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WORKSHOP WOMEN PEACEMAKERS AND THE MEDIA

“Every day when I open the newspaper or watch tv, my heart breaks. So much violence. What we do is
not being heard properly.” (participant during the first workshop session)

INTRODUCTION

During the International Fellowship of Reconcili-
ation’s Women Peacemakers Program (WPP) con-
sultations and trainings in many different regions of
the world, civil society leaders complain about the
lack of media attention for their peace building ef-
forts, especially in contrast to the huge coverage
given to acts of violence. In some conflict situa-
tions, media have also played a role in provoking
or misrepresenting armed conflict. Women peace-
makers have identified a need to use media, rather
than having media use them.

Because of a demand from peace activists and the
WPP’s positive experiences with its own videos,
the WPP would like to explore further ways to raise
women’s voices for peacebuilding through media.
WPP contacted the Dutch Ministry of Foreign Af-
fairs in order to explore the possibilities for a
project proposal on women peacemakers and the
media. A decision was made to first integrate a
pilot project in the next WPP period, and after an
evaluation to develope a longer term media
project. The workshop in India was the first event
in this pilot project.

Together with the IFOR branch in Cochin, FOR-
India, the Cultural Academy for Peace, and with
Ammu Joseph, a journalist who had been recom-
mended by PANOS, the goals for the workshop
were developed.

On the question in the pre-workshop question-
naire ‘Why do you want to attend this training, are
there specific goals you seek from your participa-
tion?’ participants expressed identical goals:

“To use media effectively in women perspectives.
To explore possibilities for a long term peace
building and media project; to train myself in Me-
dia skills, ones to my situation. To learn the skills
and then choose the relevant.”

“To learn more about how to portray our ideas to
outreach the common man.”

“Better insight; technical training; experiences of
other people; overcome apprehension..”

“I am of the opinion that at the end of the Work-
shop I will be able to undertake my responsibility
in a more appropriate manner and be able to en-
sure media coverage for the issues that empower
women, combat forces that act against gender
equality and strengthen harmonious reations
within families.”

Goals for journalists were:
-  to better understand the news value of peace work
-  to sensitize for activities of peace organizations
-  to become aware that there is more than only

mainstream opinions.

Goals for the IFOR Women Peacemakers Program
-  to research the possible extra value of a media

workshop for women peacemakers.
-  to explore the possibilities for a long term media

project.

The participants

In deciding which participants to invite, we were
faced with the problem of the difference in back-
ground of social activists and media people. How
to have both groups cooperating in an effective
way? The solution was found by inviting the
peacemakers as participants (15) and the media
persons as resource people (6). This also solved
the problem of the difficulty for media workers to
leave their work for 6 days. For people working in

In the language of Kerala, Malayalam, the
word ‘Workshop’ means ‘a thorough way
of learning basic lessons, with input of the
group’. This was precisely what we
wanted the Media workshop to be.

The goals for women peacemakers were :
- to better cooperate with the media in order to

get their message into the hearts of the public
- to mainstream peacework in official media,

especially mass media
- to make better use of all kinds of media for the

promotion of a culture of peace.
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Nongovernmental Organisations, NGOs, six days
is also long, but somehow the urgency of gaining
more insight in the media world was vital.

For such an interactive, participatory workshop,
the participants had to be active women from dif-
ferent NGOs, 0f different ages and from different
parts of India. Some participants’ expectations
were also focused on the interaction in the work-
shop:

“I look at this workshop as an opportunity to inter-
act with a variety of informed and active agents of
change.”

Several participants had visited seminars and con-
ferences before, but were not used to an interac-
tive way of working. Someone remarked in the
evaluation:

“It was rather more than what I expected. It was for
me also a precious experience about the different
cultures.”

FOR/India had to turn down several requests from
its own organisation, in favour of women from
other places. Yet the choice was made in favour of
women from other NGOs, in order to broaden the
Indian peace movement’s network.

The programme

Participants had to commit themselves to stay for
the full program. This six-day program started with
getting acquainted and sharing experiences about
media contacts and sessions on basics of commu-
nication and mass media reporting. The next day,
introductions were given to the three main mass
media, followed by a visit to a newspaper, a radio
and a television studio. The third day focused on
the relationship between the women’s work fields -
conflict resolution, women’s issues, community
building - and the media. The fourth day involved a
practical assignment, while the fifth day was for
the presentation and discussion of the practical
work. The sixth day was reserved for making a
promotion plan for the organisation back home and
for evaluation. There were voluntary night sessions
with sharings about the daily work and practice
with camera and video.

The Cultural Academy for Peace (CAP) organized
a public session, to which media were invited.
Goals for this session were manifold. It was meant
to activate CAP’s contacts, to publicize CAP’s ac-
tivities in the media, and to raise public awareness
about ‘Peace in the media’. It taught participants
how to organize a press conference, with a press
release, invited speakers and time for informal
contacts.

Due to a planned public transport strike in Kerala,
most participants had to leave unexpectedly on
Thursday, squeezing the program into five days.

The program was very full. The next workshop
should have more short breaks in between ses-
sions, with a game or music. Both participants and
organisers mentioned this in their evaluation.

While there was no special session for sharing
about each other’s work, there was ample time for
explaining about the work back home, especially in
the evening session where promotion materials of
the organisation were shown, and during the pres-
entations of the practice assignment, explaining
how this might contribute to the organisation’s
goals.

THE SESSIONS

Experiences with media

In the opening session, each participant told a
story, as an example of how they experience their
contact – or lack of contact – with media. Their
experiences with the media are very different.
Some use their own medium, like a newsletter or a
bi-annual magazine, but don’t promote their work
to any mainstream medium. Others rely on mouth-
to-mouth publicity for reaching their target group.

Some of the women were regularly published in a
newspaper; one had a column in a religious radio
program. But many said that mainly men’s issues
are covered, and they feel arrogantly treated by
journalists: “It is a women’s meeting, do you think
anything will come out of that?”

FOR/India invests much time in contacts with the
press, and slowly sees a change in attitude. In the
beginning, they had to send them information, do
appealing actions, like rallies with big placards and
posters, inviting journalists personally for events,
giving them striking examples of their daily work.
Slowly, the press is discovering the news value of
their work and comes to them.

Some stories

* On official forms, only the name of the father was
required, which reflects women’s low status. A
new amendment allowed in the future also the
mother’s name to be added. The participant sent
a letter to the newspaper editor to express her
gratitude for this change. This letter was pub-
lished. However, some time later, when she sent
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another letter to the editor to protest against a
dangerous traffic situation, where school chil-
dren had to wait in the middle of a crowded
cross road, this letter was not published. What
is the newspaper’s policy of publishing? Only
positive and confirming letters and not criticism?

* One group did an action with wives of alcoholics.
They protested against the opening of a new
liquor shop in their neighbourhood. The protest
was succesful, and the shop did not open after
all. They wanted to get this example published in
the local newspaper, in order to show women’s
power and to warn other liquor shops. They sent
reports and photographs to all dailies, but it was
not published at all.

*  Students protested against India’s testing of
nuclear weapons, in order to show that not ‘eve-
rybody’ supports the national policy. Nothing of
the protests appeared in the press.

*  In many places, women are harrassed in the
roads. Several of those women formed a group,
in order to fight this. They made contact with the
police, who was cooperative and sent under-
cover police women to join small groups of
women who went to visit the worst places. Sev-
eral evil doers were arrested. In the newspa-
pers, the harassment of the undercover police
was being highlighted, but nothing was said
about the action itself, or the goals of the group.

Basics of communication

Resource person: Janne Poort – van Eeden,
Women Peacemakers Program Education Officer.

The focus in this session is on decreasing the
awe of mass media. In the English language, the
word ‘media’ is being used as a singular noun.
“The media has to....” This gives an impression of
a big, far away force with a policy and power of its
own. This session emphasized that media is plural
of medium, that there are many different media
and that all media are made by people. Someone,
the sender, wants a message to be received by a
target group. A medium is chosen to be the best
‘messenger’ both for the message as well as for
the receiver.

Participants are sometimes receivers, they have
to be aware of what exactly the message is and
from whom it is coming. What are the motives of
the sender? For whom is it meant? Several news
items related to the threat of a war against Iraq
were discussed, a radio statement of anti nuclear

activist Dr. Helen Caldicott, an email with attach-
ment on ‘How the war will effect women’, and a
poster about a public action.

When participants are senders, they have to be
aware of the essence of their message, the needs
and mind set of the receivers and chose their me-
dium accordingly. If you want the journalists of
mass media to listen to your message, you will
have to chose a medium which is interesting to
them and which fits their mind set. You will have to
know the target group: what are their needs?

Looking at this tree, all participants got a different
impression: this is a strong tree, well grounded in
the earth; this is a tree which needs to be
trimmed; this is a European tree, because it lost
all its leaves; this tree gives shelter to those who
want to sit under it, this looks like a vulcano. One
participant also saw the faces, who form the
stem. Conclusion: all your perceptions are true,
because this is what you saw. By listening to the
others, you can broaden your vision, but you can-
not deny what the others think. So, if you send a
message, be aware of how the receivers might
look at it. Know their mind set, tune your mes-
sage and watch their reaction.

What is news; how choices are made

Resource person: Leela Menon, journalist with a
focus on women’s issues. She worked for a news-
paper, but a new editor did not like her stories,
which did not sensationalize, and went further than
reporting on incidents. She was the star reporter,
but had to resign in the power struggle with the
new editor.

