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The project ‘Identifying and Combatting Stereotypes in 
Traditional and Social Media in Albania’ was carried out 
by the Department of Journalism and Communication at 
the University of Tirana, in the framework of collaboration 
with the United Nations (UN) regional initiative ‘Youth 4 
Inclusion, Equality, & Trust,’ financed by the UN Secretary-
General’s Peacebuilding Fund and implemented in Albania 
by the local offices of UNDP and UNFPA.

The project’s primary objective was to monitor a selected 
sample of print and online media, television channels 
and social media, aiming to identify various negative 
stereotypes used in the country. Following the monitoring 
process, the collected data were classified and visualised, 
and a glossary of stereotypical terms used by the media 
compiled. Analysis of the data identified the main aspects 
of the stereotyping process used in the Albanian media 
and which are reported below in the study’s findings.

The collected data and the study findings serve as a basis 
for developing concrete tools that can guide journalists, 
students and other stakeholders in the use of careful, 
tolerant language, free of stereotyping. These tools will 
help key societal actors to accept others by avoiding 
stereotypical and prejudicial thinking, a major cause of 
hate speech in the country’s media. They will also raise 
awareness among journalists, the public and political 
actors, indeed of the whole of society, of the harmful 
consequences of the use of stereotypical language in 
media that fosters, in turn, audience prejudice or hatred 
based on ethnicity, region of origin, gender, or social 
status. The study’s findings can also be integrated into 
the curricula for students of journalism and of social and 
political sciences. Such students may become familiar 
with and learn about the various types of stereotypes, 
methods for deconstructing them and how to avoid their 
use in their work and daily life. 

Other beneficiaries of the study include national and 
international institutions, organisations working with 
ethnic minorities, human rights groups, among others. 

The study's 
findings will 

help key societal 
actors to accept 

others by avoiding 
stereotypical 

and prejudicial 
thinking, a major 

cause of hate 
speech in the 

country’s media.
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Indirect beneficiaries include the public in general 
(regardless of gender, region, etc.), who, by not being 
exposed to discriminatory labels, hate-inciting language 
and distinctions between peoples and societies, will 
be more open to accepting others (neighbours, other 
societies, others in general) without prejudice.

In the present study, based on monitoring of the media, 
stereotypes were not considered as merely logical 
constructs but primarily acts of communication. Thus, 
within such a framework, they act as means of expression 
in mass communication and not merely as linguistic–
logical terms. The semantics of stereotypes, the meaning 
of keywords and the formulaic sentences that contain them 
within their phraseological structure, such as stigmatising 
sentences, depend on the entire communicative universe: 
the tone, the extra-linguistic context in which they are 
expressed, their author and speaker, the dialect used, 
the accompanying images in audiovisual media, as well 
as many other situations. Without highlighting such 
elements, it is almost impossible to grasp the full meaning 
and function of the stereotyping process, and any 
understanding would be limited.

Meanwhile, it is nearly impossible to model all forms of 
stereotyping and stigma in contemporary Albanian society. 
Such characterisations are diverse, affecting or carried by 
different social groups, and take place based on specific 
characteristics varying by social sphere, such as politics, 
family, economy, property and neighbourhood.

In the present monitoring, focus was first applied to 
the stereotypes most frequently reported in the media. 
Secondly, for their identification, the team considered the 
connection with the social situation and any dependency 
on this reality, as well as their impact on the creation of this 
reality. Thirdly, it was deemed reasonable to assess the risk 
of their use to social peace, the potential to infringe upon 
or violate citizens’ rights, and their equality before the law. 
During the monitoring, the various types of stereotypes 
were identified for further examination, as reported below.

Stereotypes 
were not 

considered as 
merely logical 
constructs but 

primarily acts of 
communication.
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ETHNO-CULTURAL STEREOTYPES

The ethno-cultural groups stereotyped in the Albanian 
context include Romani people, Egyptians, Montenegrins, 
Bosnians, Bulgarians, Serbs, Greeks, Vlachs, and Slavo-
Macedonians. These stereotypes can be categorised into 
several subcategories, as laid out below.

a.	 Stigma: Prejudiced, derogatory, offensive or demeaning 
identification expressed through text, imagery or voice, 
based on external characteristics, physical traits, behaviour, 
lifestyle, clothing, speech, dialects, etc., which are derided 
along with the individual or social group that possesses or 
practices them: e.g., “Dirty as a gypsy!”

b.	 Albanian Ethnocentrism: Glorification of the Albanian 
nation and, above all, the equating of Albanian nationality 
with the ethnic and national origin of all individuals living in 
the territory of Albania. 

Ethno-national self-assessments are based on history, 
major events, socio-psychological characteristics, and 
historical figures and characters, equating Albanian identity 
with these overvalued symbols, presenting a pure and 
almost mythically deified collective and personal identity. 

The subtext of these assessments is a conscious or 
unconscious, direct or indirect devaluation of other ethnic 
groups in Albania: e.g., “Proud to be Albanian!”; “This land is 
the Albanian homeland!”

c.	 Unilateral Ethno-National Identification of Individuals: 
Occurs when individuals or groups of people with a specific 
ethnic or national affiliation engage in illegal activities, are 
involved in condemnable events, commit crimes, etc., and 
are then identified by their nationality or ethnic identity 
when these events are reported: e.g., “The arrested person 
was Greek”; “The theft was committed by three Roma 
persons.”

a
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d.	 Derogatory Substitutive Identifying Label: Happens 
when, instead of an acceptable designation of a group’s 
national, ethnic or regional identity, a derogatory, offensive, 
substitutive metaphor is used: e.g., Llaci-Faci for Aromanian, 
Jevg for Egyptian or Roma, Shule for Macedonian.

e.	 Negative Associative Identification: Occurs when a term 
that correctly denotes an ethnicity or national group is 
accompanied by an offensive or derogatory epithet: e.g., 
“cunning Greek,” “vile Serb.”

f.	 Anachronistic Ethno-Social Stereotyping: Occurs when 
an ethno-national group, or an individual from it, is judged, 
identified and treated in the media based on characteristics 
attributed to their group in a somewhat mechanical way, 
as prejudices lingering from the past, rooted in history, 
linked to situations of political crises, wars or macro-social 
events, and repeated almost mechanically whenever that 
social group is mentioned: e.g., “Romani people cannot live 
a sedentary lifestyle”; “Lazy Montenegrins.”

g.	 Alienation of Collective Identities: Occurs when an 
identified ethno-national group is seen merely as an 
extension of a neighbouring, or another, nation. In this way, 
the cross-cultural characteristics that may have developed 
in its historical relations with Albanian culture are ignored: 
e.g., Vlachs and Aromanians as Romanians.
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STEREOTYPES BASED ON GEOGRAPHICAL AND 
TERRITORIAL, REGIONAL IDENTITY 

Such stereotypes are based on the identity determinants 
of social groups according to the regions where they have 
traditionally lived or originated. They can be classified for 
the present monitoring into several groups.

a.	 Stereotype Based on Rural–Urban Division: Stigmatisation 
of others with terms such as villager, peasant, highlighting 
the division between rural and urban areas: e.g., villager 
here is used as a derogatory term.

b.	 Stereotypes Based on Traditional South–North Divide: 
In this context, it is observed that regional social groups 
that have had access to power stigmatise other politically 
subjugated social-regional groups within the nation-state 
formation more than the latter group stigmatises the 
former. Common stigmas include terms such as Çeçenë 
(a derogatory term for people from northern remote regions 
of Albania), Tropojanë, Veriorë, Lebër and Laçianë.

c.	 Stereotypes Related to the Highlander–Lowlander 
Division: This form of stigma, like others, takes on a new 
form and content in contemporary conditions. Although 
some stereotypes have existed in the past, even centuries 
ago, today they have a different content and are revitalised by 
completely different social, economic and political conditions 
from previously. Examples include stigmas or stereotypes 
such as malokë (derogatory term for highland inhabitant), 
shpellarë (cave dwellers), lalucë (inhabitant of Lushnja).

d.	 Stereotypes Related to Autochthonous versus 
Newcomer: This is strongly linked to current social and 
demographic trends, expressed in the changing residence 
patterns of significant portions of the population, the 
demographic emptying of rural territories and the migration 
of populations that have lived in peripheral areas of cities, 
mountainous regions, northern or southern parts of the 
country, to central towns or major cities.

b
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SOCIAL-BASED STEREOTYPING

The variety of these stereotypes is broad. In the present 
monitoring, the priority was to identify, select, classify and 
critically deconstruct those that appear to be the most 
prevalent.

