expansive satellite
radio wires, with a measurement of 9 to 12 meters (30-40 feet) in breadth,
prompting more exact pointing and expanding the flag control on the satellite.
Digital TV: Digital television is the transmission of television signals,
including the sound channel, using digital encoding, in contrast to the earlier
analogue television. In general an internet connection is used to transmit. It
also allows other parties to offer TV programmes, such as Netflix.
Web TV: Note that most channels now also broadcast via the internet. It
suffices to open a browser and type the respective URL to access a channel.
Examples: https://btvplus.bg/live/, https://nova.bg/live, etc.

Providers’ and technical support contracts

By launching the media community, you will need the engineers responsible for installing,
maintaining and operating all the equipment related to broadcasting. They also provide
technical support for films, concerts and music, ensuring high-quality production and
transmission of audio and video.
These specialists usually work in broadcast or sound recording studios, although they can also
work in information spaces such as hotels, entertainment venues and arenas. They perform the
role of support, usually reporting to the lead engineer, technical support manager, or
engineering director.
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The supporting contract includes the following topics:
•
•

•

•

•

•

Duties and responsibilities: To provide technical support for all broadcasting
equipment, the broadcasting specialist performs many different tasks.
Installation of broadcasting equipment: The broadcast specialist is responsible
for receiving and installing all new audio and video equipment. They should
be able to read and understand schemes and technical guidelines to effectively
follow the installation instructions.
Maintenance of broadcasting equipment: The broadcasting specialist is
responsible for the regular maintenance of all broadcasting equipment, as well
as for preventive maintenance. This includes regular software and hardware
updates. Broadcasters should be very knowledgeable about all broadcast
technologies in order to effectively care for the equipment and ensure that it
does not fail.
Problem solving: Often working in time-sensitive environments or for live
broadcasts, a broadcast specialist should be able to quickly eliminate and
diagnose problems with video and audio. This includes conducting extensive
testing before recording or transferring, as well as solving any problems that
arise after the start of the broadcast. They can also communicate with third
parties, such as equipment suppliers, to troubleshoot and solve technical
problems.
Repair of broadcasting equipment: Once the problem is diagnosed, the
broadcast specialist, sometimes in conjunction with other team members, is
responsible for finding a solution and completing the equipment repair until it
again works well. Often this repair must be done in a timely manner. The
radio specialist is also responsible for identifying when repairs are impossible,
and it is necessary to order new equipment.
Recommend Enhancements: To stay up to date with technology changes and
maintain superior broadcast quality, the broadcast professional must find
solutions for the continuous improvement of the broadcast. This includes
providing the company or studio with recommendations for updating,
upgrading and modifying the equipment, and then implementing them.
Broadcast specialists also, if necessary, make proposals for new technologies
and equipment.
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8. Chapter – Funding Audio Visual Community Media
8.1.

Basic financial management

Your station will have many distinctive expenditure lines for both main consumption (for
example, rent and telephone) as well as company-specific costs (for example, the cost of
mentors or brochures for posting on a specific occasion), and you must document every penny
spent and distributed in the financial plan.
To save the amount of money spent on cost plans, you need to use a modernised accounting
package. You can monitor pay and spending with the main spreadsheets, but as the broadcast
develops, the method would be unreasonably confusing and cause inconvenience and
mistakes. The money and time needed to invent the fundamental automated framework are
pointless expenditures.
Both your patrons and your bookkeeper jump at the chance to see a receipt or to know that
receipt was issued for everything, and all expenses are covered.
However, often there is no receipt from the vendor, or the specialist forgets to charge for a
while. The trick is that, if you do not see that you have paid for it, you can choose to use
money to buy something that you cannot really afford. So keep a rundown of any things or
administrations that have been requested, and check when you pay for them. In this regard,
you can use the focal request framework or delegate the request of normal supplies - count
down all the things or administrations that have been requested and check them out when you
pay for them.
In this regard, you can use the focus request frame or delegate the request for daily deliveries
to only one individual. Also, staff should be encouraged to lodge claims for unusual costs.
8.2.

Funding sources review

The principle subsidising is the cash that you should keep in your station - pay rates, lease,
bills, and so forth. Clearly, this is vital for any group radio station.
Some subsidizing offices are hesitant to pay essential expenses and offer just "undertaking
financing" to pay for specific exercises or capacities. When you get your subsidizing on the
spot, in the event that you do exclude claims for essential financing, you can raise quality so
that money cover specific capacities.
Some group stations have a parent association (for instance, a current group focus) that can
ensure the basic subsidizing In the event that your centre financing is set up or you have a
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reasonable technique to discover it, you are well on your way to an effective group radio
station.
In fact, even a small task may take several hours each week of each physical asset and each
agent so the application must include those costs as well as the activities of the employees in
the venture.
In the event that patrons refuse to satisfy such reasonable requests, you should really consider
reducing the funding. The undertaking may cost you more than its value.
The group of people on the radio can relax in case it takes half of its annual salary from one
source. Nonetheless, there are benefits to several small funding streams that work all the time
- funding will tend to be more segmented, allowing money to flow, and if a source dries, it is
unlikely stop the station. Several flow subsidies also help your freedom if the main goal is to
make progress towards extraordinary impact.
8.3.

Grants

There is a perpetual rundown of trusts, altruistic associations, neighbourhood, local, national
and EU government pots and different supporters who can give you little or extensive sums in
exchange for concerted support and advertising. They extend from greatly rich and capable to
little neighbourhood commemoration trusts.
Lenders do not throw money into the association, they put resources into ventures that, as
they would like to think, will get return of investment. Your association with members of
your group and audience opens special doors to finance social and monetary rehabilitation,
training funding, prosperity, group alliances and state subsidies for savings and much more.
On January 1, 2014, Creative Europe replaced the previous MEDIA and Culture programs as
European Union subsidizing program for the imaginative, social and varying media segments.
Inventive Europe is the new EU subsidizing program that consolidates past MEDIA and
Culture programs. It has a financial plan of 1.46 billion Euros for 2014-2020 and will help a
huge number of experts and associations in film, TV, amusements, distributing, music, legacy
and performing and visual expressions.
Support for the varying media industry is given through the Creative Europe MEDIA
subprogram, which has financing plans for autonomous makers, dramatic and advanced
wholesalers, silver screen proprietors, preparing materials providers and celebration
coordinators, markets and occasions.
Each financing plan has its own particular arrangement of rules and application shapes known
as a call for proposition.
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In parallel, there are different activities - for instance, the Community Grants Project, which
gives chances to indigenous group radio stations to reinforce their communicate foundation
and frameworks by giving chances to their group writers through a participatory and dynamic
stipends program. When all is said and done, this activity will add to group endeavours to
guarantee the manageability of the media of indigenous groups. This activity starts with the
help of the Fund of the New Fund "Theids".
8.4.

