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Abstract

This thesis identifies the strategies used by media established for pan-European audiences
to report politics and public affairs to the populations of the European Union, which are
characterized by multi-nationality, overlapping identities and interests. These strategies
overcome specific barriers which impede media outlets from reaching their diverse
audiences and sustaining themselves as viable businesses. A total of six media outlets are
assessed for how they deal with these barriers, identified from previous research literature
on European media and the emergence of European public spheres. These barriers are:
language, national identity, European Union political communication deficits, and
advertising markets. Media outlets examined include one weekly newspaper, two daily
newsletters and three websites, all devoted to the coverage of the European Union and
European public affairs. Interviews were conducted with editors and reporters of these
media outlets in Brussels, Belgium to identify strategies used to overcome the four
transnational barriers.

Results show that each media outlet has undertaken its own unique strategies to
overcome language and advertising barriers. The use of English as the language of
preference in pan-European media audiences has surpassed all others. The barrier of
national identity is only significant insofar as it limits the appeal of pan-European media
outlets to audiences interested only in the EU and Europe-wide public affairs. Websites
appear to have the greatest appeal among general readers who seek information on the
EU and Europe, likely because these are free more easily accessed than newspaper and

specialized newsletter publications.
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Chapter 1: Communicating in a multinational federation

With institutions patterned on those of federal states on the one hand, and a
system of multilevel governance that includes 27 national governments leading peoples
who speak 23 different languages on the other, European Union’s avenues for political
communication are presented with great challenges that call to question the success of the
European integration project.

Economic integration of the Union deepens as member state governments
continue to transfer national policy-making power to EU institutions. Political
integration, however, seems remote, all the more since member state citizens tend to
identify first and foremost with their national governments, their own languages, histories
and cultures. Voter turnout for elections to the European Parliament — the only directly
democratically-elected institution of the Union, and the only EU institution directly
accountable to the public — are distinctly second-order, with turnout rates markedly lower
than those of national elections (Schmitt 2005; Lord 2004: 64-71).

For citizens of EU-member states at large, national politics and public affairs
continue to take precedence over EU-wide politics and public affairs in spite of the
increasing policy-making weight taken up by the EU, particularly in matters of trade and
economics. The general population’s ability, interest, willingness to understand and relate
to EU politics and decision-making are miniscule in comparison to the attention accorded
to national affairs. Media content analyses have been particularly effective at

demonstrating this reality (Machill, Beiler and Fischer, 2006, and Downey and Koenig,
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2006, are notable recent examples) — which contributes to communication deficits
between the EU and member state citizens.

Such studies are part of a sizeable body of political science and communications
research which, nevertheless, hypothesize that as European integration proceeds, citizens
will come to relate to the European Union as they do with their own states — and relate to
citizens of other member countries as they do with their own co-nationals. Stated in more
specific terms, it is hypothesized that a European public sphere will emerge.

Following this reasoning, European communication patterns and media structures
are expected to change. Media outlets that serve citizens of Europe at large — or pan-
European publics — are expected to emerge and grow, much as they had in the case of the
unification and founding of nation-states and federal states, such as Italy or Germany.
Applying the model of the nation-state to the multinational European case is very
misleading, however. “Multilevel governance and continuing tensions and divergences
between the supranational level and those of the member states”, according to Philip
Schlesinger (1999: 270), call for researchers “rather to think in terms of overlapping
spheres of publics. There is little evidence of a single, official mode of address to the
publics of Europe”. This absence, Schlesinger specifies, “has made the search for
evidence of a common public sphere capable of transcending Europe’s diversity a matter
of some theoretical and practical interest.”

At present, there exist only a few successful media outlets that transcend national
boundaries, catering to public audiences that span Europe. In the case of print, these
audiences are specific, not general. Such Europe-wide publications largely serve

economic and political elites, in English, the international lingua franca of business and



CEU eTD Collection

diplomacy. These include dailies like the Financial Times, the International Herald
Tribune and Wall Street Journal Europe, and weekly magazine The Economist. Broadcast
media that serve a Europe-wide audience have also developed, but are more generalist in
terms of audience served. The most prominent among them are television networks CNN
International and BBC World. The print media mentioned emerged out of regional
markets within Europe to become international ones that happen to cater to a European
audience. The two broadcasters on the other hand cater more to a global audience, even
though they have a strong presence in Europe. Hence are best described as “global,” and
not “pan-European”. The distinction between the two terms is best defined by Downey
and Koenig (2006). In covering Europe, as pan-European media do, “European sources,
perspectives and interests are asserted over (...) national interests or global interests.”
Global media on the other hand, have as their focus universal values and points of view,
whereby *“global sources, perspectives and interests are presented as paramount”
(Downey and Koenig 2006: 167). Such is the case with the two broadcasters.

Unlike these large Europe-wide outlets, there exist smaller-scale media
established for the specific purpose of serving a European audience at large. Largely
centered in Brussels, where most EU institutions are located, these media — including
newsletters, newspapers, and websites, are focused on covering EU-related public affairs.
They more typically cater to EU functionaries and other professionals, businesspeople,
international decision-makers, and to some extent educational institutions. These media
appear have the potential to serve a pan-European public, including more than simply
elites. What is the extent of this potential, and what barriers are keeping them from

growing to reach audiences as broad as the large, global-international media of the
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Financial Times-IHT group? Answers to this question help define the barriers that exist to
European political integration. Importantly, they offer an indication of how to overcome

the yawning communication deficits that exist between the EU and its member citizens.

The purpose of this study is to identify the strategies used by media established
for pan-European audiences to report politics and public affairs to the populations of
Europe, characterized by multinationality, overlapping identities and interests. These
strategies overcome specific barriers, identified in the study, which impede the media
outlets from: a) reaching their diverse audiences and b) sustaining themselves as viable

businesses.

A total of six media outlets — five based in Brussels and one with major offices
there — were examined. These include the weekly newspaper European Voice, newsletters
Agence Europe (producers of Europe Daily Bulletin) and European Information Service,
(producers of Europolitics/Europolitique), and websites EU Observer (euobserver.com),
Euractiv.com, and Café Babel (cafebabel.com). Each were assessed for how they deal
with specific barriers to reaching Europe-wide audiences, identified in previous research
literature on European media and European public spheres. These include: language,
national identity, European Union political communication deficits, and national
advertising markets. Interviews were conducted with editors of the media outlets in order
to assess the degree of difficulty that each of the four transnational barriers presented to

the aspiring pan-European outlets, and how they worked to overcome each. These
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interviews were conducted in Brussels, Belgium, where the media outlets are either
based, or, in the case of Café Babel, have local offices that cover Europe-wide affairs.
Interviews were also conducted with the European Commission’s Directorate
General Communication, responsible for communicating the activities, objectives and
goals of the Commission to the general public, and with the European Journalism Centre,
an independent organization that trains and briefs foreign journalists in Brussels on how
to effectively cover EU affairs. These provided a more complete picture of the obstacles
that limit effective EU political communication to the public, and a better overall view of
the challenges potential pan-European outlets face to reaching Europe-wide audiences.
For purposes of background and comparison, the study also included an overview
of long-established international print media of the Financial Times-International Herald
Tribune group, and Europe’s oldest international newswire services, Agence France
Presse (AFP) and Reuters. The study identified the characteristics of the FT-IHT group,
which have been most successful at distributing their content to a broad audience
throughout Europe. Their success was demonstrated in circulation figures, as well as
properties of language, content and audience, all taken to indicate the most successful
models of pan-European media. Meanwhile, interviews with Brussels bureau chiefs at
AFP and Reuters provided information on the limitations (if any) the four transnational
barriers pose to long-established large-scale media. These helped allow for some
inference on the possible characteristics of an emerging European public sphere. One
obvious characteristic of such a sphere, for instance, appears to be the use of the English

language as the lingua franca of Europe.
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Chapter 2: Pan-European media and Public spheres

Research literature on European media and European public spheres indicate the
existence of four main barriers that limit the emergence of pan-European media that
report public affairs to all citizens of the European Union at large. These are: language,
national identity, EU political communication deficits (citizens’ relative lack of
knowledge on EU institutions and politics), and advertising markets. The success of any
given media that aspire to deliver information to all peoples of the EU depends on their
success at overcoming each of these transnational hurdles. These barriers pose a
challenge to the formation of a European public sphere — assumed to be a necessary

condition for the establishment of pan-European media and successful EU-integration.

2.1 The European public sphere

Rather than investigate empirically the emergence of media that aim to reach a
pan-European audience, as proposed here, recent Political Science and Communication
Studies research on European media have investigated whether there exists any evidence
of an emergence of a European public sphere (or European public spheres) as a result of
the European Union integration project — looking for evidence of this in the discourse and

content of mainstream national media throughout Europe.

2.1.1 Definition

The public sphere is defined in research literature in various ways. The meaning
of the term in itself has been the subject of much research and discussion. The concept of
the European public sphere is largely rooted in the works of German philosopher Jurgen

Habermas, who defined it as being “made up of private people gathered together as a
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public and articulating the needs of society within the state” (Habermas 1989 [1962]:
176).

Consensus is that the public sphere is a “‘space’ of communication, and as such
transcends any particular place,” weaving together conversations from many (Calhoun,
2003:1). In her appraisal of the notion of public sphere in the EU, Marianne van de Steeg
further specifies that it consists of “actors who debate in public on a particular topic
which they consider to be in the public interest, i.e. of concern to the polity,” and that
such debates and deliberations are open to input by members of the public at large (Van
de Steeg, 2002: 499-519). In the case of the EU, the question is whether a European
public sphere — binding the citizens of the union, transcending national barriers — is
emerging.

Studies investigating the emergence of a European public sphere within the
European Union are based on the assertion that media play an essential role in the
construction and emergence of national identities — or more broadly speaking,
communities with a collective identity shared by all members. There exist two essential
aspects to the formation of such identities, which Downey and Koenig (2006: 166) aptly
sum up as “the existence of national media institutions and the dissemination of stories
that encourage individuals to see themselves as belonging to a community of fate.”
National identities are supported by the existence of collective public spheres, through
which a nation’s, or well-defined society’s “different interests, views, and meaning are
presented, discussed, criticized and negotiated” (Valentini 2006: 5).

Studies on the emergence of a European public sphere have typically tested for it

by analyzing media content, verifying the proportion and type of reporting on EU-related
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news items over specific time frames. Results found by Machill, Beiler and Fischer
(2006) and Trenz (2004) are typical. In studies that enumerate the raw quantity of EU
coverage, they find initial signs of the appearance of a European public sphere in the
content of national print and television media, although this is overshadowed by coverage
of national issues, and national rather than EU players. Both studies investigate whether a
European public sphere is emerging out of a Europeanization of national public spheres.
Neither could demonstrate that a common European public sphere actually exists,
however.