“What is news? “Everything fit to print” said a
newspaper in the US. When it defined news as
everything fit to print, the authenticity, the el-
egance, the newsworthiness and above all the
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necessary decency of the
news was inbuilt into the con-
cept. Currently, news has as-
sumed different meanings and
interpretations, according to
the newspaper or magazine
publishing it. Most newspapers
have vested interests and their
reporting represents it.

Basically news is about what
is new, what is happening,
what is of readers interest. It is
about development, about
crime, about politics, educa-
tion, industry, agriculture,
health, tourism and a host of
such topics.

India has a colonial heritage
and we give priority to political
news. Thus the political devel-
opment in the country and in
our state usually figure predomi- nantly in news
reporting. The elections in Kashmir, the struggle
that goes on in forming a government, the power
struggle between parties both at the center and
the state are all front page items. So also calami-
ties... like an earth quake, flood, fire, communal
clashes, bombing, accidents and deaths, etc. As
journalism developed, other stories also gained
prominence as human interest stories reflecting
the plight of women or children or Dalits, the
atrocities against women, the neglect in hospitals,
the dangers posed by uncleared garbage and the
possibility of cholera, etc.

These are categories of news. If you go through
your newspaper, you would find that there are sev-
eral classifications like passive news which comes
to the paper without effort, and the active news for
which the reporter goes out and seek; the news
the public wants, like the story a reader will enjoy
reading and discussing with friends, and the news
the public should have like the story of lasting im-
portance which he will not find exciting yet which
may affect his life one day... like the accelerating
consumerism and the resultant increase in the
suicide rate in Kerala, which tops the suicide chart
of India. There is also news which is of service to
the economic system, like news items which are
important to businessmen and industrialists. A
newspaper also has to give facts and opinions
about the political system not only to help provide
a forum for discussion of ideas but also to aid in
the formation of policies.

Other types of news include those that help pro-
tect human rights in the course of which the news-

paper acts as a watchdog on behalf of readers and
individuals and the minorities. There should be
news which brings the distant closer and makes
the strange understandable. News should also
include items which focus attention on things
which need to be done, like the blocked drains and
consequent flooding during rains, the traffic lamps
which need solutions, the increasing crime rate or
corruption and action needed, the unhealthy at-
mosphere of hospitals which need to be corrected,
etc. Then of course there should be news which
awakens the aspirations of the people, especially
the youth to aspire for a better way of life.

How do we select the news? Depending on the
type of newspaper, stories are selected. Assuming
that it is a pro-government paper which reserves
the right to be critical, and the readership includes
the country’s leading politicians, businessmen,
financiers, industrialists, educationalists, lawyers,
intellectuals and religious leaders, one would se-
lect a speech by a prime minister calling for
greater effort in industry or agriculture, or to fight
communalism. If the girl from your country be-
comes Miss Universe, it goes on the front page,
while the opening of a factory by a minister will go
on the inside page, depending on space. An
aircrash with no survivors is a page one news. The
routine hartals in Kerala and the destruction and
the inconveniences is page one news, while the
war of words between Antony and Karunakaran is
an inside news. A major road accident is page one
news, while a family suicide is an inside story.
Crime stories are always selected because of
readers interest, like the murder of a woman in
Valanjambalam the other day. Cholera in
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Thiruvananthapuram is important because garbage
accumulation is common to all cities. If a satellite is
launched or a missile is tested by Pakistan it is
page one news.

News can be predictable and anticipated or the
unpredictable. Predicables are mostly follow-ups
while unpredictable is when a reporter goes hunt-
ing for a story on a rumour or a hunch or gossip.
This can include enquiries into a disaster, local
government conferences, Assembly debates,
Courts, stock exchanges, interviews of personali-
ties, business fashion exhibition, trade and also PR
handouts. Police is a major source of news for acci-
dents, crime, emergency appeals, etc. Hospitals,
fire brigades, coast guards, airports, rails and bus
stations are also sources for news.

Impact of media in a conflict situation like Gujarat:
Media have a great role in controlling communal
hysteria. We do not even specify the communities
when a communal clash occurs to prevent hysteri-
cal retaliation. Which happened in Gujarat, where
the pro-BJP papers went to town, reporting lies to
ignite the hysteria of the people.

What is most necessary for a reporter and a news-
paper is the utmost need to be unbiased in report-
ing facts and only facts, sans sensationalism.

Impact of media in a conflict situation

As an example, participants will analyse the situa-
tion in Gujarat. In this Indian state, existing ten-
sions between Muslims and Hindus escalated into
violent conflict. The riots and violence have been
covered by media all over the world. In India it has
been front page news for weeks. In small groups,
the participants discuss the role of the media in the
Gujarat issue, based on personal experiences and
observations. Questions to discuss:

1) If you feel that the media had a negative impact
there, what should have been the role of media
in such situation?

2) Can the media expose the roots of the prob-
lem? And how can media contribute in resolv-
ing the problem?

3) How can NGOs play a more effective role, in
connection with the media, in the Gujarat situa-
tion?

Result of the analysis

1. Had the media a positive or negative impact?

The groups all felt that the media had more nega-
tive than positive impact. Positive was that the me-
dia published about what happened; people should
know about it, and it brought about help actions for
the victims. Many participants felt that a front page
picture of a weeping Hindu shop keeper changed
the government’s attitude, so it did not stand aside
any more, secretly supporting one side, but sent
the army in, in order to bring an end to the viola-
tions.  Alternative media, like the internet were
more positive. They brought stories from both sides
and gave opinions that not only covered main-
stream ideas. It gave a feeling of personal involve-
ment. The ‘elite media’ like the BBC, had more bal-
anced information than the local news.

The mainstream media reporting was very biased,
which ‘made you more aggressive’. In Uttar
Pradesh,  increasing tensions and fear among the
Muslims was one of  the results of the media cover-
age, which was focused on numbers of victims, the
aggression of one or the other party, blaming the
government and not trying to find root causes of
the conflict. This reporting causes psychological
damage to young people, because it emphasises
prejudices.

2) What should the media have done?

Instead of turning the conflict into a cultural prob-
lem, Hindu against Muslim, the media  should have

emphasised how often people from both groups
helped each other. India still is a community which
should be proud of its diversity. One participant
said:  “We are a sentimental nation, the same sen-
timents can be used to turn into the positive”

Instead of only sensationalizing, and reporting
negative facts and figures, the question ‘why’
should have been asked and  answered. The media
should have a historical view and try to find the
roots of the problem. It sometimes looked as if the
journalists were lazy, repeating the statements of
politicians and not going to investigate themselves.
They should also reflect the opinions of common
people, of women and youth. The reporting should
have a warning effect, and suggest possible solu-
tions.

3. What could NGOs do?

NGOs also failed in the Gujarat situation. They
should have written letters to the government. They
should have tried to play a mediation role: meet the
people, finds the facts from both sides and help
them resolve the problem. And they should monitor
the media, adress them and make them publicise
about their own fact finding.

NGOs’ role could also be to initiate a positive cam-
paign, inviting young people with positive attitudes
from both communities, bringing them together,
maybe with help of a celebrity, and show the nation
that peace is still possible.
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Leela Menon’s reaction on this exercise was that
the media had fulfilled their information task, but
failed in reporting the facts objectively and with a
view on their impact and responsability. They
should not talk about ‘enemies’ but recognize that
conflict is about human beings. They should have
balanced their reporting, not exposing every atroc-
ity but focusing on root causes and possible
peaceful solutions.

Better insight for better access to
print media

Resource person: Professor K.M. Roy. He has
been a journalist for many years, both for local
newspapers and for national news agencies. He
received several awards in journalism and is a
speaker in various seminars and conferences all
over the world.

To become a journalist, you have to be educated
at university, but you also need to have practical
skills. Women are often not appointed as report-
ers, because the chief editors feel that they have
to be protected. Journalists should have a nose for
news: they always have to ask: Who, what, where,
when, why and how?

Print media play an important role; it looks as if
television has more impact, but after the coming of
television, the number of newspapers and maga-
zines grew extensively. Television is no more than
an appetizer, Print has the main menu: it gives the
news behind the news.

Nowadays, most newspapers are owned by busi-
ness companies. Their main goal is not bringing
news, but the news is a means to earn money.
This makes it often hard for journalists, because if
there is news that ‘does not sell’, it will not be pub-
lished. Also the political ties of many newspaper
owners make it difficult to publish independently.
We are now in the ‘newspaper industry’, the mis-
sionary spirit of the media has gone forever.

Some tips for bringing your news:
-  When you bring your news to the media, make it

interesting for them. Human interest is important
for the newspapers.

-  Use simple language. Jesus Christ is a great
example. He brought his philosophy in concrete
stories in simple language for simple people.
Then it is also understandable for educated peo-
ple.

-  Bring your report as a triangle:

Communication is interaction between individuals;
mass communication is not real communication,
because it is one sided, only sending. Television is
a combination of technology and creativity; it is the
most powerful mass medium, because it over-
comes the barrier of language, and also is the
most intimate: it takes a place in our homes. If tel-
evision is used well, it can have a positive influ-
ence:

-  It brings events as raw news
-  It claims to bring objectivity and neutrality. It is

meant to enhance social harmony, people learn
to know about each other

-  It influences public opinion.

Media cannot solve the problems in society, but
they do influence the climate.
Nowadays, almost 100 % of the television is mar-
ket oriented; not caring about its objective informa-
tion or education task, but broadcasting what is
interesting for consumers who can pay and what
supports the government in power. Violence is ex-

The top is the heading: short, apalling, interesting
for the target group. Then comes the story, a
short example bringing the core of the message,
the back ground information is the basis.