Advertising and sponsorship contracts

To produce income along these lines, your station should fill in as a business, too. Your
actions can be pretty much restricted on the off chance that you are organized as a beneficent
association or a non-profit social undertaking, yet the standards stay the same.
It might appear somewhat awkward to discuss business with regards to a venture, for example,
open radio, which is expected to enhance groups and is energized by the possibility of
intentional activity and social support. This must be the inverse of an entrepreneurial venture.
However, to be business isn't to be "corporate" or heartless. This may imply that you should
be intense, even merciless, however just with the goal that you can utilize your assets and
your beliefs to benefit as much as possible from your station's abilities. Your people group
ought to thank you for it. An open radio station that works inadequately as an enterprise will
soon turn into a poor group radio station. You can acquire salary as an open radio station
without losing your personality and goals.
8.5.

Community media as social venture

Despite whether you are an altruistic association or a non-benefit association, what you do
while working together is to offer administrations, increment wage and re-put this cash in
your undertaking to advance social advantages. Social undertaking:
•
•
•

Works like other business, albeit in socially profitable segments;
Is trading, hiring employees and wishing to benefit;
Invests any profit in the organization (or spend it on achieving the
organization's goals) instead of distributing it to managers, owners or
investors.
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Introduction
The production of informational and communicational contents oriented to the digital society
and the management of communication channels on the World Wide Web are absolutely
necessary for the actual media-making process. Therefore, the ability to produce informative
and communicative contents targeted to the digital society is very important in the context of
Community Media.
This means that the social entrepreneurs must know how to communicate the created
communities in the digital society in order to achieve the purpose of their social project. As
part of the “Social Entrepreneurship for Young Community Media Makers” project, in this
manual you will find topics which support this media-making process.
In this sense, this manual is organized in four chapters. Chapter 1 focuses on the structural
side of what the Internet is, exploring how information travels, how the World Wide Web
revolutionized information display, what is the W3C and its main objectives and security
issues concerning the use of the Internet. Chapter 2 deals with Project Management web tools,
what they are and what benefits project leaders can expect when using them. Chapter 3
analyses Web Content Management Systems and their fundamental concepts and principles
necessary to the creation of a well thought Website. Finally, Chapter 4 reflects on the Social
Media Landscape and tries to make sense of the numerous typologies of communities
available for socially interacting on the Web.
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1. Chapter – Internet, World Wide Web
1.1. Internet
In today’s world the Internet has become such a common thing that we no longer imagine our
life without it. All the ease we now have in accessing not only information, but also virtual
spaces where we interact socially, was once just an idea that sprung out of totally different
context. In the 1960’s investigation on a proto-internet operated a major communication
paradigm shift that would change the way we interact both with information and people. In
less than 20 years, the expansion of the Internet as reached 210 countries.
The term “Internet” comes from the concept of “internetworking”, which suggests the idea of
connecting different networks together. The Internet is a networking infrastructure,
connecting millions of computers around the globe. Each computer can communicate with
any other computer connected to internet, passing and receiving information through a variety
of languages called protocols.
The internet developed in the 60’s, out of the concerns of the Cold War period. There was a
growing necessity in the military to establish a working communicating network in case of a
nuclear strike. Thus, was born project ARPNET, the first version of the Internet. It was
created to ensure communication channels between military bases would subsist if enemy
strikes were to destroy conventional means of communication. ARPNET was revolutionary in
the way it enabled traveling of information between computers. Large messages were split in
small packages of information know as packets. From the 70’s onwards U.S. government
allowed Universities to start using the ARPNET system, and thus other networks started to be
developed and eventually begun to communicate with one another.
The "Internet" is nothing more than the basic computer network. You can visualize it as a
complex of highways connecting a lot of places all at once. From this we can already
distinguish the internet from its content, information. The Internet is the sum of all standalone
computers or networks connected by the lines of the telephone network.
In essence, the internet does a simple thing, it moves information from one place to another. It
doesn’t really matter the nature of the information; all the internet allows is the transferring of
data between computers. There are millions of computers connected to the internet, but they
don’t do the same thing. Some of them are specialized in storing data and pass it on to another
computer upon request, like a cabinet would. These computers are called servers, if they’re
holding ordinary documents they’re called file servers, if they hold people´s email they’re
mail servers, and if they hold ordinary web pages they´re called web servers. As you can see,
there´s different types of servers and there’s literally millions of them serving the web.
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When a computer receives information from a server it’s called a client. When you go online
and connect to mail server, you are a client and your Internet Service Provider is the server. It
goes without saying that there are many more clients on the internet than server. Data can also
be exchanged at the same hierarchical level and when to computers do so they’re called peers.
When you chat with a friend or exchange documents such as photos you’re engaging in a
peer-to-peer communication (P2P). In this kind of communication both computers act
sometimes as clients – that is, as receiving computers – and sometimes as servers.
Apart from clients and servers, there´s also a different kind of computer that acts as an
intermediary and is called a router. A router is like a mailbox at your house, and what it does
is really just establishing connections between clients and servers, thus being the point of
entry to the worldwide network.
Most data being transmitted over the internet does so by a method called packet switching.
Suppose you send an email to someone in Australia. Instead of a complicated and long
connection between your home and Australia and sending your email in one package as a
unity, your message gets split up into tiny units called packets. Every one of them has
metadata with its ultimate destination and can travel its own route. When the packets arrive at
their destination, they are reassembled to make an email again. The advantage of packet
switching is that you don´t have to have a permanent connection between two computers each
time you send a message until the transfer is complete. As the message gets split, many
messages can be sent at the same time, making communication more efficient.
When referring to websites we have a relatively simple system of addressing them by a name
(instead of their IP) called DNS (Domain Name System) that allows a computer to still
identify the IP of the website.
“TCP/IP is used because the internet is what is known as a packet-switched network. (…)
there is no single, unbroken connection between sender and receiver.
Instead, when information is sent, it is broken into small packets, sent over many different
routes at the same time, and then reassembled at the receiving end. By contrast, the telephone
system is a circuit-switched network. (...) after a connection is made (as with a telephone call,
for example) that part of the network is dedicated only to that single connection.” (Gralla,
Troller, 2006)
The TCP part of the protocol, manages how packets of data move between computers. By
knowing the origin and destination IP, it handles how the message is to be broken for
transmission, resents it if packets get lost, and reassembles them in the correct order at the end
of the transmission chain.
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1.2. World wide web
Now that we know how information is exchanged over the Internet, let’s look at how we
visualize and search for it.
The World Wide Web was created in 1989 by the CERN scientist Tim Berners-Lee. The
initiative spawned out of the necessity to create a scientific database where scientist from
institutes all over the world could have access to each other’s work in a normalized fashion. It
came into being as way to organize information on the internet, at the same time providing an
optimized way of searching and visualizing it, much akin to book library system.
It was conceived based on 4 languages:
1. HTML: HyperText Markup Language. The markup (formatting) language used
in web documents.
2. URL: Uniform Resource Locator. It’s a unique “address” used to identify every
resource on the web.
3. HTTP: Hypertext Transfer Protocol. Method for the recovery of linked resources
across the web.
4. Web Browser. An application that interprets a webpage.