Downey and Koenig (2006) use content analysis to effectively demonstrate that
national divides prevail in reporting — particularly in the reporting of EU events. Their
study tests for similarities in the media framing of former Italian president Silvio
Berlusconi’s controversial address as president of the European Council in 2003, “in
which he compared Social Democrat MEP Martin Schulz to a kapo, an auxiliary
concentration camp guard” (Downey and Koenig, 2006: 165). Results, which enumerate
data drawn from six EU countries, Switzerland, the USA and Canada show that stories on
Berlusconi’s address and associated events were framed into national contexts, and
presented specifically for national audiences. In all countries surveyed, the conflict
reported on “was primarily framed as a clash of ethnic nations,” the authors report in their
conclusion. Moreover, “the persons involved in the conflict were portrayed as
representatives of ethnic nations rather than their respective political parties” (Downey

and Koenig 2006: 184).
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2.1.2 Multiple public spheres

In examining the Europeanization of national media — specifically newspapers
and magazines — studies on the emergence of a European public sphere have not
considered print publications sold Europe-wide which are unattached to nationality.
These include transnational titles like the Financial Times, the International Herald
Tribune, and The Economist newsmagazine. Schlesinger’s oft-cited seminal study on the
“changing spaces of political communication” in the EU summarizes why: “the growth
(of such) transnational media has worked to sustain a restricted elite space rather than to
herald generalized access to communication by European publics” (Schlesinger 1999:
263). This “elite space” is taken up by economic and political decision-makers, whose
work takes them across national borders. The lack of “generalized access” to these media,
due to language and coverage content, has been seen by recent studies as being sufficient
reason for not looking to them as examples for the emergence of an at-large European
public sphere. To ignore these more specialized media, however, is to ignore the reality
of multiple, even competing public spheres, which are more likely to be found in the
transnational EU than in any given nation-state. The European Union’s multilevel
structure of governance, which includes national officials, both elected and unelected, EU
officials, and national representatives elected to the European Parliament — not to mention
the question of local, regional, and national identification by citizens of EU-member
states — “require us to think in terms of overlapping spheres of publics”, Schlesinger
(1999: 270) emphasizes. In this light, the imminent emergence of an at-large European

public sphere prior to multiple public spheres seems unlikely.
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2.1.3 Spheres in emergence

Machill et al (2006) concede that there are two fundamental ways a in which a
European public sphere can arise: “1. As a pan-European public sphere independent of
individual states; or 2. As a European public sphere that emerges as a result of the
Europeanization of national public spheres” (Machill et al 2006: 61). The first criterion is
demonstrated by the existence of pan-European media of the FT-IHT variety. The authors
pursue the second model as grounds for their study, however. Even though they concede
FT-IHT media do have pan-European reach, Machill et al submit that these media are few
in number, and beyond the scope of their study. The authors also highlight the lack of a
“uniform European language” as grounds that “the existence of European public sphere
are absent” (Machill et al 2006: 62).

In investigating how aspiring and potential pan-European publications report to
EU-wide audiences, this study would take Machill et al’s first concept as its basis. This
approach has one overriding advantage over the second: it has never been undertaken
before, largely because media established for pan-European audiences were not seen as
significant enough to merit consideration. Circulation figures of national media still far
outstrip those of pan-European-focused publications, after all. The relative success of the
young Brussels-based pan-European media studied here, most of which were founded in
the last 12 years, demonstrates that a market for pan-European readers does exist, and is
growing. The new, unique strategies that each of these have undertaken to reaching
Europe-at-large audiences offers an indication as to how public affairs and political
communication may develop in the EU as the European integration project proceeds, and

deepens.
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2.2 Barriers to pan-European media
2.2.1 Language and national identity

Language is the immediate, most obvious barrier to the emergence of pan-
European media, whether print or broadcast. The European Union officially recognizes
23 languages spoken in its member states. Proceedings in the European Parliament
resemble those of a mini-United Nations, where discussions and debates are
simultaneously translated into all the other official languages.

Language is complemented by national identity. For the purposes of this study,
unique reporting traditions, political culture and history are considered to be central
elements of the national identity barrier. These are readily evident in the results of
content-analyses studies of newspapers across Europe, which indicate national
differences in framing news events. In their content analysis of a story reported on
Europe-wide, John Downey and Thomas Koenig (2006) found that “distinctly European
framings” are “largely absent.” National differences in reporting prevail. Furthermore,
“ethnicity is seen as largely immutable, and therefore not open to the change of opinion
via political and/or communicative persuasion strategies as would be the case if actors
were imagined to be part of a Europeanized public sphere” (Downey and Koenig 2006:
184).

Language and nationality appear to present distinct obstacles to pan-European
print media in particular. An obvious solution to the language barrier is the establishment
of a European lingua franca — a Europe-wide language — alongside mother tongues. Such
is the case for example in India, where English is used as the language of consensus and

interchange across the multi-ethnic and multi-lingual federal state (Nariman 1989: 13-

11
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14). As is the case worldwide, English is used as the language of communication among
European elites, which has worked in favour of the success of publications like the
Financial Times and other international-global media mentioned previously. Whether
this, or any other, will become the pan-European one that binds all of European society

together remains to be seen.

2.2.1.1 Localizing content

Contrary to print media, television broadcast media appear to have been able to
overcome language, and to a certain degree national culture barriers by “localizing”
content to suit local national viewers. Specific networks — namely the successful
Eurosport and MTV networks — have undertaken this to ensure their commercial success
across Europe. Chalaby (2002) identifies four types of localization that have allowed
them to do so: local advertising, dubbing or subtitling, local programming or local opt-
outs. Localization of this sort can be performed by websites to a certain extent as well,
simply by translating content, and/or selecting stories to suit national audiences and
speakers of specific languages. Of the case studies examined in this study, websites Café
Babel and EurActiv.com publish in multiple languages, enabling them to reach audiences
in various countries of the EU. Print media may “localize” simply by translating stories,
if it is their policy to report in more than one language — a minimal form of localization.
Newsletter agencies European Information Service (EIS) and Agence Europe for instance
publish their daily editions in multiple languages: EIS’s Europolitics/Europolitique is in
French and English, and Agence Europe’s Bulletin Quotidien Europe/Europe Daily

Bulletin in French, English and Italian.

12
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2.2.2 Political communication deficit

Reportage of news about institutions and politics that encompass Europe -
specifically EU politics — has proved to be confronted with perhaps the most
insurmountable barrier to the establishment of pan-European news media: the lack of
citizen knowledge of EU institutions and politics. A European public sphere, and with it,
pan-European media, cannot be established without the elimination of this obstacle.

Notions of communication deficit between the EU and citizens of EU-member
states, and related perceptions of democratic deficit in the EU — are themselves the
subject of a large body of research. Resolving these deficits is seen as being essential to
the success of the European integration project. Media researcher Peter Golding (2006:
13) asserts that “the expectation, or indeed aspiration, that Europe may be the home to an
embryonic political culture transcending the national is a necessary dimension to the
‘European project’.” Consequently, the emergence of a European public sphere is
dependent on citizens’ ability, interest in, and willingness to understand the political and
decision-making processes of the EU. Recent political science research, drawing on EU
and private surveys, shows that citizens lack these, as they continue to perceive their
national governments as being more important to their lives (see Lord 2004: 40-73 for
instance). Ineffective media coverage of the EU is related to this, partly because
reporters’ attitudes to the EU are similar to those of the general public (Golding 2006: 17-
18).

Coverage of the EU, following conventional means of reporting, is infeasible.
Political news reporting, as Meyer (2003: 38) states, is commonly based on the criteria of

conflict, personalization, drama and relevance — and a number of studies have highlighted

13
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that none of these are well suited to EU governance. Reporters are confronted with the
impractical prospect of reporting on “long-dragged out negotiations among civil servants,
lobbyists and experts from various settings, which yield compromise solutions with long
transition periods and framed in technocratic language.” (Meyer 2003: 37-38). Moreover,
sources willing to impart information about negotiations that characterize typical EU
consensus solutions are elusive. As such, “without the tool of personalization as a short-
hand to translate political conflicts into the language of media, Brussels journalists
struggle to explain how and why the decision about certain issues is relevant to their
readers/audience” (Meyer 2003: 38). Meyer goes so far as to suggest that multinational
research cooperation is needed in order to link information and provide coherent reports
on the transnational union. His proposal implies added legislation and government
intervention on the media, which is inconsistent with principles of press freedom. In spite
of this glaring weakness of his proposal, Meyer makes a strong point that pan-European
news media reporting on events continent-wide would serve well to diminish
communication deficits within the EU. To ensure complete success, such media would
necessarily have to operate completely independent of national and transnational
governments.

In an article that sums up the theoretical findings of the Adequate Information
Management in Europe (AIM) program, Golding (2006) lends further evidence to the
impracticality of reporting on the EU in conventional ways. AIM’s extensive research
included interviews undertaken with journalists across Europe over the past three years,

which demonstrate the consequence of this: among journalists there exist “a recurrent
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number of views that are far from enthusiastic about the European ideal, or indeed the EU
specifically” (Golding 2006: 17).

Aware of its communication deficits, the EU has undertaken several initiatives in
recent years to make its decision and policy-making processes more transparent, and
improve communications with the public. To that end, a “European Communication
Policy,” was established in 2006, including the appointment of a Commissioner for
Communication and a Directorate General, Communication (Kurpas et al 2006: 2).
Whether this will narrow the communication gap remains to be seen.

The ultimate aim of the new policies, as outlined in a 2006 White Paper by the
Commission entitled On a European Communication Policy, is to develop “a European
public sphere where the European debate can unfold” (European Commission 2006: 4). A
“public sphere” is best described in the research literature as the a “space’ within which
citizens, civil society organizations and political actors publicly debate issues of common
concern (Kurpas et al 2006: 2). It is doubtful that a public sphere can be created by
political or administrative institutions, however. For that to occur, there must first exist a
common European political identity to which all citizens of the EU can relate — otherwise
commonly referred to in the research literature as a “European demos” (Cederman,

2001).

2.2.3 Advertising markets

Following the linguistic, cultural and political barriers to pan-European media,
there exist national market barriers — which mostly relate to advertising and sales success,

and legislation. Political science research and communications studies on the emergence
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of a European public sphere have not highlighted this obstacle specifically, as the success
of advertising and sales are directly dependent on the other three barriers. The ability to
localize content and cater to specific national audiences, as detailed by Chalaby (2002),
appears to be the main determinant to successfully finding advertisers and reaching all
citizens of Europe at large. This includes the ability to advertise effectively, and conform

to local rules and norms set out in national laws and regulations.
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Chapter 3: International media centred in Europe

Before specifying the case studies of this analysis — all relatively young media
outlets centred in Brussels, and established for pan-European audiences — it is important
to take note of long-established print media, centred in Europe, which grew out of
regional markets to reach pan-European levels without explicitly targeting all-European
audiences. These media owe their success to several factors, outlined here, which offer a
broader indication as to the character of emerging European public spheres, and how to
report for such audiences.

Equally important to note are Europe’s oldest newswire services, providers of
news to print publications and broadcasters around the world. Founded in Europe, with
European operations and a European clientele that still take up the greatest share of their
operations, these media also offer an indispensable perspective on reporting for pan-

European publics.

3.1 Print publications: serving economic elites

In any major town or city of Europe, it is possible to find a handful, or at least one
of a handful of given publications that are circulated throughout the continent. These
offer some indication of the existence of a European public sphere, which melds to a
certain extent with a global one, best defined as a public sphere of economic and political
elites. Publications which serve such a sphere include daily newspapers the Financial
Times, the International Herald Tribune, Wall Street Journal Europe, and weekly news
magazine The Economist.

A simple survey of the key characteristics and circulation figures of each of these

print publications, detailed in Figure 1, demonstrates these publications’ pan-European
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Figure 1. Europe-based International Print Media

Outlet Media Date and Central Primary Circulation
type location Editorial Readers
where Office Worldwide Europe
established (daily or (including % of
weekly average worldwide
in year listed) circulation)
Financial Daily London, London, Senior 432,930 124,212 (29%)
Times newspaper | 1888 UK business- (2007)
people;
economic
Financial Daily, in February, Hamburg, | and political 104,000 (in
Times German 2000 Germany | decision- Germany, 2007)
Deutschland makers
International | Daily Paris, 1887 Paris General, 242,073 140,738 (58%)
Herald newspaper largely (2006)
Tribune American;
international
by profession
and lifestyle.
The Wall Daily Brussels, European | Senior 2,250,072 86,539:
Street newspaper | 1983 edition: business (All editions, European
Journal Brussels management | USA, Asiaand | edition (3.8%)
Europe (Parent and high- Europe, 2005)
edition: New | Central income-
York, 1889) | offices: earners. (USA edition:
New York 2,083,660)
The Weekly London, London University- 1,197,712 396,932
Economist news 1843 educated (2006) (33.1%)
magazine Economic
and political
decision-
makers.

