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1. Trends and patterns of migration to Hungary
Immigration in Hungary can be characterised with the following:

The number and proportion of immigrants is low, 1,5 – 2,0 percent of the population. The proportion of the foreign born population is still only 3,5 percent. The spatial distribution of immigrants is very uneven – the vast majority of them live in the capital city and its surroundings.
Immigrants mostly come from the neighbouring European countries, and most of them are of Hungarian ethnicity. Other relevant nationalities are: Chinese, Vietnamese, Russian, German, British, French, American.
The proportion of asylum seekers among immigrants has been very low since the early 2000s (2-3 thousand claims a year). In the early 1990’s the majority of immigrants came as asylum seekers due to the upheavals in Romania and the subsequent war in Yugoslavia.
Immigration is mainly a demand-driven, sub-regional labour migration, often based on seasonal or temporary employment; movement of family members and family unification is less significant, although it has been growing for the past few years.

Regarding the social and demographic composition of immigrants those with a long term resident status have a better economic position than the native population which is due to their different age structure (higher proportion of population in an active age among them), and their better education level. Their advantage is reflected by their better labour market position in comparison with the native population. Those who are short term residents with a work permit usually show worse labour market position, being over-represented in low-skilled, menial jobs.
Irregular (illegal) immigration mostly involves either transiting through the country or engagement in seasonal or temporary employment; settling permanently is not typical for undocumented migrants in Hungary. 
2. Overview of the media in Hungary

Written press

Hungary has 10 national and 24 local dailies. Tabloid and magazine segments are growing, quality dailies are in slow decline.

Local newspapers have monopoly positions in the counties, national quality dailies are strongly partisan. In terms of circulation, the most popular national newspaper is Metro. Currently it has 340,000 free copies distributed daily in Hungary.

Among political quality dailies, the left-wing Népszabadság is the biggest with a circulation of just under 160,000 in 2005. The second largest quality daily, the right –wing Magyar Nemzet, has a circulation of around 73,000. There are two more political dailies Népszava (left) and Magyar Hírlap (right), but their circulation is considerably lower.

Television
98 percent of Hungarian households have television. The average time people spend watching television has been growing steadily since the 1990s, and by 2004 people on average spent over 33 hours per week in front of the screen.

Currently there are three terrestrial television channels: MTV, the public service channel; TV2 and RTL Klub, two commercial ones.
Radio
The radio scene is similar to that of television. There are three national public service stations (Kossuth, Petőfi, Bartók), and two major national commercial stations, Danubius and Sláger. 

Online media

Regarding Internet use, the country still ranks below the EU average, gaining the 29th place among 37 European countries in 2005.

Offline media have established online versions. Most of Hungary’s newspapers, weeklies and magazines have online editions, and a selection of Hungarian radios can also be listened to online. In addition to the content of the print editions, newspaper websites also offer services like discussion forums or newspaper archives, but the content of the sites is not significantly different from the print version. There are some exceptions to this trend, however, with e.g. the economic weekly Figyelő launching FigyelőNet, a daily version of the publication that also offers additional news content and services.

Of the Internet-only portals that offer news and other services, there are two major ones. One is Origo, the other is Index.

Media policies

Legal guarantees are in place for the freedom of speech, expression, and the press. Declarations of freedom of the press are included in the Constitution, the 1986 Press Law, and the 1996 Media Law. Freedom of the press includes the freedom to launch media outlets, editorial freedom, and the prohibition of censorship.

Freedom of expression is limited by restrictions on the dissemination of harmful content. Hate speech is regulated in the Penal Code, and the Media Law includes passages about it, thus the National Radio and Television Board (ORTT) can sanction it. In 2005, parliament passed a law on electronic freedom of information, which obliges government bodies and organisations to make relevant information about their work, including the outcomes of legislative and judicial procedures, publicly accessible on the internet.

The press and online media do not have separate supervisory organizations. If someone has a complaint against what was published in the press, the person can take the case to court, citing relevant legislation (libel, slander, etc.). 

Migrants in the Hungarian media

There have not been many research carried out so far focusing on the media-representation of migrants in Hungary, however in one international comparative research the Hungarian situation has been observed as well. This international joint project has been completed in late 2006 analysing the material of different media-types (television, press, Internet) for the period of one month. In the Hungarian case the materials of two daily and two weekly newspapers, two homepages, a daily television news program and a daily television magazine program were analysed. In this research the 13 officially recognised minorities’ (including the Roma minority) representation was as well observed. According to the outcomes of this research migrants practically do not appear in the Hungarian media. As the author concludes: “If we would not meet migrants and refugees in our everyday lives or hear about them from the scientific discourse and the NGO-s, according to the Hungarian media we would never be able to guess that there are people from China, Turkey, Afghanistan, Nigeria, etc. at all in our country.”

