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The animation video presenting the report
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Presenter
Presentation Notes
Good afternoon and thank you for inviting us to share the preliminary results of our study with you. Over the next hour we would like to address four key areas:
The Mapping: looking  at how this project came into being 
The Methodology: The approach that was undertaken, including some of the limitations and challenges this provided, as well as how we managed them. 
The Key Findings: Last but certainly not least, we will take a look as some of the preliminary findings from the project. 
Some first conclusions
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LL Media Literacy is understood as an
umbrella expression that includes all the
technical, cognitive, social, civic and creative
capacities that allow a citizen to access,
have a critical understanding of the media
and interact with it."J %)

- EU Media Literacy Expert Group
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So our first challenge was to create a common understanding of media literacy…. 
It was agreed with the Commission that the definition of media literacy used in the mandate of this group would form the basis of that common understanding. These capacities enable people to exercise critical thinking, while participating in the economic, social and cultural aspects of society and playing an active role in the democratic process. This concept covers all kind of media interactions (broadcasting, radio, press, the internet, social media) and addresses the needs of all ages.



1. The mapping
What is the purpose of this mapping?

To identify trends at regional, national and European
levels

 To inspire the development of new projects and
collaborations

What does it focus on?

e Audiovisual content

e Non-curricular education
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So what did we want to do?
We know that there are a huge number of media literacy projects being undertaken across Europe. We also know that media literacy projects are usually developed to address specific media literacy needs within each country, often targeting specific audiences or communities. While there will be some variation in the Media literacy needs between countries, it was anticipated that there would be a lot of common ground too. 
So the purpose of this project is to provide a snapshot of some trends in media literacy projects across Europe with a view to highlighting some of the most diverse, interesting and innovative projects in the hope of inspiring and encouraging future activity and collaboration across Europe.
In short, it is about helping media literacy professionals create great projects without having to ‘re-invent’ the wheel.
 
Now the first challenge with most media literacy projects is defining what Media literacy is. And for the purposes of this project it is understood to be an umbrella expression that includes all the technical, cognitive, social, civic and creative capacities that allow a citizen to access, have a critical understanding of the media and interact with it. 
This is a very broad concept that covers all kind of media interactions (broadcasting, radio, press, the internet, social media) and addresses the needs of all ages. 
Given this very extensive scope, the Commission decided that this project would not deal with curricular activities. 
Therefore it is important to note that these results should not be viewed as a complete or comprehensive picture of media literacy across Europe.
 



1. The mapping

A main report providing

a general analysis of the 2 8 national
‘fact sheets’

featured )
5 4 7 projects providing a general analysis
@ of the 20 highlighted

at a European level l projects in each country
Summaries of the 1 4 5

most significant

projects across Europe
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So what will be delivered? 
There will be a main report published which provide a pan-EU28 analysis of over 550 projects. Later we will give you a flavour of some of the findings. 
As an annex to this report, there will be 28 national ‘summary reports’. Each report provides a high-level analysis of 20 of the most significant projects undertaken in that country since 2010, including information on aspects such as the range of stakeholders and sectors involved, the project types and the media literacy skills addressed in each country.
In addition, there will be more in-depth summaries of 145 of the most significant media literacy projects across the EU 28 countries (5 from each country and 10 from Belgium).
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We’d like to take a few minutes now to talk about the methodology undertaken for this project. 
As mentioned earlier, the brief provided by the Commission was “to provide mapping and description of the significant projects in promotion of media literacy in the EU-28 member states, since January 2010, of national or regional coverage.” 



_

Methodological considerations

* Finding a common understanding of media
literacy

* Creating a common framework for
comparison

 Understanding ‘significant’ in this context .
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When developing the methodology a number of factors had to be taken into consideration such as: 
The absence of a universally accepted definition of media literacy resulting in differences in how media literacy is understood - both between and within countries. 
Given the broad definition of media literacy that we are using, we are dealing with a diverse range of media literacy projects with no common evaluation framework. So how do we compare like with like? 
How do we define ‘significant’ across such a broad and diverse range of projects when cultural, social and political factors could all influence how significance is understood and measured.