(Sources: Company websites, factsheets and advertising information packages; independent circulation
figures from the Audit Bureau of Circulations (ABC) and the European Business Readership Survey 2006-

2007.)

reach, and offers some indication of the basic properties that have allowed them to

achieve Europe-wide reach.
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All in English, these outlets have circulations that are far surpassed by the biggest
national dailies of Europe — however their circulation spread throughout the continent is
unrivalled. These are also sold throughout the world, although the share of their
circulation in Europe relative to their worldwide figures, shown in the final column of
Figure A, is indicative of each publication’s European focus. One exception to this rule is
the Wall Street Journal Europe: the European share of its global circulation is miniscule
compared to other publications, but The Wall Street Journal’s European edition
nevertheless has circulation levels high enough to make for some relevant comparison
with other Europe-wide dailies.

Also noteworthy is the Financial Times, whose operations in Europe include the
German-language Financial Times Deutschland, a nationally-distributed German paper in
the German language launched in 2000, whose content is similar to its English-language
counterpart. Circulation of the German-language paper in Germany since its launch has
boomed to levels nearing those of FT’s Europe-wide levels.

These media are similar in many respects. All in English, they were first
established in the world’s major capitals and financial centres in the 19™ century. All of
them, with the possible exception of the International Herald Tribune (IHT), in their
beginnings catered strictly to a readership of economic elites, who went to the
newspapers for information on financial markets, world business, and international news
of relevance to these. IHT’s readership was in its beginnings focussed on a readership of
Americans living abroad, not as strictly devoted to finance and economics as the others,
even though its end readership proved to be similar. All are long-established, profitable

operations owned by large media companies, some even bearing overlaps in ownership:
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The Financial Times group, owners of the Financial Times, for instance, owns a 50 %
stake in The Economist Group, owners of The Economist. The Wall Street Journal (WSJ)
and the IHT are owned by U.S.-based giants: WSJ by Dow Jones and Company, and IHT

by the New York Times Company, both New York-based and publicly traded.

3.1.1 Deepening roots with EU integration

Predating the importance of Brussels and the EU, the pan-European papers in
effect grew out of important capital cities and world financial centres to reach pan-
European levels. It appears that their focus on finance and economics in these important
centres allowed them to achieve their continental reach. That the European integration
project has been largely economic trade-oriented has proved to be of added advantage to
the Europe-wide success of these publications, which focus on such topics. This has
allowed them to broaden and deepen their roots within Europe. In the case of Wall Street
Journal Europe and Financial Times Deutschland, economic/financial focus has in fact
allowed them to make exceptionally quick inroads throughout Europe and Germany,
respectively, lending firm evidence that a pan-European public sphere of economic elites,
ready to take in more varied information on international financial and economic-related
news services, not to mention media platforms on which to debate such issues — exists.

Even though focus on financial, economic, and global international news
overshadows all other sections of these newspapers, some evidence of foundations for a
broad pan-European public sphere that could include all Europeans at large is also to be
found in these publications. A certain portion of their content, relating to other matters
such as arts, culture and sport — do have potential appeal for broader Europe-wide

audiences over the long run, hence an at-large European public sphere.
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3.2 Newswires

Among the long-established media that serve Europe at large are newswire
services, which in fact predate the print publications by decades, and have reported on
and served international clients in Europe since their very beginnings. These include
newswire service Agence France Presse, founded in Paris in 1835, and Reuters, a
multimedia news and financial information agency founded in London in 1851. Reuters’
origins in fact lie in Brussels and Aachen/Aix-la-Chapelle, two years earlier, where
founder Paul Julius Reuter ran a business that bridged a missing telegraph wire link
between Paris and Berlin, using carrier pigeons. Stock price information was transmitted
via telegraph from Paris to Brussels, from whence Reuter’s waiting pigeons delivered it
to his office in Aachen. Once received, Reuter sold it to waiting clients who would
telegraph the information to Berlin (Taylor 2007).

Since their beginnings as agencies transmitting information throughout Europe,
these companies have grown into global wire services. Still, these services’” European
bases have retained the greatest share of their clientele and revenue, which gives some
indication of the presence of an at-large European public sphere. Figure 2 briefly
summarizes Europe’s importance in the operation of these agencies. As shown, Reuters’
main source of revenue remains Europe, accounting for almost 50%, with miniscule
revenue from the Middle East and Africa topping the share off to 53% (Inside Market
Data 2006). AFP still counts Europ as its largest single regional source of revenue
worldwide. Even though their head offices are located in other major capitals — AFP in

France and Reuters in London — their Brussels offices have become the centres from
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which they cover EU and to an increasing extent Europe-wide affairs. Both offices

produce news in several European languages: Reuters in English, French and German,

and Agence France-Presse in French, the language of priority for European coverage in

Brussels, followed by English, German and Spanish (Triomphe 2007).

Figure 2. Europe-based Newswire Services

Agency Established Head office Market share: Language of stories
Europe/Worldwide reported on in Brussels

Reuters London, 1851 London 53% for Europe, English, French,
Middle East and German
Africa

Agence France- Paris, 1835 Paris Europe reported to French, English,

Presse

take up greatest single
regional share
worldwide.

German, Spanish

(Sources: Company websites, interviews; Inside Market Data, 2006)

As a supplier of financial information and data, with a small fraction of its

operations devoted to news (a share of about 7%, which nevertheless rivals AFP’s entire

newswire operation), Reuters has, like its economics and finance-devoted counterparts in

print media, benefited from the fact that the European integration project’s focus has been

on trade and economic matters. “The EU is Europe’s biggest financial regulator. So the

financial markets are hanging on what the EU decides,” noted Reuters’ Brussels bureau

chief Paul Taylor (2007). Each passing year sees the emergence of a set of integration

plans to be deliberated among EU officials — and to be covered by his agency.
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Chapter 4: Brussels-based European media

Said to play host to Europe’s — and possibly the world’s biggest press corps,
Brussels is the workplace of some 1,200 to 1,300 members of the media, according to
members of the industry there. In spite of this, Brussels does not register as a capital that
hosts the head offices of major media. It does, however, serve as the central location of a
collection of smaller-scale media devoted to the coverage of the EU and Europe-wide
public affairs to a European audience.

Selected as case studies for this thesis were Brussels’ top European public affairs
print outlets, identified in terms of readership, subscriptions, circulation and sales revenue
figures enumerated in independent media audits and sales research by media within the
industry. They include: daily newsletter Agence Europe — producer of Europe Daily
Bulletin; daily newsletter/newspaper Europolitics (French edition: Europolitique), weekly
newspaper European Voice, and websites EU Observer (euobserver.com), EurActiv.com,
and Cafe Babel. These outlets, including those that relay information through the same
media, be it via internet or daily print bulletins — have little in common with each other —
so much so that they hardly consider one another competitors. Their unique properties
and histories require a brief description to illustrate the variety of independent print media
that report on the EU and EU-related affairs, as follows. Figure 3 provides information on

how readers can access each publication.
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Figure 3. Brussels-based media: Consumer access

Media type, Price
Publication language, Access
frequency. Unit Subscription
Weekly newspaper,
European Voice English, issued Newsstands; 4.20 Euro 165 Euro/year
Thursdays. subscription
Agence Europe: Daily newsletter: Subscription N/A 1,350 Euro/year, via internet.
Europe Daily English, French, only 1,710 Euro/year, print and
Bulletin; Bulletin Italian. internet.
Quuotidien Europe
Europe Information
Service: Daily newsletter: Subscription N/A 1,700 Euro/year, print and
Europolitics; French, English. only unlimited online access.
Europolitique
News website,
EU Observer updated twice daily | Online, free Free N/A
(euobserver.com)
EurActiv.com Website; EU policy | Online, free Free N/A
portal
Café Babel Web magazine Online, free Free N/A

(cafebabel.com)

(Sources: Publication issues, websites.)

4.1 Media outlets examined

The European Voice: Weekly tabloid-format newspaper distributed Thursdays, 32-40

pages on average. Launched in 1995 by The Economist Group, owners of The Economist.

Modeled on USA capital’s Washington-based publication Roll Call. Also owned by The

Economist, Roll Call is devoted to the coverage of political and related events and news
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occurring in American political institutions on Capitol Hill. The European Voice
similarly reports on activities of all EU institutions, targeting readers who work in EU
institutions — including “the EU departments of national governments and national
administrations,” according to Deputy Editor Tim King (King, 2007). Newspaper
circulation is paid and non-paid, with non-paid going to EU institutions and policy-
makers in Brussels, and paid ones accounting for roughly 30%, throughout Europe.
Editorial content is entirely in English, with ads in various European languages. Staffed
by five full-time reporters of British and Irish nationality and five editors, including an

editor in chief and deputy editor.

Agence Europe: Produces Bulletin Quotidien Europe (Europe Daily Bulletin), a daily
newsletter that produces both print and electronic versions of news text content. Agence
Europe is the oldest press agency devoted to the coverage of European common market
institutions, now identified as European Union. Established in 1953 by Lodovico Riccardi
and Emanuele Gazzo, of Italy, to cover the European Coal and Steel community.
Readership composed largely of members of EU institutions and national governments.
Newsletter’s paper versions are about 16-20 letter-sized pages, delivered. Electronic
versions of the same content are e-mailed and accessible online to complimentary and
paid subscribers. Editions with identical content are printed in English, French and

Italian. The agency has 11 reporters, two editors. Financed by subscriptions.

Europe Information Service: Produces Europolitics, a daily European affairs news

publication, staple-bound 16-20 A4 (letter-sized) pages, recently re-formatted from
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newsletter format to news publication that more closely resembles a newspaper.
Established in 1972 as an alternative to Agence Europe. Readership is mainly EU
professionals and members of national governments. The newspaper is delivered daily to
subscribers. Produced in French as Europolitique and English as Europolitics, the bulletin
has five editors, and 13 reporters from at least 6 different European countries. Financed

by subscriptions, and some advertising.

EU Observer: Online news website, euobserver.com, “focused” on coverage of the
European Union, updated with news stories twice daily. Established in Brussels by
reporter Lisbeth Kirk in 2001. Published by a non-profit association registered in
Belgium, the site has two editors, four full-time multilingual reporters, and several

freelancers. Produced in English. Financed by advertising.

EurActiv.com: Website, established in 1999. Described as an “independent EU policy
portal,” or simply a “media portal.” Euractiv.com includes news stories, policy sections,
and dossiers on specific EU policy topics. News stories provide links to background on
EU and Europe-wide policies toward various issues, including environment, energy,
public transport, banking and finance. Links include policy documents from the EU,
stories by other selected news outlets available online, Euractiv “policy sections” and
dossiers. Content on the main site is produced in English, French and German. Partner
sites in six new EU-member states of Central and Eastern Europe are franchisees, with
web content in their own languages: Bulgarian, Czech, Hungarian, Polish, Romanian and

Slovak. Financed primarily by corporate sponsors, who fund dossiers on specific EU-
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related issues on the site. Biggest sponsors include: Visa, Shell, Microsoft, Dupont,

Honeywell.

Café Babel: A web magazine, cafebabel.com, described on its website as “a multilingual
European current affairs magazine,” established in 2001 by a group of university students
in Strasbourg, France, at the Institut d’etudes politiques de Strasbourg. Head office
located in Paris, France, branch office in Brussels. Content in English, French, Italian,
Spanish, German, Catalan and Polish. A non-profit, volunteer-run, with part-time paid
employees at Paris head office, Café Babel is funded largely by public and private grants.
The site features magazine articles by contributors throughout Europe on various societal

topics and political issues, with a European outlook.