-  Bring news. (He gave the Indian variant of “Man
bites dog” - it’s normal when a dog bites a man,
but not the other way round - saying: “Wife beats
husband”, an interesting view on Indian society).

-  Find the special interesting things in the peace-
makers work, which will touch the hearts of the
public. Maybe you find a new type of interesting
stories. Journalists are not crusaders; if you are,
you should feed the journalists and make your
stories worth while for them.

-  Make contacts with committed journalists, eg
invite them for a session or a workshop.

-  Magazine journalism is often more appropriate
for the messages of peace building or social
work. It is not focused on ‘hot news’ and has
more time and space for background and long
term information.

-  Make yourself more visible, network throughout
India, and show what you are doing, not only in
seminars but also in the real work.

Better insight for better access to
visual media

Resource person: Sridevi Mohan, a full time con-
sultant at the Centre for Development of Imaging
Technology in Kerala. She has worked in television
for the last 14 years, and also done independent
documentary films.
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citing, so violence is shown. When the government
or public opinion are against certain ‘enemies’,
television mirrors that point of view. Not by deliber-
ate hate campaigns, but more hidden, almost un-
noticed. Nowadays, for instance, in all kinds of
soaps and series, the bad guys are Muslims or
Pakistani. The ways women are depicted in televi-
sion is also stereotyping: women are suffering,
they are the weak ones in society. It is important to
become aware of this.

Mrs. Mohan felt frustrated herself. She prefers to
make independent documentaries. When she was
a news person, she reported from her point of
view, showing different sides, but so many persons
did editing work before it went on air, that the mes-
sage had changed quite a lot. Editors are all men.

Nowadays, young journalists are not working
among common people any more; they sit in their
office and talk through the telephone. There is not
enough in-service training for young journalists;
when they come from university, they think they
know everything already, and don’t have to go to
the street to learn how things are in reality.
How can peace activists bring about their point of
view, when the owners of television stations are
not really interested?
1. The stories should be reality-based; human in-

terest stories attract more public, so are inter-
esting for the broadcasting companies.

2. Get to know the way of working and the policy
and technology of television, so you know what
they find interesting.

3. Have regular interaction with journalists, bring
them to your actions, not only for coverage, but
for long term interest. Make it personal for them.

4. If you have a news item, give one good example

in a picture, or a still from a video; television
people don’t read; papers go into the waste pa-
per basket straight away.

5. Don’t think that journalists will use a film you
made; they are responsible themselves for what
they broadcast, they want to shoot film them-
selves. You can show them a summary on video
or a clip, and they will judge when and how they
might make use of it.

One of the participants brought up the issue of
dowry, which is one of the biggest discussion is-
sues in India, but hardly covered on television. It is
extremely difficult to get it across; too many differ-
ent opinions, sensitivities and interests are con-
nected with it. This was obvious by the heated dis-
cussion which followed in the workshop itself.

Better insight for better access to au-
dio media

Resource person: Ms. Shirley. She is a radio
maker at All India Radio, for women’s and youth
programs. Her women’s program is called “You can
also take part”. She is very supportive towards the
Fellowship or Reconciliation India, and often helps
women peacemakers to improve their media skills.

Radio is a medium through which one person can
address many others. It is like a ship, going
through water and making the water move. A dis-
advantage is that what I communicate not always
is what the audience hears; the message is easy
to misunderstand, because each one has her own
perceptions. That is why we try to find employees
who are near to the audience.
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have to collect data which give indepth informa-
tion about the topic. You expose the facts with-
out drama or effects.

5. Documentary/feature. This is a mixed format,
where the indepth information is brought in a
more diverting way. In this format, sometimes
provocative radio is being made. A radio maker
or a group starts an action and records what
they are doing. The documentary that comes
out of it can arouse reactions.

6. Listeners calling. Here the medium is not a one
way mass medium, but listeners have the op-
portunity to give their own view. Of course, the
direction always is in hands of the program
makers. During the earth quake, we had a pro-
gram in which we asked for people’s reactions.
They had to give their name and the place from
where they called, and then tell what they had
experienced. This program went throughout the
whole country.

7. Interviews. You only need a tape recorder and a
microphone and a listening ear. For interview-
ing, the main skill is to be a good listener.

8. Discussion. For a discussion it is important to
prepare well: be aware of what the topic is, what
do you want to highlight, and then invite the
right persons. If the guests are not focused on
the issue, the discussion can get an unexpected
turn.

9. Reports. The journalist visits an event, and
takes out the main points to tell about it.

10.Program of sounds. Sounds can make the pro-
gram very intriguing. In our program, we use
little things to activate the listeners, like a prize
for those who can guess where the sound
comes from.

11.Special audience programme. These programs
are focused on a special target group, like
women, the sick, youth. They mostly are not
broadcasted in prime time, because the listen-
ers have to tune at the program especially. If
you would like to have a program about a topic
you think is important for a specific target group,
you should come to the office of the radio sta-
tion and talk to the director to see what the pos-
sibilities are. Good, long term contacts with the
radio station are crucial.

12.Local service program, with practical informa-
tion about what is going on in the region. This pro-
gram started with 5 minutes, and became so
popular that it now is 55 minutes.

Conclusion of the participants:
”Radio is the most friendly medium of the three,
and we were not aware of it at all.”

Radio is sound, words, and music bringing the
message out. To do that properly, one talk cannot
be enough, follow-up messages are important.

Radio is less hectic than television, it is a peace
loving medium. However, youth watches more tel-
evision, so it is a challenge to find ways to attract
young people to the radio again. Observe yourself:
how much of your time is taken by watching tv? Do
you listen to the radio at all?

Another advantage of radio is that it can be lis-
tened everywhere. Nowadays, even radios without
batteries have been developed.

For peacemakers, radio is much easier than televi-
sion. It needs much less technology, so the com-
munication is more direct. It is important to keep
the listeners concentrated on the topic.

When you have a message for radio, it can be
brought in different formats.

1.Talks. Be aware that people cannot listen atten-
tively longer than seven minutes. Since you can-
not show what you do, your voice will have to
keep the audience attracted. Genuine passion
or concern is catching. Listeners will hear
whether you are showing off, being focused on
yourself and your presentation, instead of hav-
ing real concern about the things you tell.

2. Feature. This is bringing an issue from different
angles, and with different means, like for exam-
ple drama. It is attractive to listen to live experi-
ences.

3. Drama. For radio, drama is a good, effective
medium. You can bring a topic from different
points of view and the message can become
very clear. People listen well to drama.

4. Documentary. For a good documentary, you
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Tips for women peacemakers

-  When you have been interviewed or journalists
reported about your actions, always leave him/
her your contact information. Often listeners
call the radio station and ask: “Where can I find
this person?” The journalists don’t have time to
rush after your address.

-  If you have a message to bring, select which
medium you want to use.

-  Make peace incitable, show your passion.
-  Do not hide anything, be genuine. Listeners,

watchers, readers, they will notice false tones
immediately.

-  Plan ahead. For radio, we are already three
months ahead with our programming; so if you
want to tell something which is related to a date,
be timely with your planning.

-   Enjoy peace, and enjoy advocating for peace.

Role of Media in Peace Building
Activities

Resource person: Dr. George Nellisary. Some of
his occupations are being a news editor at Jeevan
TV, a teacher in Communication at St. Joseph’s
Pont College, Aluva, and in Sociology at MG Uni-
versity.

The Problem
There are a number of small groups in our country
engaged in peace activities and other constructive
works. The general public is largely unaware of
these activities. Media do not give adequate cover-
age for such activities. On the other hand, vio-
lence, agitations and disruptive activities are al-
ways highlighted in the media.

Humans and Aggression
Are media interested more in violence than in
peace? According to conventional wisdom, peace
activities do not make a good copy. No news is
good news, so good news is no news. News val-
ues that make a copy attractive are conflict, ten-
sion, disaster, violence and war. Why this preoccu-
pation with aggression?

Can it be said that there is some sort of struggle
for existence, and aggression is written in to the
very script of human existence? Man finds it diffi-
cult to suppress this violence or does not know
how to handle it. Either he wants to believe that
there is violence everywhere; it is part of life. Or he
finds a kind of vicarious satisfaction; there takes
place a catharsis; the person is relieved of his in-
ner aggression.

Culture
Culture is supposed to refine human nature prone
to violence. Culture enables man to overcome his
aggressiveness and makes co-operative action
possible. Culture ensures man’s collective exist-
ence. It develops mechanisms to deal with tension

and conflict in human interaction. It is the co-op-
erative action of humans that has been instrumen-
tal in all the achievements of culture. But it ap-
pears that culture produces its own fears and anxi-
eties leading to frustration and aggression. Density
of population, facelessness, namelessness, social
and economic disparities, etc., aggravate the situ-
ation in the urban centres. Competition sometimes
becomes unbearable.

Only the superior forces of culture, namely moral-
ity and religion can keep this burgeoning aggres-
sion under check. They infuse into humans a spir-
itual energy with which they create a community of
love. The love-force operative in the world brings
about unity, justice and peace.

Passive Media
The higher manifestation of culture, positive action
and peace activities are often ignored by media. To
appreciate the products of culture, some effort is
needed from the part of the people. Media in gen-
eral and visual media in particular, do not make
demands on their consumers. Media consumers
are generally passive. Hence, media tend to play
down the serious issues affecting the community.
That does not mean that people are not interested
in anything positive and creative. Progress,
achievements, discoveries and inventions have
also got news value. But in the highly competitive
environment today, media go after issues that
have mass appeal.