2. The methodology

Media literacy experts
For each of the EU 28

Collection of data for the elaboration of a comparative
report

Questionnaire to each national expert:

e Identify the 20 most significant ML projects since 2010
 Give a detailed description of the 5 most significant ones
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The next methodological challenge was data collection. How could we collect data across 28 countries within a specific timeframe, when there was no common delivery network or evaluation framework for media literacy projects. 
To manage the collection of data from the EU-28 member states, a single point of contact for each country was established (one each for the French and Flemish speaking communities of Belgium). These points of contact were described as national experts and drawn from:
Universities active in media literacy research, 
Regulatory bodies with a responsibility or interest in the area, 
Specialist Media Literacy Centres, 
Independent experts based on their experience in the area.
 
In order to compare projects across countries, a set of standardised questions was created to provide a broad framework for the collection and analysis of data against specific criteria. �
Each national expert was asked to complete the standardised questionnaire which looked for information on :�1) The 20 most significant projects including details of Project Name, Project Type, Sector, Media Literacy skills addressed, Geographic reach, Timing, Reason and level of significance.�2) More in-depth project summaries for the five most significant projects including information on the target audiences, budgets, stakeholders and project outcomes and evaluation.�
Given the different contexts in which respondents were operating, similar projects have naturally been interpreted in different ways. For example, the EU Kids Online project and Safer Internet Day regularly emerged in the 20 most significant projects but not all countries categorised it in the same way in relation to project type or sector.  
Some data could not be obtained for confidentiality reasons. This occurred most frequently in relation to project budgets and project outcomes.  
 



2. The methodology

==), A questionnaire
= For each national expert

 The main stakeholders engaged in media literacy projects, and their sector
of activity:
= Academia
* Audiovisual content providers
=  Online platforms
= Public authorities
= Media regulatory authorities
=  Civil society

e The nature of the engagement: statutory or non-statutory
interest/engagement 29



2. The methodology

==), A questionnaire
= For each national expert

* Project type: research, resources, campaigns,
provision of funding, networking platforms, policy
development and end-user engagement

. : academia, audiovisual content providers,
public authorities, online platforms, civil society

and cross-sector collaboration
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2. The methodology

==), A questionnaire
= For each national expert

 Media literacy
* Creativity
= Critical thinking
* Intercultural dialogue
= Media use
= Participation and interaction
= Other
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2. The methodology

==), A questionnaire
= For each national expert

 The scale of the project: local, national, European

 The time period of activity
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2. The methodology

[ ] I Reason for significance

* The size of the target audience

 The total budget or cost of the project

* The success of the project (outcomes/impact
compared to objectives)

e The level of public awareness of the project

 The level of engagement by the target audience
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The third methodological challenge was around language. A key feature of this research was looking at the ‘most significant’ projects in each country.  But how do we define significant when dealing with such diverse projects?
National experts were advised that ‘significant’ could relate to a range of measures such as: 
The size of the target audience
The total budget or cost of the project
The success of the project (outcomes / impact compared to objectives)
The level of public awareness of the project
The level of engagement by the target audience
Or some other measurement that was relevant to that project.
Naturally, what was categorised as significant in one country by one national expert, did not necessarily correspond with what as categorised as significant for another country. Therefore, the judgement of significance was, ultimately, up to the discretion of the national expert.
So this study is not a list of ‘the best’ or the ‘most successful’ but a selection projects that were deemed ‘significant’ for a range of reasons.
Given the nature of the methodology, it was anticipated that a certain level of subjectivity might emerge during the selection process for the most significant projects. To help mitigate this risk, the national experts were asked to engage with media literacy stakeholders from a range of sectors to ensure a wide range of projects were considered for the mapping activity. The sectors that national experts were asked to engage with were: �*   policy makers
*   public authorities �*   media regulatory authorities �*   audiovisual content providers �*   journalists associations �*   civil society�
As another check, we have instigated a twin-review process. The first step was requiring the national expert to verify the information contained in the fact sheet and give them the opportunity to add some context at the beginning - if they wished. 
 
The second step (which many of you are involved with) is to cross-check that context, and the data, with representatives of the EU Media Literacy Expert Group.
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So now we will take you through some of the key findings, looking specifically at the following aspects of the media literacy.



7 | The key findings

. The stakeholders
The networks

. The project types
The skills

The sectors

. The geographic reach
. The audience groups
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3 1. | The stakeholders
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Looking first at the range of media literacy stakeholders. 
 