HTML stands for Hyper Text Markup Language. This language constitutes a type of file
which instructs the browser how to show you information. The browser interprets the file and
translates the textual information into a visible form, rendering the page as the author
has ”marked it up”.
To further understand the concept, we can divide it into 3 parts:
•

Hyper Text means a method by which you can navigate the web in a non- linear
fashion by clicking a hyperlink.

•

Markup means that a set of specified tags format text information in a variety of
ways, e.g., the tag <b> Markup bold </b> will format in bold the text Markup
bold.

•

Language simply means this method is an organized set of code-words (tags) and
syntax.
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Figure 1: HTML document example

URL stands for Uniform Resource Locator, and it is an identity element attached to every
web resource. When a request is made by a client such as a browser, all the application is
doing is asking for elements that have this or that URL, as to be able to display a webpage.
The URL is both the location on a server of a given web resource, and the method of
requesting it. A typical form of a URL could be http://www.example.com/index.html,
which indicates a protocol (http), a hostname (www.example.com), and a file
name (index.html).
Web Browser is a software application for visualizing content from the World Wide Web. It
is the common portal for accessing websites, and basically assembles the various web
resources that may constitute a webpage. Not uncommonly resources are store at different
server and it’s the browser function to request and display those elements as a unified
webpage. Chrome, Firefox, Safari, Internet Explorer are some of the most reliable and used
browsers. Common user interface features of browsers are:
•

Back and forward buttons.

•

Possibility of open several tabs simultaneously

•

Extension plugins that expand browser basic functions

•

A refresh or reload button.

•

A stop button to cancel loading the page.

•

A home button to return to the user's home page.

•

An address bar to input the URL of a page and display it.

•

A search bar to input terms into a search engine.

346

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

The WWW is something built on top of the Internet structure and is just a small part of it. Its
innovation consisted on the introduction of multimedia elements as images, sound files,
videos and hyperlinks, accessed through the use of a browser.
The World Wide Web (abbreviated WWW or the Web) is an information space where
documents and other web resources are identified by Uniform Resource Locators (URLs),
interlinked by hypertext links, and accessible via the Internet
1.3. W3C
“The Web was not a physical “thing” that existed in a certain “place”. It was a “space in
which information could exist.” (Berners-Lee, 2000)
The W3C initiative is a non-profitable organization committed to make the web a universal
resource of free access to everyone. Founded by Tim Berners-Lee, the creator of the World
Wide Web, in 1994, in the sequence of his departure from the CERN Institute, the
Consortium was conceived with a pioneering awareness that a lack of methodology and of
common standards enforcing both its growth and evolution would lead to it becoming a
disorganized and inaccessible medium. Due to the Web’s decentralized nature, structural
concerns led its creator to dedicate himself to the elaboration of guidelines and norms, nonmandatory but extremely helpful on the long run, at creating a universal web.
In a sense, W3C acts as lobby with a regulatory agenda for the benefit of all web users.
The World Wide Web Consortium is an organization made up of nearly 500-member
institutions, all working together to make the Web and universally accessible place, mainly
through the development of standards on how the web should be built. Its members range
from businesses, nonprofit organizations, universities, governmental entities, and individuals.
Famous members are, among others, Microsoft, IBM, Boeing and the United States Defense
Information Systems Agency. The Consortium is supported by its members and it is hosted by
three institutions:
•

Massachusetts
Institute
of
Technology's Laboratory of
Computer Science (MIT/LCS) in the United States

•

ERCIM in Europe

•

Keio University in Japan.

The main objectives of W3C lie in trying to foster compatibility and agreement among the
industry by promoting the adoption of certain standards defined by itself.
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Its goal/aim is taking the Web to its full potential, through the development of common
protocols and open forums, which work on ensuring its evolution, inter-operability and
universality. W3C establishes guidelines for the creation and interpretation of Web contents.
Websites developed using those guidelines can be accessed and visualized by any person or
technology, regardless of hardware or software used.
If we think about it the Web is made up pieces of code, which in itself is a kind of language.
If developers agree on a language upon which to build websites, protocols can be established
upon methodology on how to do things and most importantly on how to use previous working
structures and build upon that. Consider for example the function of a browser: It displays
information according to certain rules like HTML interpretation: if websites all use
deregulated HTML methods, a browser would have to know how to interpret which one of
them. In such a context, the Consortium might try to counsel developers to comply with a set
of core principles and components, which might lead to a universal methodology.
As a global phenomenon, the Web suffers from a deregulated nature were innovation stems
from a lot of different cultural geographical and technological perspectives. There is a
constant thriving for innovation which most of the times follows its own internal logic,
leading to inconsistencies in user experience. A standard guideline must be ensured to secure
universal access for everyone. The Web was conceived to be universal, free of charge, and
with that comes the need to establish ground rules to make communication possible and to
ensure a sustainable growth over time. W3C is a not a mandatory practice, but developers are
advised to follows its protocols.
The main mean of action the consortium puts in practice is the publication of documents that
promote consensus, fairness, public accountability and quality, known as Recommendations.
These documents are protocols and guidelines that ensure long-term growth for the web. To
reach this goal W3C has several comities whose activity resides in investigation on emerging
technologies for the presentation of online content, W3C hopes to foster compliance by
promoting development guidelines and sensitizing Web related creators to its benefits in
constructing a more unified world Wide Web which ultimately relies on the implementation
of common practices.
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1.4. Web security
Although the Web is such a great tool for interacting with the world, it comes with its
liabilities. There are two major kind of threats we expose ourselves when surfing the Web:
By inputting your personal data, and this may be required in a number of distinct
contexts, there is always an inherent risk of losing your privacy.

•

By merely navigating the web, your hardware may be a target for malicious
infecting.
As the Web becomes more and more a place of interaction, social and professional, concerns
about its security issues become more prominent and complex. Having a website to promote
your initiatives is a great way to reach your target audience, but there are threats that come
with all the advantages of the Internet. Hacking has become a major concern in internet issues
as a kind of threat people aren’t normally fully aware due to its growing complexity. Running
a website should ensure the 4 principles of web security:
•

•

Confidentiality: user data should be kept private by a web application

•

Integrity: no unauthorized user has the ability to change a web application data

•

Availability: A web application should remain accessible to the genuine user

•

Nonrepudiation: A password user protected cannot deny action through his
account.

Threats on the web can be generally categorized as follows:
•

Malicious software - any software used to intentionally disrupt computer
operation, gather sensitive information, or gain access to private computer
systems.