With the exception of Café Babel, all the selected outlets are staffed by professionals.
Agence Europe’s Europe Daily Bulletin is financed strictly by subscriptions, and
Europolitics largely by subscriptions and a few ads. European Voice and EU Observer
are financed by advertising, and Euractiv.com largely by large corporate sponsors.

The sheer variety of these print media demonstrates that there exist several
avenues to reaching audiences throughout Europe. Even though they are very different,
the basic limitations and barriers to reaching audiences are the same, albeit with marked

differences in the importance of each barrier.
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Chapter 5: Analysis

5.1 Overview of case studies: Pan-European reach

Communication barriers to reaching all citizens of European member states are
perhaps nowhere more evident than from the standpoint of the EU itself. Political
communication barriers between the EU and member-state citizens are particularly
evident to the lead policy-making institution of the EU, the European Commission.
Establishing communication itself is no easy task. Especially “when you consider the
constituency out there is 500 million, with 23 official languages, cultures,” admitted
Giorgios Markopouliotis, head of planning and priorities with the Commission’s
communication division. Reaching EU-member citizens of so many different overlapping
cultures is not possible by means of a single, simple strategy. “Some people like internet,
others like the written press, others watch only television,” the official explained. “You
have all of these variables which are much more complex in the EU constellation than in
the national constellation” (Markopouliotis 2007).

Diverse cultures appear to have bred a diversity of media in Brussels, each of
which cover the EU and at-large European affairs in slightly different ways, using their
own approaches to surmounting barriers of language, national culture, EU
communication deficits and advertising to reach their Europe-wide target audience.

A quick survey of readership size/circulation and reader location, detailed in
Figure 4, nevertheless shows that all media outlets examined here are succeeding at
reaching a distinctly pan-European readership. In terms of readership figures and target

audience, one media outlet stands out in particular as the most closely measuring up to
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Figure 4. Brussels-based Pan-European Media: Readership Characteristics

Publication Established | Media type Readership Primary Reader location
size/ readership 2006
circulation
European Voice | Brussels, Weekly Circulation EU officialsand | 83% Belgium
1995 newspaper about 15,600 those with a 16% Rest of Europe
copies per vested interest 1% Rest of world
week. in EU affairs.
Agence Europe Brussels, Daily About 5,000 EU officials; 40% Brussels
1953 newsletter, print copies national 50% Rest of Europe
electronicand | delivered governments; 10% Rest of world
printed daily; over decision-makers | (Company estimates)
5,000 and agencies
subscribersto | with a stake in
electronic the EU; news
edition. media.
Europolitics/ Brussels, Daily About 10,000 | EU officials; 47.53% Brussels
Europolitique 1972 newsletter/ subscribers national 43.85% Rest of EU
newspaper governments; 5.79 % Europe outside
businesspeople; | EU
educational 2.83 % Rest of world
institutions;
news media.
EU Observer Brussels, News website, | 25,000 readers | Varied and 14.6% Belgium
(euobserver.com) | 2001 updated twice | (unique general; students | (Brussels)
daily. visitors) daily, | and educational | 56.3% Rest of EU
on average. institutions form | 9.1% Europe outside
the biggest EU
single group. 11.7% USA
8.3% Rest of world
EurActiv Brussels, EU policy web | 475,000 Management- 21.39% Belgium
(euractiv.com) 1999 portal unique visitors | level 40.73% Rest of EU
per month. professionals; 8.85% USA
political leaders; | 1.84% Canada
educational 25% Rest of world,
institutions. incl. rest of Europe
Café Babel Paris, 2001 | Online 400,000 General 84.1% Europe
(cafebabel.com) magazine unique visitors 12.66% Americas
per month, of (6.35% North Am.)
which 336,000 1.56% Asia

from Europe

1.12% Africa
0.45% Oceania

(Sources: Company websites, factsheets and advertising information packages; independent circulation
figures from the Audit Bureau of Circulations (ABC) and the European Business Readership Survey 2006-

2007.)
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what could be called a truly independent pan-European publication: news website EU
Observer.

Taking audience figures and primary readership identities as the criterion for
successful reporting of EU public affairs for Europeans, Euractiv.com, Café Babel and
the European Voice would have to follow. Newsletters Europolitics and Agence Europe’s
limited readership target put them in a distinct category: these report largely to elites, or,
according to the theoretical definition, a European public sphere of elite decision-makers.
Euractiv.com’s devotion to reporting to elite decision-makers may also put it in this
category, however the high volume of readership Europe-wide readership and readership
identity suggest that Euractiv informs multiple European public spheres.

Café Babel, in terms of reach and target audience, appears to be a successful
example of pan-European media. However its viability as an independent, profitable,
professional enterprise has yet to be proven — as demonstrated by its reliance on public
and private grants for financing and staffing largely by volunteers, interns and unpaid
contributors.

The European Voice, the only newspaper of significance devoted to the coverage
of EU and European affairs, could also lay claim to being pan-European, were it not for
its low circulation levels outside Brussels. The newspaper’s paid circulation, moreover,
amounts to only about 30 percent, with the rest supplied largely to EU institutions and
their members, including EU policy-makers, leaders and civil servants, within Brussels.
Nevertheless, the style of the newspaper makes it reader-friendly enough for a general
audience that has some knowledge of the EU — leaving room for greater potential beyond

Brussels. “We would aim to be a more entertaining read than Europolitique,” said Deputy
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Editor Tim King, comparing European Voice to the more targeted Europolitics. “You
don’t have to be a specialist to be reading European Voice” (King, 2007).

As is the case with most media studied here, the European Voice does not
consider Europolitics nor any of the other media to be competitors. Each outlet appears to
have found a stable niche in the Brussels-based European print media market. Their
strategies to reaching readers are unique enough to keep them from intruding into each
others’ audiences, such that audiences are presented with slightly different types of
information from each, via different means, and in differing styles. An examination of
business models and editorial strategies taken in response to each of the market barriers,

detailed in the following sections, demonstrates this.

5.2 Language

In the absence of a recognized lingua franca, aspiring pan-European media must
concede that language limits them from reaching readers throughout Europe, down to the
grassroots, unless such media translate their content for ready reading into all European
languages. Of the media examined here, four out of six provide content in two or more
official languages of the EU. The oldest outlets of the group, newsletters Agence Europe
and Europe Information Service (EIS), have always done so. As have two of websites,
Café Babel and Euractiv.com — which offer content in the greatest variety of languages.
News website EU Observer and newspaper European Voice, on the other hand, report
only in English. Reporting in a single language does not appear to have limited nor
threatened the success of the latter two outlets. Reporting in multiple languages is

perceived among the oldest two outlets as being a necessity, in keeping with the EU’s
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commitment to linguistic diversity, as well as adding value to the publications, and
maintaining their readership market reach. For Café Babel and Euractiv.com, providing
content in several languages is in line with these websites’ goal of encouraging dialog
among readers and contributors, as much as it is to reaching as many European readers as

possible.

5.2.1 Commitment to linguistic diversity

Agence Europe has in its newsletters provided news in three major European
Languages — French, English and Italian — since its inception in 1953. Likewise, EIS has
provided its newsletter in two language versions — Europolitique in French and
Europolitics (formerly European Report) in English, with plans for a third language
edition — Europolitica — in Spanish (Lemoine 2007). The editors-in-chief of these long-
standing European publications, committed to intimately and meticulously following the
EU integration project from its earliest years, admit to the rising importance of the
English language throughout Europe, particularly since the accession of Sweden, Finland
and Austria in 1995, and the most recent “big bang” accessions of 10 member states in
2004, and another two in 2007. This has translated into a rise in the demand for content
in English relative to the two publications’ other languages.

Despite this, Pierre Lemoine, executive publisher and editor-in-chief of EIS’s
Europolitique/Europolitics, emphasizes that, as far as language is concerned,
“particularity” is has become an integral, accepted characteristic of the European Union.
The goal of maintaining appeal and interest in the publication makes it important to

continue publishing in multiple languages. “That will never change. In my opinion,
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language barriers will always complicate understanding,” explained Lemoine. “That’s
the way it is. It’s been accepted to such an extent that it has been become policy (in the
EU and among national governments). So we are not ready to change our principal of
multi-lingualism.” Moreover, national elites, among the EIS’s major clients, “prefer to
read in their own national language,” Lemoine explained, even if they do know English
(Lemoine, 2007). With that, EIS has plans to create a Spanish, and possibly other

language editions in the near future.

5.2.2 Encouraging reader participation

Websites Euractiv.com and Café Babel follow similar editorial lines on language,
to an even greater extent than the older publications. Euractiv.com’s main site, produced
out of Brussels, features a choice of English, French and German editions, all with the
same reports. Café Babel’s main site also features a choice of identical editions in
different languages — with a choice of English, French, Spanish, Italian, German,
Catalan, or Polish.

Euractiv.com, however, follows up with an added localization strategy in an
effort to reach more readers in their home countries: the main site has links to partner
franchisee sites with their own local content in France, the Czech Republic, Hungary,
Poland, Slovakia, Bulgaria and Romania — all in their local national languages. The three
language options on the main site allow Euractiv, firstly, to be read by its biggest
national audiences of Europe, and readers worldwide who know English. Meanwhile its
partner franchisee site strategy allows it to provide localized content for audiences in
France and Central and Eastern Europe. Franchisees can use content from the main site,

translating it and even, ideally, adapting it for local audiences. “What we’re looking for
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ideally is also for them to adapt the content to the local audience,” explained Euractiv
managing editor Frédéric Simon. Any article that is written at the main website in
Brussels, he remarked, can generate comments and other reaction from people in the
partner site countries, “whether they are government officials, NGOs or from civil

society. So that’s our localization [strategy], as we call it” (Simon 2007).

Providing content in other languages is particularly important for Café Babel, as
it is in keeping with the site’s founding idea to create a “European public space” where
European issues can be discussed. The online magazine, explained the site’s Brussels
branch president Lorenzo Morselli, aims to provide information “on different societal
topics or political issues with a European outlook. So people can see the same issues
arise in neighbouring countries, and exchange ideas with examples of how the issues
have been dealt with” (Morselli 2007).

Beyond the content of the magazine, Café Babel’s objective of “creating a
European public space is also linked to the idea of getting people together on ideas and
issues,” Morselli said. Following that line, added activities of the organization include

web forums and in-person meetings to discuss issues with a European perspective.

5.2.3 English only

Reporting only in English, the European Voice newspaper and website EU
Observer claim they have not encountered any barriers to reaching their audiences. Both
rely on the reality that English is the unofficial lingua franca of Europe, at least among
EU professionals, younger and more highly-educated Europeans. Still both are aware

that a lot, if not most of their readership have English as a second language. “A lot of our
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readers in the [EU] institutions could be French or German, but they’ll have good
English, and so will be able to read us” said Tim King, deputy editor for the European
Voice (King, 2007). Writing for such an audience must be kept relatively simple and
straightforward, King admitted, largely free of cultural references, without sacrificing
depth and detail in explanation.

EU Observer has considered reporting stories in other languages, concluding that
they did not have the resources to do so. Whether there was a need to do so or not was a
different question: “We don’t know. | don’t think we have the need” stated marketing
and advertising executive Alexandre Dechaumont.

“The audience interested in European affairs normally speaks English,” remarked
reporter Mark Beunderman (Dechaumont and Beunderman 2007), concurring with King
of the European Voice.

The website has not received any complaints about their exclusive use of English,
with one occasional exception, according to Dechaumont: “Some French MEP’s
[European parliamentarians] complain that we are only in English. When we ask them
for funding they say ‘oh, we cannot.” Then we say we don’t have the resources to report
in French, ‘can you help us?’ *‘No’,” he laughed (Dechaumont and Beunderman 2007).