We asked the respondents to identify the main media literacy stakeholders in each country and to also indicate which of seven broad sectors that they belong to. We also as the respondents to indicate which of these main stakeholders had a statutory duty around media literacy in their country. 
 



3. The key findings - Stakeholders

Main media literacy stakeholders across 28 EU countries and the
sectors represented

Non-Statutory Duty
Statutory Duty

Civil Society

Public Authorities

Academia

Audio-visual Content Providers
Online Platforms

Other

Media Regulatory Authorities
Journalist Associations

Total
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As this chart shows, 939 key media literacy stakeholders were identified across the EU 28 countries. The smallest number of main stakeholders reported was 8 (in Cyprus) and the largest was 101 (in Finland). 
 
From this chart we can see that 305 (over a third) of the stakeholders identified were categorised as ‘Civil Society’. The next most common categories were Public Authorities with 175 and Academia with 161. 
 
However, these figures become more interesting when we consider the relative size of those sectors in each country. For e.g. I would draw your attention to the Media Regulatory sector where we see that 44 of main stakeholders were categorised as such. Although this category contains the second lowest number of stakeholders in this chat, it is important to note that there are a finite number of MRA in each country, usually only one or two (although Germany is an exception) so this represents quite a high level of engagement by MRA in Ml across Europe. 
 
The total number for AV content providers across all of the EU countries is 144, however, four countries combined account for almost half that figure while five countries had no stakeholder categorises as such. This actually means that in most countries there are only one or two AV content providers categorised as main ML stakeholders – which could raise the question of how active PSB are in relation to promoting ml and whether there is more opportunity for cross-sector coloration with that particular sector. 
 
What is also interesting about this chart is that it shows that almost three-quarters of these stakeholders do not have a statutory responsibility around media literacy (698) so they have some other kind of motivation for being involved, and those motivations are likely to differ from sector to sector, if not from organisation to organisation.  


3. .| The networks
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Respondents were also asked to indicate the number of main media literacy networks were  present in their countries and whether these networks operated at a local, national or international level. The information contained in this report on networks is intended to be indicative, rather than exhaustive, as some networks operate on a project- by-project basis, or media literacy is only a part of the remit of the network – and as we were asking about the main networks, some national experts will have had to use their own discretion when deciding what was included.
 



3. The key findings - Networks

Main media literacy networks across 28 EU countries.

No. of European/ International networks

No. of regional networks

Total no. of main media literacy networks across
Europe

E—
F

135

0
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100
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200

189
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Respondents identified a total of 189 main media literacy networks in operation across the EU 28 countries. A full list of these networks will be available in the main report. 
 
Categorising these networks into precise regional/national/international levels was not clear cut as some networks operated on more than one level which is why 135 + 51 + 30 does not equal 189.
However, what is clear is that the majority of networks are operating at a national level. 
 
The number of main networks reported varied dramatically from country to country with 14 countries reporting 4 or less networks and 7 countries reporting over 10 main networks existing in their country. France recorded the highest number of main networks at 25. 


3 3 | The project types
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Respondents were asked to select one of seven categories of ‘project type’ for the each of the 20 most significant projects. Some media literacy projects could be categorised into more than one category (for example, Resources and Research). In these instances, the respondents were asked to select what they considered to the most relevant category. In some cases, this may have affected the numbers of certain project types being represented across the twenty most significant projects highlighted by the national experts.
 



3. The key findings - Project types

Media literacy ‘project types’ across all featured projects
from 28 EU countries.

600 547

500 -

400 -

300 -

200 - 173

66 77 78 107

100 -

Total Other Project Provision of Policy Networking  Campaigns Research End-user Resources
Type Funding  Development Platforms engagement
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While some countries struggled to only include twenty projects – suggesting a very active media literacy environment, other countries struggled to find 20 projects and some countries simply couldn’t - which is why we have a list of 547 projects out of a possible 580.
Of these 547 projects we can see that 173 projects were categorised as ‘Resources’ and 107 as ‘End-user engagement’. At the other end of the scale we can see that only 13 of 547 projects were categorised as Provision of Funding and twenty as policy development. 
 