Tension within the Media Establishment
Media concerns are mostly business establish-
ments. They go in for advanced technology which
is capital-intensive. Media establishment involves
heavy investment, and investors naturally expect
return from their investment. The main source of
income for media is advertisement revenue. Today,
print media have to compete with visual media to
get their share of advertisements. There is also
increasing competition among the proliferating TV
channels. Each medium and each establishment
tries to attract maximum consumers to itself by
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Media in practice

The one-hour long visits to the me-
dia stations were very well pre-
pared. The participants got an im-
pression of the work behind a news-
paper, television and radio program.

In the newspaper office of the New
Indian Express, participants were
shown around through the whole
building, from the press room where
the news comes in, to the library
with the archives, to the cellar
where the press machines stand.
Since it was Sunday, the Sunday
edition was finished printing, and
people were not busy, so they took
their time to explain things.

At Jeevan TV, participants were
very much impressed by the tech-
nology which surrounds the mak-
ing of a program. Jeevan TV is a
small new tv station, founded by
the Churches. Its brochure says:
“...As more and more channels
begin telecasting with no concern
at all for the well being of society,
it becomes our duty to combat
these trends. We, at Jeevan TV
are resolved to hold on to the
weapons of Truth, Love and Life.
And thus bring about a change for
the better.

The evening session continued the
focus on working with media with a
session on using a digital camera and
a video camera. The results of the film-
ing could  be shown immediately on
television. It was fun, and the hands on
experience helped to demystify ‘ap-
pearing on television’.

At All India Radio (AIR) the group was
welcomed by the Head of the Wom-
en’s and Youth programs. The experi-
ence of walking through a radio sta-
tion where studios were ‘on air’ was
new and exiting. AIR has a special
weekly program around Gandhi; FOR/
India members recently learned that
they might cooperate with the pro-
gram.
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increasing the mass appeal of its products. They
often stoop down to the lowest common denomi-
nators such as sex and violence. Truth, justice and
peace may become a casualty in this process.
Media definitely have a public service function. The
well-known functions of media are to inform, tu
educate and to entertain. They are not only to give
information to the people but also to educate them.
They not only reflect public opinion but also mould
it. They have a duty to further the cause of truth,
justice and peace. The fact is that there is always a
tension between media establishment’s business
interests and its public service function. In today’s
highly competitive and materialistic world, public
service function is often sacrificed at the altar of
profit.

Declining Professional Standards
The ethical standard of media persons is also a
factor of significance. During the freedom struggle
and in the early years of independence, media
persons were committed to certain moral values.
Gandhian values of truth, non-violence and free-
dom held sway over them. But today they are an
easy prey to the allurements of a consumerist cul-
ture. Expediency takes the place of values. In such
a situation, media persons may not have the incli-
nation to align themselves with peace workers.
There will be more interesting things that attract
their attention than peace.

Social Environment
This brings us to the larger question of social envi-
ronment. Media persons operate in a particular
social structure. They cannot go beyond the value-
orientation of their own society. They have internal-
ized those value-orientations. If the society at large
condones or even approves of violence in achiev-
ing what one wants, we cannot expect any one
section of the society to behave differently. Hence
truth and nonviolence should find a place in the
value system of the society so that they may be
reflected in the media. This of course, is a vicious
circle. Only when the society values peace and
nonviolence, media uphold those values and it is
when media hold to these values, they are appre-
ciated and adhered to by the society.

What to Do?
This does not mean that peace workers should
feel helpless with regard to the support of media
for their work. In order to get better coverage for
their activities they have to bear in mind the follow-
ing:

1. Peace workers should be convinced of the need
to have the media on their side. The Indian tradi-
tion made people shy away from publicity. Peo-
ple believed that a good work brought in its own

reward. Nishkama karma was the ideal. In an-
cient times, when information spread by word of
mouth, there was no need for any campaign.
But in our era of very fast communciation and
mass media, we cannot afford to wait for good-
ness to radiate its splendour. We should make
conscious effort to highlight the good works we
do.

2. Novelty and unusualness are important news
values. An event, a fact or an opinion becomes
news when there is an element of novelty in it.
You should be able to do things in a novel way.
You can do usual things in an unusual way. For
example, you organize a rally for children drawn
from all communities at a place where there is
communal tension. You can also bring in this
unusualness in the presentation of news. You
present news in such a way, that an interesting
aspect of the event is brought out or highlighted.
Eminence and prominence are also news val-
ues. Enlisting the support of some Very Impor-
tant Persons, VIPs, or stars makes your cam-
paign newsworthy. There will be some eminent
persons who are willing to lend their support to
worthy causes. So, be aware of which aspect of
your message will interest your audience.

3. Media relations. You should keep good media
relations. Media management is an essential
part of any campaign. You can make the work of
media persons easy by sending press notes in
advance on events/activities. They should be
brief but comprehensive, giving all the details
the readers would normally be interested in
(who, what, where, when, why and how). After
the event you can send a report with photo-
graphs if any. On a personal basis also you
should try to maintain good relations with media
persons.

Role of Media in Women’s issues

Resource person: Justice Sreedevi. She is a
former Family Court Judge, and now Head of the
Women’s Commission in Kerala. She is doing legal
awareness classes for women, writes articles in
women’s magazines, and is preparing a law book
for women

The media have a responsibility to give a clear
direction to the society and also to guide the soci-
ety along the right and just path. In a society like
ours, where people are not fully educated or fully
matured, falsehood always spreads faster and
gives trend to society to fall for gossips and half-
truths. So we see that the media have a great re-
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sponsibility to see that what they bring out is the
truth and also something that encourages people
think wisely and have good social consciousness.
It is imperative that the media’s job is to awaken a
sense of social justice and a sense of belonging,
which helps to make her society a clean and cohe-
sive one. Once a medium goes for sensationalism
and empowerment of their party as well as their
own narrow-minded ideas, people don’t get the
right understanding of the news, the ideas which
the media tries to convey.

Media can make the downtrodden women arise
and take part in all its activities. Unfortunately, in
our country women are still looked upon more as
an ornament for man. Very few women feel that
they are really a part of our society. They feel un-
wanted and useless. Every woman has to come
forward and make her mark in the society. The
Women’s Commission and NGOs which try for
women’s upliftment should work hard and contact
as many women’s organisations as possible to see
that women are given an equal and responsible
position in the society.

Intellectually and mentally women are sometimes
even superior to men. Of course physically they
may not be as strong as men. But they are not to
be used by men as an object to realize their aspi-
rations and ideas for a win. Lots of women suffer
this kind of indignity in silence for want of a forum
for them to air their views. Women have to unite
and make themselves heard in the din of the
present day chaos.

Women’s organizations have to come forward and
get the maximum power that they can generate
from the unity and wisdom of our women. Country
should accept the facts that women are a force to
reckon with. Once that is done, women will get
better treatment at the hands of men and the
power that governs the country. For this kind of
upliftment of women, media’s help is of utmost
importance. Only the media can change the mind
set of men and women.

During the last 54 years after independence, we
have been striving hard to change the social and
economic structure of our country. Part IV of the
Constitution of India relates to the Directive Princi-
ples of state policy since it is the most potent in-
strument of mass communication. Newspapers are
sought to be used by powerful parties and financial
groups for purposes of propaganda to further their
private interest to the detriment of the public, as a
result of which the press, instead of creating a free
market of ideas, tends to become an instrument
for supression of views and an agency of monopo-
listic control of even news and reports.

Impelled by the commercial motive, most newspa-
pers have to indulge in stunts, such as blackmail-
ing, yellow journalism, horror comics, veiled por-
nography and the like, which has little value from
the stand point of democratic interests upon which
rests the claim for freedom of press. It is the pri-
mary duty of the Prasad Bharathi Corporation to
organize and conduct public broadcasting services
to inform, educate and entertain the public to en-
sure a balanced development of broadcasting on
radio and television. This Corporation has to up-
hold the unity and integrity of the country and also
the values enshrined in the constitution.

Let us examine the role of media in the nation
building process and also to improve the status of
women by empowering them. More than 50 % of
the population is women; they are not treated
equally with men as enjoined by the constitution. In
this male dominated country, women are put to
much hardship. There are widows in distress, un-
wed and deserted mothers and other battered
women. Women engaged in ritting of husks and
coir making are suffering from prolapsed uterus.
Divorces are on the increase and children are the
silent sufferers of the broken family. Girl children
are sexually abused by their own father or brother
or near relatives. Young girls are enticed away by
men under the promise of marriage or employment
on attractive salary. They are sold for sex traffick-
ing. Sex trafficking is slowly spreading in Kerala.
The women have to think of empowerment, which
comes under four heads: physical, mental, emo-
tional, economical.

Women who earn their livelihood are not entitled to
take a decision as to how to spend the money they
earn. Empowerment entails developing the ability
to organise and influence the direction of social
change to create a more just socio-economic or-
der. This can be facilitated by more women becom-
ing active and visible, in other words with an in-
creased participation in politics. In spite of the gov-
ernment’s policy of co-option and reservation of
seats for women representations in political institu-
tions like panchayaths and municipality, the repre-
sentation is very meagre. Here the media can do a
lot. Media can highlight the life history of women
who have sacrificed their lives for the sake of the
country. The life history of Mrs. Indira Gandhi, Cap-
tain Lakshmi, Mrs. Sarojini Naidu and such other
eminent ladies will definitely influence the women
folk to come forward to face any situation to
achieve social justice if this is highlighted often
through the media.