Recent enlargements of the EU, unprecedented in terms of area and population,
have also worked in favour of English usage, according to King and other editors
interviewed for this study. The accession of 2004 included nine new languages into the
EU, and the accession of 2007, two more. “We are aware that a lot of our readership will
have English as a second language,” commented King (2007). “So the European Voice

has been well-positioned to profit from the fact that enlargement of the European Union
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has generally meant a further tilt towards English being the dominant language of

Brussels.”

5.3 National Identity

“European journalism is still a myth. We write, we broadcast in different
traditions. We have different habits,” said Guiseppe Zaffuto, director of programs for the
European Journalism Centre (EJC) in Brussels, elaborating on local media at his office in
the heart of the district that hosts all institutions of the European Union (Zaffuto, 2007).
His organization, the EJC, orients and briefs journalists in Brussels about the EU. The
program director’s illustration of the challenge language and national culture pose to the
notion of pan-European journalism is revealing in many ways, and merits close attention.

“Anglo-saxon kind of reporting is very much to the point. Facts are separated from
opinion,” he elaborated. An Italian hailing from Sicily, Zaffuto has worked as an
international affairs reporter, and lived for a few years in Scandinavia. He went on to
illustrate key differences between two (of many) reporting traditions of Europe:

In the Latin tradition, it’s not really like this. Facts and opinion are a little
bit mixed. In Italy, Spain, France, Portuguese, Greek maybe — | would say
the South European perspective is not really as rigorous as your [Anglo-
Saxon] way. Plus I would say that we have a very descriptive style. So the
example we always make to young European journalism students that come
to see us is always — somebody like you would say that somebody died.
That’s it. One of us would write that in a full river of blood, the person...
la, la, la, you know? More literally [One would write in a more literary
language].

In my country, if I would write that person died, that means | don’t know
how to write. Whereas in one of your countries [following Anglo-Saxon
traditions] if I would write the Italian way, you would say ‘ah, but this is
bullshit. Why don’t you get to the point!

I am exaggerating of course to make you understand what my experience
is. What | want to say is, there is no harmonization. We have no
harmonization in Europe about journalism. Yet. (Zaffuto 2007)
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Zaffuto added that pan-European journalism would not occur until such harmonization
began to emerge.

Taken literally, in context, Zaffuto’s illustration of language and national cultural
obstacles is excellent in its completeness and concision. In his illustration of the
difference between Anglo-saxon and Mediterranean/Latin strains of news and public
affairs reporting, Zaffuto uses personal pronouns “I”’ and “you,” “my and “your” — thus
indulging, for the sake of explanation, in differentiating the national/regional identities of
both himself, as an Italian of the Mediterranean/Latin tradition, and of the interviewer,
this researcher, an anglophone Canadian from the French-speaking province of Quebec.
Such mode of discourse is commonly prevalent in national media throughout the world.
Social science researcher and author Michael Billig for instance coined the term
“flagging the homeland daily” for this with his description of national mass media’s
conventional use of such patterns of discourse — in a chapter of the same name — in his
work Banal Nationalism (Billig 1995: 91-127).

National reporting traditions affect editorial decisions on writing styles in pan-
European publications as well. To be intelligible to the general European reader, who
could be from any given country and of any one of a variety of cultural backgrounds,
reports must be given in a neutral, straightforward language without national or culture-
specific references. “There are odd cultural references that you just weed out,” explained
deputy editor Tim King of European Voice, who like most of his colleagues in the
editorial department, hails from the United Kingdom (King 2007). “In an English
newspaper background (setting) you might allude to some television program in the

1970s, on the assumption that everyone had grown up on TV in the “70s. Well, you can’t
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do that here.” More room for such references would be allowed in small gossip and
humour-oriented sections of the paper, he said. Otherwise, such references could be
included, “and we would just explain it.” Common pan-European cultural references, if
they do exist, would be the only ones to include in such papers. As such, national
reporting traditions register as limiting factors to reaching a Europe-wide audience
insofar as they make for much less colourful, or attractive reading in pan-European print
news.

Zaffuto, who has also helped train and brief journalists from all over the world in
his capacity as director of programs with the EJC in Brussels, further claimed in his
interview that he had not seen any signs of the emergence of pan-European modes of
reporting. The dream of establishing a European newspaper or European television
network, he asserted, is of more specific interest to an elite community “that understands
and is interested in European affairs” (Zaffuto 2007). Rather than a pan-European public
sphere, this point of view concurs with the concept of multiple public spheres emerging
in Europe: in this case, a specific elite sphere of European decision-makers.

Rather than confront the barrier of national identity and its effect on reporting,
print outlets examined here accept it, and report in a straightforward fashion. In so doing
they accept that their content will be read by those who have an interest in European,
rather than national affairs. This means that, short of serving an educational function,
Brussels-based European media will not be sought by readers whose concerns are strictly
national, unless an EU issue affects the national interest.

As such, national identity as a barrier has the effect of limiting the overall number

of readers to: a) those who know something of the EU, b) those who need to, and c) those
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who want to. These tend to be younger people who have learned something of the EU in
their years of schooling, and/or must do so to improve employment prospects; or political
and business management-level decision-makers who have an interest or stake in EU
policy-making. The importance of education on knowledge and interest in the EU is
demonstrated in the experiences of the personnel who work at the two youngest outlets
examined: Café Babel, which was founded by university students who lived and studied
in other EU countries as part of an EU-sponsored exchange program called Erasmus
(Morselli 2007); and the relatively young personnel of EU Observer, most of whom
attended College de I’Europe, a university-level institution which has campuses in three
different EU countries, attended by students from all over Europe (Dechaumont and

Beunderman 2007).

5.4 EU communication deficits

Interview results show that deficient knowledge of EU institutions among the
general population in Europe poses a conventional challenge to reporters — one that is in
line with their work as interpreters, whose job it is to make issues understandable to the
public. The intricacies of the EU, however, make it more challenging to report on than
conventional national political and public affairs reporting. In fact, learning and
understanding EU processes is a common problem among journalists themselves —
particularly those that approach the EU for the first time.

The very nature of the journalism profession requires skills of learning,
interpretation, and explanation to mass audiences. Making the EU understood, quite
simply is “a sort of first-order journalism challenge,” explained European Voice deputy

editor King. Reporting on the EU should be no more challenging than it is to tackle any
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other topic not understood by the layperson, he said. The journalists’ first-order task is to

make topics — complicated or not, “understandable to the generalist” (King 2007).

5.4.1 Filtering and translating into “normal language”

Editors of other case study publications emphasized that the problem with
covering the EU, unlike national governments, lies in filtering through particularly vast
amounts of information that its institutions generate every day, and rendering its technical
language understandable to the public. Reporters with EIS (Europolitics) and Agence
Europe, who follow the EU institutions on a daily basis, are particularly aware of this.
“The EU is machinery that produces news and information every day. It is very effective
at this” explained Sebastien Falletti, foreign affairs and trade reporter with EIS. “You get
a lot of information which is not really news. [The EU] is also trying to sell their point
through the Commission, through the lobbies. So one key challenge is to try to figure out
what is news and what isn’t” (Falletti 2007).

Falletti, like his fellow reporters at EIS, follows specific issues dealt with in the
EU day after day, until key decisions finally break, meriting the production of a story.
This experience, it must be noted, is unique to the specialized newsletters Europolitics
and Europe Daily Bulletin in the sense that these are committed to covering the EU day
after day. Close coverage of this sort is necessary in order to break EU-related stories.
More generalist media however scarcely have the time to do this.

General news wire services’ experience is particularly telling — meriting a
momentary digression from the case studies. EU coverage, according to Agence France
Presse’s Brussels deputy director Catherine Triomphe, is “definitely more intricate” than

covering national governments. “The decision-making process is slower,” she explained.
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“It goes through many phases and compromises which have to be followed closely and
deciphered. Because there is a lot of EU jargon used to present the way compromises are
gradually being structured, which is difficult for any beginner [reporter] in Brussels”
(Triomphe 2007).

In following every step of decision-making, interest in issues often “gets lost in
the process”, Triomphe said, by readers and reporters alike. Decisions taken by 27
member state governments requires constant compromise, resulting in outcomes that have
less impact than anything produced by national or local governments. Such stories make
for less interesting news, and are less attractive to reporters, considering the time and
constant follow-up that is required of them.

Troublesome “EU jargon” is a challenge posed to all journalists. “People in
Brussels speak in EU jargon,” noted reporter Beunderman of the EU Observer.
“Especially in legislative processes, conciliation procedure and first reading, second
reading committees in parliament,” as well as proceedings in all other EU institutions.
The challenge, he said, “is to explain that well. We (reporters) are EU experts ourselves.
We should always be aware of the need to keep translating it into normal language” (EU
Observer 2007).

Normal language is evidently hard to come by in the institutions of the EU. Paul
Taylor, Brussels’ bureau chief for Reuters, asserted the EU is partly to blame for the
overuse of unfamiliar jargon. “I think it was deliberate in the sense that, from the outset
they wanted to use terminology that did not make it [the EU] sound like a state”, he said.
“They didn’t want it to be thought of as a state.” This, he said, is most readily evidenced

in debates over the proposed EU constitution (Taylor 2007). A proposed official title of
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“High representative for the common foreign and security policy” as written in the
rejected constitution, for example, would translate quite simply into “EU foreign

minister.”

Insofar as the apathy of the general population towards the EU is part of the
communication deficit issue, the present lack of important, vital stories that have a direct
perceived impact on EU-member citizens is perceived by some members of the media as
being partly to blame. As director of programs at the European Journalism Centre in
Brussels, Giuseppe Zaffuto has seen coverage priorities and reader reaction shift in the
last decade. Unlike the mid-1990s, when the European integration project gathered steam
with renewed enthusiasm following the end of the cold war and the fall of the iron
curtain, recent years have seen a decline in interest. Recent big events, such as monetary
integration and enlargement in the East, are not unexpected stories. They are largely the
product of decisions made in the heady 1990s, he remarked. As for the present decade: “I
do not see any big priorities that are driving the man in the street towards a better
understanding of the institutions,” said Zaffuto (2007), “or much more affection towards

the parliament, which is the body that is elected by European citizens.”

5.5 Advertising markets

Among the six case studies considered, advertising concerns only three directly.
Newsletter agencies Agence Europe and EIS rely almost exclusively on subscriptions for
their revenue. Website Café Babel still falls short of a professional operation, as it is
financed largely by public and private grants. Advertising presents a singular puzzle to

the remaining three outlets. Their media formats — one print, the others web-based, and
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their aspirations to reaching a Europe-wide audience that spans at least 27 European
states — present big questions to advertisers. Meanwhile, contrary to the European Voice
and EU Observer, Euractiv.com has established its own unique business model that, for
many, appears to sacrifice principles of editorial independence. A description of the

business models adopted by each medium is in order.

5.5.1 European Voice

European Voice’s readership, largely Brussels-dwelling expatriates with a high
income, make the paper a good place to advertise local products purchased by affluent
customers, such as airlines, banks, cars, telecom networks and luxury goods. The
newspaper easily attracts advertising from lobbying and advocacy groups, and ads for
jobs and educational institutions throughout Europe. Having worked with a number of
newspapers throughout his journalistic career — including The European, a failed attempt
at a pan-European, English-language weekly newspaper, deputy editor Tim King is
keenly aware of the limitations of advertising with an aspiring pan-European newspaper,
which completely differ from advertising in conventional local/regional newspapers.
“You deny yourself classified advertising, and you deny yourself property ads — apart
from villas in coastal resorts across Europe,” said King (2007). In terms of property ads,
“If you wanted to sell a house in Brussels, why would you advertise it in a Europe-wide
newspaper rather than a Belgian one?”

National market barriers are not so much the problem, King added: “It’s just the

physical distance. Restaurants, theatre, all that kind of listings-area, shops — it doesn’t
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work on a Europe-wide basis.” The editor recalled advertising as being a key unresolved

puzzle at The European, which constantly operated at a loss.

