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Welcome to
COYOTE number 12!

Welcome to the All Different- All Equal edition of Coyote Magazine. This is such a big and

important subject that we have dedicated the whole issue to exploring the campaign, its

activities and the thinking behind it.

The articles cross the spectrum from policy debate to
practical campaign activities and from information to perso-
nal reflection. The campaign will be half way over when you
read this but we hope that it will encourage you to continue to
think and act beyond the campaign period.

The magazine brings together elements of youth policy, youth
research and youth work practice and training. I am pleased
that we are able to include two articles which provide a wi-
der perspective from the world of work and industry — from
Germany, through the article from colleagues in the Railway
Company Deutsche Bahn and from the Netherlands and
South Africa.

One thing that strikes me about the campaign and which is
reflected in several of the articles, is the positive approach the
campaign is taking. Rather than campaigning against some-
thing — in this case discrimination, the articles demonstrate
a genuine desire to promote something positive — diversity,
human rights and participation. Not that that necessarily

makes the job any easier.

The challenges are still there, but somehow it seems more
sustainable and accessible. I hope that the articles help you
to think through the issues and work out your own approach
— they have certainly helped me to do that.

On a practical level we have included a number of case
studies of campaign activities in different countries. There is
still time get involved and the best way to do that is via your
own National Coordinating Committee.

An up-to-date list of NCC contact details can be found at
http://alldifferent-allequal.info/NCC.

Although we are missing some of our usual sections in this
issue, we do have another contribution in our series on the
Coyote Spirit. Sonja Candek’s article is in many ways very
relevant to the campaign theme as she explores emotional
and spiritual capital — essential ingredients perhaps for
transforming the theory of diversity into personal, organisa-
tional and community living.

Finally, this issue of coyote comes out at the start of the new
Youth In Action Programme so thanks to Susie Green for her
entertaining overview incorporating a test to see how many
sweet brands you can spot ! Cultural Diversity is at the surface
once again here as one of the four main priorities of the new
Programme.

Enjoy your reading!
Jonathan Bowyer

Contact:

X

coyote@training-youth.net @




By Arne Gillert & Mark Turpin

e Wide Angle

In dialogue about
diversity training

Diversity is a “hot issue”, also in the business world. Diversity is also a historical and
culturally marked topic: how people talk about it and deal with it varies greatly across the
world. And since diversity is so much about getting in dialogue and understanding each other,
what could be a better way to write about diversity training in business than in a dialogue?
We — Arne Gillert and Mark Turpin — decided to compile our conversation on diversity during
some days spent together in Johannesburg, South Africa into this article. We are both working
for an international consulting network called Kessels & Smit, The Learning Company. Arne

is a German living in the Netherlands, who has worked in the youth field in Europe before

— focussing among others on intercultural learning. Mark is a South African who lived in
Britain for a big part of his life. In the past years, he was responsible for Personnel and Human

Resource Development at CARE, an international development agency, in South Africa.

) Arne: When I am thinking of “diversity in the business con- ~ Changing consumer markets around the world also mean

text”, it should really read “business contexts”. I have found
the reality around this topic in the US quite different from
the work I have done in the Netherlands. And then of course
there is South Africa. In all of these contexts there is a history
of diversity, and there are reasons to deal with diversity, some
of which are the same, and some of which are very different.

P Mark: What I see is that the reality of work is changing as
societies move away from an old reality in which they tended
to be more homogeneous in their ethnic and racial make-
up, and in which there was frequently discrimination and
marginalization against minority groups. In South Africa, a
particular situation prevailed under apartheid, a system in
which a minority oppressed the majority of the population,
racial discrimination was institutionalised, and a pattern of
job reservation prevailed.

In the 90s South Africa adopted the Employment Equity Act,
which encourages firms employing more than 50 people to
adopt plans aimed at increasing the representation of black
people, women and disabled people in the workplace. So the

that companies need to build an ability to respond to new
consumer preferences, to market themselves in new ways
and appeal to new market segments. This too encourages
firms to recruit employees from different parts of society who
understand these changes and can help develop corporate
strategies, who can engage effectively with different custo-
mers and so on.

There is also perhaps another dimension in the world of
work, which is that in the past most companies were invol-
ved in producing goods, and the most important factors of
production were physical resources (often natural resources)
and capital... Nowadays, in what is called the “knowledge eco-
nomy”, knowledge and ideas are almost the most important
resource that any company has and are what gives any orga-
nization its competitive edge. And the ideas and knowledge
that an organisation can build on are drawn from the rich di-
versity of people employed within the company. If we employ
people only from a narrow section of society, we are limiting
ourselves as a company.

laws require that companies increasingly move towards a P Arne: When you say this, what I find striking is that on the

workplace profile that is diverse in many ways.

surface there are many similarities of why companies start
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dealing with diversity. In the first place, companies want
to address what for them are new segments in the market.
Often, there actually is a changed reality to a more diverse
society. Sometimes, it is more that a business is now recogni-
zing the diversity that has been there for a long time. Or they
recognize the opportunity of tapping into the knowledge of a
more diverse group.

Additionally, some businesses, in all kinds of places, are
also working on diversity because they feel it is part of their
identity; of who they want to be as responsible participants in
society. Diversity as part of who you are, more than based on
short-term revenue goals.

