Workshop 5

Which structures are in place to train media coaches in a sustainable way? What are necessary intercultural media competences of media coaches and how can young media talents be spotted and supported towards vocational training?

Participants:

Patrick Verniers, (chairman), Media Animation, Euro media literacy, Belgium

Ina Alm, Practical IT & Media skills (PIM), Sweden

Simon Stromberg, Kulturskolan Stockholm, Sweden

Sharmila Badloe, Mira Media, the Netherlands

Shakuntala Baraji, Centre for the Study of Children, Youth & Media, Institute of Education, United Kingdom

Shaleeta Bihari, Wijk Media atelier, the Netherlands

Dirkje Ebbers, Stichting Leerplan Ontwikkeling, SLO, the Netherlands

Brit Thomassen, Dutch Filmmuseum, the Netherlands

Lisette Reuter, JFC Mediacenter Cologne, Germany

Peter de Groot, St. Audiovisueel Branche Centrum, the Netherlands

Janny van Os, ROC Mondriaan, the Netherlands

Frank Verveen, ROC Mondriaan, the Netherlands

Elsbeth Dekker (report), Hogeschool van Amsterdam, the Netherlands, 

Patrick Verniers introduced the scope of the workshop and the key questions at the agenda.

After a first roundtable during which each of the participant presented himself and his organisation  , Patrick introduced the first key question: 

1. Which structures are in place to train media coaches in a sustainable way?

As an input example regarding this key question , the representative of the PIM Project (from Sweden) was asked to present this online training project for teachers.. The interest of this initiative is that it has created a systematic online learning environment concerning Media Skills in the school system.


a) PIM project - Sweden
In Sweden there is a project, called PIM, Practical IT and Media skills. PIM is about learning the tools. The project is organized by The Swedish National Agency for School Improvement. It is a course for teachers, improving their computer skills when it comes to using Information Technology in schools. PIM has 5 levels and there are two environments. 
Lessons about the various skills can be found on PIM’s national website. After reading the guides and doing the exercises, you can do the tests and examinations on the local website. Every city has its own website with media coaches who give feedback. Examinations take place under the auspices of the municipality. More information one can find in the brochure (in English). 

For most of the schools level 3 is compulsory. Schools advertise with: ‘our teachers are all level 3 (or 4!)’. Besides, teachers can say: ‘I reached level 5, I want more salary!’ Some schools give their teachers 40 hours to do the training, some more, some less. 
A disadvantage of the agreements made in Sweden is that every school in an area must join the course. If one school does not want their teachers to do the training, no school in that community can.

In Sweden they also have a website called Multimedia byrån. The site is open for everyone, not only for the PIM students. It presents several guides and courses. It’s also used as a multimedia archive with pictures and film everyone can use. 
PIM 2.0, a follow-up, will be more focused on content and will be giving teachers more  training on applied(?) skills. It is very important that teachers talk about the things they learned.

b) MediaCoach Project

After this presentation, the participants were asked  to explain and present the different structures and initiatives linked to the concept of “Mediacoach”.

In the Netherlands, where the Mediacoach project was first implemented, there is a special course for the education of Media coaches. Media coaches will be training children inside and outside schools to handle media in an active and critical way.  The course is relevant for PABO students (they become teachers for primary schools), teachers of primary and secondary schools, librarians of public libraries and school media centers. 
School assistants learn practical things, such as handling equipment and cables, installing software and teaching basic operational skills with applications. They do not only assist in schools, but also in the community centers.   

Another organization from the Netherlands, Kennisnet, will present the Web 2.0 training “23 dingen”, for teachers and students who are consuming and producing.

It was explained to the participant that, based on this first NL initiative , a European MediaCoach project was implemented. There are pilot training activities planned in other countries, like Belgium, Germany and Sweden. They will all start in Autumn 2008 with a  pilot course for media coaches. This pilot training aims to adapt the MediaCoach project to the needs and specific educational contexts of the countries. In some countries, Mediacoach will be first implemented outside the school system context, in others it will be a mixed pilot.