•

Denial-of-service attacks - A denial-of-service attack (DoS attack) is an attempt
to make a computer resource unavailable to its intended users, temporarily or
indefinitely.

•

Phishing - Phishing is an attack which targets online users for extraction of their
sensitive information such as username, password and credit card
information. Phishing occurs when the attacker pretends to be a trustworthy
entity, either via email or web page.

•

Application vulnerabilities - Hackers can take advantage of as memory safety
bugs or flawed authentication checks in applications used to access Internet,
gaining varying degree of a computer.
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Food for thought:
•

What is the difference between the Internet and the Web?

•

What does HTML permits?

•

What does the W3C tries to achieve and through which means?

•

How is privacy threatened on the Web?
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2. Chapter – Project Management Web Tools
2.1. Selection
As with any endeavour, managing a project can be a very daunting task, and one you should
not neglect. The ability to have a macroscopic view of all the work that has to be done is a
great tool in helping achieving our project’s goal.
“(…) the absence of a project manager creates dysfunction. Without a person whose primary
job is to shepherd the overall effort, individual biases and interest can derail the directions of
the team.” (Berkun, 2005)
Nowadays it has become the norm to use a web-based project management application as it
contributes to the communicative dimension between team members. Not only are goals and
tasks readily accessible to all team members, with time schedules clearly stated, as feedback
becomes interactive bilaterally, allowing not just the delivery as well as comments and even
live chat.
A project management web tool is a specialized suite of applications designed to increase the
efficiency of a team’s productivity. It is a multi-user cloud-based platform that allows you to
manage implementation and progress of a project. It helps you to be aware of deliverables
status, as well as checking your plan against the task being delivered. These tools make it
easier to collaborate, track, and complete tasks as they come. It’s also a great tool for
knowledge sharing, as it encourages proper documentation throughout the organization.
This is the kind of tool that helps not just the person in charge of the project, but also
improves communication among team members by readily highlighting both
accomplishments or lack thereof, objectives and goals, schedule imperatives or constraints.
A great advantage of a web-based project management tool is the fact that it is a centralized
space of planning and decision making. This reduces extensively the need for email
communication as this kind of tool already offers channels of communication optimized and
organized. There are multiple channels/levels where you can interact with team members, be
it to inform them of their tasks, their time schedule, or to give them feedback on tasks already
done. Most of them offer a chat functionality and sometimes even live video conferencing. As
a centralized tool to communicate with your team it makes obsolete the need to email them or
send attached documents: it all happens through the web tool which makes for a confusion
free communicational channel.
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2.2. Research
When it comes to select one Project Management Web Tool (PMWT), choices are abundant,
both paid and free, specialized or with a modular incrementing logic. Firstly, you’ll need to
acknowledge what kind of features your project will benefit from. It´s important not to
overkill by choosing something more complex than you really need, that will only make it
harder to manage the project. Some of the biggest factors to consider when you’re looking for
a project management solution revolve around how easy it is to use, and how much it can
simplify your day-to-day activities.
•

BaseCamp

Basecamp organizes your communication, projects, and schedule together so you have a
centralized project site where everything is at hand. Instead of having project elements
scattered all over the place – strewn across separate products, lost in inboxes, or scrawled on
stickies or notepads— Basecamp brings everything your company’s working on under one roof.
Organized, centralized, and clear so everyone knows what to do, everyone knows where things stand,
and everyone can get what they need without having to ask around all the time. Inside every project
you’ll find six core tools.
•

To-dos for tracking work,

•

a Message Board for posting announcements and updates,

•

a Campfire chat room for quick casual chats with the team,

•

a Schedule for posting deadlines and milestones,

•

Docs & Files for organizing all the assets and notes everyone needs to do their
work, and

•

Automatic Check-ins to get insights from the team on a regular basis.
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•

Wrike

Wrike is another great PMWT that will allow you to manage your project and ensure proper
team collaboration. It will handle a number of procedures such as managing assignments and
resources, tracking dates and task’s. It comes with an interactive Gantt chart, a workload view,
and a sortable table that can be customized to store project data. Additionally, Wrike can
function as an email box that helps to alert users of updates from their colleagues and
dashboards for quick overviews of pending tasks. It comes with a live text coeditor into its
workspace to unify collaboration and task management.
Wrike offers:
•

An organized file management system, allowing to save every document needed as
well as keeping track of its version so you don’t end up with duplicated work.

•

Wrike enables your team to have discussions in the same system where the actual
work and the creative files reside. Instead of a disorganized email conversation.

•

It promotes collaborative editing.

•

It allows the generation of reports based on real-time data

•

It lets you create visual scheduling, aiding creatives to visualize projects better.

•

It lets you manage resources or people’s time, so you always k now who’s
available to do what

•

You can manage through a Wrike Mobile app, giving you full time access

•

It also offers customizable workflows, so it’s the software that adjusts to your
project’s needs.
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2.3. Planning
Project planning relates primarily with how you will consider your final goal and discriminate
the intermediate tasks that will allow you to get from project description to accomplishment.
It is a procedure that takes into account objectives and availability of resources, letting you
organize how things will happen. Who will do what and what amount of time a given task
will be allotted. This is not something that just obviously presents itself, there are decisions to
make as to how and when, that is, the segmentation of the work to be done into meaningful
tasks that allow to progress with the development of the project in a sustainable way.
Typically, the foundational tasks will be assigned earlier in the project, allowing you to ensure
an easy progression between tasks. You need to have a clear view of resources available, be it
time, people’s knowledge, logistics or otherwise dependencies from external elements, and
create a resource plan: these are the tools you have to achieve all tasks needed, and so the
ability to clearly state and be aware of availability of resources is something of crucial value if
you are to layout a feasible plan.
Next, you should develop a preliminary schedule. This is something of a not so strict nature,
as it probably will change over time, but in this step, you will assign time slots to each activity
in the work breakdown structure. This will enable you to project a starting and ending date for
the project. Scheduling can serve three primary purposes (Berkun, 2005):
•

To make commitments about when things will be done.

•

Encourage team members to see their work as part of the whole project.

•

To give teams a tool to track progress and to break work into manageable tasks.

