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1. Unmuting peripheries: Blogs, inequality, and public sphere in Brazil 

Blogs, independent journalism websites, and engaged social media are emerging as important 

channels for denouncing inequality in Brazil. This paper analyses discourses found at different kinds 

of alternative media and discuss how these outlets are taking the agenda on social issues to another 

level of participation and complexity. More than repeating radical and activist strategies to reach the 

public sphere, these alternative producers are refining their proposals and offering new conversations 

that involve social exclusion, racism, and violence, developing a potential to touch the whole public. 

Departing from a notion of community-centred media, we find here a more decentralized, discourse-

empowered practice, which has been able to gather around a peripheral, but not powerless identity. 

While questions on the weight of partisanship and on the feasibility of some production routines 

remain, the alternative media in Brazil may be slowly paving the way towards a more realistic and 

non-mainstream dependent notion of media democratisation. 

Helton Levy is a journalist and researches for a PhD at City University London. His research is 

focused on alternative media and inequality. 

2) The National “Media emergence in a political bubble” 

During the 2014 Scottish Independence Referendum it was often said by many within the Yes 

Campaign that the mainstream UK media held a bias towards the “No” or “Better Together” side. 

Alex Salmond MP, leader of the Scottish National Party (SNP) and the Yes campaign during the 

referendum, stated, after the referendum defeat, that institutional media bias was a significant factor 

in deciding the outcome. Whether this is true or not is a matter of debate, however, what is 

interesting is that one news organisation took the opportunity to make the most of the pro-

independence supporters feeling that their views were not being adopted by mainstream media. 



Newsquest, the 3rd largest UK media publisher with 300 regional and national titles, chose to launch 

a new Scottish daily newspaper called The National. Launched as a subsidiary of The Herald this 

newspaper was the only national publication to declare in favour of independence. Its launch was 

even announced by the SNP during a rally on 22nd November 2014, the day after the first print 

edition was released. The coincidence of the newspaper’s launch as a specific pro-independence 

newspaper as well as one with clear ties to a political party, despite being launched as an 

independent publication by a non-partisan media publisher, raises some interesting questions. How 

viable is it for newspapers to emerge primarily to support a political cause? Was it the intention of 

the editorial staff to pursue a particular political agenda and is this a long term strategy? How 

successful has this newspaper been in securing a readership in the year following the referendum? 

And, as a larger research question: What role do political movements play in changing the media 

landscape?  

This case study will use qualitative as well as quantitative methods to identify the background and 

intent of the newspaper as well as its progress in terms of capturing a market. Furthermore this 

study will look at other examples of media that have emerged to support other political causes and 

compare this with The National in an attempt to understand this phenomenon. This study will 

examine both the business case for and against an example such as this as well as this phenomena’s 

role in political communication.   

Jamie Greig, PHD candidate & Graduate Teaching Associate, School of Journalism and Electronic 

Media College of Communication and Information, The University of Tennessee, Knoxville 

 

3) Understanding how gendered interactions between rural communication services and farmers are 

influenced by Plantwise approaches in the agricultural innovation system of the Punjab province in 

Pakistan 

   

There have been few, if any, societies or domains in which women as a group controlled the 

distribution of wealth or the exercise of power; agriculture is definitely not one of them. The link 

between development, agriculture and gender bias is well documented across the published and 

grey literature. However, for all the positive messages and reactions by the international community 

over the last 40 years, most researchers will confidently state that extreme rural poverty still stems 

from an imbalance of sexes. For Pakistani rural communication services, the quest to ensure a 

gender aware service across the world, struggling against overwhelming patriarchal norms, is harder 



than ever. There are strong gender disparities in access to extension services and adoption of new 

technologies, with male farmers consistently reporting better access to extension information. 

Indeed, its efforts to redress these imbalances are hampered by the very same assumptions and 

misconceptions which shape gender determined economic roles in the world.  