a.	 Gender-Based Stereotypes: Primarily, these are stigmas 
that discriminate against women, considering them less 
capable in work and professional ability than men. This 
stereotype reflects a form of machismo directed against 
women.

b.	 Stereotypes Related to Different Sexual Behaviours: 
Here, stereotyping and stigmatisation are accompanied 
even more than in other cases by discriminatory language 
and hate speech, leading to bullying of various individuals.

c.	 Age-Related Stereotypes as a Form of Generational 
Conflict: This includes the political (but not only) use of 
age as a form of discrimination against elderly people. In 
the media, stigmas such as të rrjedhur, të currufjepsur, pleq 
(senile, decrepit, old folk) occasionally appear.

d.	 Stereotypes Related to the Social Status of Individuals: 
Examples include terms such as pabuks, lypsar, oligark 
(pauper, beggar, oligarch).

e.	 Stereotyping in the Realm of Religious Affiliation: 
Here, terms such as Islamist, Turk, terrorist, Sunni, 
fundamentalist, etc., are used.

c
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STEREOTYPES AND HATE SPEECH IN POLITICAL 
DISCOURSE IN THE MEDIA

This aspect of hate speech is the most widespread 
and the easiest to monitor. However, it often originates 
outside the media, typically from politics. Therefore, in 
the present monitoring, a distinction is made between 
two communicative realities: where, on the one hand, 
stereotypes and hate speech in politics are produced by 
politics and then adopted by the media, and where, on the 
other, they are produced within the political realm by the 
media:

1.	 Hate speech in politics is primarily based on three 
dichotomous pairs of keywords:

2.	 Honest–Corrupt
3.	 Patriot (sovereigntists)–Traitor
4.	 Successful, in power–Failure, in opposition.

Përm-
bledhje 
ekzeku

d
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The present study addresses the identification and 
combating of stereotypes in traditional and social media 
in Albania. It was conducted in the framework of the UN 
regional initiative ‘Youth 4 Inclusion, Equality & Trust,’ 
implemented in the country by the local UNDP and UNFPA 
offices. The study was carried out by a team of researchers 
and experts from the Faculty of History and Philology at 
the University of Tirana, under the direction of Prof. Dr 
Mark Marku and Prof. Dr Academician Artan Fuga. 

This report aims to analyse and understand the prevalence 
and impact of stereotypes in Albanian media, with a 
particular focus on the content produced by television 
channels and social media.

MEDIA MONITORING METHODOLOGY

The media monitoring methodology included analysis 
of television programmes, content published on 
social media and audience comments. To ensure a 
comprehensive understanding of the situation, several 
analytical approaches were used, including qualitative and 
quantitative content analysis. 

The report identifies both the most careful and the most 
stereotype-prone television channels, as well as user-
generated content on social media. One important aspect 
of the study is an assessment of how regional and ethnic 
stereotypes are used in Albanian media.

a
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STEREOTYPES  IN MEDIA16

KEY FINDINGS

The key findings of the present study indicate that 
investigative-satirical television programmes, morning 
shows and comedy entertainment spectacles are those 
most prone to using stereotypes. Such programmes often 
reinforce existing stereotypes through their narratives and 
characterisations. 

Audience comments and user-generated content on 
social media frequently contain stereotypes, reflecting 
a masculism mentality in Albanian society, reinforced by 
a lack of widespread education and awareness of the 
negative impact of stereotypes.

Although social media provide space for freedom, they also 
more openly express negative mentalities and stereotypes. 
This finding suggests that efforts to combat stereotyping 
must include not only regulation of media content but 
also educating and awareness raising of the public of the 
negative consequences of such stereotypes. 

The report emphasises the need for close collaboration 
between media actors and public institutions to create 
effective strategies aimed at reducing the spread of 
stereotypes.

b

Comments 
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During the monitoring process, two primary methods were 
employed for the detection, selection and measurement 
of stereotypes that were produced and transmitted: a) 
Linear monitoring of media content; and b) Search-based 
monitoring using search bots and algorithms, a method that 
utilised keyword and sentence-based searches refined and 
improved throughout the research. The media monitoring 
was conducted across four dimensions: A) theme, B) time, 
C) communication channel (various media), and D) gender.
Several themes that had previously incited significant 
public debate were chosen as case studies. Those themes 
enabled the manifestation of positions and confrontations 
based on prejudices and atypical behaviours in the media.

Media that presented debate forums were selected for 
the themes to allow discourse among various public 
actors and audiences. Themes were chosen based on the 
various stereotypes that could be tracked through them. 
Monitoring periods were selected in different weeks for 
different media but, for the same themes, the same media 
or TV formats were monitored simultaneously to enable 
comparative analysis of the data and phenomena. 

In the time dimension, the selection of media and 
programmes was designed and undertaken in such a 
way that, through the monitoring grid, a wide range of 
stereotypes was captured. The reasons for choosing 
specific media and programmes for the purpose of 
monitoring are reported below.

Monitoring by communication channel was undertaken 
because each medium, depending on how it conveys 
messages, produces different communication modes, 
messages and discourses.

Monitoring by gender was chosen for the same reason, as 
each gender, in addition to general social codes, general 
media codes and specific codes of the media that produce 
the content, also has specific codes for each media genre, 
affecting how audiences decode different media content.
Media monitoring was conducted from August to 
September 2023. In this context, an exception is made for 

Media 
monitoring 

was structured 
across four 

dimensions:
A) Thematic,
B) Temporal,

C)Communication 
channels 

(various media),
D) Gender-

based.
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a category of events referred to in this study as ‘crises.’ 
These events, identified and selected by the research 
group, either belong to or occurred during a different time 
period than the one being monitored. However, the time 
at which they were observed online is the same as for all 
other content.

Television media, online media and social media were 
chosen for monitoring based on the basic criteria mentioned 
above to obtain a wide and inclusive sample. Additionally, 
it was decided to monitor the reporting of certain 
important events or crises, whether through reporting and 
comments or audience comments, for specific categories 
of stereotype.The media and programmes monitored were 
as follows:

ONLINE MEDIA WEBSITES

(search engine monitoring of media case studies and 
crises)

1. Lapsi (The Pen)
2. Tema (The Theme)
3. Dita (The Day)
4.  Shqiptarja.com

The above media were selected primarily because 
all articles published by them, whether event reports, 
comments or videos, are accompanied by comments 
from their followers. This created the opportunity to 
gather cross-sectional data on prevailing stereotypes in 
journalistic language, as well as in the language used by 
the public.

a
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CASE STUDIES AND CRISES

Case studies and crises were selected to identify prevalent types 
of stereotyping, including gender, ethnicity, sexual behaviour 
and social, regional and age-related stereotypes. Events with 
a significant public impact were chosen, as these had brought 
about the wide involvement of various public, media and political 
actors, creating a heated atmosphere where the stereotypical 
behaviour of the actors was demonstrated as a result of their 
psycho-emotional involvement in the communications. These 
events were selected because, at certain moments, particularly 
when a conflict or clash occurs, the likelihood of specific 
stereotypes emerging is higher.

MAIN NEWS PROGRAMMES 

Main news channels were selected for analysis as they still 
represent one of the main means of providing information 
for citizens, and the status of television as an institution of 
‘impartiality and reliability in informing citizens’ depends on 
the fact that news remains a key point of programming. The 
TV channels were selected for monitoring depending on 
three criteria:

•	 National or local
•	 Private or public
•	 General and informative with uninterrupted flow.

The main news programmes were also chosen because, 
among other reasons, they are as much a product of 
individual reporters as they are a collective product: the 
news from field reporters goes through a process of 
editing and hierarchical structuring that is part of a specific 
editorial policy; it derives meaning as much from the facts, 
the story itself and the contextualisation based upon the 
preceding issues, as from the viewer’s experience of this 
particular channel, as well as other channels.The TV channels 
monitored were Top Channel, TV Klan, Vizion Plus, RTSH 
(Albanian Radio-Television), Euro News, News 24 and Syri TV.

b

c
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INVESTIGATIVE-HUMORISTIC SHOWS, 
HUMORISTIC SPECTACLES, REALITY SHOWS, 
STUDIO DEBATES, MORNING SHOWS

Other TV formats were chosen due to their popularity, 
history and interaction with the public. Investigative-satirical 
formats were selected because of the serious issues they 
address and because they occupy a central part of TV 
programming in Albania. Humoristic (comedic) formats 
were chosen both for their popularity and because of their 
use of humour, especially through characters representing 
various social groups on screen. Such characterisation is 
often based on prevalent stereotypes, reinforcing and making 
them acceptable, even legitimising the way of thinking and 
expression of stereotypes in media and society. Studio debate 
formats were chosen based primarily on their viewing figures, 
their long history in Albanian media, the breadth of themes 
they address and the range of media, political and social 
actors involved in the debates. Monitoring of the discourse 
made it possible to identify the stereotypes used by various 
actors and the phenomenon of expressing their stereotypical 
thinking in relationships with others. Morning show formats 
were chosen primarily because of their interactivity with 
audiences.