In the second place, many countries have issued laws
mandating companies to deal with diversity — from simply
forbidding discrimination, to setting quantitative targets for
the representation of certain groups.

Next to these similarities, it would be interesting as well to
look at the differences between societies. How does history
change the way one can deal with diversity? — maybe the ap-
proaches to diversity will also have to be diverse, at the end of
the day, with no ‘one size fits all’ recipe.

NOW WAIT AMINUTE!
ARE You SAYING THESE
PeopPLE HAVE BEEN HERE
foR YEAS ALREADYT?
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All of this brings to my mind the question of what is different
between youth work and business, regarding diversity. One
of the crucial differences is, in my opinion, hierarchy. Most of
the time, businesses are organized in a way so that the con-
siderations above — about the changing consumer markets,
the identity of who you want to be as a business, or about
compliance to legal requirements — are happening in the
boardroom (as they are so-called strategic considerations).
So when word gets out that diversity is important, for most
of the employees it is something that they did not invent or
ask for - it is a conclusion of management that they at best
will tolerate. But they will most probably not act on it, as long
as it has not become their own conclusion. It is the difference
between being sent to a training, and attending it because of
a need you have perceived yourself.

Most youth organizations I know are volunteer-based, and
that makes a difference : nobody has the illusion that a com-
mand and order mechanism will work. Most youth workers
that attend a diversity activity, I think, have actually decided
that it is something they need to learn about. And this is a
crucial difference. You cannot be smart against your will — so
you will also not learn about diversity against your will...

IMPORLTANT :
THAT THEY
BUY STUFE!?

PIVERSITY TRAINING COULD WORK. WITH INOWLEDGE GAFS-..

f © Maarten Wolterink




> WIDE ANGLE - IN DIALOGUE ABOUT DIVERSITY TRAINING

) Mark : 1think what you are saying about youth organizations
may also be true for many non-profit development agencies
as well. These organizations have a “human development”
focus to their work, and many of the employees may have
an instinctive understanding of the value of human diversity
(although the level of understanding may not always be very
deep...).

What we see for sure is that diversity brings many challen-
ges for businesses organized the way you describe. Simply
having a more diverse workforce will not in itself result in a
workplace culture that is more accommodating of the views,
perspectives and cultural norms of a more diverse workforce.
Employees from different cultures may feel that they are not
truly valued by the “old” management. In South Africa, this
has led to a phenomenon known as the “revolving door”
syndrome, in which new black employees are recruited into
management positions (partly to fulfil employment equity
requirements), but do not feel valued and before long move
on to the next company that is offering even better terms and
conditions.

Further, different groups of employees may lack experience
in working with each other, and with prevailing patterns of
racism and sexism in society and in organisations, this can
lead to misunderstandings, tensions and conflict between
employees. Frequently these tensions manifest themselves in
destructive ways, which can lead management to seek a rea-
dy-made solution in which employees are pushed through a
sensitising training so that they will work more harmoniously
together. And of course, more often than not, this does not
really work.

) Arne:Iam really fascinated by the idea that training as such
is not what will work. There are two features of what I often
see in diversity training that might cause this; concerning
the very form of training, and concerning the content of many
trainings. Regarding the form, traditional training removes
people from the workplace to a different environment,
creating the so-called “transfer-problem”. Whereas in the
classroom, new ways of acting might be possible, it is so
much harder to experiment with new behaviour back in the
organisational setting where the culture and way of working
has not changed. Regarding the content; a lot of diversity
training aims at skills, behaviour, and knowledge at least in
the Netherlands. (Think of communication skills or knowledge
about other cultures). Trainings based on knowledge are
increasingly common and are mostly based on Hofstede’s
cultural dimensions. People then learn how other “cultures”
are. I find the positive effect of these trainings that partici-
pants see that other values and ways of life exist next to their
own one. And people often like the “rationality” of the model,
it somehow gives them some certainty, they feel that they
understand the other. On the other hand, I have found that
this focus on facts also has limiting effects: participants start
to take them for the truth, and stop exploring how and who
the other is beyond the cultural stereotypes. It gives a false
sense of security — if I only know, I will act adequately.

There is also a second reason why I believe that these trai-
nings aimed at skills and factual knowledge often do not
work. Dealing well with diversity is often more a question of
how you perceive and think, not of which facts you know, or
if you are able to communicate well. Most of us actually are
able to communicate well, but fail to use what we are able to
do when the situation gets tense.

So then we have the sensitizing trainings, aimed at influen-
cing participants’ prejudices and perceptions, their way of
thinking. Making people aware of their own backgrounds,
and the relativity of norms. Of their pre-conceived ideas
about others that do not hold when scrutinized. Whereas I
think that this is probably the level at which we would need to
work, I wonder to what extent “training” (a classroom setting
with a trainer employing a variety of methods) will do the job.
People will only change their ideas if they come to do just that
in the first place. For those people then — ready and willing to
have their perceptions and thinking challenged — a training
setting in which they can experience diversity might actually
work well.

p Marlk: 1 would certainly agree that “diversity training” is
not the solution. Many of the difficulties that may arise in a
diverse workplace are as a result of underlying assumptions
and beliefs that people hold, and the cultural practices that
may exist in an organization, as you say. For example, in
South Africa, one often finds a corporate culture in which
there is a predominant language of business (usually English
or Afrikaans), even though this may not be the first language
of most employees. This is then the language of all corporate
communication, advertising and branding.