A key aspect of managing a Project is the ability to plan ahead of time both its needs and
constraints. Planning can be used to measure and justify the level of effort required to
complete the project. It will aid the optimum utilization of your available resources. A PMWT
will allow you the creation of time charts, such as Gantt, letting you view what’s going on at a
given time and how are your resources being used. By planning tasks and its expected
duration you can predict bad usage of resources and plan strategies as to make sure team
members always have some tasks available for them to do, thus avoiding the dangers of track
dependency.
Time is a valuable resource and the ability to make a plan ensures your team members know
the final goal. Be sure to clearly state the meaning and purpose of a given task. It is extremely
important that the person executing it to know how her work will fit in the overall goal of the
project. This can relate to the scope a given task has. For example, it may be important to
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know how many people in a community use social media, but it may not matter which one
they use. By clearly defining the scope of the task you are making sure resources are not
wasted on things that don’t matter.
2.4. Development
As your project evolves, you should keep track of its overall status, are things going as
planned, are expectations being met, is the team communicating properly, are the milestones
properly defined? Are resources readily available to everyone, is any team member falling
back on his schedule due to an improper planning?
Things will keep changing over time, and you should take your initial planning as an ideal
situation which will need to be fine-tuned overtime.
What in your planning is contingent or otherwise imperative? You should be able to access
any deviation’s nature and ponder its impact on the overall goal: is this something that will
deeply reduce your chances at success or are you simply taking a different track not yet
envisioned that will take you by a different route to your objectives? Imagine someone’s
workload becoming too intense: can you reassign tasks to a competent team member and still
meet the objective or is the task deeply specialized and requiring full attention from its first
recipient? Not all task requires a specific team member to fulfill it, learn to distinguish track
urgency and specificity.
2.5. Publish
A PMWT offers a web repository with secured access and unlimited space for all documents
created and shared between team members during the implementation of the project
(deliverables, publications. bibliography, working documents, minutes of the meetings etc.) It
allows the publication of result achieved or otherwise working documents, making them
accessible to all team members. This has many advantages, team members can check their
colleagues work, be inspired by its quality and effort put in it, or otherwise point out
inconsistency that would otherwise stall future tasks.
So, this feature has a quality control nature and at the same time enables the working
knowledge of everyone to be harnessed. You may not be an expert on a given subject and so
rely on your colleague’s capabilities to identify errors.
Transparency is the key word here, and this feature is kind of peer review logic that only
increases the possibility of a successful achievement.
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2.6. Propagation
Propagation relates to project complexity, in the sense that interdependencies increase the risk
of failing to accomplish what has being established at planning phase (Marle, Vidal, 2016). If
a project is complex, it includes interdependencies and interconnectivities between its
elements (tasks, resources...). As a consequence, an uncertainty on a particular task can spread
through the entire project, as any element in relation with that task faces uncertainty and
transmits to all its neighbors in the same manner. Team work is of highly interactive nature,
meaning objectives are normally divided into different phases and specialties. If you consider
a media project such as an online news portal, some people write, others collect data on a
given subject, do interviews or take photos, other team members are in charge of designing
the website. All these tasks are interdependent, they are not hermetic tasks that could be
achieved individually without considering and relying upon work done by a lot of people. So,
if something gets out of track, this may have implications to the other tasks, meaning a
deviation on one task implies a restructuring of planning procedures. A simple way to
visualize propagation in thinking of a snowball: as time progresses its growth becomes
increasingly uncontrollable (Berkun, 2005)
2.7. Monitoring
Monitoring is one of main responsibilities of a manager. Ideally a carefully laid out plan
informs team members of their tasks and schedule, and everyone knows exactly what to do
and when to do it. Unfortunately, most of the times, contingencies interfere with planned
strategies and as teams might be made up of a significant amount of people, monitoring
ensures diagnostic procedures are keeping things controlled. Monitoring means simply to
know what’s happening: team members will concentrate on assigned tasks and are really not
in a position of having a clear view of the overall situation the global project stands on. Thus,
the manager needs to keep track of all project-related metrics such as time commitments,
people’s performance or quality checks during execution phase. By overseeing every action
being taken by the team, a manager will have the ability to stipulate corrective measures if
problems should arise and ensure the best possible correspondence between what is and what
should be.
Monitoring is about asking the right questions (Berkun, 2005). The deeper the question, the
more understanding you’ll gain. A project manager might ask: is X task being accomplished
in due time? If not, what is causing the delay? Is it a question of dependency inherited from
another task or else an external contingency? What can I do to solve this issue, what other
team member might help in this situation and in what capacity? Is there time available in his
schedule to deal with the issue, or do I have to reassign some of his tasks to another person as
to make room?
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Here are some questions that monitoring can answer:
•

Are tasks being carried out as planned?

•

Do unforeseen obstacles arise as a consequence of these tasks?

•

How is your team performing at a given period of time?

•

What are the elements of the project that needs changing?

•

What is the impact of these changes?

• Will these actions lead you to your expected results?
A good project management web tool will allow you good monitoring procedures, with the
advantage of it being interactive. Through monitoring, project managers compare 'what is' to
'what should be' and adjust the plan if needed. If the project isn't monitored, the schedule
could get off track without anyone realizing it, or the project could fail to meet agreed upon
criteria. If a given task is not ready on due date, the system could automatically report you
what the propagation might be in terms of dependable tasks and inform it’s assigned team
members of schedule changes.

Food for thought:
•

How does a web based PMT promotes communication among a team?

•

How will planning empower managing practices?

•

What does a project manager do during development?
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3. Chapter – Web Content Management Systems (WCMS)
3.1. Selection
A Web Content Management system is a web platform designed to facilitate the creation of a
website, as well as the management of its content.
Traditionally web design is a very specialized field of knowledge, encompassing such
disparate fields as programing languages, graphic design, database maintenance, interaction
design, etc. The amount of knowledge implied in such endeavor made it an expensive service,
without even considering the need for updating site information. In the past websites were
mainly to be read, with little to not at all interactive features.
Today that has changed, websites are fast changing web entities of an extremely interactive
nature. A WCMS will bypass all this technical knowledge requirements, by allowing you to
assemble a website in a simplified visual manner. Besides allowing you the creation of a wellbuilt, norm complying website, it also allows the uploading of new content, the ability to edit
it, review it and finally publish it. This kind of platform allows you to create and maintain a
website by using predefined methods and templates that enables you to assemble a webpage
very quickly, also letting you change its content as frequently as you need without the aid of a
programmer. Running a website, it’s really a team work and so a WCMS is a multi-user
platform, which offers a hierarchical structure of input and validations permissions. This
means you don´t have to do everything yourself, you can assign user permissions to your
team members which will allow them to create content, edit content created by others, and
publish content created by anyone else.
The key features of WCM systems are:
•

The ability to design and organize websites to provide efficient and effective
access to relevant and up-to-date content

•

The ability prepare content for publication, including content evaluation and
approval before publication on the website,

•

The automation of key parts of the publishing process.

There are many offers on the market for a WCMS, both paid and free, but whatever you
choose, keep in mind the changing nature of content, and make sure the one you choose is
customizable to your project’s needs.
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3.2. Administration
Administration in this context pertains the hierarchical rights a given system can confer upon
its users. Usually this ranges from full permissions (the user is allowed all possibilities of
interaction with the system) to only view or visiting permissions (the user can only navigate
the public parts of the website). There’s no strict hierarchical tree (as this can depend on
WCM nomenclature and architecture) although some common roles are:
•

Creator –can create and edit content.

•

Editor – can fine-tune the content message and the style of delivery.

•

Publisher – releases the content to the public.