Based on the above criteria, the TV programmes chosen 
for monitoring were as follows:
•	 Investigative-humoristic shows (real-time monitoring): 

Fiks Fare (To the point), Stop, Piranjat (The piranhas), 
Fake off, Xhadat (The hags).1

•	 Humoristic spectacles (archival monitoring): Portokalli 
(The orange), Al Pazar, Klanifornia.

•	 Reality shows: Shihemi në Gjyq (See you in court).
•	 Studio debate shows (real-time monitoring): Opinion, 

Open, Top Story.
•	 Morning shows (real-time monitoring): Koha për t’u 

zgjuar (Time to wake up), Aldo Morning Show.

1.  Ed: In Albanian Xhadat refers to screening women; it perhaps has its origin via Turkish from the 
Classical Persian word jâdu for hag.

d
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SOCIAL MEDIA (SEARCH ENGINE MONITORING)

Social media were chosen because of their prevalence in 
mass communication, where they occupy increasingly a 
prominent place in the national and international media 
landscape. Importantly, social media products—texts, 
videos and photographs—are made by independent 
content producers who originate from audiences without 
journalistic professional training, publish often without 
filtering and who express clearly the stereotyping that 
exists in Albanian society. Such media were chosen 
because they have consolidated platforms with profiles 
in the media space and have often become references for 
traditional media. Those specifically monitored include a) 
Jeta Osht Qef / JOQ (Life is fun), b) Brryli Broadway, and c) 
Lolita. 

Monitoring Framework. For monitoring stereotypes in the 
media, the following monitoring grid was established:
- Type of discriminatory attitude
- Programme
- TV or website
- Genre
- Date
- Duration
- Link
- Expression of stigmatising discrimination
- Focused ethnic-national group
- Speaker:

a.	 Journalist
b.	 Commentator
c.	 Politician in campaign or political activities
d.	 Other interviewee in studio
e.	 Sketch character
f.	 Commentator on social network
g.	 Official statement from an unspecified institution
h.	 Show moderator
i.	 Anonymous citizen whose voice was broadcast on 

TV
j.	 Other categories.

e
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The search was conducted using search engine robots and 
keywords. Television media monitoring was conducted 
in September 2023 for one week per form of media and 
programme, during a month that marked the resumption 
of all TV formats and intensified political and public activity. 
Real-time monitoring was conducted weekly for online media 
(forums and commentaries), social media, investigative 
shows, studio debates and morning call shows. Archive 
searches were chosen for crises and humour spectacles 
because of historical crisis-related events, while (4) humour 
shows were monitored for a month. Table 1 reports the 
monitoring timeframe for all selected media and programmes.

TABLE 1  Monitoring deadlines and monitors for selected media and programmes, 2023

Monitoring  1 Monitoring  2 Monitoring  3 Monitoring  4

Crisis
august to 

september 
2023

Humoristic 
spectacles
august to 

september 
2023

Investigative 
programmes 

 september 
11 – 17

2023

 Talk shows  
september 

18 – 24 
2023

News
september 

11 – 24
2023

 
Social Media

september 
1 – 7 
2023

Online media 
september 

1 – 7 
2023

Forums & 
commentaries

september 
1 – 7 
2023

The monitoring collected a large amount of information 
and provided a good basis for analysis of the phenomenon 
of stereotyping in Albanian media.

Morning shows 
with audience 

calls
september 

11 – 17
2023
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TELEVISION CHANNELS MOST 
CAREFUL IN THE USE OF 
STEREOTYPES

Monitoring a wide range of media—TV (several formats: 
news, investigative-satire, studio debates, morning 
shows, comedy-entertainment), online media (forums & 
commentaries) and social media—created the opportunity 
for a comparative examination of how and to what extent 
different media use specific categories of stereotypes. 
Comparing the collected data provided a clear idea of 
which social categories are stereotyped most frequently 
and in what linguistic contexts these stereotypes are used. 

Graph 1 shows that Albanian TV channels, in general, show 
care with regard to the promotion of hatred and conflicts 
that may arise from racist, anti-religious, homophobic, 
or even ethnic elements, and others that perpetuate 
stereotypes.

It is very rare, if not non-existent, for cases where media 
employees, including journalists, moderators, their 
managers, etc., express opinions that undermine human 
dignity based on race, ethnicity, religious belief, or sexual 
orientation. However, despite this, hate speech and verbal 
violence on our television screens appear in considerable 
quantities through quotes from characters involved in 
informational content, as well as in Talk Show formats 
programmed on almost every audiovisual operator, or why 
not even in other categories of television programming.

Regarding the monitored morning shows, it was observed 
that moderators generally did not use offensive language, 
while almost all noticed stereotypes came from telephone 
callers or direct communication. 

1

Journalists, 
hosts, and 
television 
program 

presenters 
are careful to 
avoid making 

judgments that 
undermine human 

dignity on the 
basis of race, 

ethnicity, religious 
belief, or sexual 

orientation.
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GRAPH 1 Stereotypes, by type of media and programmes monitored
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From this monitoring, it was noted that followers and 
callers of the programme News 24 used more political 
stigmas and stereotypes, while, in the morning show on 
TV Klan, these stigmas were social. Political hate speech 
was almost non-existent in this show, due in part to the 
focus and themes covered in the programme. In total, 
from week-long monitoring, 199 offensive expressions or 
stigmas were recorded for both shows.

Regarding online media, a total of 236 types of stereotypes 
were identified throughout a week-long monitoring period, 
displayed in headlines, content texts in journalist reports, 
quotes in statements from political actors, analysts, or 
articles in opinion sections. From the four monitored 
media, it is evident that the stigmatising language used 
in the online sphere during reports primarily came from 
quotes from various actors cited by the media or fully 
reported from posts on social networks. It was observed 
that offensive language was predominant and hate 
speech ‘by’ and ‘against’ political actors, especially those 
from opposition camps, accounted for 38 percent of 
the monitored cases, followed by ethnic background 
stereotypes, at 30 percent of cases.

It was noted that ethnic stereotypes were evident during 
reports on daily sports developments, mainly during 
the elimination phase of the Albanian national football 
team. A smaller percentage followed sexual stigmas and 
stereotypes, very evident in news on personalities in the 
fashion world, television and entertainment.

A series of challenges and risks associated with the 
widespread dissemination of hate speech on social 
platforms appeared as a result of several advantages 
that enable this phenomenon, e.g., user anonymity, the 
lack of effective content filtering for hate speech, and the 
creation of groups with similar viewpoints that influence 
and disseminate hate speech.

In morning shows, 
hosts do not 

use offensive 
language. 
Offensive 

language and 
stereotypes 

mainly come from 
the audience.

In online media, 
stereotypes 

are identified 
in headlines, 

journalists' reports, 
statements by 

political actors, 
analysts, and in 

opinion columns.
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In comparison with other media, hate speech on social 
media was used more directly and explicitly to encourage 
prejudice or the exclusion of certain groups. This was 
achieved through statuses, photo memes, or amateur 
videos. 

Often published anonymously, social media posts are 
known for having positions on regional, sexual and 
political issues, and the creation of repeated posts on the 
same topic. However, the encouragement of hate speech 
primarily stems from the lack of content filtering by the 
editorial team, which also remains anonymous. Journalists 
produce their materials from the field, gathering thoughts 
and opinions from citizens. These materials are distributed 
on the network without filtering of stereotypical attitudes 
or hate speech. 

Moreover, comments accompanying these posts often 
highlight a ‘spicy’ expression in the video for ‘clickbait’ 
effect, which in many cases coincides with a stereotypical 
or stigmatising element. Similarly, amateur audience videos 
are published without careful content curation. Social 
media monitoring revealed the presence of stereotypes 
with social, ethnic nature, and negative judgments about 
groups. Compared to other media contents, posts on social 
networks often provoked prejudice and discrimination 
against specific groups, primarily focusing on their ethnic 
and sexual elements. This contrast presents a different 
dynamic of stereotype use in media environments. 