So then some work needs to be done to demonstrate that the
corporate culture values all language groups more equally:
It will not be enough simply to recruit customer service
personnel who are able to speak the different languages, or
offer language training for those who cannot, if the corporate
branding and messaging that comes from the marketing or
public relations departments is still in the predominant
language; as this sends subtle messages about the corporate
culture to all employees and to customers of the firm.

This leads me to think that the approaches to working with
diversity in the workplace do need to be very varied, as you
say, and respond to the different underlying beliefs and
assumptions that may exist in a company... A training solution
is not the answer, because no training will by itself change the
predominant culture of the organization. However, what we
see often is that companies invest a lot in “diversity training”,
as it seems a “quick fix”. The problem is, I have not seen that
this training approach has worked in the long run, really.

So my question would then be, assuming that we have an
increasingly diverse group of employees, how do we change
the whole way of working in the company, in which the
underlying beliefs and assumptions can be turned on their
heads and in which all employees feel increasingly valued
and committed to the company?

> > >
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P Arne: I understand your point as: if you really want to
make something out of diversity, it asks for a comprehensive
approach, touching all aspects of the organization. Training
alone won’t do. The interesting thing is that this also means
that the approach we need to start from is not about diver-
sity, but it is about wider process of organizational change.
An approach in which diversity is (one of the) topic(s), is in
the content and gives direction to where you are going. But it
does not give us the answer of how we will get where we want
to go. What I make from what you say is that we should look
at this process as a process of change.

Not that this makes it easy. What I see in the business world
is that most change processes fail - research by Boonstra
says: 70%! Especially those changes that involve changing
the beliefs and attitudes of employees. Most of the time, these
processes are managed like just another project in which you
first define the goals (and you
have to make them SMART!).
So in the case of diversity, we
would define the new norms,
attitudes and beliefs that
everyone should have, at the
start of the process. Even for
such an ethically inspiring
idea as diversity I find this
approach rather manipula-
tive. The good news is that it 3
does not work! )

p Mark: Tt is certainly the ]
case in South Africa that
many large companies have
invested substantially in
diversity training initiatives,
and there are many compa-
nies offering diversity trai-
ning programmes, but there
is little to show in the way
of results; certainly no evidence that the investment in such
training delivers returns for the companies concerned.

© Maarten Wolteyink

) Arne: What I have seen working is based on a rather strange
idea. Namely, that the relationship between intentions, atti-
tudes and beliefs on the one hand, and behaviour or action on
the other hand, might not be as linear (first are the intentions
and beliefs, and they determine the behaviour) as many tend
to think. The strange idea is that we could view intentions
and actions as connected, but in a more mutual relationship.
Think, for example, that actions are first, and that the actor
then makes up an intention for that action, after the fact. Or that
one influences the other, in dynamic spirals of development.

The example I am thinking about was with a bank in the
Netherlands. They were operating the only branch office of a
bank left in a troubled neighbourhood in one of the big cities.
A neighbourhood with high unemployment, poverty, crime and
violence. And also a neighbourhood with a high percentage of

ethnic minorities. Because of the crime and violence in that
area, their branch office was heavily protected, with muscled
guards in front of the door, and thick glass between clients
and the staff. So clients would only come there if they really
had to. Not very surprisingly, that branch was not profitable.

One of the directors was confronted with the question if the
branch office should be closed down or not. He decided not to
go about this by himself, but invited openly employees from
all levels to discuss about the issue. The director basically
offered two options: Either we close, or we do something very
different to make the branch office profitable. And if we go for
something new, then whoever is here should be involved. You
could say that symbolically during that meeting, the branch
office was handed over to a group of employees, as if it was
their own business. And their project was to do what it would
take to make the branch successful.

What they did was coun-
ter-intuitive. They mo-
ved all cash-transactions
to two ATMs inside and
outside of the bank. And
then they tore down all
the barriers. The guards
were sent home, the offi-
ce refurbished to radiate
openness and a welco-
ming atmosphere. They
put together a team of
employees working there
that, as a team, spoke
most of the languages of
the quarter.

When they opened the
.. refurbished office, people

from the neighbourhood

came in with flowers and
thanked them that they had stayed. It really had an impact.
And the branch office became one of the most profitable in
the region.

Curiously, that project was not aimed at “diversity”. The em-
ployees that ran the project had the same kind of attitudes in
the first place as most of their colleagues in the whole bank.
But as they moved on to build ‘their’ business, dealing with
diversity became a self-evident imperative. They started to
organise their own learning — asking colleagues who knew
the quarter for help, looking for how they could better un-
derstand their clients; read books about the topic; even asked
for training. They wanted to practise how to communicate
with a client with which you hardly have a common language
and they wanted to understand more about values around
banking and money from different cultures. Eventually, that
project really changed the way of dealing with diversity.
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What it did was basically create a new reality. And in that rea-
lity, dealing with diversity was not something that someone
else demanded from them, but it was a logical conclusion
from an aim that those employees really wanted to achieve.
In that, it was a very attractive and inspiring new reality.
Based on the action and ambition in that new setting, attitu-
des changed.

You can even draw a parallel from this example to the youth
campaign, based on ‘participation’. What the bank did, was
nothing but participation. With the difference, that in the
youth world, it is not such a revolutionary idea as it often is
for business!

