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Project: 



         ‘GRINGO’
www.gringo.se
Country:

Sweden

Partners:

Imperia

Funding Bodies: 
Bank loan (tbc) 
Thematic categorisation:
1. Intercultural dialogue (within countries)

   FORMCHECKBOX 

2. Intercultural Education
   FORMCHECKBOX 

3. Cross-border Dialogue
   FORMCHECKBOX 

4. Cultural Minorities & Communities
   FORMCHECKBOX 

5. Social Cohesion / Integration
   FORMCHECKBOX 

6. Diversity of Cultural Expressions


   FORMCHECKBOX 

Sector covered:

1. Arts and Heritage
   FORMCHECKBOX 

2. Media
   FORMCHECKBOX 

3. Socio-Culture 
   FORMCHECKBOX 

4. Education
   FORMCHECKBOX 

5. Language
   FORMCHECKBOX 

6. Youth
   FORMCHECKBOX 

7. Sport
   FORMCHECKBOX 

National policy development/approach:
Sweden, in common with other Scandinavian countries, has become increasingly a country of immigration, with most recent figures recording 25% of its population having been born elsewhere.
Its previous Liberal government was proactive in addressing immigrant needs and issues through social policy. ‘Sweden has developed into a country that is characterized by cultural, linguistic and religious diversity,’ declared the Kultur Kommittedirektiv in 2004. ‘It is important to highlight that every publicly funded cultural institute and culture-enhancing organisation should take the responsibility in their activities to [include] all of the citizens of the people in the country. The starting point is that all citizens’ experiences, knowledge and values should be reflected and taken into account in order to enrich and develop public life.’

The Swedish National Council for Cultural Affairs’ action plan stipulated that multiculturalism should permeate all activities. To hasten this on, the Year of Multiculturalism was initiated in 2006. Its prime focus appears to have been to encourage institutional change. The overall Coordinator put her considerable energies into persuading Sweden’s major cultural institutions to open out their programming and their boards of management. A network of seven regional coordinators, based in different Swedish counties, acted as stimulants and facilitators nationally. Centrally, a complex programme of lectures, seminars and workshops was designed in order to present other models from other countries so as to generate fresh thinking and debate.
Inevitably the notion of a Year generated dissension as well as stimulus. For a start, its budget was deemed paltry. Some black and ethnic minority artists rejected being categorised as ‘multicultural’; some existing ‘minority’ arts organisations felt unfairly sidelined. But the Coordinator was clear throughout as to what she was aiming to achieve. And the Year, she assured people, was intended to be ‘the starting point’ to change and not just ‘a celebratory performance’.

The change of government while the year was progressing could not but change the goalposts. An evaluation is awaited to assess the project’s success. However, it can’t provide the final answer, for change is a slow matter and takes a long time to become bedded in.

The presence of Gringo - a migrant-run newspaper - provided a good focus for debates over the Year. Its founder and editor-in-chief, Zanyar Adamai, supported it believing it could increase the visibility of ‘new Swedes’. 

Project description

The head company, Imperia, is less known in Sweden than its product, ‘Gringo’. Launched in 2004, Gringo was the brainchild of 24-year-old Zanyar Adami. Sent from Kurdistan to Sweden as a child and a refugee, Adami grew up with a keen sense of the way in which Stockholm’s migrant community – overwhelmingly concentrated in the Skarholmen district – constituted a foreign country in the eyes of native Swedes.
The newspaper that he started in 2004 used that ‘foreignness’ as its springboard (hence the name). Gringo came out of ‘the suburbs’ – a polite synonym for the migrant area – and set out to be the voice of the migrants. But it demonstrated from the start a singular degree of sophistication as well as sharpness. Gringo started with a staff of two and rapidly grew; their stories reflected the issues of the suburbs in and to a society that many migrants say is singularly hard to penetrate.
But the gringo stories differ from the common pattern of many campaigning newspapers. The newspaper’s method of distribution gives a clue. Adami saw the necessity of reaching average Swedes and set out successfully to broker a deal with the Stockholm Metro. So every month, the city’s free-sheet carries the next issue of Gringo as an insert. That way – with minimal trouble – Adami managed to get a readership of 1.2 million for his paper. It was the first minority magazine in Europe to use the mainstream media as its channel, and it earned Adami recognition and a series of prizes – notably the Stora Journalistpriset in 2005 and Newcomer of the Year by the Swedish Magazines Publishers Association in the same year.