On social media 
platforms, the lack 

of information 
filtering enables 

the use and 
spread of hate 

speech in various 
forms, whether 

written or visual 
(statuses, photos, 
memes, amateur 

videos, etc.).
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TELEVISION PROGRAMMES: 
INVESTIGATIVE-SATIRICAL 
SHOWS, MORNING SHOWS AND 
ENTERTAINMENT SPECTACLES 
MOST PRONE TO STEREOTYPING

While news and chronicles occupy the largest share of 
information time on Albanian television, hate speech and 
stereotypes were encountered more frequently in news 
on political current events and the public discourse of 
politicians. Representatives of different political factions 
exchanged accusations and insults among themselves, 
which the TV channels sometimes broadcast filtered, but 
very often as they are uttered. 

This situation raises several ethical dilemmas, especially 
when television reporting methods vary widely, and the 
professional standards of reporting depend on them. The 
main form of news content is pre-recorded and prepared 
for publication after passing through editorial filters. 
Another method involves live reporting from the scene of 
events, such as Parliament, political party headquarters, 
public squares, etc.

Both news and chronicles have their reporting 
specifications, but ethical dilemmas and responses to them 
are more worthy of discussion in the former case. This is 
because there is time and opportunity to discuss and set 
standards before the news is served to the public. This 
seems more difficult to manage in live broadcasts, where 
in many cases there may be ‘acceptable justifications’ for 
breaking professional ethics standards. 

The concern lies precisely where newsrooms have the 
opportunity to filter but report the information without 

2

Hate speech and 
stereotypes are 

most commonly 
encountered in 
political news, 

where politicians 
exchange 

accusations and 
insults.
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editing it for possible offence, conveying the information 
along with associations of hate and insults, the 
consequences of which can be unpredictable.

During the monitoring it was noted that in live segments 
in news broadcasts, Albanian audiovisual operators often 
showed professional inadequacies, in not only managing 
situations but also making the necessary preparations. 
The safety of journalists, according to sensitivity of the 
cases being reported, the misinformation that may be 
presented to audiences, the evaluation of professional 
ethics principles, the importance of truth and accuracy, 
and the editorial handling of the risk of slipping into hate 
speech are just some of the elements journalists need 
to consider in such broadcasts to minimise professional 
problems as much as possible.

Similarly, in the case of studio debates, Albanian journalists 
generally appeared cautious in the language they used. On 
the other hand, hate speech and stereotypes seemed to 
find ground through the topics discussed and the guests 
in the studio. It is typical of these types of shows that 
debates develop through characters sharing opposing 
views. This approach stimulates the rhythm of discussion 
and debate in the studio, making it more attractive to 
audiences. In many cases, some moderators lead highly 
watched shows, addressing guests with requests such as, 
“Don’t slow down!”, “Faster!” The desire for high-intensity 
discussions shapes and determines the atmosphere in 
television studios.

Another category monitored over a week was morning 
shows with calls from viewers who follow the shows. It 
was observed that the language of the moderators of these 
programmes was careful. In no case did they use offensive 
language, while all the observed stereotypes came from 
callers or other direct connections.

Comedy shows and satirical investigative programmes 
are an integral part of the media, distributing content 
that touches on social, economic and political issues, 
etc. This content is not presented as a direct attempt to 

Monitoring 
shows that 

Albanian 
audiovisual 

operators often 
lack professional 

capacity in 
managing live 

broadcasts and in 
their preparatory 

work.

Debate 
moderators in TV 

studios, as well as 
those of morning 

shows, tend to 
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their approach, 
but hate speech 
and stereotypes 
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from the guests 
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STEREOTYPES  IN MEDIA34

incite hatred in the public, but often creates conditions 
for the standardisation of negative assessments that 
can undermine the dignity of individuals ethnically, 
economically, sexually, regionally, etc. Consequently, this 
makes stereotypes more acceptable and widespread in 
society. This happens for several reasons:

Firstly, hate speech normally originates in a narrow family, 
community, or regional context, but is perpetuated and 
used by comedy and satirical-investigative shows seeking 
to attract a wider audience. Such shows build stereotypical 
content that is mostly implied but easily memorable.

Secondly, such shows make jokes and expressions that, 
intentionally or unintentionally (under the justification of 
humour and satire), provoke prejudice and discrimination 
based on gender, class, region, sex, politics, ethnicity, etc.

Thirdly, hate speech on social networks aims to incite 
mass prejudice and exclusion of certain groups, especially 
due to sexual orientation.

Hate speech in comedy shows originates from everyday 
speech, deriving mainly from the family, professional or 
social context. The prejudices addressed to specific social, 
economic, age, and sexual categories are hyperbolised by 
comedy actors through two main elements: jokes (dialogues 
and monologues) and attire. The characters and sketches 
in these shows are constructed in stereotypical forms 
[police officers, poor families, a ‘falcon’ (shifty character), 
Gjirokastriti (people from Gjirokastra who are stereotyped 
as miserly), and LGBTIQ+ community members], based 
on general perceptions of these groups. This process is 
realised through the intertwining of visual elements such 
as attire and makeup with the manner of speech (dialect 
and jargon), as well as through the selection of jokes.

In comedy performances, the actors and moderators 
follow a predetermined scenario with the jokes based on 
stereotypes that receive the most enthusiastic reactions 
from the audience. In reality show-type broadcasts, 
the protagonists are ordinary individuals (not actors). 

Comedy shows 
and satirical-
investigative 

programs 
tend to create 
conditions for 

the widespread 
dissemination 
of negative or 
stereotypical 

portrayals, making 
them socially 

acceptable.
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Prejudices, stigmas, and stereotypes are prominently 
displayed during dramatic moments and tension during 
confrontations. 

Moderators, meanwhile, react spontaneously and 
adequately to the hate-filled language and both highlight 
and condemn it. Investigative-satirical shows bring 
together a group of actors, as well as studio moderators 
and journalists, working to produce chronicles or 
gather citizens’ opinions on specific topics. A common 
characteristic of these shows is the use of satire when 
reacting to a particular phenomenon, especially societal, 
to highlight negative aspects of a character. 

During this process, moderators often use widely known 
phrases and expressions, which may be directly or implicitly 
negative. The use of these expressions by moderators not 
only reinforces the stereotype but also serves to highlight it 
as negatively to the audience. Journalists are more careful 
to avoid using stereotypes, as they mainly convey facts, 
and their reports are prepared in advance prior to being 
broadcast.

The use of stigmas and stereotypes is prominently 
displayed during discussions (vox pops) with the public, 
starting from the choice of topic and the formulation of 
questions by journalists, and ending with responses from 
the members of the public. The stereotypes and stigmas 
used in these shows are mainly of a social, sexual, age-
related, ethnic or political nature, and most often target a 
political actor (a politician or their viewpoint).

In comedy shows 
and reality shows, 

stereotypical jokes 
are common and 

often provoke 
strong reactions 

from the audience.

In satirical-
investigative 

programs, the 
choice of topics or 
the way questions 

are formulated, 
often encourage

the use of stigmas 
and stereotypes 
during the field
interviews with 

citizens.
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PUBLIC COMMENTS AND 
AUDIENCE-GENERATED 
CONTENT PRONE TO 
STEREOTYPING

New communication technologies (artificial intelligence, 
social media, podcasts, blogs) have transformed 
fundamentally not only traditional media and the 
journalism profession but also how audiences interact with 
media. The new modalities of multimedia and interactive 
communication, which Manuel Castells describes as the 
shift from the era of mass communication to the age of 
self-communication,2 enable greater interaction between 
media and audiences, making them more independent of 
each other than previously. Audiences now select content 
themselves and are both producers and consumers of 
media content. As a result, media agencies lose some 
control over content. On the one hand, this is a positive 
development as it expands the space for freedom of 
expression, while on the other, it increases the risk of 
compromising ethical codes for the production and 
publication of media content. The mentality in society of 
stereotypical thinking and language becomes, consciously 
or subconsciously, the language of media hate of the 
citizen-journalist of the self-communication era.