) Marlk :1find this example very intriguing, because many cor-
porate change initiatives are based on the idea that we need
to start at the top, with the management team. It is certainly
true that this team is often looked to as leading and modelling
new behaviours and attitudes, and the premise for starting
at the top is that “if those guys are not prepared to change,
why should the rest of us”? Your example is taking a different
perspective, which is to say let us work with a group of people
in the company on a change process the motivation for which
they can relate to and understand. And let them formulate,
design and develop the change that is needed. The meaning
of what they do will emerge when the results are seen, many
of which may not or even could not have been intended or
anticipated beforehand.

Those within the group, and potentially also many others
from outside the group, will then be able to make meaning of
the change that has taken place (without any training!) and
understand the potential or wider significance for the rest of
the organisation.

I could see then the potential for allowing the emergence of
“action centres” within the company, in which individuals are
empowered to take responsibility for the success of their unit
and to find innovative and imaginative ways of addressing the
real challenges they face (rather than the business challenges
imagined in the boardroom). A process of action-reflection
can then emerge, with interesting potential results.

) Arne: 1 think that this is exactly what is happening — and
that by connecting these action centres with each other they
will eventually change the whole system. They are building
critical mass. Mainly because what these centres are doing is
related to the purpose of the organisation, it is successful, and
attractive. And whatever is attractive will generate much more
energy and readiness to change, than a moral obligation, or
the letter by management politely asking you not to be pre-
judiced any more and please to attend the diversity training
that starts on Monday. Maybe that is one of the important
thoughts to apply in youth work: aim not only at participa-
tion, but also see all the work that is done to connect different
“youth action centres” as a way to create critical mass. And
work from making things attractive, not normative.

So if you ask me where the potential lies for businesses to deal
better with diversity, then it is in an example like this. Find an
action or project that is linked to the purpose of the organisa-
tion, one that people will find worthwhile to strive for. If your
(business) logic that brought diversity into the picture in the
first place is right, then diversity will be part of the solution
people will find. And maybe in this approach, business and
youth work don’t have to be so different?

“The fact is”, said rabbit, “we’ve missed our way somehow”.
They were having a rest in a small sand pit on the top of the
forest. Pooh was getting rather tired of that sand pit, and
suspected it of following them about, because whichever
direction they started in, they always ended up at it, and
each time, as it came through the mist at them, Rabbit said
triumphantly, “Now I know where we are!” and Pooh said
sadly, “So do I,” and Piglet said nothing. He had tried to
think of something to say, but the only thing he could think
of was, “Help, help!” and it seemed silly to say that, when he
had Rabbit and Pooh with him.

“Well,” said Rabbit after a long silence in which nobody
thanked him for the nice walk they were having, “we’d better
get on I suppose. Which way shall we try?”

“How would it be?” said Pooh slowly, “if, as soon as we’re out
of sight of this pit, we try to find it again?”

“What’s the good of that?” said Rabbit?

“Well” said Pooh, “we keep looking for home and not finding
it, so I thought that if we looked for this pit, we'd be sure
not to find it, which would be a good thing, because then we
might find something that we weren't looking for, which
might be just what we were looking for, really”.

(A.A. Milne 1928)

Notes and references :

® (Boonstra, Jaap: 2004). Introduction. In: Jaap J. Boonstra
(ed): Dynamics of Organizational Change and Learning.
John Wiley & Sons

® (A.A. Milne: 1928). The House at Pooh Corner.
Methuen and Co. London

Contact:

gilbert@kessels-smit.nl
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by Dr. Semra Celik and Hans-Joachim Borck

Deutsche Bahn Trainees

against Il atred and Violence

It is a universally accepted fact that travel broadens the mind.
There are common proverbs in many countries throughout
the world which point out the educational benefits of travel-
ling. When you travel, you get to know new places, make new
friends, witness unfamiliar customs and come to realise that
what may appear normal to us is considered highly extraor-
dinary elsewhere. It is the fullness of new experiences that
make a journey a special event, that teach the traveller to take
a fresh look at himself and his environment.

Deutsche Bahn enables people “ A
of all ages to travel virtually the

length and breadth of Germany,

to get to know the country and the

people who live there. However,

for many young people Deutsche

Bahn is also the first stage when

they embark on their career, as

the company is one of the largest
providers of vocational training

in Germany. In September 2006, no fewer than 2300 young
people began a course of studies at the Deutsche Bahn
academy of vocational studies or started an apprenticeship
with Deutsche Bahn. While the final destination of this
career journey may still be undecided, one thing is certain: in
addition to providing vocational qualifications, Deutsche
Bahn also endeavours to communicate social values, such as
open-mindedness, tolerance and respect to these trainees.

) Respect entails responsibility

Corporate social responsibility (or CSR) is a buzzword which
has played an increasingly important role in the economic
policy sector in recent years. The basic concept for develo-
pment of the CSR notion in Europe is the “Lisbon Strategy”
resolved by the EU heads of state in the year 2000. The objec-
tive of that economic strategy is “to make the Union the most
competitive and dynamic knowledge-based economy in the
world — an economic area which is capable of achieving lasting
economic growth with more and better jobs and greater social
cohesion.” (European Council 2000).

wise person finds the
best education
in his travels. )

Johann Wolfgang von Goethe

The idea behind the CSR concept is simple: business enter-
prises voluntarily integrate social and ecological aspects in
their corporate activities and in their relations with other
stakeholders. It is thus not a question of what business enter-
prises have to do, but rather what they can do.

