









	
 Home

	 Add Document
	 Sign In
	 Create An Account














[image: PDFKUL.COM]






































	
 Viewer

	
 Transcript













Media speculation in the UK and its effect on the Roma society By Mario Mihaylov



The changes in regulations, regarding the rights of Bulgarian and Romanian nationals to freely enter the UK labour market brought a massive wave of political and media speculations in Britain. With the two countries becoming members of the EU in 2007, Bulgarian and Romanian citizens were allowed to freely enter, and live in the UK without the need of visa but their rights however, were not the same as the rights of older EU members. According to BBC, the access to the UK labour market for Bulgarians and Romanians was highly regulated - employers had to apply for work permits and migrants for an "accession worker cards". Low-skilled workers were restricted to schemes in the agricultural and food processing sectors. These restrictions were dropped on January 1st 2014, after been extended to the maximum period of seven years, which can be regarded as an initiative aimed at keeping the immigration levels low. With the approach of the last day of restrictions, British media got flooded with advertisements with the main goal to try and shape people’s perceptions about Bulgarians and Romanians, and how their “invasion” will be devastating for the UK economy. Several sources claim that British politicians were using the whole situation as a way of winning people’s votes in the local elections. David Cameron states that he wants people to come in the UK “for the right reasons” – not just to abuse the welfare system. It can be inferred that Bulgarians and Romanians are welcome, as long as they are skilled and educated, able to find a job, not just looking to be unemployed and claim benefits. However, this is where several British newspapers are used to portray Bulgarians and Romanians coming to the UK, as people with the only goal to abuse the benefit system. And here’s where the roma minority plays a role; or at least a part of the minority - the part of roma that lives in the ghettos, in poverty and misery; the group of people, who are currently struggling to get out of the circle of bad education leading to their unemployment and therefore misery. In the eyes of British people this social group is portrayed as representative of the average Bulgarian and Romanian – lowskilled uneducated individuals, who will be unable to find a job, or even learn the language, who will end up living on benefits, in council houses; essentially being supported by the British taxpayers. Being led to believe that the welfare system will be hit hard with the beginning of 2014, many British citizens are clearly against the drop of restrictions, as this may lead to tax increase and therefore decrease in their real income. The campaign clearly shows that Bulgarian and Romanian nationals are not wanted in the UK. It aims to put people off from the idea of moving to the UK, as their migration will pile huge pressures on already stretched job market, housing, welfare and school systems. It could be argued that the campaign has another effect on the Bulgarian and Romanian nations. From the perspective of non-roma Bulgarians and Romanians, the prejudice against them is mainly due to the negative image of the non-educated, low skilled roma societies, which is used to generalize the two nations. This act of stereotyping is only adding oil in the fire of the roma related issues in these countries.



Based on personal observations, it is a fact that on national level there has always been high presence of anti-gypsism in Bulgaria (probably the same is valid for Romania) and now, the discussed advertising campaign is just adding another reason for hatred against the roma minority. As it could be seen from publications, the campaign only uses pictures and interviews of the roma living in the ghettos – people struggling to survive in their own countries. It completely ignores all the young and educated people from this ethnic group, which could be an asset for every economy. In this way the campaign manipulates and influences people’s perceptions of Bulgarians and Romanians as a whole; as well as it stereotypes in a negative manner the roma minorities in these countries. Even though that the campaign claimed that all flights and coaches from Bulgaria and Romania to the UK were fully booked, the turn of 2014 proved this argument to be false. On January 1st, Ketih Vaz – chairman of home affairs in Britain, went to Luton international airport himself, to count the number of immigrants arriving from Bulgaria and Romania. However, his and the expectations of many British people did not materialize – planes were arriving half empty, and there were no more passengers than usual. However, this does not change some British people’s attitude towards Bulgarians and Romanians, which the campaign created. Due to my part time position in a customer service role, I was able to make an interesting observation. Whenever someone asked me about my country of origin, there were two completely different reactions when I answered Bulgaria: the younger people associated the country with the nice seaside, ski resorts and partying. In contrast, the older people were considerably less impressed and comments included “Well, aren’t you all from there now”. I am certain that the media is the main reason for this major difference between young and old people’s attitudes. Aimed at young audiences, there is a popular TV program about British people partying in Bulgaria – thus their view of the country is positive. On the other hand, aimed at older audiences, there are all the publications in several British newspapers, which emphasize on how immigrants from Bulgaria and Romania will be devastating for the economy and will prove to be only a burden for taxpayers. The discussed campaign is a good example of the power of the media, and how it can be used to influence people’s perceptions and beliefs.
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