3. The key findings - Project types

Media literacy ‘project types’ across ‘case-study’ projects
from 28 EU countries.
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Each respondent was asked to select five projects from their initial list of twenty most significant projects and answer a series of more detailed questions about them. We call these the ‘case-study’ projects.
When we look at these 145 case-study projects we can see that ‘Resources’ is still the most frequent categorisation of project accounting for almost a third of the project types followed by Campaigns this time rather than End-user engagement as in the previous slide. 
Once again Provision of Funding and Policy Development are the least frequent.


3 4. | The skills
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For the purposes of this research, respondents were given five main categories of media literacy skills and asked to identify which skills were addressed by the 20 most significant media literacy projects. The categories were:
Creativity: such as creating, building and generating media content.
Critical thinking: such as understanding how the media industry works and how media messages are constructed; questioning the motivations of content producers in order to make informed choices about content selection and use; recognising different types of media content and evaluating content for truthfulness, reliability and value for money; recognising and managing online security and safety risks.
Intercultural dialogue: such as challenging radicalisation and hate speech.
Media use: such as the ability to search, find and navigate and use media content and services.
Participation and interaction: Interaction, engagement and participation in the economic, social, creative, cultural aspects of society through the media and promoting democratic participation and fundamental rights.
 



3. The key findings - Skills

Types of media literacy skills addressed by all the featured
projects across 28 EU countries.

Critical Thinking

Media Use

Participation and Interaction
Creativity

Intercultural Dialogue

Other

Total no. of projects 547

0 100 200 300 400 500 600
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What we saw was that of the 547 projects looked at, the majority of them addressed some aspect of critical thinking and some aspect of media use. 
Just over half of projects addressed media literacy skills linked to Participation and Interaction 
Just under half of projects addressed media literacy skills linked to creativity 
Less than one third of projects addressed intercultural dialogue – which includes topics such as challenging radicalisation and hate speech.


3. The key findings - Skills

Types of media literacy skills addressed by the ‘case-study’
projects across 28 EU countries.

Other

Challenging radicalisation and hate speech (Intercultural dialogue)

Democratic particiation and fundamnetal rights (Participation and...

Creative Skills
Online safety and security (Critical thinking)

Recognising and evaluating different content (Critical Thinking)

How media works and message constructed (Critical Thinking)

Interaction, engagement & participation (Participation and...

Making informed choices (Critical Thinking ) 104
Access, search, find, navigate and use (Media Use ) 111
0 20 40 60 80 100 120
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For the 145 ‘case-study’ projects, respondents were asked are to categorise the media literacy skills in more detail and 11 categories were provided. 
This chart shows this gives us more granular information on the types of skills that were addressed through these projects and shows that the skills linked to these projects promote a very broad range of media literacy skills, with all of the skills asked about in the survey being addressed.
Perhaps somewhat reassuringly, skills linked to ‘making informed choices’ and ‘understanding how media works and messages are constructed’, along with skills around interaction, engagement and participation were addressed over two thirds of the case-study projects. 
This is closely followed by a range of skills linked to ‘critical thinking’. 
Less reassuringly perhaps, we can see that just under one third of these case-study projects addressed media literacy skills linked to challenging radicalisation and hate speech online. However, we should consider that perhaps, as a theme, this is beginning to rise on policy agendas much more in recent years that it was in say 2010.
 



3.5 | The sectors
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Respondents were also asked to identify the main sectors involved in the most significant media literacy projects. 
It is worth noting that when identifying the main sector involved in each of the 20 most significant projects, the respondent was only allowed to select one sector. If more than one sector was involved in a project, the respondent was asked to select the ‘cross-sector collaboration’ tab. 
Therefore some of the sectors involved in some of the cross-sector collaborations, may not be specifically identified in the 547 most significant media literacy projects.
However, for the case-study projects, there was the opportunity to list all the sectors involved in the projects.
 



3. The key findings - Sectors

Engagement of different ‘sectors’ in all featured media
literacy projects across 28 EU countries.
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So looking at the 547 projects first, we can see that just under half (226) of the projects were categorised as ‘cross-sector collaboration’. This is by far the most common categorisation of project .
The next most common categorisation of sector is ‘civil society’ with 125 of 547 projects being categorised as such. 
Public Authorities account for 65 projects, Academia for 50 and AV content providers for 44. Then we see another sharp drop down to Media Regulatory Authorities, online platforms.
However, remember we said that if more than one sector was involved in a project, the respondent was asked to select the ‘cross-sector collaboration’ tab. 
Therefore some of the sectors involved in some of the cross-sector collaborations, may not be specifically identified in the 547 most significant media literacy projects. This might account for the low figures for MRAs, AVCPs, Academia and PAs….
 