We believe that it is easier for a business enterprise to succeed
in a socially intact environment, so that social responsibility
is seen as a central issue of our corporate policies. Our com-
mitment to the environment,
for example, goes far beyond
satisfying the legally prescribed
requirements.

Based on its deep-rooted awa-
reness of its own social respon-
sibility, Deutsche Bahn not only
offers its employees numerous
social benefits, but also encoura-
ges them to show social commit-
ment. After all, our employees serve as our ambassadors to
everyone outside the company.

»The Deutsche Bahn Group works
and thinks globally

With a workforce of around 229,000, Deutsche Bahn is one of
the leading international providers of mobility and logistics
services. With approximately 7,000 foreign employees from
more than 100 different nations working in Germany alone
and with more than five million customers daily from all over
the globe, transnationality and cultural diversity are part and
parcel of Deutsche Bahn'’s business.

As an actor in the transnational field, Deutsche Bahn is equal-
ly committed to all customers and employees. At the station,
during the journey and also in our day-to-day organisational
activities, it goes without saying that we take the require-
ments and wishes of our customers and employees seriously
and treat every single person with respect, regardless of their
faith, nationality or gender.




We believe that business success and social commitment
are inextricably linked. Deutsche Bahn consequently faces
up to its social responsibility and has launched a number of
projects and cooperative ventures to foster considerate
cooperation, which shuns discrimination and violence. The
DB Group supports numerous cultural, scientific and sports
associations, initiatives and activities. For instance, our ac-
tivities include sponsoring social initiatives like the street
workers involved in the Off-Road Kids initiative, working
together with the German Youth Institute and cooperating
with many schools and colleges of higher education. The
focus of these activities is primarily aimed at children and
young people.

) Deutsche Bahn sets the course for more
respect and joint commitment

In 2000, the Board of Management and the Group Works
Council of DB AG signed the

Group Employer/ Council Agreement
in favour of equality and considerate
cooperation — and against racism and
antidemocratic trends

The objective of this agreement is

« to promote a sense of team spirit at the company,

« to provide effective protection against discrimination
for our employees and customers,

« to counteract anti-democratic and neo-Nazi trends
within the DB Group.

We are convinced that the future of society — and thus also of ) The annual competition

our company — will be determined by the values of our young
people. In the interests of anchoring crucial values such as
openness to new ideas, tolerance, moral courage and respect
in the minds of our future workforce, we teach our trainees
the importance of social responsibility. As one of the largest
employers and providers of vocational training in Germany,
Deutsche Bahn launched the programme “Deutsche Bahn
Trainees against Hatred and Violence” in the year 2000.

The programme encourages our trainees to take an active
and creative look at the issues of violence, racism and xeno-
phobia. It consists of the following elements:

- Seminar module as part of their vocational training
« Annual competition, with prizes awarded to the best entries
« Touring exhibition of the prize-winning projects

The programme is aimed at all vocational trainees of
Deutsche Bahn during the first year of training. We actively
encourage 2" and 3"-year trainees to participate in the
capacity of mentors as well as trainees at approved social
institutes. DB instructors also play an active role in the
programme as multipliers.

During their first weeks at the company, the programme
is presented to all new trainees as an integral part of their
vocational training. This ensures that the ideas on which the
programme is based are communicated to all trainees without
exception. However, it is up to the individual trainee to decide
whether or not to enter the competition. This is because
we believe that the trainees can benefit from an in-depth
consideration of the subjects of hatred and violence only if
they themselves are prepared to think about these issues.
Because of the voluntary nature of the competition, it is
therefore not possible to give the trainees time off from their
lessons for project work. Instead, they meet up in the eve-
nings or at the weekend for these social activities.

The central element of the “Deutsche Bahn Trainees against
Hatred and Violence” programme is an annual campaign
competition which encourages young recruits to initiate pro-
jects aimed at counteracting racism, right-wing extremism,
discrimination as well as mobbing at the workplace. This
shows our trainees that social commitment is welcomed and
practised at Deutsche Bahn.

The competition is effective on three levels:

+ On the personal level it develops intercultural and social
skills. Working on a social project as part of a team
promotes multi-ethnic cooperation, sensitises the trainees
to the issues of racism, hatred and violence, and encourages
them to show moral courage and stand up for their beliefs.

« The programme also triggers substantial impetus inside
the company. The participating trainees come from all the
companies in the DB Group, so that their work on the
programme frequently causes the other employees at these
companies to consider their own attitudes to the issues
of violence and hatred. DB communication media such as
BahnTV, Bahn-Net, Internet and the company newsletter
“DB World” provide internal and external coverage of the
projects, stressing that tolerance and respect are part of
the Deutsche Bahn corporate philosophy. In tandem with
supporting measures within the company, this helps to
sensitise our employees to these subjects. Numerous
employees are increasingly willing to speak out against
offences perpetrated by right-wing extremists.

« The programme is aimed at achieving widespread public
attention in order to generate important impetus amongst
the general public. The programme was deliberately
designed to ensure that it sets a clear signal for tolerance
and diversity both inside and outside the company. The
competition rules consequently specify public impact and
networking as two central assessment criteria. The criterion
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of “Public impact” is intended as an incentive for the
trainees to initiate projects which also attract attention
outside Deutsche Bahn, while the criterion of “Networking”
is intended to promote the young people’s willingness to
cooperate with each other.