5.5.2 Advertising for the web: Two models
5.5.2.1 EU observer

Logistical limitations on delivery and circulation limit the reach of newspaper
advertising. The internet, however, with its potentially unlimited reach, appears to present
an ideal advertising platform. But practice shows this is far from being the case.

Even though their website is widely read, EU Observer has found that a pan-
European advertising market does not exist. Genuine pan-European advertising agencies
are nowhere to be found, according to marketing and advertising director Alexandre
Dechaumont. Even though “all advertising agencies are multinationals” he said, all
advertising campaigns they undertake are limited to national markets, with “very few
pan-European campaigns” (Dechaumont and Beunderman 2007). Meanwhile, he noted,
national ad agencies will not consider the website because it is not judged to have a
sufficient “critical mass” within any given state.

Another key limitation to websites is the novelty of online advertising, which has
not yet convinced advertisers. “Potential advertisers tend to be very conservative,”
explained Dechaumont:

[Advertisers] will think they are better off advertising in European Voice

and paying 3,000 Euros for a weekly ad — | mean like half a page in

European Voice, than being visible on a website. Even though they might

never read the European Voice from A to Z, and they might check our

website every day. That’s something which makes it very hard, for
everybody. (Dechaumont and Beunderman 2007)
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New methods of advertising are also challenging principles of editorial independence.
Integrated content, for instance, which offers links to outside sites that are in some way
related to a given story, can cross the line of editorial independence if the content is more
promotional than informational. Such new techniques push advertising “to the point
where you don’t know where the border is between business and advertising,”
Dechaumont said (Dechaumont and Beunderman 2007). These changing boundaries test
the limits of journalistic integrity, and sometimes raise questions of fair practice among
competitors. EU Observer’s main online competitor in Brussels, Euractiv.com, for
example, arguably straddles the line between promotion and reporting with its

“sponsorship” business model.

5.5.2.2 EurActiv.com

Calling itself an “EU policy portal” rather than a news site, Euractiv.com does not
rely on conventional advertising. Instead, the site’s main source of funding derives from
corporate sponsors, who provide funding to open “policy sections” on the site. “We
wanted to keep the site completely free of charge,” explained Euractiv managing editor
Frédéric Simon. Conventional advertising on the internet proved to be inadequately
developed, “so the sponsorship option was chosen as a founding principle” (Simon 2007).
In all, policy sections cover about 20 major policy issues that concern the EU. Among
them are climate change, energy, EU enlargement, financial services, trade and industry,
transport, and workers’ mobility. “We couldn’t cover climate change or energy as deep as
we do today without the sponsor funding. That’s very clear,” Simon explained. Together
with the sponsor, we agree on some dossiers on which we would go a little more in-

depth” (Simon 2007).
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Policy sections include extensive background information on the issues covered —
including archived news articles, issue summaries, and position statements by decision-
agreement, Euractiv posts their sponsor’s logo in the large margins of its web pages. The
images are links in themselves, which take visitors either to the company website, or
opens a page that informs readers on the company and its activities.

Euractiv’s unique financing model raises questions about editorial independence
among editors throughout Brussels. In spite of the fact that Euractiv does report news and
information on the EU and Europe-wide policy issues, its site is packed with links to
press releases and position statements that show little, if any independent interpretation
and placement into context. Simon admitted that potential sponsors themselves are often
skeptical of the site’s editorial independence. “We have to do a lot of explaining,” he
said, underlining that Euractiv’s commitment as a policy portal is to provide fact-based
reporting that is free of editorial opinion (Simon 2007). Positions presented by sponsors
on the site must also be strictly fact-based, and open to contradictory views that can
provide counter-arguments, also based on fact. Relationships with sponsors cannot

proceed without such agreement between the sponsor and the website.
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Chapter 6: Conclusions

As the European Union enlarges and diversity of European Union’s population
increases, avenues for political communication are presented with challenges that limit
the success of the European integration project. Nevertheless, political science and
communications researchers hypothesize that as integration proceeds, citizens will come
to relate to the European Union as they do with their own states — and a common
European public sphere will emerge. It is hypothesized that pan-European media outlets
that report to all-European audiences will emerge as well. Is this feasible?

This study identifies strategies used by aspiring pan-European media to report
politics and public affairs to the populations of the European Union at large, which are
characterized by multinationality, multilingualism, overlapping identities and interests.

Rather than identify how media report to the diverse population of the European
Union, previous studies have investigated the emergence of a European public sphere
within the union, assumed to be a necessary condition for the establishment of pan-
European media. This study, in taking the reverse approach, has yielded a series of
conclusions that go beyond the original research question. The following conclusions first
address the central research question of this thesis. Also included, in the second half of

this chapter, are a summary of broader findings that suggest further avenues of research.

6.1 Strategies to reaching audiences

This study identifies four transnational barriers that exist to reporting news and
public affairs to Europeans at large, and enumerates the strategies used by aspiring pan-

European media to overcome these barriers and reach that audience. These barriers,
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identified from recent research that sought to identify the emergence of a European public
sphere, are language, national identity, EU political communication deficits, and
advertising markets. A total of six media outlets that serve pan-European audiences were
selected to identify strategies used to overcome the four transnational barriers. These case
studies were recently-established pan-European media located in Brussels, the centre of
EU governance. These included the weekly newspaper European Voice; daily EU
newsletter agencies Agence Europe and European Information Service; and websites EU
Observer, Euractiv.com, and Café Babel. Each of these have succeeded at overcoming
the four barriers, proving themselves to be viable enterprises of political and public
affairs communication so far. Strategies used to overcome each of these barriers are
varied. These strategies, summarized here, provide an indication of how pan-European

audiences can be reached.

6.1.1 Language

Firstly, the case studies all concur that English is the preferred language in the
multinational setting, and is adequate for informing audiences of Europe who wish to
know more about EU and Europe-wide affairs. Readers seeking news about the EU and
Europe-wide affairs tend to understand English well enough to accept this. Offering
services in other languages serves more the purpose of providing “added value” to the
reader (Lemoine 2007, Jehin 2007), who usually understands English anyway. It could
not be concluded with certainty that offering content in multiple languages increases the
chances of reaching a Europe-wide audience. Interviews indicated that recent expansions
of the EU (particularly from 1995 to 2007), which now includes 23 official languages as

a result, have worked in favour of English as the preferred language Europe-wide.
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6.1.2 National identity

Reporting styles and interest in stories vary by nationality and ethnic identity,
according to literature surveys and interviews conducted in this research. No uniquely
European tradition of reporting exists. This barrier works to limit the appeal of pan-
European media to readers who wish to inform themselves about the EU and Europe-
wide affairs exclusively. It can also work to limit the appeal of pan-European reporting
overall, as such reporting is characterized as neutral, “simple” and straightforward,
without colourful cultural references. Cultural references must be “weeded out” (King

2007) in order for reports to be understandable to European readers at large.

6.1.3 EU Communication deficits

Deficient knowledge of the EU among the general population does not present
journalists with an uncommon challenge, as it is a reporter’s job to explain any given
subject. From the standpoint of journalists, EU communication deficits are best defined
by the difficulty posed in covering a transnational organization that: a) generates vast
amounts of information on a daily basis; b) uses jargon that is not understandable to the
general public; c) deliberates over exceptionally long periods of time before it produces
decisions that are newsworthy. On the latter point, Agence France Presse Brussels bureau
chief Catherine Triomphe commented that long deliberation causes interest to get “lost in

the process” (Triomphe 2007).
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6.1.4 Advertising markets

Advertising, commonly the largest source of revenue for conventional news
outlets, was relevant for only three of the six case studies considered here. The two
newsletter agencies — Agence Europe and Europe Information Service — rely on
subscriptions for their revenues; web magazine Café Babel relies on public and private
grants.

Firstly, a genuine pan-European advertising market does not exist, according to

the three relevant case studies, which limits the financial success of outlets that rely on
advertising for their operations. National and local advertising markets prevail, and these
do not appear to be attracted to pan-European outlets. For newspapers, advertising staples
of national, regional and local outlets do not exist at the pan-European level. Pan-
European publications like European Voice are denied classified and property ads — not
to mention local listings-type ads for restaurants and entertainment.
The advertising question looms large for websites in particular. Websites have greater
potential to reach Europe-wide audiences, owing to the increasingly extensive reach of
internet in Europe and throughout the world, however advertisers remain unconvinced,
and conservative — sticking to conventional means of advertising like newspapers and
magazines instead (Dechaumont and Beunderman 2007).

For professional outlets that cannot rely on subscriptions for funding, alternatives
to advertising seem few. Case study Euractiv.com has undertaken a sponsorship model,
whereby corporate sponsors fund the production of specific dossiers that cover EU-

related issues. Such a model was not viewed favourably by other media studied in
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Brussels, as it opens questions of editorial independence. Euractiv defines itself as an

“EU policy portal,” not a news site, which allows it to side-step such issues.

6.2 The EU and news media: Two variables in flux

In its investigation of print news media, an industry normally characterized by a
high degree of competition, one of this study’s surprising findings is that the cases
considered, all based in Brussels, do not consider themselves genuine competitors. The
only evident source of ire for some media is Euractiv.com, a website whose business
model takes it to the limits of editorial independence. Newsletter agencies Agence Europe
and European Information Service compete against each other to a degree, as do news
websites EU Observer and Euractiv.com, however none of these sees the other as
threatening its readership. Primary effort among all the case studies is devoted to
attracting readers from multiple nations who likely have some knowledge of English and,
in the case of all except the newsletters, to secure themselves a financially-viable
business model.

Low competition and the tremendous variety among the case studies in terms of
publishing platforms, editorial and financing strategies demonstrates that the media
industry is in a state of change. Citizens have a greater choice of media to consult for
news than ever before. The study’s other element of analysis, the European Union and
European public affairs, is also in a continuous state of change. Particularly dramatic
changes — the largest accession in history and the adoption of the Euro — have just come
to pass. Hence, what emerges from this study is more of snapshot of ‘two moving trains’

as it were — one the reporter and the other, its subject. Results indicate possible future
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developments — rather than an enduring answer to the research question of “how pan-
European media report politics and political affairs to a European audience.”

At this point in time, 50 years after the Treaty of Rome’s establishment of the
European common market, and following the largest accession in history, news media
have at their disposal extensive tools that allow them to reach the multinational
populations of Europe more economically, and with a greater variety of means than ever

before, largely thanks to the internet and advances in digital technology.

6.3 Going Europe-wide via internet and digital

Case studies show that the internet, compared to newspapers, is the more effective
way to transmit information Europe-wide. Newspapers have greater logistical limitations
that keep them from spreading their reach across Europe. Of the news media examined,
the EU Observer, despite its small size, appears to be the most successful genuinely pan-
European news media. Its readership reach across Europe is the most uniform, without
being focused on a single public. The site’s number of visitors, 25,000 daily, puts it well
ahead of the other outlets. Taking this as a model for the future of pan-European
reporting seems feasible. EU Observer’s full-time reporters are from all over Europe,
functioning in multiple languages but writing in English, normally their second language.
Reporters keep informed on stories from other media, largely the common generalist
national press, written in their native or other known languages — gleaning these for cues
on developing news (Dechaumont and Beunderman 2007). These are easily accessed via
internet, if not in newsprint form. The final product is news with an EU or Europe-wide

angle.
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Websites Euractiv.com and Café Babel, which produce content in multiple
languages, are also very effective at reaching a mass readership throughout Europe,

although they are not devoted to news reporting.