All available media should be for dissemination of
information regarding rural women. All newspapers
can reserve space for women’s issues. This must
relate to the working of the panchayath, literacy
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and adult education, capacity building, knowledge
of politics, leadership training, training in public
speaking, planning for development and pro-
gramme implementation, and knowledge of law.

Their alcoholic husbands put Adivasis’s and hill
tribe women to much hardship. Atrocities against
those women and suffering experienced by those
women must be brought to the notice of the public
through the visual media. This will alert the Gov-
ernment to take immediate action against the mak-
ing, possessing and selling of illicit liquor. Recently,
tribal women themselves destroyed the illicit liquor
at its source. Major Malayalam satellite channels
telecast this. This should be telecasted throughout
the country. Women who are experiencing the
same fate can empower themselves by adopting
the same method, especially when there is inac-
tion on the part of Excise Officials.

It is noteworthy to see that magazines mainly in-
tended for women, published in Kerala, are doing
yeomen work in the development of personality of
women and also for their empowerment, but sad to
state the only a very few read such magazines.

The Women’s Commission was established in the
state of Kerala six years ago. During the first five
years, media made no attempt to educate women
about the scope and object of Women’s Commis-
sion Act. This has resulted in a flood of complaints,
which do not come within the purview of the Wom-
en’s Commission Act.

In a criminal case, the father was convicted and

sentenced to undergo imprisonment for seven
years for committing the offence of rape on
his daughter who became pregnant. Only local
newspapers published the news; such matters
should be reported nationwide, which will pre-
vent the commission of such offences.

Nowadays, human values perish, that is one
of the reasons for atrocities against women.
Media should concentrate on the development
of human values, enjoined by the religion,
which will mould the present mind set of men.
The Women’s Commission and NGOs have to
highlight the lack of medical facilities in the
Government hospitals. If this is reported, it will
be an eye opener to the Government to pro-
vide adequate facilities to protect the interest
of women patients.

Sex trafficking is slowly spreading in the state
of Kerala. Here the media have to keep a re-
straint in not publishing the photographs, nam-
ing arrested women and publicising their place
of work during the course of investigation by
the police. Disclosure of the minute detail of te
accused will help the culprits who are either
rich or VIPs as they will be able to destroy the

evidence by their influence.

Recently, a girl was admitted to the Medical Col-
lege Hospital Kozhikode, with 60 % burns. Report
said that she has attempted to commit suicide by
dousing in kerosene. Police stated investigation,
she was lying in the hospital without any dress;
police officers, judicial magistrates, chairperson of
the Women’s Commission also visited and ques-
tioned her. This was really harassment to the
woman in distress. Media people also visited and
took photographs. In the interst of public, the me-
dia could avoid taking photographs in such cases.

Press council of India and broadcast media should
adopt and strictly implement a code of conduct
that protects women’s rights. The health and reha-
bilitation of the women in mental asylums are also
to be reported for public information.

Child marriage is on the increase in the Northern
part of Kerala, in spite of the provisions of the
Child Marriage Restraint Act. Women’s Commis-
sion has to obtain a study report regarding the
number of child marriages, solemnized after the
commencement of the Act and the same should
be forwarded to the media for publication. The me-
dia can also educate the illiterate women folk re-
garding their protective laws and how a woman
can take action in case her legal right is infringed.
She also should know about the Legal Aid
Scheme. Media can also publish articles on the
Supreme Court decisions relating to the rights of
women.
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The need for amendment of personal laws can
also be brought to the notice of the public through
the media, as certain provisions of the personal
laws are inconsistent with the provisions of the
Constitution.
The National Commission for Women submitted
the following recommendations to the Government.
1. The media need to be sensitized on gender is-

sues.
2. Media should have their own Ombudsman in

ensuring that women are not depicted in poor
light.

3. Media should play a proactive role in
incalculating gender sensitivity even from child-
hood and within the family.

4. Media should devote special slots for crimes
against women and discuss proactive aspects.
The latest rulings and judgements of the Su-
preme Court be discussed so that the public are
made aware of these rulings.

5. Press Council should be given more teeth so
that they could intervene effectively to counter-
act objectionable publications.

6. There must be mechanisms to sensitize censor
boards and bring about a working dialogue be-
tween members of the censor board and citi-
zens groups.

The fashion channel portrays women in 90% nude
form. This has to be stopped immediately, because
it will be a hindrance to the development of per-
sonality of our young people according to our cul-
ture.

Social scientists acknowledge that planning for
women’s advancements cannot succeed unless
supported by an awareness generating pro-
gramme covering all sections of the population.
The reason is that women’s empowerment is in-
exorably linked with social attitude, and the pri-
mary task is to root out gender bias and implant
positive attitudes in the hearts and minds of men,
women and children, so that the family and the
society would endorse and participate in the plan-
ning process for women’s advancements. The Na-
tional Commission for Women has submitted
seven recommendations to the Central Govern-
ment. Some of them are these:
1. Government and Doordarshan should review

and modify the present practices regarding the
portrayal of women in the electronic media and
evolve a policy which reflects the responsibility
and the role of media for women’s development
in the country.

2. To evolve policy shifts based on actual data and
the ministry of information and broadcasting
should promote research on gender portrayal on
TV.

3. Revised guidelines to be prepared to move away

from gender stereo typing to eliminate negative
portrayal of women and to strengthen positive
portrayal.

4. To constitute an annual award to producers, di-
rectors who contribute positively to promote
women’s developments through media pro-
grammes.

To women who are exposed to only the make be-
lieve world of television it is hard to reconcile with
the actual happenings in the world. Unless the
minds expand, one cannot grasp the actual mean-
ing of life. Computer and internet have become just
a tool for the simple enjoyment of our modern men
and women. Too much attachment to these media
can rob our natural tendencies to a certain extent.
No one has the time to read a good book or write
a good article now. There are some plus points as
well as minus points for these tendencies. For an
ordinary woman of the lower middle class, these
inventions do not do much good.

Women’s Commission should form a committee to
go into these aspects for our media working. It is
important for the growth of our society. A clean
and good society with clear ethical values can
make the country go forward with inimaginable
glory. Every woman has a responsibility to put her
foot down and work towards this cherished goal. It
is a must that there should be no gender bias.
Gender bias we see in plenty in our society now.
This is linked to the social attitude of our people.
Gender bias should certainly be rooted out from
our way of thinking. In some houses in the North,
boys are given better nutritious food. So the girl
child gets conditioned to think that the brother has
got greater social status and even accepts it with-
out a murmur.

That is the root cause of our women’s apathy and
taking things lying down. Most women do not even
realize that they are being pulled down in various
ways. Their apathy is incredible and their mind set
is difficult to understand for modern minds. The
media policy is to be developed after careful study
of the women and how their activities can be en-
hanced to the level of ordinary man in ordinary
circumstances.

This will take some time, but it is certainly worth-
while if we want our women to be active partici-
pants of our society. They have been put down by
the society constantly; naturally it has left a dent in
their psyche. Even the TV shows and radio put
more importance on men and their activities and
belittle women in a subtle way. Continuous
behavior like this affects the women’s self esteem
and she goes into a shell and quietly accepts the
low status. We have to work doubly hard to root
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out this malice. We do need the co-operation of the
men also. No doubt it is an uphill task. This is
where media can help us to surmount this vast
inequality. It is a kind of revolution, which needs
the help of all people concerned.
Let us all sincerely hope that the media will under-
stand their tremendous responsibility and act vig-
orously to accomplish this mental revolution.
To break this vicious cycle there should be more
women in important places, in the media, in court
and in the government.

Media and Women’s issues; group work

The sessions with the resource persons were in-

teractive. Participants could ask questions and
give comments in between, which made the input
of information easy digestable. Justice Sreedevi’s
second session was dedicated to participants’ own
input.

Participants divided into groups of three and dis-
cussed the following:
a) Which strategies could we use to bring peace

issues and women’s issues into the mass me-
dia?

b) Which concrete steps can we take to cooperate
with the media: press, radio, television?

The groups came with very concrete, practical and
useful answers.

Group 1.
Strategies:
-  Invite women journalists from the media
-  Invite media persons, especially men
-  Make your presentation more receiver sensitive
-  Use government functionaries, NGOs
-  Organise peace rallies, and flashy campaigns
-  Be more organised; follow-up is necessary
-  Think of dramatisation of the issue.

Concrete steps:
-  Make simple language, articulate and concise
-  For radio, important to stress with voice modula-

tion
-  For print media: use photo’s and testimonies
-  Articles should not be pro-feminist, but also inter-

esting for men
-  The essence of the peace process should be con-

veyed through concrete documentation
-  Understand the media and make up programs that fit

the media frame work.

Group 2.
Strategies
-  Individual issues have to be taken
-  Select unique issues
-  Know the right person from the media to contact
-  Understand the limitations, the way media works
-  Keep up constant and close relationships with media

people
-  We must be clear on our ideas, and be aware of our

target group.

Strategies for women’s issues
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Press:
-  Place consciously; pick the newspaper or maga-

zine that fits your audience
-  Make priorities
-  Make short press releases
-  Main issue on top
-  Message should be sweet, short and condensed.

Radio
-  Be time conscious
-  The beginning must attract attention
-  Make a nice script
-  Know the limitations of the medium.

Television
-  Be time conscious
-  Use visual aids, photographs
-  Contact the journalists privately.