3. The key findings - Sectors

Engagement of different ‘sectors’ in ‘case-study’ media
literacy projects across 28 EU countries.
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Because, the case-study projects provide us with much more detail and there was the opportunity to list all the sectors involved in these projects.
What this picture shows us is that over two-thirds of the case-study projects were a result of cross-sector collaboration.
Civil Society is sector involved in the greatest number of projects at 97, but this is closely follows by PA at 87 and Academia is involved in over a third of the case-study projects. AV CP’s are involved in over a quarter of projects and MRA’s in about one sixth.
So this data suggests that projects working in partnership is an important aspect of significant media literacy projects.
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We also asked respondents to indicate the geographical reach of the projects that they had selected. 



3. The key findings - Reach

Regional/national/international reach of all the featured
projects across EU28 countries.
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For the 547 projects identified across all countries, we were able to establish this information for 545 projects. 
As you can see the vast majority (408) of these projects were of national importance with 94 categorised as regional and half that again categorised as European / International.
This suggests that there might be scope to improve pan-european collaboration on media literacy projects.
It is worth noting that we are also planning to analyse these pan-European projects as part of a ‘trans-national’ section in the main report. 



3. The key findings - Reach

Regional/national/international reach of the ‘case-study’
projects across EU28 countries.
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When we look at the 145 case-study projects we can see a similar picture in that the vast majority of projects fall into a ‘national’ category.
However, compared to the 545 projects, there is a significantly lower percentage of projects at a regional level. This is possibly reflecting the fact the 145 case-study projects were, in most cases, deemed to be the five most significant projects undertaken in the country in the last 6 years. 



3.7. | The audience groups
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To try and understand who the key target audiences are for media literacy projects we asked respondents to indicate who the main audiences were for the 145 case-study projects. 
We have grouped the responses into five broad categories for illustrative purposes, although more detail on the specific audiences for each of the case-study projects is available in the original submission from each country. 



3. The key findings - Audience groups

Audience groups targeted by the case-study’ projects across
EU28 countries.
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What this overview shows is that, although this study did not include curricular-based media literacy work, 81 of the 145 case-study projects targeted the broad audience group of ‘Teens and older students, and was closely followed by the ‘Professionals’ category (which included teachers, care-workers, youth workers and academics).
Interestingly, 41 projects targeted parents, that is half the number that targeted teens – which might prompt the question ‘Are parents getting enough support when it comes to helping teenagers and older students develop good media literacy skills?’
At the other end of the scale we see that only 7 of the 145 case-study projects were targeting the audience group of ‘Older People’. Again this might pose interesting questions about the support available for older people to develop good media literacy skills, especially in the context of increasing numbers of older people becoming digitally engaged and using online platforms and services. 
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What are the common features of significant
projects? (What can requlators do to nurture the
development of media literacy projects?)

= Work in Partnership
-> Provide, or secure access to Funding

- Facilitate Networking

55
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1 – Partnerships, whether at a national or trans-national level, it appears that cross-sector collaboration is a key ingredient in the reciepe for a successful media literacy project.
2 – For the 145 case-study projects we asked for information regarding how the project was funded. This was the data that we have had the lowest response rate on. In total, some financial information was provided for 90 projects, and of these almost half (42) of the projects received some funding from the EU.. This suggests that the provision of funding is an important aspect of supporting media literacy, especially in countries where it is less developed 
3 – Networks. This is linked to the previous two points as it refers to how partners and projects can evolve and grow through sharing best practices. As an example, The Safer Internet Day project was identified by 10 of the 28 countries in this survey as one of the most significant media literacy projects to have been undertaken since 2010. One of the main elements of that European funded project is the development and use of networks both at a national and European level. So perhaps there is a lesson there for us also. 
There’s a lot of information here and we hope that there will be something for everyone no matter which bit of the media literacy world you are in. In particular, we hope that some of the projects highlighted here will provide the inspiration and information to help even more great media literacy projects evolve. 
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