6.4 Public spheres: Elite vs. general

Most media examined in the case studies, with the exception of Café Babel and
EU Observer, proved to serve a specific readership that can best be described as a public
sphere of government and business decision-making elites, much the same as those elites
served by large international print media of the Financial Times-International Herald
Tribune group. This readership is comprised largely of EU professionals, national
government officials, management-level businesspeople, members of NGO’s and think-
tanks. Newsletters Europe Daily Bulletin and Europolitics/Europolitique proved to have
the most focused elite readership, one that can be described as a pan-European audience
of EU and national political officials, diplomats, functionaries, and decision-makers
makers with a stake in EU affairs. Neither of the two target common general readers, nor
do they intend to do so. Newspaper European Voice also serves an elite readership,
however the newspaper’s more generalist style could potentially attract a broader reading
public.

On the other hand, the EU Observer and Café Babel’s success at reaching a broad
all-European audience suggests that a common European public sphere, one which
includes more than simply elites, is developing. Both outlets are websites, implying that
the internet may serve as the medium that would best serve an at-large European public

sphere comprised of all EU-member state citizens. How true is this? Further research into
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media preferences of European citizens would yield more coherent answers to this
question.

The existence of a European public sphere of elites who have a say and a stake in
the future of the EU is established. What remains to be seen is whether a more general,
inclusive public sphere can emerge in the multinational environment of Europe: one that
encompasses all publics, that is, all citizens affected by policies set by the decision-

making elites.
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Appendices

Appendix 1. Interviews conducted in Brussels, Belgium, May 2 — May 11,
2007.

Dechaumont, Alexandre, Marketing executive, EU Observer, and Mark Beunderman,
reporter, EU Observer. Interview by author, 3 May 2007. Brussels, Belgium. Tape
recording and notes. Central European University, Budapest.

Falletti, Sebastien, reporter, Europolitique/Europolitics. Interview by author, 8 May
2007. Brussels, Belgium. Tape recording and notes. Central European University,

Budapest.

Jéhin, Olivier, Deputy editor-in-chief, Bulletin Quotidien Europe (Agence Europe).
Interview by author, 3 May 2007. Brussels, Belgium. Tape recording and notes. Central

European University, Budapest.

King, Tim, deputy editor, European Voice. Interview by author. 3 May 2007. Brussels,
Belgium. Tape recording and notes. Central European University, Budapest.

Lemoine, Pierre, Editor-in-chief, Europolitique/Europolitics. Interview by author, 2 May
2007. Brussels, Belgium. Tape recording and notes. Central European University,

Budapest.
Markopouliotis, Giorgios, director, planning and priorities, Directorate General
Communications, European Commission. Interview by author, 8 May 2007. Tape

recording and notes. Central European University, Budapest.

Morselli, Lorenzo, president, Café Babel, Brussels. Interview by author. 10 May 2007.

Brussels, Belgium. Tape recording and notes. Central European University, Budapest.
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Ricardi, Lorenzo, director of marketing, Agence Europe. Interview by author. 3 May
2007. Brussels, Belgium. Notes. Central European University, Budapest.

Simon, Frédeéric, managing editor, EurActiv.com. Interview by author. 4 May 2007.

Brussels, Belgium. Tape recording and notes. Central European University, Budapest.

Taylor, Paul, European affairs editor, Reuters, Brussels. Interview by author. 11 May
2007. Brussels, Belgium. Tape recording and notes. Central European University,

Budapest.

Triomphe, Catherine, deputy bureau chief, Agence France Presse, Brussels. Interview by
author. 4 May 2007. Brussels, Belgium. Tape recording and notes. Central European

University, Budapest.

Watson, Rory, reporter, The Times. Interview by author. 11 May 2007. Brussels,

Belgium. Tape recording and notes. Central European University, Budapest.
Zaffuto, Guiseppe, director of programmes, European Journalism Centre. Interview by

author. 7 May 2007. Brussels, Belgium. Tape recording and notes. Central European

University, Budapest.
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Appendix 2: Front pages of selected pan-European case studies
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boursiere d'un peu moins de 30 mil-
liards d’euros, ce qui fa place parmi les
«grands » curopéens, et en premidre
position en Eurape centrale. Les servi-
ces de la concurrence dé la Commission
ne vont pas chdmer: ils ont jusguau
10 juin pour se prononcer sur GOF-Suez
- un délai qui devralt logiquement &tre
prolongé par une enguéte approfondie i
cause des chevauchements d'activies des
deus fulurs partenaires en Franca et en
Belgigue. EDF est aux agusts, et compte
profiter des ventes dactifs indvilables en
Belgique, mais peut-Etre aussi en Espa-
ane, suife & la recomposition du paysage
énergétique. L'heure est en tout cas a la
Gréation de péants curopéens, consé-
quence logicue des oraintes sur la séeu-
rité ique et
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elle envisage un
wriforme fondamen-
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avee des rigles simples el claires. Fin cours
de comsultation interservices a la Com-
mission, le docament dune quinzaine de
pages doit étre présenté par la com
an college le 21 juin. Il devail alo
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ce la fibéralisation, qui Impose une taille
critique pour réaliser les investissements
nécessaires, trop longtemps retardss
pour cause d'incertituds réglementaire.

jigsaire poursuit deux objectifs,
duction du décalage entre loflie ef

anx vins du Viewx Continent de micux
concurrencer leurs homologues du Nou-
vesu Monde sur les marchés émerzents.
Mariann Fischer Boel détaille quahe
aptions - une éforme de FOTM en se
Tazant sur les méemiismes sch
libésalisation compléte et
profonde avee deux
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deus premigres sohu-
tions el se foealise
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wite cancurtence en
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la demande en vin des
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en vigueur dans 'Union pour permelire

nt réactive,
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production sur une période de (suite . 9
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See more >

a1aH SaTaN Poland fights to keep "high-

dying wornan to help her decide ranking' status in EU
which of three patients should 30.05.2007 - 09i29 CET
receive her kidney. With just three weeks before a
See mare > decisive EU summit on ending

the two-year constitutional
deadlock, Poland is sticking to

[Ertar youramatl France gives stay of execution on three demands - a new voting
kel Batuancy Turkey EU hopes systern, a clear list of exclusive

national competencies and an

Tuice daily {2 30,05.2007 - 09:25 CET energy solidarity clause - to be
Daily ¢ France has confirmed that it will part of the deal.
raakly ¢~ agree to press ahead with See more >
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hopes of G& climate deal

30,05,2007 - 09:25 CET

Email The US and China are rejecting
i i a German mave to set bold
Password targets for cutting Co2
emissions, saying respectively
Remember login ~ that they are "too ambitious" and

59



CEU eTD Collection

EurActiv.com: European Union policy portal website

File Edit View Favoites Tools  Help

@Eack-'ﬂ-@

o | @Saalch (5] Favarites @Madla @ ‘ &h 0 @

H Links @UIE - Infosys

[ &

Address @ hittp: v euractiv. comdenHomeP age

j o Go

CEU Library -|

= " Search = Links = Renew LAIL Claw - 'uls F“ [10new] = « CEU . Calendar [ Translate
] Ak

»

€urActiv

EurActiv Netwrork  About EurActiv  Communication Services Newsletter EU Jobs Yellow Pages InterActiv

= ]
College of Europe
College d'Europe

Bz St

Intensive Seminar

on the European Union

Search

m m i Bulgaria  |s Czech Republic [ I France =Hungary mmPoland [ I Romania |28 Slovakia

POLICY SECTIONS

Agenda 2004-09
Climate Change
Education
Energy

Enlargement &
Neighbours

Environment

EU Debates & Opinion
Financial Services
Future EU

Health & Lifestyle
InfoSociety
Innovation & Growth
Languages & Cufture
Public Affairs
Science & Research
Social Europe

Sports

Sustainable Dev.
Trade & Industry
Transport & Services
Workers' mobility

Advertising )

efpia

annualmeetings2007

Health and Wealth
in Europe

MINI SECTIONS

BioTech

CAP Reform
Competition
Economy & Euro
Elections

Food & Consumers
Justice & Security
Security & Defence
Taxation

EurActiv is listening to you!
Participate in our
Readership Surve

EurActiv

Transport & Semices
Postal liberalisation

in the European
5 delay in reforms
nstal sector to full
ury among postal

< should be

tal sector

®Interview: Funding 4
Innovation & Growth

EU cash delivers in p EurActiv

EU funds have successiun uudsieu progucovicy gnu Empoyient in the bloc’s

poorest regions, helping them catch up with their neighbours, the Commission said in
a first assessment of European cohesion palicy over the 2000-2006 programming
period,

ULinksDoszier:  The new EU cohesion policy (2007-2013)
Enlargement & Naighbouts
EU aims to swiftly resume talks with Serbia
Inniowation & Growth
Interviews: 'Cutting red tape will take some time'
Health & Litestyle
Seconhand smoking highlighted on World Mo Tobacco Day
Energy
EU and OPEC: oil remains "dominant source’ of energy
Economy & Euro
Czech Republic rebuffed over budget deficit
more...
Hew LinksDossiers

EU Communication Policy [rr Postal services liberalisation
[DE] [FR] [DE]
The White Paper on a BE*> W The EU is entering the

stk = e ﬁ ! final stages of a 15-year

Palicy, presented by the
Commission in February
2006, aims to tackle the increasing
lack trust by citizens in the EU
project.(Fead more)

EU in search of a new Treaty
[FR] [DE]

The German Presidency is
zaeking to break the
deadlock on the

stalled Constitutional Treaty and
agree on a Himetable for
institutional changes at the June
summit. (Fread more)

mare...

process to make Eurcpean
postal services more efficient by
opening them up to competition,
(read more)

Green buildings [Fr] DE

@ Buildings account for over
40% of the EU's final
energy demand and are a
rnajor source of greenhouse-gas
emissions, making anergy-savings
there a key element of the
European climate change strategy.
(read more)

60

Crosslingual Sponsers

VISA

@ | D

ToraL
REGISTER FOR THE NEWSLETTER {:1
I Submit
AGENDA Advertising )
§ June 2007

SME Day, 5 June 2007

5 - 6 June 2007
ECOFIN

6 - 7 June 2007
EF Mini Plenary

¥ - 8 June 2007
Transport,
Telecormmunications
and Energy Council

Commmunicats your
event

Iniers:
oTavialiie
LOTISETVALION|
ITEaTope
ATI0 IVOTIAWTO R

General Sponsors

@CGHC |Microsoft

ORACLE

Section Sponsars
ACE

Dow

La Paste

OGILY

UITPR

AIR

FRANCE

Kellen Europe

Hike

sABMiller

EurActor Members

Eurfctor members' list

Yellow Pages

Political Parties  Consultancies  EU Projects

Advertising ®

CEDC
International,
the voice of
[Independent

& =

EU JOBS

Technical Adviser
Environmental and
related issues

Intarnship (Franch
Translator)

Seconded Mational
Exparts

Asistente de Programa
ECHO




CEU eTD Collection

Café Babel: Web magazine

File Edt Wiew Favoites Toolz Help

cafebabel com, European current aff. magazine : comment and analysis from E

LI

“ Links @UIS - Infosys

Address I@:] hittp:/ fvavow. cafebabel. comdenddefault. asp

_'I o Go

CEU Library |

|
J = Back - o=k o @ ol | @Saalch (5] Favorites @Madla @ ‘ = @ @
|
J

_'!“ Search = | QLlnks i E Rerew LJnL Clow

uis [ [0rew] ~ o CEU . Calendar (&) Translate i

Come prepared

q cafébabel.com

T H-E EUROPEAN MAGAZINE

#

NS

i Crusade for a no
BISSUES F

BTOWER OF BABEL
The Hungarian director's

‘The Man from London,' starring Brit Tilda

EBRUNCH WITH...
Swvirton, mizzed out on the Palme d'Or &t
BCITIES Cannes to a Romanian entry on hiay 27
WHAT'S ON = :

. Get back in your cell

B WEEKLY MEWWELETTER

ubsctibe fo

ES DALY E-MAIL ALERT

P
by FeedBlitz

OLJR. WEB PARTNER.

uEisp

soclutions

Preserving old buildings
| wwhilst indulging in & love for
© mocernisation, excluded
homeless and tourists invading the city all
year long. The highest rate of stheism and
nesw weave of faith. Prague — city of
contradictions

-* Prague’s got a brand new bag

- Czech homeless get on board

-+ David Cermy: 'president Klaus is a
dek

+ On the form
+ Complate imus

smoking Europe
wiorld affairs On Aol Mo Tobacco Day
Politics » on 31 May, 8 tour through &
z Eurnope which collectively stubbed out the
Sooety continental cigarette
Economy T ome- 31
Cultre
8 CAFFEINE
© ENLARGED EUROPE Hbla [a -
: Filmmakers act like
prostitutes’

Heme | Aboutus | Metwork |Paricipate |Foerum | Press corner | Partners | Links | Contaces |EJ

ECONOMY B

and win
a k's holiday

EMGLISH - FRAMGAIS ESPARNIOL ITALIANO DEUTSCH CATALA POLSKI

Energy - new Russian
y missile?