Group 3.
Strategies
-  Have a person in your organisation specifically

for media management and Public Relations
-  Make an annual target and plans for PR
-  Refresh the targets according to the needs and

circumstances
-  Maintain timely and regular contact with the me-

dia
-  Coordination and networking with other NGOs
-  Using novel and unconventional methods
-  Take media persons along with your work
-  Send your pamphlets to all organisations.

Concrete steps:
1) Print.
-  Monthly newsletter to all newspapers
-  Press release before and after an event.
2.) Visual media
-  Have intimate contacts in advance and in follow-

up

-  Use case studies and events
-  Participate in talk shows
-  Contact agencies conducting talk shows.
3) Internet
-  Maintain a good website
-  Send mass email messages and give feed back
-  Be a part of a search engine, by listing your ad-

dress in popular sites.

Group 4.
Strategies for all media:
-  Contact with journalists
-  Attract attention, for instance try to involve celeb-

rities, important brands, women entrepreneurs
and stars

-  Organise good events (ask help from an event
manager)

-  Network with other organisations, by email, tel-
ephone, letters and joint events

-  Use theatre, showing strong women
-  Use the arts to visualise your message.

Print media
- Specialize: Youth express; other supplements;

glossies and women’s magazines.

Audiovisual media
-  Choose the right medium: Youth channels, MTV,

FM radio, HAN radio
-  Make documentaries, Films, present at Film Fes-

tivals.

Peace education
-  In school, college, use all media aids
-  You can go to clubs, social meetings
-  Panchayats
-  Religious organisatons
-  Sports
-  General public: make posters, slogans on public

transport.
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Better use of media in peace
building issues

Resource person: Ammu Joseph. She is a
freelance journalist, media analyst and
consultant. She lectures on “Covering
Gender” at the Asian College of Journal-
ism in Madras, India

 “I am not a defender of the media; I am
critical, but give the devil its due”

We should be more specific in our discus-
sions:
-   What media are we talking about?

Mass media? Mainstream media? Al-
ternative media? Electronic media?
Traditional media?

-   What kind of peace are we talking about? Peace
between countries? Inside a country? In justice,
poverty, disease? War on terrorism? Violence,
structural, physical, family violence? Is there a
women’s understanding of peace?

-   What peace building activities do you have in
mind? Workshops? Trainings? Statements?
Demonstrations? Strikes?

The media are very diverse. For instance, in
Manipur there was a strike among journalists, but
media in other states did not cover that.

Media want events; they thrive on conflicts, be-
cause conflicts and violence are news. Peace is not
news, because it is a process. If peace can be pre-
sented as events, it will be covered. But media are
not here for our publicity; they have a responsibility
of their own. The Gujarat riots had all the criteria of
news: violence, human interest, religion. Everyone
was interested and wanted to know about it.

Media cannot always report everything and some-
times have to be careful. For instance in Gujarat
there were some positive stories. In some places
no violations took place. When the television
showed that here the different groups lived peace-
fully, trouble shooters went there and started riots.
Some people in Gujarat, who were helping ‘the
other side’ did not want their story to be published,
for fear they would be attacked.

It is easy to sit with your prejudices and criticise the
media without any research or analysis. A media
survey or monitoring can give more objective infor-
mation. Some of my collegues and me try to
change the media into better reporting. For in-
stance in the case of a rape story, not just a sensa-
tional story was told, but also follow-up articles on
marriage customs and what they mean for women.

The problem with the public broadcast is that it is
state controlled. Rich industrial houses own the
media; they are the managers and have the main
say. On the advertisement pages, they want sun-
shine stories. The front pages don’t have adver-
tisements. The space for serious issues is becom-
ing less and less; because the media become so
market driven. Even not market oriented media
have to compete for attention, and will bring less
serious stories. Serious journalists ‘are fighting
with their back against the wall’.

Media and Gender

Gender in journalism is not only about women, it is
a man’s and a woman’s issue. Often, women who
are advocating for women’s rights or gender bal-
ance are labelled as feminists, with the idea of
hating men and breaking up families. It is easy to
put such a label on; men don’t have to listen any
more, and many women also don’t feel comfort-
able about it.

Feminism is much more diverse, as women are
diverse. Feminism is not a religion with dogmas
and a leader. The media picture feminists in a vi-
cious way, only covering sensational events, like
women burning bras. Also the movement itself did
not have a strategy about how to approach the
media. Many women don’t want to be labelled as
feminists. But we should not forget that feminists
started the awareness about women’s issues: dis-
crimination, unequal power, women’s rights.

There was a good example in Bombay. There was
a procession of women with their daughters. They
were proud of them, showing them to the world.
This raised good coverage in the press. This kind
of cultural sensitivity is important in your actions.



20   Media Workship India

The discussion turns to women and religion. Is
God male? In the Roman Catholic church, the tra-
dition tells that Jesus only had male disciples; re-
search showed that this is not true. But the women
are always kept in minor positions. Not only by the
men. In some situations, the worst anti-women
persons are not the priests, but the nuns. “Women
are women’s worst enemies”

Look also at the example of the mothers-in-law.
They are not supportive of their daughters-in-law,
but oppress them much more than men do. This is
the problem with being educated in a patriarchial
system. Women are pushed in their role from the
very beginning – even in the womb – and if she
can have a little bit of power, like when her son
gets married, she will use it. The men get strength-
ened in their comfortable prejudices: look them
quarrelling about women’s issues. It is the same
mechanism as in slavery, where the privileged
slaves were treating the others even worse than
their masters did.

In popular series and soaps, the prejudices are
being kept alive. There should be more audience
research and television monitoring about the influ-
ence of these programs.

Younger journalists come from university. When
they see their name printed in the news paper or
appear on television, they think high of them-
selves. That is why they often appear arrogant,
and forget to pay attention to quality. There should
be a course on gender in their training. If this train-
ing can convince them that their articles will be
better when this aspect is being covered, they can
improve their quality and help changing the atti-
tude.

How to strengthen the interaction be-
tween peace actvists and media per-
sons

-  In order to bring messages of peace into the
media it is important to understand the differ-
ence between the several media; know the situa-
tion in your state and in the country.

-  Think of the right timing. When media are full of
some catastrophe, they are not likely to listen to
you, unless your message is obviously linked
with the actual news.
Tie up with what is already news. For instance
with International Days, like 8 March. I would not
prefer 8 March, because it is too much commer-
cialised, trying to sell things for women. But
there is also 24 May, the International Women’s

Day for Peace and Disarmament and 25 Novem-
ber, the International Day against Violence
against Women. Not time-bound messages have
no priority, and will be forgotten easily. Every day
is a new day with new actual, ‘hot’ news.

-  Follow the news and link on. Maybe a small arti-
cle about a ‘kitchen accident’ has some bigger
story behind, like brides suicide.

-  When you see a story which is interesting for
you, try to find the name of the journalist. He/she
might be the interested media person you are
looking for.

-  Make use of the ‘bad side’ of media. Since the
government has such strong links with the me-
dia, they will cover everything a minister says.
So: invite them and your story will be covered as
well. Try to find a ‘patron’, an important person
who ‘adopts’ your work. This also has a danger,
that the journalists only focus on the main per-
son and not cover the substantial issue. You
have to find a clever way to link person and issue
together.

-  NGOs spend much money on Event Managers.
That is counter productive; the events are often
conferences and seminars. This gives a general
feeling that NGOs just talk; that image should be
changed. It is possible to create your own
events, around the work you do.

-  Some NGOs can pay for a media fellowship:
they ask funding to sponsor a journalist to pub-
lish on their issue: child rights, environment,
women’s rights. The journalists will interview the
NGO about their work as well.

-  Develop long term contacts with journalists.
They can talk with you, be kept updated about
your work and, if you feel you can trust her/him,
they can also talk with the grassroots people you
are working with. An individual case might be
presented as an event.

-  Make use of a Feature service, like the Chakra
Feature Service, or the Women Features Serv-
ice Desk. They have contacts both with media
and activists. They get activists to write for the
media, and they also organise workshops with
both journalists and activists.

-  Concentrate on city pages, not on the national
pages. Try to find the name of the journalists
who writes for the city pages; you will have more
chance to have your story published there.

-  Make your annual report attractive, with case
stories. Send it to the news paper with a press
release, telling an apalling story.
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-  Appoint a person from your NGO as PR man-
ager; she can develop personal relationships
with the press.

-  Found an NGO award for a consistent work for
certain issues. For instance a journalist who
regularly highlights the women’s point of view in
his/her articles. The reward should be given on
clear criteria, and to persons who are indeed
outstanding.

Summary of points to better use the media
1. Timing
2. Process – event (the real work, not just semi-

nars)
3. Media relations
4. Efforts to facilitate media coverage of certain

issues, e.g. media fellowships
5. Existing resources, like feature services
6. Ask all media one (half)hour/one colum for

peace a week.

Active Nonviolence

Resource person: Suseela Mathew. She is the
director of India’s Fellowship of Reconciliation’s
Women’s Wing.

Martin Luther King used the nonviolent method
in his struggle for equal rights for black and
white in the United States. He developed the six
principles of nonviolent action.

1) Nonviolence is a way of life for courageous
people
- shows aggressive resistance to the evil, not
the evil doer
- is active spiritually, mentally and emotionally
- is persuading the opponent of the right-
eousness of our goals

2) Nonviolence seeks to win friendship and un-
derstanding
- the purpose is the creation of a beloved
community
- the result is redemption and reconciliation

3) Nonviolence seeks to defeat injustice, not
people
- recognises that evil doers are also victims
and not evil people

4) Nonviolence holds that suffering can educate
and transform
- accepts suffering without retaliation
- accepts violence if necessary, but will never
inflict it
- willingly accepts the consequences
- unearned suffering is redemptive (trans-
forming possibilities)
- suffering has the power to change the en-
emy when reasons fail

5) Nonviolence chooses love instead of hate
- recognises that all life is interrelated
- recognises that love restores communiy and
resists injustice

6) Nonviolence believes that the Universe is on
the side of Justice
- it has deep faith that justice will eventually
win
- it holds the belief that God is the God of
Justice.