•

Administrator - manages access permissions to team members.

•

Consumer, viewer or guest-consumes or uses the content.
3.3. Website design

Everything about your website - including the content, the way it looks, and the way it works
- is determined by the website design. Web design is a process of conceptualizing, planning,
and building a collection of electronic files that determine the layout, colors, text styles,
structure, graphics, images, and use of interactive features that deliver pages to your site
visitors.
Website design is a far-reaching concept that generally involves all needed to create and
maintain a website. This can range from layout design to search engine optimization (SEO) or
I.A. (Information Architecture). An important idea to retain is that website creation isn’t just
about the visual aspect – it is color pallet or it is typography – but also about how things work
and interact with the user. Generally, we can summarize graphic principles you should take
into account in six concepts (Shelly, Napier & Rivers, 2008):
•

Balance - by aligning elements on your page you build symmetry and visual
comprehensibility

•

Proximity – position related elements close as to indicate a sense of unity, as you
would do with meu items.

•

Contrast – contrasting elements draw attention to themselves and used to stimulate
attention and establish the page’s focal point.

•

Focus - establish a visual hierarchy, bigger things are more important.

•

Unity – design pages by applying the above concepts and achieve a visual
coherence.
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These principles are general guidelines that tend to propitiate a good user experience. But
with what tools can you achieve these goals? By learning the elements of the visual language
and combining them in purposeful ways. Here are the baggage you have at your disposal
when trying to convey a visual message:
•

Lines

•

Shapes

•

Color palette

•

Texture

•

Typography

•

Form

In a more restricted sense, in the context of WCMS, it means the front-end side of a website,
and concerns the way a website may look, interact with the user, and the way information
may be displayed. A WCMS will generally allow you control over the layout of your content,
through the use of an editing environment offering you pre-made common ways of displaying
information, such as:
•

Menus

•

Blocks of text

•

Icons

•

Videos

•

Sitemaps

•

Breadcrumbs

The advantages of designing a website in a WCMS environment lie in the fact it allows to do
it in a visual way; you simply need to drag already functionally programed elements to a
blank page to start designing the webpage. Imagine you need a website with a dropdown
menu: the code implied in such an element is fairly complex and requires a substantial coding
knowledge. Designing through a WCMS enables you to drag a menu block and this will be
integrated with the code of your webpage automatically.
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With the empowering capabilities a WCMS bestows upon you, you should ensure your
website has:
•

Intuitive design

•

A hierarchy of visual importance applied to its elements

•

Accessibility

•

Reduced number of choices from user’s decision perspective

•

Interesting content beyond textual messages

•

A good use of white space to ensure readability
3.4. Selection template

A website template is a web resource designed to aid
at the creation of a website. It is a ready-made fully
configured webpage that allows you to simply plug
in your own content, replacing already formatted
text, icons, images, logos and videos placeholders.
The process of inputting your own content is done in
a really easy and fast fashion. By using it, the
complexity of a good working website is overcome,
simply because you take advantage of a resource
conceived and developed by professionals. In
addition to saving you time assembling your page by offering you tried and tested models of
information display on the web - it also aids at
message delivery optimization, since it makes use of
user expectations, taking into consideration how a
website is expected to look and function.
As simple as it seems, a webpage template is the
product of various activities and disciplines required
to produce a website’s efficiency as a medium of
communication. Below is a list of some of the
specialized competences that come into play in the
creation of website templates:
·

Typography

·

Code Programming
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·

Color Theory

·

Information Architecture

·

Interaction Design

·

Layout

·

HTML

·

Cascading Style Sheets (CSS)

A template is a recognizable and optimized form of organized visualization, they are tried and
tested organizational forms which increase your user’s understanding of the content you
display by using a familiar layout to them, this way they don’t lose time trying to understand
how the website is organized. The image on the right shows you and example template, as
you can see everything is already designed, you just have to rewrite the text, all the design
and layout are already in place.
3.5. Web page layout
A layout pertains the visual structure a web page,
it concerns the physical disposition of the
elements that comprise your webpage. It is a way
to build a context for your textual message,
organizing space and thus ensuring readability. It
concerns readability of content by selectively
separating elements, e.g., a textual message could
be enwrapped in a box, or standing against a
different color background, conferring it a
distinguishable area on the page. When creating a
layout, you are just deciding the structural aspects
of the page, the way the different kinds of
elements will be organized, be it in columns,
normal text with paragraphs separating key
message changes, etc. Imagine you want a web
page that has a menu on top, a certain whitespace
beneath it, then a body of txt organized in 3
columns, then some more whitespace to separate
the text from a full width image. That’s layout, it
could be a side bar menu with text aligned to the
right side and that would be a different layout.
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Typically, a layout will look like the image on the right. Even the way the information you are
reading right now has a distinct layout from the rest of the document, its layout is two
columns of information, one textual and the other visual. From the image on the right you can
certainly understand that an infinite number of websites could be created based on it. A fit
analogy would be calling it the plant of the website.
3.6. User behaviour
User behavior is a concept that will allow you to better understand visitor’s choices on your
website. Through a number of different tools and techniques, you can acquire statistical data
concerning what users normally do on your website.
Using tools such as Analytics, Heatmaps or behavior flow report you can discover:
• How many people visit your website.
• Where do they click.
• Where do their mouse pointers move to.
• If Visitors are scrolling down the pages.
• The entry and exit points
• Where is your audience from, which browser do they use.
• How they found your website
• What is the most visited page on your website.
By knowing how your visitors use your website you can acquire a deeper understanding on
how your website is helping you getting your message through. This is a great opportunity to
redefine and improve its purpose. For instance, if upon analysis of data you come to the
conclusion visitors aren’t scrolling down the page maybe you can redesign a page usability by
inserting elements that prompt them to continue reading, perhaps you need to write a clearer
message in a simpler way as to not drown them in information.
3.7. Usability and accessibility
Usability and accessibility are concepts that play a major role in achieving a universal web,
with equal access conditions to all.
Web accessibility is a required feature of the technical aspect of user interaction on the web,
primarily focused on the group of disabled people. It considers normal usage of the web and
reflects upon technical barriers some people might have at perceiving, understanding,
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navigating or interacting on the web. There’s a wide spectrum of disabilities being considered
such as visual, auditory, physical or cognitive. A major promoter of the issue is W3C, through
the Web Accessibility Initiative and its published output, the Web Content Accessibility
Guidelines (WCAG). Mainly accessibility concerns the use of alternative methods of
describing the content on your website. Disabilities are really an impediment on traditional
usage of a giving tool. Consider how deaf person might be able to access video content such
as a specialist giving a lecture on his field of expertise, simply by being able to turn on
subtitles. Another example might be controlling the navigation on a website through the
keyboard by a person not able to control sensory motion except for the neck up. Through the
use of a headstick that person can input keyboard commands and navigate the website. If the
website is not compliant with accessibility norms, it might only be possible to navigate
through the use of a mouse. With that in mind, always consider a multisensory approach at
describing your website content, providing different alternatives for each individual’s
capability.
On the other hand, usability is a concept that is concerned with user experience in general,
namely its effectiveness and efficiency.
“Every time users have to struggle with operating a control, go into problem-solving mode to
figure out where a link has taken them, or wonder what an image says, the website has taken
them away from their own goal and broken the ow of the activity. Experiences such as these
make products less usable and less enjoyable. They also make users feel less satisfied and
successful.” (Horton, Quesenbery, 2013).
Usability analysis considers the various facets of the interaction as seen from the human
action perspective and is thus more of a pragmatic nature than accessibility. When we speak
of web usability, we’re talking about the degree in which user experience is easy and nonobstructive, how easy it is to learn and remember the interface, namely how understandable
an interface might be.
3.8.