Lz it plays an increasingly
lzrger rolg inthe relstionship
between Russia and its neighbours, is
energy supply 8 way of seeing who is in
control of the region?

Playini
Brussels
The prestigious Gueen
Elizakbeth Music Competition
alzo acts as an international assembly,
uniting the best piano soloists in the
European capital in May and Juns 2007

mmer- Brussels - 25

it by ear in

% CARREINT USSME 22 s

Inzslubrious , debiltating conditions. A climste of dizcrimination and mattrestment. Out of

—_—— sight, out of mind and many milions of miles away from human rights declarstions, the

L European prizons debate remains a taboo
N i - Prison remains a dangerous

social tool
- ftaly: guilty lenience

- Women living in the shadows of
the hars

+ On the forum
+ Complate isue

he ELl's legislation on
regulating chemicsls comes
irto force in June. An irterview with
REACH Rapportewr Guido Sacconi, who
calls it & huge undertaking with no
precedent in the world', and = look =t its
costs and critics: where's the loophole?

No consensus for

Kosovo

After eight years, the UM

propose a Kosavo
independent from Serbia. The Albanian
majority want to be free, but many
European states fear thet independence
could give rise to separatists

61

Search [»]
BRUNCH WITH ... I
a;!urufa"iéi
Farah: 'Even
hunchha cafebabel com
i learn to live
¥ writh th

discomfort’
The Somali writer,
62, is an important figure in
African lterature. & committed
defender of women's rights, he
chronicles Somalia's trip to
chaos and back

GAZIINE

tSalar

M A

Luck has
eight
superstitious
legs

EUROPEAN

E

TH

Click here to

Debate | Budapest

| 8.6.2007

= The place of refligion and
democracy in Europe -
cafebabel.com needs your
input!

Forum | Brussels | 12:5.2007

= Feel those European
vibes
Call | Eurape | 7.5.2007

= cafebabel.com is hiring
Jab | Paris | 14.5.2007




CEU eTD Collection

References

Berezin, Mabel and Martin Schain, eds. 2003. Europe without Borders: Remapping
Territory, Citizenship and Identity in a Transnational Age. Baltimore: Johns Hopkins
University Press.

Billig, Michael. 1995. Banal Nationalism. London: Sage publications.

Biltereyst, Daniel. 1992. “Language and culture as ultimate barriers? An analysis of the
circulation, consumption and popularity of fiction in small European countries.”
European Journal of Communication 7: 517-540.

Boyer, Dominic and Miklos Sukosd. 2005. “European media and the culture of
Europeanness”. Unpublished paper.

Calhoun, Craig. 2003. “The democratic integration of Europe: Interests, identity, and the
public sphere.” In: Europe without borders: Re-mapping territory, citizenship and
identity in a transnational age. Eds. M. Berezin and M. Schain. Baltimore, MD: Johns
Hopkins University Press. Pp. 1-27.

Cederman, Lars-Erik. 2001. “Nationalism and bounded integration: what it would take to
construct a European demos.” European Journal of International Relations 7(2): 139-
174.

Chalaby, Jean K. 2002. “Transnational television in Europe: The role of pan-European
channels.” European Journal of Communication 17(2): 183-203.

Commission for the European Communities. 2006. White Paper on a European
Communication Policy. Brussels.

Dechaumont, Alexandre, Marketing executive, EU Observer, and Mark Beunderman,
reporter, EU Observer. Interview by author, 3 May 2007. Brussels, Belgium. Tape
recording and notes. Central European University, Budapest.

Downey, John and Thomas Koenig. 2006. “Is there a European public sphere? The
Berlusconi-Schulz case.” European Journal of Communication 21(2): 165-187.

Esser, Frank and Barbara Pfetch, Eds. 2004. Comparing Political Communication:
Theories, Cases, and Challenges. Cambridge: Cambridge University Press.

Falletti, Sebastien, reporter, Europolitique/Europolitics. Interview by author, 8 May

2007. Brussels, Belgium. Tape recording and notes. Central European University,
Budapest.

62



CEU eTD Collection

Gifreu, Josep. 1996. “Linguistic order and spaces of communication in post-Maastricht
Europe.” Media, Culture and Society 18: 127-139.

Golding, Peter. 2006. “Theoretical issues arising from the research project.” In: Adequate
Information Management in Europe (AIM) Work Package D6: Theory building,
“European identity building/European public sphere.” Pp. 12-21.

Habermas, Jurgen. 1989 [1962]. The Structural Transformation of the European Public
Sphere: An inquiry into a category of Bourgeois society. Cambridge, MA: MIT Press.

Harcourt, Alison. 2002. “Engineering Europeanization: The role of the European
institutions in shaping national media regulation.” Journal of European Public Policy
9(5): 736-755.

Heikkila, Heikki and Risto Kunelius. 2006. “Journalists imagining the European public
sphere: Professional discourses about EU news. Practices in ten countries.” Javnost-The
Public 13(4): 63-80.

Jéhin, Olivier, Deputy editor-in-chief, Bulletin Quotidien Europe (Agence Europe).
Interview by author, 3 May 2007. Brussels, Belgium. Tape recording and notes. Central
European University, Budapest.

King, Tim, deputy editor, European Voice. Interview by author. 3 May 2007. Brussels,
Belgium. Tape recording and notes. Central European University, Budapest.

Kurpas, Sebastian, Michael Bruggeman and Christoph Meyer. 2006. “The Commission
White Paper on Communication: Mapping a way to the European public sphere.” Centre
for European Studies Policy Brief No.101: May. Brussels: CEPS.

Lemoine, Pierre, Editor-in-chief, Europolitique/Europolitics (Europe Information
Service). Interview by author, 2 May 2007. Brussels, Belgium. Tape recording and notes.
Central European University, Budapest.

Lord, Christopher. 2004. A Democratic Audit of the European Union. Basingstone,
Hampshire: Pelgrave Macmillan.

Machill, Marcel, Markus Beiler, and Corinna Fischer. 2006. “Europe-Topics in Europe's
Media: The Debate about the European Public Sphere: A Meta-Analysis of Media
Content Analyses.” European Journal of Communication. 3(21): 57-88.

Markopouliotis, Giorgios, director, planning and priorities, Directorate General
Communications, European Commission. Interview by author, 8 May 2007. Tape
recording and notes. Central European University, Budapest.

Meyer, Cristoph O. 2003. “Exploring the European Union’s communication deficit: Old
problems and new departures. Central European Political Science Review 4(11): 35-43.

63



CEU eTD Collection

Morely, David and Kevin Robbins. 1995. Spaces of Identity: Global Media, Electronic
Landscapes and Cultural Boundaries. Routledge: London and New York.

Morselli, Lorenzo, president, Café Babel, Brussels. Interview by author. 10 May 2007.
Brussels, Belgium. Tape recording and notes. Central European University, Budapest.

Nariman, Fali Sam. 1989. “The Indian constitution: An experiment in unity amid
diversity.” In: Forging Unity out of Diversity: The Approaches of Eight Nations. Robert
A. Goldwin, Art Kaufman, William A. Schambra (eds.) Washington, D.C: American
Enterprise Institute. Pp. 7-37.

Price, Monroe E. 2002. Media and sovereignty: The global information revolution and its
challenge to state power. Cambridge, Mass: MIT Press.

Price, Monroe E. 1995. Television: The Public Sphere and National ldentity. Oxford:
Clarendon Press.

Ricardi, Lorenzo, director of marketing, Agence Europe. Interview by author. 3 May
2007. Brussels, Belgium. Notes. Central European University, Budapest.

Schlesinger, Philip. 1999. “Changing spaces for political communication: The case of the
European Union.” Political Communication 16: 263-279.

Schmitt, Hermann. 2005. “The European Parliament elections of June 2004: Still second-
order?” West European Politics 38 (3): 650-679.

Simon, Frdéric, managing editor, EurActiv.com. Interview by author. 4 May 2007.
Brussels, Belgium. Tape recording and notes. Central European University, Budapest.

Taylor, Paul, European affairs editor, Reuters, Brussels. Interview by author. 11 May
2007. Brussels, Belgium. Tape recording and notes. Central European University,
Budapest.

Trenz, Hans-Jorg. 2004. “Media coverage on European governance: Exploring the
European public sphere in national quality newspapers.” European Journal of
Communication 19(3): 291-319.

Triomphe, Catherine, deputy bureau chief, Agence France Presse, Brussels. Interview by
author. 4 May 2007. Brussels, Belgium. Tape recording and notes. Central European
University, Budapest.

Valentini, Chiara. 2006. “Constructing public support: EU communication challenges for
the process of integration.” Paper for the International Conference 2006 on ““Public
Spheres and their Boundaries.” University of Tampere, 25-27 May 2006.

64



CEU eTD Collection

Van de Steeg, Marianne. 2002. “Rethinking the conditions for a European public sphere
in the European Union.” European Journal of Social Theory 5(4): 499-5109.

Watson, Rory, reporter, The Times. Interview by author. 11 May 2007. Brussels,
Belgium. Tape recording and notes. Central European University, Budapest.

Weiner, Antje and Thomas Diez. 2004. European Integration Theory. Oxford: Oxford
University Press.

65



	Chapter 1: Communicating in a multinational federation
	Chapter 2: Pan-European media and Public spheres
	2.1 The European public sphere
	2.1.1 Definition
	2.1.3 Spheres in emergence

	2.2 Barriers to pan-European media
	2.2.1 Language and national identity
	2.2.1.1 Localizing content
	2.2.2 Political communication deficit
	2.2.3 Advertising markets


	Chapter 3: International media centred in Europe
	3.1 Print publications: serving economic elites
	3.1.1 Deepening roots with EU integration

	3.2 Newswires

	Chapter 4: Brussels-based European media
	4.1 Media outlets examined

	Chapter 5: Analysis
	5.1 Overview of case studies: Pan-European reach
	5.2 Language
	5.2.1 Commitment to linguistic diversity
	5.2.2 Encouraging reader participation
	5.2.3 English only

	5.3 National Identity
	5.4 EU communication deficits
	5.4.1 Filtering and translating into “normal language”

	5.5 Advertising markets
	5.5.2 Advertising for the web: Two models
	5.5.2.1 EU observer
	5.5.2.2 EurActiv.com


	Chapter 6: Conclusions
	6.1 Strategies to reaching audiences
	6.1.1 Language
	6.1.2 National identity
	6.1.3 EU Communication deficits
	6.1.4 Advertising markets

	6.2 The EU and news media: Two variables in flux
	6.3 Going Europe-wide via internet and digital
	6.4 Public spheres: Elite vs. general

	Appendices
	Appendix 1.  Interviews conducted in Brussels, Belgium, May 2 – May 11, 2007.
	Appendix 2: Front pages of selected pan-European case studies

	References