Although Gringo does not shirk tough stories, it is also has a strong line in satire and irony. It is this mix that gives it its distinctive flavour (as well as breaking periodically into Rinkebe, the argot of the suburbs). One article for instance purported to offer a Survival Guide for non-suburb-dwellers contemplating a trip to that (allegedly) dangerous part of town. What should they bring? What behaviour should they avoid? ‘We want to use humour as a tool to break down prejudice,’ Adami was quoted in a web interview. ‘We are all Swedish. In the 50s, we were “guest workers” (definitely not staying). Then we became “foreigners” (definitely from somewhere else), then “immigrants” (no matter how long we had been here), and finally “New Swedes” (even though we’re Swedish citizens). But we’re Swedish, and that’s that!’ 

Gringo is also set up as a social enterprise, or as Adami puts it: ‘commercial humanism’. He uses it deliberately as a training base; young writers from the suburbs cut their teeth on Gringo (and then are frequently poached by other parts of the mainstream media – an occupational hazard about which he not surprisingly has mixed feelings). In less than two years, Gringo had grown from a staff of two to 16. It has also started a quarterly, Grande Gringo - a thick magazine with high production values. A television station was also being discussed at one time by the highly entrepreneurial Adami. In fact a second magazine emerged – Macho – as part of the Imperia stable that aims to do for gender what Gringo has done for ethnicity.

Gringo is a new strategy in the area of intercultural dialogue. It has succeeded in creating a distinctive channel that connects two cultures – the culture of the suburbs and the culture of the mainstream. In doing so, it introduces issues and themes on its own terms. It refuses to be corralled or ghettoised. It has insisted on entering Swedishness by the front door - with deliberate brio and panache - rejecting any suggestion that they should go through the side door or even take the route so often used by migrants - the servants’ entrance. 
Lessons to be Learned

The Gringo story could be seen as an indicator of change, and a straw in the wind. It is likely that immigrants who grow up in their new country of settlement will want more and more to distance themselves from a sense of ghettoisation. Gringo is an expression of their desire to communicate on ones own terms – and unmediated -, and this impulse is not unique to Gringo. It is in fact a basis for successful intercultural dialogue since it implies a measure of equality. We can find a similar type of ‘intercultural conversation’ taking place in popular culture, specifically in music. It is hard to see how it could be deliberately programmed because it arises spontaneously out of both a sense of confidence on the ‘minority’ side and a response in the mainstream.

The partnership between mainstream and minority in this case is one that benefits both sides. Metro gains an insert that is seen as cool and edgy; Gringo gains distribution.  However, the relationship has even more advantages. The platform has given Gringo a profile, and has led to invitations to talk to the national Swedish press about the way in which they organise themselves and cover race in the new Sweden. This is true intercultural dialogue, and very useful.

The role of mainstream media – both printed and broadcast - is important because the stories they cover and the way they do it embodies the values of society – who is newsworthy, and for what. An initiative that encourages mainstream media to examine themselves and their practice is valuable. It is interesting to compare this initiative with the UK’s ‘Roots’ project. Devised by Arts Council England and the British Broadcasting Corporation in partnership, it recognised how little ethnic minorities featured in BBC local radio and television. Consequently eleven Roots Coordinators were appointed who would act as a bridge between the various stations and the communities outside. In the best examples, it worked superbly. The Coordinators opened doors, minds and airwaves. But its weakness – in the less successful instances – lay in the isolation of the Coordinators in a highly professional formalised (and often totally white) broadcasting environment. Gringo operates in a different world, but the contrast nevertheless points up the value of its strong community roots and the way they enabled them – unlike Roots - to set the agenda.
Lastly, the Gringo example demonstrates the usefulness of commercial links, the possibility of managing without state funding and its effect. It can release entrepreneurial energy, and enable people to escape from a ‘client’ mentality that comes with subsidy and can be disempowering.   
Target Groups:
Stockholm-dwellers - both ethnic minorities and others
Contact Details:
Zanyar Adami (editor-in-chief)
+ 46 8 641 8045
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www.gringo.se
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