 

The main aim of this PhD study is to understand how external rural communication programmes 

can integrate gender equality practices into current extension operations at an individual and 

institutional level. Understanding the impact of a large development programme such as Plantwise, 

designed to give better access to reliable advice on plant health problems for small holder 

agriculture can only help the development community and its partners develop better standards in 

their future activities. In this study, I will attempt to understand how the Plantwise programme 

influences rural communication services’ approach in the Bahawalpur district of the Pakistani 

Punjab. Secondly, I will attempt to highlight how farmers and extension workers perceive access to 

agricultural information in a district with and without Plantwise activities through a gender lens. 

The final objective of the study will be to understand the impact of the programme’s activities on 

institutional and individual perceptions of gender in rural communication services. 

 

Julien Lamontagne-Godwin, Scientific officer – International Development, CABI Europe – UK 

 

4) NGOs and Italian Public Broadcasting Service cooperation in raising public awareness in 

sustainable development issues.  

     The UN Millennium Development Goals have stressed the importance of a radical global policy 

change in several different areas but there is still a number of amendments to implement, especially 

for granting a sustainable development economy policy in every country. The presentation will aim 

to analyse a case study from my personal work experience as a contributor to a TV show named 

Scala Mercalli and broadcasted by the Italian national television. Scala Mercalli show is sponsored 

by FAO (Food and Agriculture Organisation of the United Nation) and it is focused on presenting 

global environmental and related social problems, offering understandable scientific information 

and solutions to the audience. Each topic is introduced by a documentary which is executed by 

contributors who normally work closely with local NGOs. Explicit cooperation between a public 

service broadcaster and international NGOs in informing and educating citizens about development 

and environmental issues can be analysed from different perspectives and present both advantages 

and disadvantages. Means of Medias need to rely on accurate sources in order to provide 



information of high quality to the public but they also need to remain unbiased and be able to 

provide the points of view of the different actors.  

On the other hand, NGOs have always considered media publicity a fundamental element in order 

to increase coverage on their own causes. Still, it’s likely that all resources invested in media 

advocacy do not bring the awaited results. The presentation – based on a personal project shot in 

Bolivia (contamination of the lake Titicaca) and India (illegal sand mining and sand mafia) will 

propose some questions: which considerations have to be done before approaching a private or 

governmental no profit organization to cooperate with? Is there a risk that the media can be 

inadvertently used by some organization for promoting a lobbying campaign? And how should the 

media public system approach to it? 

Flavia Cappellini, MA Media and Communication, City University London   

5) Importance of Participatory Communications - Paper to be presented by postgraduate students 

from the University of Reading, UK  

       As postgraduate students of development studies at the University of Reading, we are a 

culturally diverse group from 12 countries with varied experiences and backgrounds, yet with 

similar goals and dreams as the future of development communication. Here therefore lies our 

greatest strength, yet our greatest challenge. It means that we are a microcosm of any society where 

we have different needs, outlooks and ways in which we envision change, but core to our 

differences is our need to understand social change and be agents of change using communication 

for development effectively.  

In recognizing our differences, we acknowledge that development is experienced differently by 

varying groups of people, and we recognize the strength in making these differences work for us in 

our understanding and practice of development communication. Therefore, from our different 

perspectives, we have identified a common problem with development interventions and that is, that 

the importance of participatory communication is often undermined. If this issue is not addressed, 

there is a risk of excluding people from the development process.  

This paper examines development projects to identify communication for development components, 

and how these components are influential in the promotion of social change. It presents an analysis 

of case studies from selected countries in this group of students. As we represent more than ten 

countries, we will select the most interesting development projects to analyze in this paper. The 

methodology would includes paper reviews of development interventions related to social 



movements and participatory democracy and analyze how they are implementing communication 

for development approaches. The different experiences in various countries are going to be highly 

beneficial in achieving our research aims.  