During the sessions and the visits to the media
sites, participants discovered that people inside
and outside the peace movement have quite
different ideas on peace building. Some of them
did not realize before that their social activities
for women or youth made them part of the
women peacemakers movement. The
facilitators decided to insert a short session on
Active Nonviolence.

First we should be aware that nonviolence is
not a passive attitude. Often the media have the
impression that our programs are about talking
and passively criticizing the world. Mahatma
Gandhi said: “Nonviolence of the Brave is the
greatest force in the world”. That is why we talk
about Active Nonviolence. To quote Gandhiji
again:  “If democracy and humanity itself are to
survive, there should be a fearless acceptance
of the Nonviolent method.”
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PRACTICE
ASSIGNMENT

In small groups of two or three, par-
ticipants have to do a practical as-
signment: “Make a message for your
organisation to bring your work to the
media. Be concrete about the audi-
ence you aim at. Describe your strat-
egy to bring it out”. Participants can
chose the medium which they think
will fit the message and the audience
best. The result should be useful for
their own organisation. In other
words: how can we translate our
good intentions into effective meth-
ods?

They have a full afternoon and
evening to finish the assignment; Ms. Ammu
Joseph and Janne Poort – van Eeden are
present as resource people in case advice is
needed. The assignment will be presented in the
next morning. Five groups are easily formed;
participants start working with enthousiasm.
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Presentation

The resource persons develop a grading system,
in order to make clear on what aspects the results
of the practice assignment will be judged. These
criteria will also be useful for participants’ future
media messages.

1) What is your message; how clear is it?
2) Who is the audience? Clarity of choice
3) Why did you choose this particular medium?

Does it make sense in connection with the audi-
ence and the message?

4) Where does it fit in your NGOs work?
5) How do you present it; the quality of the presen-

tation
6) When are you going to use it; what is your strat-

egy?

For each aspect 5 points are the maximum.

Group 1. A story from Manipur
-   Message: Women have no right to the inherit-

ance of a husband or father. This is unfair.
-   Audience: After some discussion, it is decided

that it is fit for the readers of a local Sunday
Magazine.

-   Medium: A hand written story about a loving
father who suddenly dies and leaves a widow
with two daughters who have to leave the
house. They chose for a print medium because
it is difficult to bring something to the visual me-
dia, who are not very developed in Manipur;
they chose for a story, because that reaches the
heart.

-   Relation to the NGO: It is meant for the Naga
Women’s Union who does fact finding and publi-
cizes about discrimination of women.

-   Way of presenting: reading out the story; dis-
cussion about the strategy.

-   Strategy: presenting the story to the Magazine,
with some more written information.

Comments: The message fitted the work of the
organisation, but it was buried under a lot of de-
tails, the story was good, but too long. It was not
clear for
which
printed
medium
it was
meant.
The
presen-
tation
should
have
been in

a printed form, the press will not easily read hand-
written papers. (16 points)

Group 2. A postcard for a culture of Peace
-   Mes-

sage:
We
don’t
give
up
hope
and
trust in
peace.

-   Audi-
ence:
All Indian citizens; rich and poor

-   Medium: A postcard with on one side a peace
message (We are all INDIANS, hIndus,
MuhammedaNs, BuDdhists, ChrIstians,
PArsies, JaiNs and SikhS. On the back side is a
peace drawing from a Gujarati orphan, and a
place to write your own peace message.
The medium is chosen because it is cheap, and
everyone can use it. It is also a medium Gandhi
used himself. It will be in English and Hindi. The
message can be sent to a peace organisation.

-   Relation to the NGO: A missionary of St Francis
of Saints was the maker of the Peace Message
on the postcard. The congregation of St. Francis
has some budget for peace work.

-   Way of presenting: The postcard itself is being
shown on a big paper. The follow up is being
shown with an advertisement for the postcard in
newspapers and on the internet
(www.postcard.com): “What is it that You and
Lajma have in Common?” This is a mission to
support and expose the unretiring spirit and in-
spiring message of the people of Gujarat.

-   Strategy: The printing of the first shift of cards
and sending them to all NGOs at the national
level will be sponsored by the congregation of
St. Francis. They expect sponsors to continue
with the campaign. It could start at the first anni-
versary of the Gujarat conflict.

Comments: A well thought out campaign; don’t let
it stay as an idea, but try to bring it to reality. (25
points)

Group 3 A poster: Say No to War
-   Message: Say No to War
-   Audience: Public places, schools, ordinary peo-

ple
-   Medium: A poster, naming many negative sides

of war; with symbols of religions.  It has been
chosen because it is easy to spread in many
places.
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-  Relation to the NGO:  The Centre for Social Re-
search works for Women Empowerment.

-  Way of presenting:  Showing and explaining the
poster; this raised much discussion

-  Strategy: Have the poster printed and bring them
to related NGOs and school principals.

Comments:  The message itself is clear, but  ‘ordi-
nary people’ don’t have a say in making war or not;
the poster only could make them feel more help-
less. The religious symbols were meant as a sign
that all religions should work for peace, but they
were seen as religions supporting war. A poster
should be very clear, because there is no explana-
tion possible (17 points)

Group 4. A film against girl child abortion
- Message: Make an end to the practice of girl

child abortion
- Audience: The whole world; we want to end

this practice with government support.
- Medium: a video documentary, showing a

pregnant woman, with the child inside who is
looking forward to
be born and see
her mother. After
some time, the
mother finds out
she is a girl and
kills the unborn
baby.

- Relation to the
NGO: The organi-
sation is working
for women’s rights;
a film about this
issue would be
very useful.

- Way of presenting:
The video was
shown on televi-
sion, and raised a
lot of discussion
about the topic
itself.

-Strategy: Show the video on a festival, raise
money with it and use the money for the cam-
paign against girl child abortion.

Comments: the message was brought with a
mixture of seriousness and fun, which made it
less strong. The strategy is very unrealistic; it is
very hard to make money with a documentary
film; it costs much investment before a good
film is made. This issue is very culture specific,
so the message cannot be meant for ‘the whole
world’. (17 points)

Group 5. A video to recruit youth for the Peace
movement
-   Message: It is much fun to work for a Peace

Movement
-   Audience: Young people in school classes
-   Medium: A video and awareness raising cam-

paign
-   Relation to the NGO: FOR India wants to in-

volve more youth in its activities
-   Way of presenting: The audience had to imagine

they were a school class, and three young peo-
ple got permission to adress the class for half
an hour. They showed the video and gave op-
portunity to ask questions;

-   Strategy:  Make the video real, and start the
campaign, also making posters and brochures
to leave behind after the interactive sessions in
the schools.

Comments: It is a whole concept with a clear mes-
sage. The medium of video is well chosen for the
youth; be aware that it shouldn’t be too long. With
a bit of help, it can be worked out. (23 points)
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Preparation of a Promotion Plan for
one’s own organisation.

After having discussed the paper Making a Promo-
tion Plan for your own Organisation’ (see Appendix
6) ) all participants started working individually on
a planning for the coming year(s). Since the pro-
gram had to be shortened because of the public
transport strike, there was no time to finish and
present the plans during the workshop. Partici-
pants are supposed to take the plans home, and
discuss the possibilities with their own organisa-
tions.

Questions for making a Promotion Plan for
your own Organization

Are you planning to do more publicity and
promotion (PR) for your work?
A. Why would you spend time, money and energy

on PR?  In other words, how could your
organization benefit from it? If you don’t think
you should bring your work under the attention
of a broader public, a promotion plan is not
necessary.

B. The message; what do you want to
communicate?
a) Write in one sentence the core of the
message you want to highlight in your PR.
b) Add two to four sentences about several
aspects of the core message.

C. The audience; who do you want to receive your
message?
For instance: the workers in your own
organization; journalists (radio/newspaper/
television/magazines); school children, (which
age?); parents; business people; young girls;
sponsors/funders; others.

D. The medium; which medium or more media are
you going to use?
Depending on your audience you might choose
for different options. Some examples:
- organize a seminar for all the volunteers in
your organization,
- make a flyer with information for parents,
- write a children’s book,
- make a photo series for an exhibition in the
local town hall,
- write a proposal for an upcoming activity
- etc., etc., etc.

A long term activity could be to make contacts
with interested journalists. Keep them updated
about your work, also when you don’t have
immediate ‘news’ for them; invite them to your

seminar, ask them advice about a folder, etc.
The ‘investment’ might pay off some day.

E. Time planning; when will we do which activity?
Be aware of the fact that all PR activities cost
time and money, so you will have to balance
between the organization’s work itself and the
energy you are going to spend on PR. Look at
the first question: if you think it is necessary,
then time and money should be allocated.

F. Finances; make an estimation of the costs
See how realistic your plans are in comparison
with the organization’s financial situation. What
can we pay for? Can we choose another, less
expensive medium? For instance, instead of
buying an advertisement in newspaper or
television, organize an event which will be
covered for free.

PUBLICITY

The Cultural Academy for Peace (CAP) gave good
examples of how to get media attention for the
organisation’s activities. CAP already has long
lasting contacts with several journalists, whom
they keep updated about the regular work. Several
resource persons during the Workshop were CAP
friends.