The workshop discussed about the different approaches and the need for local and national adaptations. The role and context of the work of Mediacoaches is not the same in all the countries. It was also highlighted that besides national/international initiatives, there is still an existing space for experimentation based on local initiatives.

There was also a discussion concerning librarians and their role and interests in the Mediacoach project: in the Netherlands, librarians have also a pedagogic role, and there has been great interest and demand in the Mediacoach initiative. In other countries like Sweden and the UK, where the role of librarians or school libraries is different, it seems that the interest in Mediacoach will not be the same.

 c) UK: Mediasmart and Mediacoach

In the UK teachers do not have a training program for using media. However there are courses about interpretations of commercials, called Be Adwise and Be Media Smart. 
The training is an initiative of the advertisement industry. Shakuntala Baraji was asked to evaluate the program. In a lot of (white) schools the program was successful. In almost every school children loved the lessons. But in a lot of schools the discussion was not about the ad and the camera shots, but about culture and the relationships of the people who figured in the advertisement (for instance stereotypes of 'traditional' family life). Children learned more, when they made their own advertisement. The content of lessons was not suitable for all classes and cultures. One size does not fit all.
She had to conclude that her comments on the program were not taken seriously. The advertisement industry did not doubt the quality of the training program but they doubted the quality of the teachers.

An important lesson was: you can get the tools from the industry but you have to keep control of the content of the lessons.

As a conclusion for this first key question, it was highlighted the need for adapting the Mediacoach approach and structure to the different cultural and educational contexts.

2. What are necessary intercultural media competences of media coaches ?

It was proposed to discuss this second key question and interact around the intercultural dimension inside the training structures like Mediacoach and other initiatives. Everybody was invited to explain their experiences or ideas concerning this intercultural media competence.

Here are some examples that were explained by the participants:

Janny van OS explained that with the help of media, you can bring the home situation to school. For a lot of scholars with problems at home, it works well to make a film or take pictures of their home environment and show them at school. 
In The Hague they taught a group of illiterate people how to read and write. Afterwards, they were also taught the techniques of Digital Storytelling. The films they made are used as an example for other illiterates, how they can overcome their problems. 

The Film museum in Amsterdam uses old films in lessons. The remarkable thing is that the old pictures of 1920 are strange to everyone, independent of their culture. The people in the films are funny dressed and the world looks strange. The responses of the children are the same and there is no need to focus on cultural differences.  

In Belgium,  a small example coming from a teacher working on advertising in a multicultural classroom, was presented. The children were asked  to bring  a videotape from home with commercials and to analyze them in class. Most of the children brought tapes with Turkish and Moroccan advertisements to criticize in the lessons. That situation was not prepared by the teacher and he had to adapt his way of teaching media literacy, integrating the intercultural dimension of the media. 

In the UK, it was explained how intercultural issues were very interesting to observe in the evaluation of Mediasmart activities.

On the basis of western movies you can conclude how audiences can influence the content of media. In the first movies killing as many Indians as possible was a good thing. Now the white cowboy is a hero when he interacts with the Indians and is joined by an Afro-American man.

Different questions were also discussed in the workshop, like:  

· Can media contribute in overcoming intercultural differences?

· Are intercultural differences influencing media lessons? 

As a conclusion for this second key question, it was highlighted the need of making intercultural issues explicit in the training processes of Mediacoach. Without making this explicit, there is a risk of missing the key issues and also the risk of having Mediacoaches not prepared to integrate this inter/cross/trans cultural dimension in their media literacy projects. 

Highlights and short remarks 
· In the UK they must develop a media training program for teachers. 

· Start a forum on the website of Media4Me where we all can continue exchanging ideas and experiences.  

· There must be a balance between critical thinking about the media and the advantages of them.

Because of lack of time, the workshop didn’t had the opportunity to discuss around the third key question : how can young media talents be spotted and supported towards vocational training ?