The monitoring of articles across all sections of online 
media included comments by the audiences of these 
portals. In total, 534 types of stereotype were identified. 
In these comments, compared to stereotypes used in 
articles authored by journalists, in online media labelling 
of individuals or groups, offensive language and often hate 
speech used by the audience towards political actors was 
far more prevalent. Some 64 percent of commentators 

2.  Castells, M. (2013). Communication power. Communication in the Digital Age. Oxford, United King-
dom: Oxford University Press

3

New technologies 
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the autonomy 
of the audience, 
enabling the use 

of stereotypes 
and hate speech 

in the online 
media, primarily 

in comments 
addressed at 

political actors
and various 

social groups.
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targeted politicians from the two main camps (left, 
Socialist Party; right, Democratic Party), using mainly 
political stereotypes or stigmas.

Other prevalent forms of hate speech in the comments 
refer to sexual stereotypes, targeting entertainment 
personalities and ethnic stereotypes. The latter is noted 
in the comments below articles on municipal election 
candidates or national team matches. A trend widely 
observed during the monitoring of forum spaces is the 
use of offensive language among commentators towards 
each other, often associating them with political actors, 
their origin, and beliefs.

To better understand how stereotypes manifest in media 
space through comments, six case studies were examined, 
events with high public sensitivity, to see how stereotypical 
tendencies of various media, political, social actors and 
citizens are displayed through their comments. During the 
monitoring of how these events with public influence were 
portrayed and commented on in the media, it was observed 
that they catalysed a portion of the public to comment on 
these events to display stereotypical thinking.

REPORTING ON A MEDIA SCANDAL 
INVOLVING A MAYOR

The coverage of this event and the accompanying 
comments were monitored during the period from June 
16, 2023, the day the video scandal was made public, until 
the arrest of the mayor on June 24, 2023. The monitored 
online media were accessed during the period from August 
to September 2023. In total, 102 stereotypes or stigmas 
were identified regarding this incident.

Within media content, 23 stereotypes or stigmas were 
found. The most prominent (10 instances; 39%, see Graph 
2) were of a political type, such as the ‘prototype of the 
renaissance’, ‘one of the fallen of the organisation’, followed 

3.1



STEREOTYPES  IN MEDIA38

by sexual (30%), including ‘the stallion’, ‘the procedure’ 
begins, ‘the oral video scandal.’ In other uses, the language 
used by the media contained gender stereotypes of the 
woman implicated in the video scandal, such as a ‘spy 
agent’, ‘hunter of politicians’, that she was ‘not upset with 
the video’, ‘professional’, her ‘porn serial’.

GRAPH 2  Stereotypes in online media coverage of an incident involving a mayor

This event also provoked the use of stereotypes (a total 
of 79 cases) in online forums on the incident (Graph 3), 
with comments mostly containing political stereotypes 
(27%), such as the ‘monsters of the awakening’, ‘the Party 
showgirls’, ‘the face of the left’. 

At the same time, the woman was described negatively 
as a ‘female student lodger’ or ‘skilful woman’, in cases of 
sexual stereotyping (24%). Some comments also contained 
regional stereotypes, such as malok (derogatively, 
someone from the mountains).
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GRAPH 3  Stereotypes in online media forums on an incident involving a mayor

The incident led to many comments in the monitored 
media. The language of hatred was observed mostly 
towards the woman implicated in the video and less 
towards the, now, former mayor. Political stereotypes were 
also present in the monitored comments.
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MEDIA REPORTING OF LOCAL ELECTIONS 
IN KOSOVO3

The media reporting in Kosovo following the local elections 
of 23 April 2023 held in Serb-majority municipalities was 
monitored for the period from 26 May, when the elected 
mayors, accompanied by special forces, went to take 
office, until 1 June 2023. The monitored online media were 
accessed during the period from August to September 2023. 
A total of 37 stereotypes were identified from this event. As 
in the previous case, only four stereotypes were encountered 
as used in the media. One stereotype is related to ethnicity 
and politics: led by X (the capital of a territory in the region 
is mentioned). On another portal, insults were directed at the 
prime minister of the neighbouring territory, calling him a ‘fool’. 
In another case the stereotype has a religious connotation: 
“Arab dream”. Meanwhile, the event provoked 33 reactions in 
the comments that were classified as stereotypes.

Graph 4 shows the percentage of the different types of 
stereotype used in the reporting and comments on the 
events. The stereotypes were mostly ethnic (24%) and 
political (21%), comparing the Albanian prime minister with 
Esat Pasha,4 or referring to him as an anti-Kosovo Albanian. 
There was no shortage of gender-based stereotypes 
such as: ‘president cow’ referring to the president of the 
neighbouring territory, as well as nationalistic comments, 
such as ‘chauvinist gangs’. There were also ethnocentric 
stereotypes such as ‘Albanian is the oldest language in 
the world’, the ‘genetic deformation of the Albanian race’; 
gender stereotypes including ‘fat sow’, ‘Mitrovica cow’; 
ethnic stereotypes: ‘Turco-Bosnians’, ‘Albanian-speaking 
Ottomans’, ‘Siberian animals’, ‘Anatolian people’.

Different types of comments were reflective of the different 
media. In some, the prime minister of the neighbouring 
country was attacked more, while in some, the prime minister 
of Albania was attacked. The presence of the language of 
hatred with ethnic content was noticed in all the media.

3.  All references to Kosovo shall be understood in the context of the Security Council Resolution 1244 (1999)
4.  Ed:3rd Prime minister of Albania, assassinated in Paris in 1920.

3.2
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GRAPH 4  Stereotypes in online media comments following 2023 local elections 
in Kosovo

MEDIA REPORTING ON THE CASE OF ‘PARENT 1 / 
PARENT 2’ DEBATE

During the period from 27 October to 5 November, 2023, 
there was debate in the media on a document circulating in 
kindergartens and nurseries with a box including the terms 
‘Parent 1’ and ‘Parent 2’ instead of mother and father. Later, 
the municipality denied that this was an official form. A total 
of 23 stereotypes were identified related to this event. The 
monitored online media were accessed during the period 
from August to September 2023. Five stereotypes were 
found in media content, targeting the LGBTIQ+ community 
with terms like ‘gay agenda’, ‘dictatorship of the minority’. 
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The public submitted 18 comments containing messages 
and content of hate speech. In some comments the 
stereotypes were primarily political such as ‘degenerate 
leftists’, ‘products of bunkers’.5 There were also sexually 
explicit comments including ‘pederasts’, ‘Satanists’, ‘a new 
breed of criminals’ and ‘perverts’. This debate generated 
primarily comments on sexual stereotypes but also 
included political stereotypes aimed at the governing 
political faction of the respective municipality and its 
leaders.

MEDIA REPORTING ON THE ARREST OF A 
MAYORAL CANDIDATE DURING THE LOCAL 
ELECTIONS

During the period from 12 May, when he was arrested, until 
May 19, 2023, a total of 60 stereotypes were identified 
relating to one mayoral candidate during the local elections. 
The monitored online media were accessed during the 
period from August to September 2023. Eight stereotypes 
were found in media content, primarily political stereotypes 
targeting the government, such as ‘Party buyers’, ‘the trap 
with handcuffs’ (of the mayoral candidate), and ‘state police 
corruption’. There were two comments with ethnic content, 
such as mentioning ethnicity in a negative context. The 
event led to a high number of comments with a language 
of pronounced ethnic hatred. Both from comments for and 
against the candidate. As a political event, there are also 
stereotypes related to politicians.

The comments mentioned 52 stereotypes. All stereotypes 
were ethnically based or political (Graph 5), including 
terms such as ‘criminal ... (mentions ethnicity)’, ‘bad omen’, 
‘chauvinist ... (associated with ethnicity)’, ‘anti-Albanian’, 
‘anti-Albanian scum’, ‘fascists’, ‘monarch-fascists 
(mentions ethnicity)’, ‘ordinary (mentions ethnicity)’, 
and ‘bad omen’. Comments also included hate speech 

5.  Ed: Has a dual meaning: the hundreds of thousands of bunkers installed by the communists, and 
a bunker mentality. 

3.4
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from supporters of the mayoral candidate towards other 
Albanians: ‘slaves and sons of slaves’, ‘cave-dwellers’, 
‘Turco-Albanian speaking trash’, ‘Albanistan’, ‘Skiptar’, 
‘Rotten Albanian’, ‘degraded Himara people’, ‘Taliban circles 
with veladon’, ‘Taliban’.