The projects entered for the competition confirm that our
trainees show a great deal of creativity and obvious enjoyment
when it comes to meeting these requirements. By means of
websites, promotional video clips, calendars, performances
at railway stations, organising parties and other celebrations,
billboard campaigns and even the use of slogans on locomo-
tives, the trainees succeed in encouraging wide numbers of
people to think about the questions of hatred and violence.
They also actively accept the notion of cooperation right from
the start, and many projects are the result of close cooperation
with schools, sheltered workshops, penal institutions, media
agencies, nurseries and hospitals.

Needless to say, DB provides assistance for trainees with the
implementation of expensive and elaborate projects such as
slogans on locomotives and nationwide billboard campaigns.

A Highlight of the year 2005

In its capacity as mobility and logistics services provider,
Deutsche Bahn travels the length and breadth of Ger-
many, to every region throughout the country. Thanks to
this nationwide representation (our locomotives are ideal
advertising media), some of our trainees came up with the
idea of using our trains to promote the idea of more tole-
rance throughout Germany. “Tony’s Team” from the DB
training centre in Frankfurt am Main designed a series
of European motifs which were then featured on a Class
101 locomotive, together with the slogan: “Deutsche Bahn
Trainees against Hatred and Violence”. Thanks to the
support of Roco Modelleisenbahn GmbH, the locomotive
has been used in regular operations all over Germany
since autumn 2005 and is also available as a collector’s
version for model railway enthusiasts.
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) Appreciation encourages commitment

Our trainees have displayed impressive creativity in the de-
velopment of numerous actions and projects over the past
six years. In recognition of that commitment, Deutsche Bahn
awards attractive prizes to the best projects. In 2006, the
prizes awarded to the trainee groups included trips to the
south of France and to Hungary, vouchers for sports stores,
and tickets for the 2006 FIFA World CupTM. The venue for
the prize-giving ceremony changes from year to year. This
closing event gives our trainees the opportunity to exchange
experiences and celebrate the competition final together with
the trainers and sponsors.

) Our partners

Considerate and harmonious cooperation is based on a
central concept of fairness and mutual trust. Deutsche Bahn
also aims to promote this solidarity at the level of the initia-
tors and is consequently always in search of partners who
are willing to cooperate with us to maximise the effect of the
programme. We enjoy the concrete and strategic support of
two major rail workers’ trade unions and the Group Works
Council. In addition to these longstanding cooperation
agreements, we also welcome support for specific campaigns,
such as the participation of pop stars or politicians.

) The programme competition is a real
challenge — not only for the trainees...

Over the past six years, the programme and the competi-
tion have met with an excellent response from our trainees,
who also use the competition as a platform where they can
exchange their opinions and experiences in matters of moral
courage as well as ethnic, religious and gender differences.

Three tips for the execution of CSR projects in
large business enterprises:

« Try to attract participants for your project from all
sectors of the company. As well as the formal commu-
nication channels, this will also provide you with
informal ways of promoting your project.

+ Regularly seek feedback from the people you wish to
reach with your project, as even the best theoretical
plan also has to be successful in practice.

« Don’t forget to encourage the element of fun in working
with young people.

The programme has evolved into an elementary part of voca-
tional training at Deutsche Bahn. The path towards achieving
that status was not always smooth and even today, the pro-
gramme team still faces a number of challenges. For example,
we believe it is necessary to set new key topics every year to
ensure that we provide new impetus for our trainees’ social
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commitment. As a result, the contents of the programme }Widening the perspectives from national

repeatedly have to be coordinated throughout the entire DB
Group and organisational procedures updated. As working
hours and processes vary throughout the DB Group, the flow
of information is sometimes obstructed, making programme
coordination more difficult.

We have set ourselves the target of inspiring all our trainees
to show social commitment and we have already achieved
a great deal in that respect. Since 2000, more than 6500
Deutsche Bahn trainees have taken part in the programme
and submitted around 500 project ideas. However, one of
our problems is that the programme team has only indirect
contact to the trainees through the instructors. That is why
we would like to encourage not only the trainees, but also the
instructors to join in this programme. While we know that
most instructors approve of the programme in theory, in the
course of their day-to-day work they often simply do not have
the time to actively support the social commitment of their
trainees. The programme team therefore wants to increase
its contact with the instructors to try and find mutually accep-
table ways of strengthening the links between job and social
commitment.

In addition to increasing internal lobbying, the programme
has now also been opened up to partner companies in the
social sector, such as the Deutsche Bahn health insurance
fund (BAHN-BKK), the Railway Staff Social Services (BSW),
DEVK insurance, and the Association of Sparda Banks.

A Highlight of the year 2002

A ticket is one of the most important travel documents.
Everyone who travels by rail picks up his ticket at least
once during the journey. Some of our trainees decided
to exploit the potential of these tickets in order to con-
vey their message of tolerance and respect to as wide as
possible an audience. They designed a ticket pouch which
featured the following slogan :

Peace always pays. Every day, Deutsche Bahn
carries millions of passengers from different
countries all over the world and of highly diffe-
rent nationalities.