Looking at the situation from a migrant organisation’s perspective, the situation seems to be slightly better: it may be true, that the media representation of immigrants is less visible than that of other ethnic minorities, especially the much larger Roma population, the media is not completely ignorant about the issue of migration. Leading international news related to immigration such as trends and numbers published by European authorities, political claims or sensational news of conflicts and human catastrophes are taken up by the Hungarian media, usually contextualising them with news from Hungarian sources, among others organisations active in the field of migration. Hungarian events and press communications are usually covered as well, though these are not frequent. Most news are short factual reports or analyses of the situation, broader investigative reports are less often published. There are common, recurring topics such as:

· national or European initiatives in migration policy (facilitated labour migration, refugee resettlement, EU proposals etc.);
· regular press communications of the ministries and public authorities dealing with immigration;
· the annual publication of a regular report on xenophobia by one of the major public opinion polling agency;

· the comments and analyses of non governmental organisations, academics and other experts of the above.

3. Media work that has been achieved by migrant organisations
In general migrant community organisations have a very limited influence on the media representation of migrants and migration in Hungary. It is largely due to the overall low profile of migrant community organisations. According to a recent European survey
 coordinated by the Hungarian Academy of Sciences as the Hungarian partner, the majority of migrant organisations are rather small and less well organised. The research identified some one hundred migrant community organisations in Budapest, where the majority of immigrants live, of which fifty were interviewed. Less then one third of them had any paid staff, and their involvement in media-related activities was very low as well. 
As for their support among immigrants they claim to represent we can say the same: the vast majority of immigrant individuals interviewed were neither members of these organisations nor knew about their activities.

Nevertheless some migrant communities are more active in media activities within the community. Especially Chinese immigrants are involved in publishing papers for the community there are three-four more or less regular publications some only in Chinese, others are bilingual covering economic and cultural topics. Other, especially African migrants tend to get involved in homeland journalism or corresponding for English or French expatriate papers in Hungary.

Migrant communities are present in the mainstream media only if they are associated with some general migration-related news item and approached by the papers. Thus the presence and communication are almost always reactive and not proactive.

Larger non community-based migrant organisations, such as Menedék Association are more active in influencing the media representation of migrants or migration. Using press communications, mobilising a network of journalists and news editors these agencies have (although limited) capacity to itemize the news if necessary. Some agencies are almost automatically associated with particular issues related to migration:

Hungarian Helsinki Committee – with human rights 
Menedék Association – with integration

Artemisszió Foundation – with interculturality

The latter two organisations are active in organising public awareness raising campaigns, which often uses the media as one of the channels through which their message is conveyed. Audiovisual spots, sponsored or facilitated reports, and visual ads (both in the print and online media) are the most frequently used methods. Recently alternative sources such as YouTube and virus-marketing as well as forum participation have became more frequently used.
As for empowerment of migrant community organisations it is not so much the material resources than the technical and communication skills as well as their networks which need improvement. A recent initiative is a training of Menedék Association organised for migrant community organisations which had a section on media work held by experienced civil activists and media workers.
4. Examples of innovative migrant media projects 

Sef-Portrait - A recently concluded project of Menedék Association, funded by the EC adapted from a British initiative 
The aim of the project is to help the integration of migrants refugees and Roma people to the society through their personal involvement in artistic activities creating their self-portraits. These portraits could be different art-products ranging from paintings, photographic montages texts, moving image or the combination of these. With the help of professional artists week-long group sessions were organised where the people involved could create their own messages (self-portraits). The material then was used for media and public campaigns and the media coverage of the events provided further opportunities for visibility. As members of the communities were directly involved in the process it created a form of “dialogue” between the majority society and the individuals or their communities. “Experts” and “advocates” only facilitated the process but never substituted the members of the community. Due to the visibility and artistic value of the products the different media organs were eager to pick them up and use them. The media coverage of the project was much higher than the coordinators expected which is a clear indication of success.
� Ligeti, György: Bevándorlók és kisebbségek a médiában, Médiakutató, 2007 autumn. pp: 25.


� LOCALMULTIDEM - Multicultural Democracy and Immigrants’ Social Capital in Europe (6th Framework Programme of the EC).
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