GRAPH 5  Stereotypes in online media comments on the case of a mayoral 
candidate in local government elections

MEDIA COVERAGE OF THE PROTESTS IN THE 
ASTIR AREA OF TIRANA

The protests over forced land appropriation in the Astir 
area of Tirana was monitored during the period May 7–May 
14, 2019. The residents’ protest in Astir had gone through 
several stages. The monitored online media were accessed 
during the period from August to September 2023. Three 
stereotypes were encountered in media content, and a 
total of 28 comments containing hate speech were found.
This event generated many comments in the monitored 
media. There was a pronounced hate language 
(stigmatisation, 54%; Graph 6) towards the residents 
of Astir, as well as hate language targeted at a former 
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member of Parliament of Albania who was accompanied 
by the police. Reader comments follow the same line of 
stereotypes as the language the media uses, though with 
noticeably higher numbers.The comments targeting the 
former deputy include ‘lazy parasite’, ‘pig like his father’, 
‘scourge of Albania’, ‘communist’s son’, ‘son of a spy’. 
Insults thrown towards the residents of Astir include 
‘cave dwellers like ... (associated with a politician’s name)’, 
‘animals’, ‘wild people’, ‘oppressors’.

GRAPH 6   Stereotypes in online media comments on the Astir events
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3,6%
10,7%

17,9%
14,3%

53,6%

0% 0% 0%0% 0% 0% 0% 0% 0% 0%

Re
gi

on
al

Ru
ra

l-U
rb

an

G
en

de
r

So
ci

al

Se
xu

al

Po
lit

ic
al

Re
lig

io
us

Et
hn

ic

St
ig

m
at

iza
tio

n

Et
hn

oc
en

tr
is

m

O
th

er

N
eg

at
iv

e 
G

ro
up

 
Ju

dg
em

en
t

H
ig

hl
an

de
r

Lo
w

la
nd

er

N
or

th
So

ut
h

Ag
e

3.6



STEREOTYPES  IN MEDIA 45

car’ and ‘luxury car’6—and 27 in the public reaction to the 
accident. Initially, before the full details of the accident 
were revealed, it was reported that the one of the cars 
involved was an sport utility vehicle (SUV). Comments 
targeted the SUV driver (22% of stereotypes referred to a 
highlander; Graph 7), labelling him as an ‘ignoramus with 
a licence’, ‘Albanian Mercedes’, ‘crooked head’, ‘hillbilly 
from Tepelena’, ‘provincial’, ‘hillbilly’, ‘coming down from 
the highlands with drug cars’, ‘trafficker cars’, ‘big-Porsche 
man’, ‘lawless hillbilly’, ‘northern hillbillies’, ‘the harbour of 
illiterate cave dwellers’. Later comments targeted the bus 
driver as a ‘drunkard’, ‘retired’, ‘fig driver’, ‘soap-box driver’,7 
with political comments also used: ‘thieves’, ‘communist 
dogs’. The fact that one of the cars involved in the accident 
was a luxury car incited many stereotypical comments 
from readers prejudging the owner, who later released a 
statement commenting on his experience of this situation 
with many negative comments.

GRAPH 7  Stereotypes in online media comments on the Unaza bus accident in Tirana

6.  Ed: Black cars are associated with criminals, often with tinted windscreens.
7.  Ed: Fig driver refers to supporter of one political wing, and lectern driver to the other main political 
wing, referring to a politician that first made a living selling figs in the market, and one touring the 
country on a ‘soap-box’ tour. There is a double prejudice here as the comments are referring to the 
driver’s northern origin and his political association.
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REGIONAL STEREOTYPES 
USED AS MUCH AS ETHNIC 
STEREOTYPES

Domestic stereotypes with a regional basis have a long 
history and remain in use today, as demonstrated clearly 
in the Albanian media monitored within the framework of 
the present study. The identity relationship with a narrow 
territory is not just a matter of connecting socio-regional 
groups with certain physical and territorial spaces. 

Behind it lies the overemphasis of certain customs, 
traditions and subcultures of social groups that live or 
have lived in a certain geographical area, considering 
those values as universally ethical, cultural and customary, 
and thus ignoring and undervaluing, even with contempt 
for and non-acceptance of, social values of groups that 
originate from or currently live in other geographical 
areas of the country. These views echo a time when 
the regions in Albania were closed, isolated from each 
other in a restricted rural life, with the absence of road 
communication infrastructure and a completely sedentary 
life and cultural endogamy. 

The lack of mass media, relatively little exchange between 
regional subcultures and other social factors, all had 
a part to play. Closed within their village, within their 
neighbourhood, their region, the individual as a member 
of a family, clan or closed social group found it difficult to 
identify with a broader national culture or to be recognised 
and exchange traditions, customs and lifestyles with other 
social-regional groups.

Graph 8 shows the percentage of regional stereotypes 
encountered during the monitoring. Albania has a rich 
diversity, which can lead to communication problems. The 
creation of enduring characters in comedy shows with 
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personalities from different regions of Albania relies on 
stereotypes created over the years and reinforces them. 
Skifter (falcon) is always from Laç city; he always speaks 
the dialectal form of Kurbin. 

The person afraid of rabbits must be from Myzeqe, 
and Kurrnaci (stingy man) always speaks the dialect of 
Gjirokastra, and so on. Entertainment comedy shows 
have a significant influence in reinforcing region-based 
stereotypes (11% of stereotypes reported in Graph 8) both 
due to their scale and because they use stereotypes not 
directly addressed.

GRAPH 8  Regional stereotypes, by type of media and shows monitored

Regional stereotyping (Graph 9) in many cases has 
underlying ideological or political divisions where socio-
regional groups that have had access to power stigmatise 
other politically dominated socio-regional groups within 
the national state formation more than the latter stigmatise 
the former. Stigmas such as Çeçenë, Tropojanë, Veriorë, 
Lebër and Laçianë are widespread. 
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GRAPH 9   North–south stereotypes, by type of media and programmes monitored

All of this, beyond specific dialects, distinctive customary 
norms, and discernible lifestyles different from those 
prevailing in other regions, does not imply that national 
culture and identity have not survived or even become 
stronger. It is this latter that moulds the national norm in 
the formation of all social groups comprising the nation. 
However, it cannot be overlooked that this national identity 
finds expression more in the state-forming political aspect 
closely tied to a macro-social relationship with national 
history and culture; naturally, this is expressed less when it 
comes to everyday lifestyles.

Regional stereotypes in the media are not merely logical 
determinants but are instruments of confrontation 
between regional social groups or electoral propaganda 
techniques to mobilise specific electorates around various 
political figures originating from those socio-regional 
backgrounds. In a sense, they are techniques of exclusion 
and discrimination, and the consideration of others as 
inferior beings.
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In a way, the stigmas and stereotypes used in the media 
serve, among other functions, to create new groups and 
collective identifications in the face of an urban anomie 
that characterises Albanian society today. The blending 
of different populations in urban areas has blurred the 
recognition by each individual of those around them or living 
nearby, in a neighbourhood, or a shared building. Based on 
this, there is a need for new collective identifications where 
stigmas and stereotypes play a leading role. Indigenous 
inhabitants find in these mechanisms a way to distinguish 
newcomers and strengthen their collective identity, while 
newcomers, by doing the same with the indigenous, strive 
to maintain sub-national solidarities within their regional 
cultures. Examples of such dynamics in the media can be 
found referring to all parts of the country, but they are most 
notable in Tirana, where the mix of people is greater than in 
other urban centres. 

The word Tironc for example is used by the autochthonous 
(native) people in Tirana to distinguish themselves from 
the recent demographic inflows into the city, but also, at 
the same time, by those recent newcomers to ridicule the 
identifying term itself used by the native inhabitants.

SOCIAL MEDIA: SPACE FOR 
FREEDOM BUT ONE THAT 
EXPRESSES OPENLY THE 
MISOGYNISTIC MENTALITY 
OF ALBANIAN SOCIETY

Prevailing gender stereotypes, stemming from the 
dominant position that Albanian males have held in society, 
are particularly evident from monitoring social media and 
data gathered from study cases, where stereotypical 

5
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labels for women are harsher than those for men.This 
stigmatisation of women has an aspect in the content of 
discourse in the media and is linked to the place of women 
in the personnel structure in the media, in the presentation 
of women in advertisements, and various forms of verbal 
and visual treatment of women as objects of sexual 
pleasure or as attractive spectacles for men. In the press, 
on social networks, in chronicles, as well as in everyday life, 
there are endless examples of such behaviour, especially 
when words such as pjeshka (peach) and a myriad of other 
sexist epithets are used for women.