We wish to speak out against racism and right-
wing violence in Germany. With the help of our
“Deutsche Bahn Trainees against Hatred and
Violence”, we wish to promote tolerance and hu-
manity all over the world.

to European level

Positive feedback from many sources and offers to cooperate
have convinced us that we are on the right track and have
motivated us to develop the programme not only at national,
but also at international level.

This is because an increasing number of people now live and
work at different places. Crossing borders is just as much a
part of everyday life in the 21 century as religious, cultural
and ethnic diversity. In other words, diversity is a central
element of our daily life, but it is not one without questions.
Establishing a lasting positive concept of diversity requires
linking up regional and national commitment at international
level. We shall therefore endeavour to expand our programme
cooperation in an international context and have taken the
first steps towards doing so by attending the European Youth
Forum run by the Council of Europe in Budapest last year.
This is only the first step of many to follow.

Notes and references :

® European Council Lisbon Goals:
http://www.consilium.europa.eu/ueDocs/cms_
Data/docs/pressData/de/ec/00100-r1.do.htin

semra.celik@bahn.de @

Contact:
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reflections on the seminar
Diversity-Participation-Human Rights



by Katrin Oeser and friends

Let’s get
excited !!!

You won’t believe it but according to rumours there are still young people around in
Europe that didn’t yet get the spirit of the “all different — all equal” Youth Campaign. This
definitely urges for a change and as some of you phrased it well during the symposium

in 2005: not everybody is waiting for the campaign to come but we really need to get
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people excited. We want to spread our message of building up more peaceful societies
with equal rights and without discrimination to all young people in Europe and beyond.
We want to change policies, we want to activate young people and we want them to stand

up for their rights and for those excluded or discriminated against in society.

Fine so far, but how do we actually do that, how do we get Living Library is a method to promote intercultural dialogue,
them excited? When it comes to the question of how to do  diversity and human rights. Living Library works as a normal
things, spreading so-called “best practice”, has become library, where people come in, borrow books, read them and
fashionable in training and education as well. Education and return them. The only difference is that instead of books, they
training on the themes of the Campaign are just one part of borrow living people and instead of reading, they get to talk
the Campaign; we also need visibility, outreach to new target with a person. After a conversation it often happens, that the
groups, coverage in the media and creativity. We want people  “reader” will have less prejudices and more knowledge of this
to be campaigning on the issues of Diversity, Human Rights certain group of people he didn’t really know before. Living
and Participation and so we are looking for best practices of ~Library is a place to connect people. It gives an opportunity
campaigning that also reflect different approaches. Google for dialogue for two people, who wouldn’t meet and talk to
offers only 30 hits for this combination, so we try with this each other in their daily life.

article to help produce some more! To present best practice

always means to inspire other people and to make them think

about taking up the idea for their Campaign and for their con-
text and to explore how it fits their needs or how they could
modify it. I had a look around in several countrie,; searching
for creative ways of campaigning and I hope the following
examples encourage you to develop a campaign activity in
your country! Don’t forget that while reading this article there
are various campaign activities going on all over Europe.

» Finland: don’t judge a book by its cover!

The “All different, all equal” —Campaign was launched in Fin-
land in May 2006 at the World Village Festival in Helsinki.
There were over 60 000 visitors to celebrate diversity and
demonstrate the power of civil society action. The Campaign
was presented in a big ADAE tent where over twenty youth
organisations organised various activities linked to the Cam-
paign. The main attraction of our tent was the first Living
Library ever organised in Finland.




the most typical stereotypes they represent. These prejudices
were agreed upon beforehand to be the most common ones
people have about certain groups. During the conversation
the reader noticed that the person representing the book was
quite different to the introduction. Nevertheless it is really
important to underline that the introductions are made to
irritate and to draw attention. Also it is essential that every
book feels comfortable with their introduction.

Since May three Living Libraries were organised in Finland,
one took for example place in a shopping mall. The biggest
one was a Living Library organised in the Finnish parliament
in early December. We aimed to offer parliamentarians a
chance to meet diverse young people from all over Finland
and to learn more about the life of youth in our country. The
young people were the books this time! The library is always
a dialogue and learning experience for both the readers and
books!

The more Libraries are organised, the more experience we
get to develop the method. From our experience so far we can
conclude that the method is easy, but demanding. The main
threat for the future is that the method will be used in an
improper way. It needs to be clear for all the organisers what
a Living Library demands. It requires thorough planning,
recruiting, training and marketing. The first question to ask is
for whom are we organising the library? Which books are of
interest for this target group? To find these books is another
challenge. Not everyone is ready to perform as a book. A good
start for the recruitment of books is to ask local organizations.
For example to find people belonging to minorities might be
easier through an organisation. The training of the books
must be done professionally and trust-building among books
and other organisers has to take place. Everybody involved
needs to feel comfortable with the method and needs to be
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prepared for the problems that might come up. So far we
have not faced any unsuitable behaviour or verbal attacks
against books. But we have prepared our books for indecent
situations. The books always have the right to end the conver-
sation at any moment they wish. Also marketing in advance
as well as during the Library is essential. It is important to
have enough customers to keep the library running. A great
tool, which helps to organise the library is the Living library
organiser’s guide published by Council of Europe. You can
download it from http://www.eycb.coe.int/eycbwwwroot/
HRE/eng/documents/LL%20english%2ofinal.pdf
Allianssi offers also various types of support in or-
ganising a Living Library. Have a look at the website
(www.elavakirjasto.fi) or get in touch with us!