Information architecture

Information architecture deals primarily with user’s cognitive process when dealing with
information (Garret, 2011). It is one of the most intangible aspects of a website from a user’s
perspective. It pertains itself with how you organize and label both your content and the metastructure where you present it to your users. It is the science of creating a conceptual
framework for what you want to communicate. I.A. is something with which you concern
yourself before you start designing a website, its main purpose being making content easy to
find, understand and use.
A well-planned information architecture will benefit both the user and the developer
(Morville, Rosenfeld, 2015). For a user it makes the experience better and faster because it
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has a user-centric logic, it is applied for the benefit of intelligibility. For the developer, it
greatly reduces cost of implementation by stating precisely the mission and goal of a website
and by structuring everything to serve this purpose.
An IA plan covers 4 basic structural concerns:
•

The organization of content

•

The labelling of categorical elements

•

The characteristics of navigation the website offers the user

•

Findability – how users find what they’re looking for

Here are a few basic principles to keep in mind when organizing your website:
•

Know your users - By knowing them, you design for them specifically.

•

Limit the choices - Don’t overwhelm the user with choices to make, provide them
with online the necessary distinction between categories

•

Limit the information they see on a single page - Write in a simple style that is more
informative than decorative, stick to the point you are trying to make ad do it in an
easy way to understand, no matter the complexity of the subject.

•

Make labels logical - A bad navigation menu name or any other label will confuse the
user, use logical nomenclature instead of trying to find singular ways to describe
something easy to label.

•

Make change possible - Plan ahead how your site might accommodate both growth
and change, try to make structurally modular and open.

3.9.

Interaction design

“Interaction design is concerned with describing possible user behavior and defining how the
system will accommodate and respond to that behavior” (Garret, 2011).
It helps improving user interest be variously cueing navigation directions within a website. It
simplifies navigation issues to the ideal point where a user can concentrate on content. It
helps user situate himself through the use of audiovisual cues. Interaction design aids on
creating engaging interfaces whose behavior is user friendly. To have a website with a well
thought behavior you need to reflect upon how a user might interact with a website, how
communication between the two is established. Normally you’ll aim at something
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uncomplicated that aids navigation at a subconscious level. When planning your website pose
yourself these questions:

•

What type of interaction users can have with the interface – what is the mouse allowed
to do: dragging a slider, clicking a button, hover over important text which gives them
feedback, etc.

•

Do clues are being given before a user’s action is taken – do elements such as words
buttons or graphics changing their appearance – size, color, or shape - upon the mouse
hover on them

•

When user exhibit a behavior not permitted by the interface, are they provide an
alternative use that’s more suitable – solutions can be easily provided by informative
error messages. A constraint should ideally be a clue as to what is the proper behavior.

•

Consider each element function – Are things big enough as to be intuitive to interact
with; are you bending conventions for no good, and so neglect user’s expectation
about the interface behavior?

•

Is simplicity present – try not to cloud user’s capacity to choose by providing
excessive amount of information and choices.
3.10.
•

Content publishing
WordPress

One of the most famous website
management
system
is
WordPress. It allows an easy
process for assembling a website
by means of a Dashboard where
you can select a template, input
your own content, and then click
Publish so the website becomes
public.
The main benefits of using WordPress lie in the fact that there are thousands of templates to
choose from, as well as a great number of plugin that allow the extension of functions on your
website. Additionally, it’s extremely easy to upload new content.
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•

Joomla

Another great alternative is Joomla, a WCMS with an easy and flexible system, fully
customizable to your needs: This option is free of charge as it is an open source software, and
additionally it has a huge community of developers perfecting and extending it.

•

Drupal

Lastly, Drupal is also a great option for WCMS. One strong characteristic of this option is the
fact that Drupal allows you to publish for multiple device outputs. Flexible and highly
scalable, it provides easy content authoring through a customizable editor, and it supports
responsive web designing for mobile integration.
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3.11.

Monitoring

When you create a website and put it online there’s an issue you should concern yourself
with: are users able to access it under a normal fashion? Believe or not this is a major issue as
the internet is really a series of protocols and technologies interacting with each other, and
opportunities to processes not working as expected abound. That’s where website monitoring
comes at play, it is a series of procedures and analysis practices intended to test your website
availability to its main users. It is a performance optimizer, essential in accessing website
uptime (the amount of time it actually is online and available for visiting). Monitoring can
cover a lot of technical procedures run by an application, like network connectivity, Domain
Name System records, database connectivity, bandwidth, and computer resources like free
RAM, CPU load, disk space, etc. Common things to consider in this context are response time,
consistency and reliability under different scenarios of traffic amount. In a nutshell, website
monitoring helps you determine how well your website is performing.
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Food for thought:
•

What are the main benefits of a WCMS?

•

What is the difference between a layout and a template?

•

How does user behavior analysis help you improve your website?

•

How can accessibility help in making the Web universal medium?
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4. Chapter – Social Media Landscape
Social Media have now become the “go to” tool for general communication. They allow us to
be a new kind of social actor by welcoming us at the virtual communities of today. Their
appearance changed profoundly the communication paradigm mainly be giving people’s
opinion a public site, an “always on air” space which prompts people’s participation by
disseminating their world’s view across a wide global network. Additionally, they introduced
substantial and pervasive changes to the way interaction took place between individuals and
organizations. It is estimated that nearly one in four people worldwide (about 1.7 billion
people) use Social Media to communicate and engage with others
But what are Social Media exactly? Just by analyzing the terms, Social means interacting with
others, offering and receiving information of some kind; Media refers to an instrument of
communication, such as internet. So Social media are an interactive medium of
communication, first and foremost. They are a way for users to stay in touch with friends and
family, network for career opportunities, or else find people around the globe who share their
interests. They are communication tools offered as web communities where people can
interact with each other by both consuming information and share it with other users. Social
media is a vast term which encompasses at the same time technological means, social
interaction and information sharing. These communities allow the creation of content – such
as text, audio, video and images – to be published online and to be shared or supported by
users who choose to do so. These are online communication channels designed to receive
community- based input, which means they are designed to provide a space for people’s
opinion. The main difference between traditional media and social media is that the latter
introduces an interaction element between the user and information. Interactivity can occur at
many levels and could be as simple as giving a like to an article shared by someone.
What separates Social Media from traditional media is also the fact that people became both
users - and in that sense consumers – and publishers or diffusers of information. Communities
are now both an audience and an outlet medium. People´s opinion gets disseminated and
spread by its audience through the acts of sharing, liking and commenting. This is an
important difference because it situates both emitter and receiver of the communicational
model at the same structural level. A major consequence derived from this is that it
decentralized accessibility to message delivery conditions, previously solely held by news
outlets.
Another major consequence derived by the arrival and propagation of Social Media is that it
liberalized opinion emission by creating the opportunities and possibility for an audience, free
of charge. People’s influence is no longer topographically circumscribed, they are
internationally present from now on, and as such it expanded people’s individual reach in the
global communities.
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Well know examples of social media are Facebook, Twitter, LinkedIn, Google+. Although
different in nature, community networks all share universal features that structurally define
them as social Media:
•