It is worth noting that the stereotypical language, like the 
language of verbal violence, discrimination and hatred in 
the media, is not the same in content, tone, intensity or 
form of expression as in social communication in daily 
life. In the media, due to the somewhat limited action of 
ethics and legal norms, there is a kind of censorship of 
open stigmatisation. However, this does not mean that 
the language of the media does not reproduce, in specific 
and varied forms, the bullying language found in broader 
society in daily life. This secondary nature of language 
penetrates dozens of forms, ways and versions, even into 
the language of the media. Nevertheless, it is important 
to consider both the differences between them and 
the mechanisms of transformation in the transition of 
stereotypes from everyday spoken language to expressive 
codes in the media. Moreover, these mechanisms do not 
develop equally when it comes to the traditional or new 
media, whether written or audiovisual, such as Instagram, 
Twitter or Facebook. They also manifest differently in 
chronicles, news programmes, interviews, discussions, 
debates, among others.

In the monitoring, it was observed that social media use 
gender stereotypes the most (Graph 10), accounting for 
12.2 percent, followed by satirical humour (8.1%), and 
investigative-satirical programmes (6%).

Why social media? Firstly, social media platforms are more 
diverse and less controlled through ethical or professional 
filters. Secondly, they express society’s thinking more 
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openly than do others because they are predominantly non-
institutional voices and are less inclined to be politically 
correct.

Paradoxically, the freedom of expression in the media and 
new communication technologies that make this freedom 
achievable for all citizens—an indisputable achievement in 
democratisation—also create a situation where individuals 
involved in different social groups, including those with 
prejudices, have the same freedom to express their 
opinions in the media. The removal of political and police 
censorship often means that the use of hate speech is not 
subject to legal regulation. It should also be kept in mind 
that in the media it is not only journalists who articulate their 
verbal or visual language: there are also commentators, 
interviewees, people who express themselves on the 
streets, squares, commercial centres, meetings, sports 
matches, and this is precisely what makes gender-based 
stereotypes more clearly articulated in social media.

GRAPH 10 Gender stereotypes, by type of media and programme monitored

0,2%

0,1%

2%

6%

0,7%

12,2%

0,8%

8,1%

Talk Shows

News Programs

Morning Shows

Investigative,
Satirical Shows

Forums-Comments

Social Media

Online Media

Humorous,
Entertainment Shows



STEREOTYPES  IN MEDIA52

THE ‘OTHER’ IN ALBANIAN 
MEDIA AND THE LANGUAGE 
OF HATE

If the concept of ‘other’ and its theorisation is relatively 
new, the representation of ‘other’ is very old. For this 
reason, one cannot be understood without the other. As 
researchers Ella Shohat and Robert Stam have observed, 
current stereotypes of the ‘other’ cannot be understood 
separately from the long history of discourses that have 
had long legitimacy due to the dominance of a particular 
race, social group or culture.

Stereotyping the other, among other things and above all, 
aims to legitimise certain social norms by declaring others 
as deviant. The other might be a group with different sexual 
orientation, different religious belief, different political 
belief, or a different way of living. In this sense, stereotyping 
the other takes on a dual meaning: to stereotype someone 
as the other means to mark them with a distinctive sign, 
a brand that distances them to keep them under control.

 In this regard, Albanian media seem to differ significantly 
from each other (Graph 11). Investigative programmes 
(14%), online media (9.7%) and comments (9.2%) appear 
to be the most problematic.

Stereotyping and stigmatisation of individuals with 
different sexual behaviours is often accompanied by 
discriminatory language and hate speech, involving a 
process of bullying. Members of the LGBTIQ+ community 
are heavily stigmatised.
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GRAPH 11  Sexual stereotypes, by type of media or programme monitored

The stigmas used in this context include words that 
contain contempt for physical aspects and body organs 
of individuals affected by discriminatory language. They 
are accompanied by stereotypes implying that these 
individuals are ‘sick’, ‘degenerate’, ‘pose a danger to 
society’, etc. In contrast, according to the monitoring 
results, stereotypes based on religious grounds seem to 
be less problematic. Compared to other stereotypes, even 
at the highest levels, they appear noticeably less present, 
reaching levels of 2.7 percent in comedy shows and 1.9 
percent in forums and commentaries (Graph 12).

Journalists, programme hosts, and various political 
figures participating in different media debates, as well 
as in their statements, exhibit much greater caution in 
avoiding stereotypes based on religious grounds. Unlike 
other stereotypes, even the audience in their comments 
on traditional media or social media reflects a stronger 
awareness of avoiding the use of religious-based 
stereotypes.
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GRAPH 12  Religious stereotypes, by type of media or programme monitored

ETHNIC STEREOTYPES AND 
ETHNOCENTRISM, TWO SIDES 
OF THE SAME COIN

Usually, in discussions on ‘belonging’, the meaning is 
of national belonging. However, even though national 
belonging aims to encompass all types of belonging, 
belonging itself cannot be limited solely to national 
belonging. The term identity in the singular in modernity 
does not have a meaning; in modernity, there is increasingly 
talk of identities, the plural, and identification with a nation 
is only one of the forms of collective identity. According 
to Anthony Cohen, belonging is ‘almost all of our cultural 
experience’. In this sense, culture is something to which we 
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belong. When we encounter other cultures, we carry our 
own culture with us but also take from the culture of others. 
Cultural heritage is a constitutive element for us, influencing 
our identity and our sense of belonging. Although not all 
those who are part of a culture are identical, we still use 
some repertoires and cultural resources depending on the 
cultures to which we belong.

These repertoires and resources, and how we use them, 
condition how we interpret the world, determine how we 
display our individuality, or, more precisely, how we identify 
ourselves to others. It is exactly here that all ethnocentric 
displays have their basis. Monitoring shows that the level of 
ethnocentrism in Albanian media is relatively high (Graph 
13), present mainly in investigative-satirical shows (14%), 
comedy shows (8.1%) and news programmes (8.1%).

GRAPH 13  Ethnocentrism, by type of media and programme monitored
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culturally through language and discourse. Cultural 
experience generates our collective identity by creating 
a visible similarity among those belonging to a culture: 
culture is the experience of belonging.

All of this relates to symbolic exchanges in local contexts 
that create social enclaves with a shared living experience. 
Movements from these enclaves towards others—such as 
commercial exchanges, migration, cultural and linguistic 
contacts and religious traditions—create opportunities 
for identity confrontation. Due to these intersections, 
individuals do not belong solely to a single and isolated 
culture but participate in the identities of others. Increasing 
these contacts in modern society creates a network of 
intertwined cultures, fundamentally transforming affiliation 
relations.

Nationalisms, by cultivating this ethnocentric tendency for 
decades and centuries, have radically shaped the sense 
of belonging and symbolic boundaries constructed by 
ourselves. Symbolic boundaries define what is similar 
and what is different from us, giving meaning to what we 
consider similar and thereby offering a possibility for self-
identification.

There is a negative correlation between ethnocentrism 
and the ethnic-based stereotypes of others: the higher 
the level of ethnocentrism, the more frequent the negative 
stereotypes of others tends to be. Even worse, negative 
stereotypes often target the symbolic body of another 
nation, affecting citizens of a country with ethnic origins 
from other nations. In Albanian media, ethnic-based 
stereotypes are numerous and appear in various forms, 
such as, “Three people arrested, two of whom are Greeks,” 
or “A Roma arrested for theft”.

Graph 14 shows that online media (30.1%) use the most 
stereotypical language, followed by talk shows (16.3%) 
and forums & commentaries (15.2%).
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GRAPH 14   Ethnic stereotypes, by type of media and programme monitored
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identified during

The stereotypes and stigmas presented in this report are the result of monitoring 
of media by the research team. The stereotypes identified were initially classified 
into two categories: stigmas and stereotypes. These were then further classified 
by type into ethnic, regional, gender-based, social, political, age-related and sexual. 
The word or group of stereotypical and stigmatising words are presented along 
with accompanying words, indicating the stereotyped actor. This glossary (Table 
2) can assist journalists, editors, social and political actors, and the wider public 
in familiarising themselves with the various stereotypes and stigmas that are 
often used subconsciously in specific communication contexts. Moreover, it can 
serve as a guide for various media training courses, regulatory and self-regulatory 
institutions, schools and universities to ensure healthy media education for the 
public. Ethical communication is a fundamental condition for creating an open 
society that is tolerant towards the plural values of different individuals, social 
groups, ethnic groups, regions, ages, genders, political affiliations and religions, 
among others. 