Long live the campaign!

Riikka Jalonen, riikka.jalonen@alli.fi

Adae campaign coordinator, Finland

Kirsi Karttunen, kirsi.karttunen@alli.fi

Adae Intern, Finland

pFlanders: bizarre people take over

The Campaign Committee in Flanders opted in favour of a
broad youth media campaign for children aged between 6
and 12 and for young people aged between 13 and 18. We
seek to organise a diversity campaign that makes children
and young people aware of the similarities and differences
between people. It is about similarities and differences and
about how children and young people deal with them and put
a meaning on them. By embracing what is ‘different’ or ‘new’,
you discover an abundance of new insights, ideas and talents
within both yourself and your environment. When you meet
someone “different”, after some time this person does not
seem so different after all.




» Mie, Mo & Company

We wish to achieve this through a positive campaign which
addresses children and young people in their own language
with a simple message about diversity. In the end, each one
of us has something which makes us unique or somewhat
bizarre. The mascots of “All Different, All Equal” are called
Mie Bizar and Mo Bizar. “Bizar” (in English: bizarre) because
they have a number of peculiar characteristics, just like eve-
ryone else. Mie and Mo feature on all the campaign material.
The creation of these figures was carefully considered, as Mie
and Mo must appeal to a very broad target group. On first ac-
quaintance you can hardly see any differences. They are reco-
gnizable and have a sympathetic appearance. It is only when
the target group finds its way to the web site that it meets (vir-
tually) with Mie and Mo together with their friends, families
and neighbours. In this way we offer a model to explain the
concept of diversity in society in a simple and realistic way.
The goal of ‘All Different, All Equal’ is clear: To make children
and young people aware of the fact that all people are equal,
without putting people in pigeonholes or labelling them on
the basis of gender, origin, race, social background, financial
status, handicap or any other possible differences between
people. The “All Different, All Equal” campaign calls on
young people to respect “the other one” and therefore also
themselves. “All Different, All Equal” dares them to show that
they believe in a multi-coloured and tolerant society.

» Marketing Arsenal

In order to launch Mie and Mo on a large scale and at all
levels, we used a wide range of marketing instruments:
postcards, a magazine, stickers, badges, banners, and textile
stamps. Youth work is an important partner in the distribu-
tion of this material as well as the Department of Education,
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which distributes several magazines of “Klasse” to teachers,
parents, young people and teenagers. Meanwhile, Mie and
Mo are finding their way to a great number of other potential
partner organisations.

As music is also very important to children and young people,
we looked for cooperation opportunities with a number of
artists. Raymond van het Groenewoud, the “mentor” of the
Flemish musicians is a big fan of Mie and Mo. He wrote the
lyrics for a song about “All Different, all Equal”, a song called
“The other one”. Several well-known Flemish artists want to
make a contribution: X!nk, Sweet Coffee, Sidus and Stijn have
each made their own version of “The other one”. Ranging
from punk to dance, the songs offer something to suit all tas-
tes. Songs that can be freely downloaded from the campaign
web site. This is an excellent way to get media attention as
well as airplay on different national radio stations.

» Join the Bizarre Brigades!

Still, the success of the “All Different, All Equal” campaign
completely depends on the Flemish children and young
people. We challenge them to reflect, to enter into dialogue
with one another and to take action themselves. The biggest
challenge now is to start up Bizarre Brigades here and there
in Flanders who will make this campaign known in the neigh-
bourhood, at school, in the youth club or the favourite pub.
This can range from a merely communicative action (for ins-
tance hanging the pictures of Mie & Mo along the high street)
to the organisation of an entire project. The most important
thing is that the ideas and the initiative come from the young
people themselves. If possible, the campaign secretariat will
lend you a hand. Only the members of our Bizarre Brigades
receive a cool and exclusive badge. Examples? In Mechelen
(near Antwerp) a number of children from the same multicul-
tural neighbourhood composed and recorded their own rap
song entitled “All Different, All Equal”. Several youth centres
will make their own films about the theme of respect. We are
looking forward to the actions taken by other Flemish young
people!

) Like a train...

The Flemish campaign is going like a train. Different car-
riages are hooked up to the train along its journey which it
has started on the basis of a good concept and without fear
of advertising techniques. We are associated with existing
products and projects and enter into new partnerships. This
allows us to conduct a campaign which has sufficient impact,
using (relatively) few resources.

Tinne de Mayer, Campaign Coordinator
tinne.demaeyer@steunpuntjeugd.be
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pBulgaria: listen very carefully

In Bulgaria we have a quite good example of getting people
closer and closer to the values of the “All Different — All Equal”
Campaign of diversity, human rights and participation. We
succeeded in the creation of a milestone of the Campaign in
our country by producing a Music Compilation “All Different
— All Equal”. We brought together quite different musicians
from all the Balkan countries - Bulgaria, Romania, Greece,
Macedonia, Turkey, Serbia, and Albania, who agreed to
take part in a unique CD that could motivate young peo-
ple from different cultures and religions to speak together
using the common language of music. We invited one of the
most famous Rap groups of Bulgaria called “Rumanetsa
i Enchev” to produce a song especially for the Campaign.
With great honour they accepted the idea of being good-
will ambassadors of the Campaign i