User accounts – required so you can register yourself in any community.

•

Profile pages – this is your public persona or avatar. It is intended to let other users
know who you are.

•

Friends, followers, groups – the main form of association in Social Media, through
befriending or subscribing you are channeling their content and information into your
account.

•

News feeds – the method through which your channel collects content from other
users.

•

Notifications – the system informs you through messages about or profile or possible
connection you can make with other users.

•

Information updating, saving or posting – any Social Media will allow you to create
content and share it.

•

Like buttons and comment sections – the two main forms of interacting in Social
Media.

•

Review, rating or voting systems – Most Social Media communities will ask you to
review, rate and vote on information from other users.

Though common traits can be found not all social media fall on the category. The typology
greatly varies according to the purpose of the community:
•

Social network – oriented towards the connection of people. Ex: Facebook.

•

Sharing multimedia communities – Oriented towards multimedia documents such
as photos, videos, etc. Ex: Instagram, Snapchat, YouTube.

•

Discussion forums – To find or exchange news, information, opinions, or
generally to discuss topics of interest. Ex: Quora, Reddit.

•

Bookmarking and content curation networks – To discover and share new
trending content, it also serves as a place where to find inspiration and ideas. Ex:
Pinterest.

•

Consumer review networks – To find opinions and reviews or rate your
experience of services, brands, or products. Ex: TripAdvisor.
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Social media bring about a number of social benefits and purposes: They promote an everrunning dialogue with many advantages:
•

Connectivity – by allowing users to affiliate with each other, it facilitates social
interaction between like individuals and globally promotes agility among social
interactions. A user may literally connect with anyone and share his thoughts or
exchange information.

•

Education – it abolishes geographical constraints and allows students to learn from
specialist around the world.

•

Help – it allows the community´s knowledge to be harnessed: users can pose question
or ask advice on any subject and benefit from other person’s experience.

•

Information and Updates – provides unbiased news information about world events
since it is impossible to control everyone’s opinion on a given subject.

•

Communities Building – it makes extremely easy for people with similar interest to
connect, leading to the creation of numerous virtual communities.

•

Awareness – Social topics benefit a lot from discussion about it on social media. It is a
medium capable of touching people in a very fast and effective way.

•

Networking and collaboration

Networking is an important characteristic of Social Media. It consists of creating a group of
acquaintances and associates and keeping an active relationship by regularly communicating
through interaction on social Media. Networking allows you to build a web of contacts based
on some kind of affinity: by promoting the connection between individuals, it expands the
possibilities of interaction, because it fosters closeness and availability of means and
opportunities to interact. People can engage in networking for a variety of reasons, be it
professional, informational, educational, academic or simply leisure. It promotes the exchange
of information and ideas among individuals or groups that share a common interest or goal.
Networking also bares the goal of keeping users connected at a global network simply as a
way of being immersed in society: networking is increasingly becoming the way people
acknowledge and state publicly they are an active part of society, by being actively engaged
in social discourse and by discussing topics concerning it.
Collaboration is one of the major possibilities social media offer to its users. Due to Social
networks being a virtual space, logistic constraints are no longer diminishing people’s
opportunities of collaborating. Collaboration can simply happen as a way for people to come
to conclusions on social topics by debating with numerous points of view and fine-tune their
own opinions about said topics. As a site of public debate, social media foster.

372

“Funded by the Erasmus+ Program of the European Union.
However, European Commission and Turkish National Agency cannot
be held responsible for any use which may be made of the information
contained therein”

•

Sharing, publishing and discussing

In a Social Media context sharing means the act of publicly endorsing an opinion or a piece
of information. By sharing, people associate themselves with a given opinion or content:
whether they agree with it or not, by sharing they declare it something of value to the
community. They are making an indirect stand on what their opinion is, or about what they
think is worth saying in a debate. It’s a form of opinion expression that acts as an
endorsement.
Another effect of sharing is that it helps information spread and stay unbiased since it is not
ideologically controlled.
Sharing also functions as a booster on others people points of view, by allowing the user to
draw attention to something published by another person: users share content they feel more
people should be aware of and by doing so they are helping other users getting a larger
audience.
When people publish something on Social Media, they are letting the community know who
they are and what they stand for. Interest and concerns are a big part of the perception of
user’s identity or personality. By formally offering their views through the publishing of
content, users engage in opinion dissemination and the build of influence of their online
personas. Currently we are seeing an increase in the appearance of opinion makers who have
a lot of followers, to the point of being able of making a living out of what they opinions are.
•

Community media and social media

Community Media initiatives can deeply gain by adopting social media channels for reaching
their target audience. The engagement of people on your project’s activities can be easily
propelled by building a continuous dialogue on platforms such as Facebook by selectively
choosing content that instigates curiosity to learn more about the initiative. Keep in mind that
the quality of your message matters here: your content should inspire readers to comment,
share, like, and retweet. By summoning their desire to be more integrated within community
activities, you can report on latest or upcoming events, thereby increasing your follower’s
base. As studies have shown, “it has been apparent that online networks can strengthen local
links within neighborhoods, intertwining online and offline relationships” (Hampton, 2007).
By building awareness on your issues your community project deals with on a regular basis,
you are instigating the passage of from virtual interaction to face-to-face relationships.
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Food for thought:
•

How do you think Social Media changed the way we communicate in society?

•

Can you differentiate different kinds of Social media communities?

•

How can you educate or raise awareness about social topics on your community?
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Online Resources
•

http://uiaccess.com/understanding.html

•

https://ec.europa.eu/europeaid/monitoring-projects-and-programmes_en

•

https://www.usability.gov

•

https://www.w3.org

•

www.simonstl.com/articles/civilw3c.htm

•

https://webstandards.hhs.gov/guidelines/
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