Journalists invited
Journalists were invited to sit in the back of the
room during all sessions, they were allowed to film
during one session, and got the opportunity for
interviews with participants. Several journalists
took the opportunity to see something of the dis-
cussions, and video has been taken. Special inter-
est from the press was for the Assam participant.
Assam is a potential conflict area, and journalists
could get first hand information about the actual
situation.
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Minister of Tourism’s visit
Another attractive item for the press was the visit
of the State of Kerala’s Minister of Tourism, who
had been invited to address the women peace-
makers from all over India. He came and gave a
short speech, politely saying how important the
work of women peacemakers is. Since the whole
workshop was interactive, there also was taken
some time for discussion. One of the participants
made a critical remark, about the Ministry of Tour-
ism’s publicity policy, where women were used,
making a show of themselves, to attract tourists.
The minister smoothly answered that the ladies
themselves liked the work and that publicity has
mechanisms of its own. There was no time for real
discussion. The minister disappeared, and the
press with him.

Statement
The Cultural Academy for Peace prepared a state-
ment from the participants in the Workshop
Women, Media and Peace. All participants signed
the statement, which has been sent to the Prime
Minister of India, the Chief Minister of Kerala, UN
and also to the State Women’s Commission.

RESOLUTION Passed by the Women, Media and
Peacebuilding Workshop held at Ashir Bhavan Cochin,
from 26TH to 31ST October, 2002 Organised by the
International Fellowship of Reconciliation (IFOR) and
FOR India

The Women Peacemakers Programme under the joint
auspices of the Fellowship of Reconciliation India (FORI),
International Fellowship of Reconciliation (IFOR) and
Cultural Academy for Peace  is conducting a workshop
from 26th – 31st October, 2002  to discuss and to explore
ways to equip women peace activists and women media
activists in peace building. Delegates from various states
meeting at Ashir Bhavan, Kacheripady, Cochin urge the
State Women’s Commission and the Secretary, Social
Welfare Department, Government of Kerala to lay down
guidelines to the media to eliminate negative portrayal of
women and to take ways to sensitise media officials  and
professionals on gender issues and to develop training
modules for this purpose.

The delegates endorse the National Women’s
Commission recommendations to the Government of
India that

1.  Government and Doordarshan should evolve a policy
which reflects the responsibility and role of media for
women’s development in the country.

2. The Ministry of Information and Broadcasting could
consider constituting annual awards to producers,
Directors etc who constitute actively to promote
women’s development through media programmes.

3.  It evolves policy shifts based on actual data and analysis
of relevant information. The Ministry of Information and
Broadcasting should promote research to comprehend
preferences and pre conceived  notions among the
audience, especially women  on gender portrayals on

T.V and also to gauge the audience response to
different kinds of portrayals. The outcome of the
research could be examined in consultation with the
National Commission for Women  and other
professional with expertise on gender issues to
formulate  long term objectives of media policy.

Among those present at the workshop were Ms. Janne
Poort-van-Eeden, Program Director of IFOR WPP
Netherlands, Ms. Beena Sebastian, General Secretary
FOR India, Chairperson, Cultural Academy for Peace and
Dr. Suseela Mathew, Chairperson, FOR India Women’s

Wing.

Public meeting
For the last afternoon of the Media Workshop, a
public meeting was organised. Several Kerala VIPs
were invited to speak, and the press and friends
were invited. Over 50 persons attended the meet-
ing, of whom about a quarter were journalists of
several media. A press release was written, in or-
der to hand out actual information about the Media
Workshop’s results.

AGENDA  for the Public Interactive Meeting of the
Women, Media & Peace building Workshop
Date 30 October 2002  Venue: Ashir Bhavan
Time: 4 PM

1.   Prayer
2.   Welcome and Introduction of the Programme

Ms. Beena Sebastian, General Secretary FOR India
& Chairperson, Cultural Academy for Peace

3.   Response from the participants
Ms. Milly Chatterjee. Head, Centre for Social Re-
search, New Delhi.

4.  Presidential Address
Justic V.R. Krishna Iyer. Former judge of the Su-
preme Court of India.

5.   Talk
- Dr. Sebastian Paul, Ex. MP & Ex MLA
- Dr. K.K. Jayan, Deputy General Manager,
Adminstration & Corporate Communications, Kochi
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Refineries Ltd.
- Ms. Janne Poort – van Eeden. Education officer
IFOR WPP, the Netherlands
- Ms. Ammu Joseph, Senior journalist

6.  Vote of Thanks
Dr. Suseela Mathew, Chairperson FOR India, Wom-
en’s Wing.

EVALUATION

“ Nowadays we need this kind of workshops to fill
us with new vine”

 “Before I never think of working with media and
make them aware of our grievances through the
discussion.”

“ I learnt many things, but particularly working with
the camera and better media access.”

Participants Opinions

The participants were very positive about the
workshop. They especially liked the practical as-
signments, the contacts with the media people,
and the contacts among themselves.

The long lecture on print media and extensive use
of English were difficult for some participants. Not
all participants were fluent in English. Some par-
ticipants could not take in all the information during
long sessions. The cooperative and friendly atmos-
phere meant that participants were not shy in ask-
ing presenters to repeat a statement. A few partici-
pants also stated that they would have liked a less
full program or more short breaks in between ses-
sions. In short:  “I was never bored”.

“The workshop came up to my expectations, I
think, because earlier I did have a little prejudice
about the media people coming, but I feel it’s OK.
Our peace makers voice has to be voiced through
some forum.”

Organisers opinions

The organisers judged the Media Workshop a defi-
nite succes. The entire program went well. Since
the topic and the format were completely new, we
discovered towards the end how the program ful-
filled the goals.

The workshop goals, as stated in the project  pro-
posal, were:
1) To train women peacemakers in media skills,

such as video, as a creative means to help raise
awareness of both the obstacles and successes
they face in nonviolent conflict resolution.

2) To train peacemakers to make better use of
mass media, finding ways to increase the atten-
tion for their work from written press, radio and
television.

3) To make journalists aware of the importance
and news value of women’s peace building.

4) To explore possibilities for a long term peace
building and media project.

Outcomes of the program

1) To train women peacemakers in media skills,
such as video, as a creative means to help raise
awareness of the both the obstacles and suc-
cesses they face in nonviolent conflict resolu-
tion.

“I feel very much supported in my work. The work-
shop will give me great impact for my future plan-
ning of peacebuilding and giving training on
peacebuilding”

Participants have been trained, both theoretically
and practically, in skills; not only to use video,
print, radio and other communication media, but
also how to bring the essential work of their or-
ganizations to the attention of the media. Concrete
outcomes of the workshop included:
-   A powerful call for an active peace movement to

be disseminated through the familiar, low-cost
medium of the postcard.

-   A message against war, presented on a poster.
-   A story for the print media illustrating the need

for changes in customary law to ensure wom-
en’s right to property.

-   A dramatic argument against female foeticide,
and a video film and presentation campaign to
inspire young people to work together for peace
and reconciliation.

Two of these plans are realistic enough to be used
in the organisation’s future work.

Learning from each other’s work was enriching,
and made participants feel connected to the wider
peace movement. After organizers noticed how
eyeopening it was for several women to see their
social activities for women’s empowerment and
justice as contributions to peace, we inserted a
short explanation of nonviolent action, with the
Gandhi principles and the six steps of Martin
Luther King, was inserted in the program. This sat-
isfied the need to learn more about active nonvio-
lence and peace building.

“That as women peacemakers how we can
strategise ourselves to make the maximum usage
of the media to further our cause, knowing the
compulsions or limitations of media”.
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2) To train peacemakers to make better use of
mass media, finding ways to increase the atten-
tion for their work from written press, radio and
television.

“It has given us the missing link as to why we don’t
receive the inputs we expect from the media. This
will help me improve my media related campaigns
by looking into their technicalities.”

The workshop bridged a gap of misunderstanding
between journalists and social activists. In working
together they got to know each other better and
explored ways of how to make use of each other’s
qualities in the future. After the working sessions,
the insight of participants showed a shift from “We
are the real peace activists and the media are ar-
rogant and don’t want to listen” towards “We
shouldn’t change the media, but our own attitude”.

Many practical ideas and suggestions emerged
from the discussions, and are being integrated in
the promotion plans the participants developed for
their own organisations.

Ad 3) To make journalists aware of the importance
and news value of women’s peace building

The meetings between journalists and NGO peo-
ple were lively and exiting, obviously both enjoyed
the confrontation. In some media people, espe-
cially those who were the most participatory, or-
ganizers noticed a slight change of views. Profes-
sor George Nellisery recognized that NGOs have
their own reasons for the way they work. Ammu
Joseph, an important journalist, said publicly that
this workshop had been an eye opener for her. The
work of social activists can indeed be very inter-
esting for the media, and among the participants
were many women with creative publicity skills.

4) To explore possibilities for a long term peace
building and media project.

During the workshop several women expressed
the wish to be able to stay in contact. We will try to
do so through the regular networking of IFOR’s
Women Peacemakers Program. For a future long
term peace building and media program, possibili-
ties for follow-up should also be integrated.

The format of the workshop has proved to be very
useful and will be applied - and may be adapted -
for the Zimbabwean situation, where the next me-
dia workshop will take place.

“I enjoyed very much working with the video and
digital camera. Thank you for giving me the oppor-
tunity. This kind of workshops I think are really
good for NGOs all over the world (I’m sure in India
anyway).”
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