Authors of the paper:  

Stephen Chikate (Zambia), Sophie Dambe (Malawi), Carolina Echavarria (Uruguay), Debola 

Fatilewa (Nigeria), Vladimir Figueroa (Colombia), Tina Gotz (Austria), Tennecia James (Jamaica), 

Gibairu Janneh (The Gambia), Susan Kadimah (Kenya), Mio Matsuoka (Japan), Ana Orjuela 

(Colombia), Samat Ryskulov (Kyrgyzstan), María Salcedo (Colombia), Yoko Sasaki (Japan), 

Chrishane Williams (Jamaica). 

 

6) Regenerating Freirean Literacy: An Exploration of the Use of Reflect Circles in NGO‐Driven 

Communication for Development 

       This paper explores an NGO’s use of circle work (Reflect Circles in particular) in rural Malawi 

to create participatory media content, and discusses the enabling and constraining aspects of using 

Reflect to sustain and legitimize wider processes of public sphere formation. Over a 5‐year period, 

from 2010 to 2015, the author has conducted a multi‐sited ethnographic study of a development 

program called Action for Social Change (ASC). ASC is driven by a network of NGOs in Denmark 

and several East African countries, all members of the international Adventist Development and 

Relief Agency (ADRA). ADRA places Reflect Circles as a pivotal element within the ASC strategy. 

Reflect is a participatory form of development practice that invites community members to identify, 

discuss and prioritize issues that affect them, and seek feasible ways to address and solve them. 

Reflect promotes a distinct view of ‘literacy’ understood not only as the ability to read, write and do 

mathematics, but also in the Freirian sense as a prerequisite for ‘conscientization’ or becoming 

critically aware of one’s own situation.  

In Malawi, furthermore, local community journalists use Reflect to source stories. The journalists 

work closely with community facilitators contracted by ADRA, who in turn take responsibility for 

broadcasting the stories on wider media platforms, including debate and edutainment programs on 

national radio and television, all produced at ADRA Malawi’s headquarters. Based on qualitative 

analysis of interviews and video‐recorded Reflect Circles, and with a focus on the concrete practices 

enacted by participants and facilitators alike, this paper explores how ASC unfolds in actual 

practice. In relation to the strategic goal of strengthening participatory and democratic 



communication, the paper then raises critical questions concerning how Reflect Circles enable 

specific utterances and discourses, as well as to what degree, if any, the participants are in control of 

the mediation process.  

      Jonas Agerbæk, PhD Fellow, Roskilde University  

 
7) Gender and advertising  

 
      In recent years, various studies have illustrated that males and females often differ in their 

reactions towards advertising, differences reported in the literature have been mostly emotional 

in nature. Gender differences were usually conceptualized along sociocultural dimensions, with 

males being more agentic and females being more communal, the common finding then was that 

both gender responded more favourably to those adverts which used emotional appeals with their 

gender roles consistently (Papyrina, 2015). Plus, the genre equality has long been promoted since 

the 1960s, female have gained more roles in society as well as independences. Female portrayals 

in advertising have literally been slow to adjust their evolving status. Especially, the elaboration 

of women in professional roles and voices authority at the expense of housewife roles and 

dependency representations, reports a significant time lag before its depiction in advertising 

imagery. Even today, recent studies postulate that advertisements do not reflect contemporary 

gender roles posing concerns that advertisers incorporate stereotypical images that no longer 

exist. Possible reasons could be traced to cultural effects and the role of social institutions that 

may continue to diffuse non-egalitarian attitudes and hierarchical patterns in the relationship 

between males and females. On the other hand, it could be speculated that advertisers may 

consciously promote female traditional roles and sex object representations in order to satisfy the 

male gaze, provoke, and stimulate hype (Zotos & Tsichla, 2014) 

 

    To complement and broaden these foundations, I would like to propose that males and females 

not only feel differently but also think differently, and that these differences have direct 

implications for advertising impacts. For more details, it is suggested that differences in 

responses to advertising between males and females may assess not only from the differences in 

their emotional reactions but also from the distinction in their information processing strategies. 

Message – related cognitions and behavioural intentions in responses to advertising should be 

taken into account at the same.  

 
Hien Nguyen – MA Media and Communications, City University London 
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