TABELA 2  Fjalorth i stereotipave dhe stigmave të përdorura nga mediat 
Shqiptare te monitoruara 

Word or phrase Associated words Stereotype Type of sign

Delayed 
adolescence Call centre age socio-political actor

Gay agenda A pastor for the case 
‘parent 1’ and ‘parent 2’ sexual

social actor 
according to sexual 
behaviour 

Disgusting 
academics Camp of Tepelena stigma social actor from a 

social class 

Albanistan Himara, Greek–Byzantine 
culture ethnic social ethnic actor

Towers alliance Cannot defeat it (associated 
with a political force) political social political actor

Illiterate EUR 300 a vote, Albania social social political actor

Anti-nationalist Person ethnic social ethnic actor

Anti-Biblical Registration of population religious social religious 
actor

Anti-
Hellenisation Use of a census ethnic social ethnic actor

Gypsy During the match Romania 
vs. Kosovo ethnic social ethnic actor
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Word or phrase Associated words Stereotype Type of sign

Trivial 
communist 
article 

Report gender social actor of a 
social class

Electoral 
asphalt Road political social political actor 

Delinquent 
lawyer

Lawyer more delinquent 
than his clients stigma social actor of a 

social class

Soros Agenda Neocommunism, 
internationalism, Albania political social political actor

Taliban 
barbarism

Albanian is killed in 
neighbouring country ethnic social ethnic actor 

Beer belly Customs, police stigma social political actor

Drug barons The action: the temple social social political actor 

Cruel bastard Vlorë, remote control mines stigma social territorial 
actor 

Wh*re Raid the heroes’ houses, 
lack of evidence gender social political actor 

Son of a b*tch Judges’ salaries sexual social political actor 

Beast Son of a spy who had to be 
stopped in time stigma social political actor 

Gambler Leadership of a political 
party in Albania social social political actor

Buying the elite The fans, the national team, 
the Polish social social ethnic actor 

Buying the vote
Increasing salaries, a top 
example of the justice 
system in the country

social social political actor

Corrupting the 
judges In the elections so far social social political actor

Buying with 
pensions Payment for control social social political actor

Buying the vote Investigative commission 
for the elections social social political actor 

Mafia basement Issue of a candidate for 
mayor in the local elections stigma social political actor 
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Word or phrase Associated words Stereotype Type of sign

Disgusting 
bourgeoise and 
capitalists

Cannabis social social political actor 

Brutal To narrow stigma social political actor 

B*tch (she-wolf) Russia upon Ukraine stigma social political actor 

Fool Parliament stigma social political actor 

Anti-American 
bunker Postriba crowns ethnic social rural actor 

Informative 
bunker Maybe good luck to them stigma social political actor 

Men in a thong 
bikini Held without evidence sexual social political actor 

B*tch Census of the population gender social political actor 

Subservient 
House arrest for the b*tch 
that had sex with someone 
else!

sexual social gender actor 

F*ggot Birthday sexual social political actor 

Chagall of 
security Judges’ salaries stigma social political actor 

Chechen Dictatorship, Enver Hoxha highland–
lowland social political actor 

Herder of 
livestock Apartment rent social social political actor 

Broke Politician, Kosovo, Albania stigma social political actor 

Useless person Village of Saint Peter (Shën 
Pjetër), depopulated stigma social sport actor, 

art, culture, etc.

Communist’s 
son

They blocked the road, 
threw stones at the police stigma social political actor 

Son of XX They should not let go of 
the communist’s son stigma social political actor 

Stupid woman We’re more than you gender social political actor 

Genetic 
deformation of 
the Albanian 
race

State offices, service stigma social gender actor 
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Word or phrase Associated words Stereotype Type of sign

Party’s obedient 
sheep President, the decree stigma social political actor 

Depressive Individual, Albanian society social social political actor 

Leader’s servile 
deputy 

Reaction of a member of 
parliament, resignation 
from the commission

political social political actor 

Pig and sow Your education, deputy stigma social political actor 

His father pig, 
his mother sow Tourists, nude on the beach stigma social actor of a 

social class

Pig-like father 
(father figure) Pig-like stigma social political actor 

Piglet Tie him up as his dad stigma social political actor 

Drug dictator Prime minister political social political actor 

Fat sow Ukrainian resistance to 
Russia stigma social political actor 

Hot files Female stigma social political actor 

Stinky justice Everybody knows stigma social political actor 

Justice directed Prosecutor social social political actor 

Criminal justice Arrest of a suspect for a 
criminal offence political social political actor 

Damn Prosecutor Tirana religious social territorial 
actor 

Junkies Any other alternatives social social political actor

Mafia hands All kinds of drug addicts 
gather there stigma social actor of a 

social class

Dummy To save the country stigma social political actor 

Gay Opposition deputy leaves 
the commission sexual social political actor 

Kavaja’s gay A sailboat is coming, full of 
lavender sexual social actor 

bisexual behaviour

Enverist Murder of Azem Hajdari, 
the court verdict political social political actor 

Egyptian A city mayor candidate ethnic social political actor 

Darkish A city mayor candidate stigma social political actor 
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Word or phrase Associated words Stereotype Type of sign

State’s 
phalanges

Former prime minister at 
the head of the political 
party to which he belongs

social social political actor 

Disreputable

Lawyer originating from a 
neighbouring country, the 
case of a candidate for 
mayor

social social political actor 

Albanian’s 
Pharaoh

Pharaoh of Albania, for the 
prime minister, (former 
prime minister invited to 
studio)

stigma social political actor 

Bad seed! If this filthy communism 
doesn’t go away … stigma social political actor 

Façade The camp of Tepelena, 
dictatorship stigma social political actor 

Female escorts In exchange for the tender sexual social political actor 

The female who 
put a genie in a 
bottle 

Woman, mother, victim gender social gender actor 

Rhetorical 
speeches

Ex-counsellor of the 
minister social social political actor 

Flags of 
hypocrisy Should not be kept stigma social political actor 

Brothel Massage centre, arrests sexual social actor of a 
social class 

Soap-box Former prime minister 
Soap-box political social political actor 

Soap-box of 
Viçidol

Supporter of the former 
prime minister, former 
prime minister

regional social political actor 

Villager 
When the villager falls into 
the wheat bread, the good 
catches his eyes

rural–
urban social political actor 

Poor
Commission for 
assessment of the disability 
(inability to work), invalid

social social actor of a 
social class 

Rotten soap-
box Organisation stigma social political actor 
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Word or phrase Associated words Stereotype Type of sign

Fat bottom Martyr of democracy, 
candidate for mayor stigma social political actor 

Fascist face
Minister of a neighbouring 
country, candidate for 
mayor, jail 

stigma social political actor 

Filthy face
Minister of a neighbouring 
country, candidate for 
mayor, jail

stigma social political actor 

Stutter A deputy of the opposition stigma social political actor 

Jackass Prime minister of another 
country stigma social political actor 

The socialist 
bully A former prime minister stigma social political actor 

Hack journalist Dismissal, police stigma social actor from a 
social class

Kavajs Opposition political force, 
an opposition deputy regional social political actor 

80 years old 
bedraggled 

Former prime minister, the 
soap-box ageism social political actor 

Pig’s piglet Former prime minister, the 
soap-box stigma social political actor 

Albanian 
bloodsucker Agents ethnic social political actor 

Cave dwellers 
sewer

The most beautiful place, 
Albania;
acid for these cave dwellers

north–
south social age actor 

Grandpa I’m feeling too old ageism social political actor

Girl from the 
Block

We have perfumes 
for Block girlies and 
housekeepers 

gender social gender actor 

Girl from Tirana Now you affirmed to be a 
Tirana girl regional social political actor 

Sh**ty mouth Parliament, former Prime 
minister stigma social political actor 

Nastradini’s nail Relationship between two 
neighbouring countries stigma social political actor 
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Word or phrase Associated words Stereotype Type of sign

Albanian-
speaking Greek A Greek remains a Greek ethnic social ethnical actor 

Egyptian Greek The national team, Daku, 
Turkey ethnic social ethnical actor 

Greek bad seed A candidate for mayor, jail ethnic social ethnical actor 

Filthy Greek Massacre, a neighbouring 
country is mentioned ethnic social ethnical actor 

Chauvinist 
Greek

Candidate for mayor, 
justice, prime minister ethnic social political actor

Greek speaker 
in Himara Murder, the Albanians ethnic social ethnical actor 

Grekistan Does it affect the elections? ethnic social ethnical actor 

Unfaithful Greek Executions Greece ethnic social ethnical actor 

Greek speakers Pressure, Himara ethnic social ethnical actor 

Lusty woman A former mayor ethnic social political actor 

Hot woman A former mayor, justice, 
video sexual social gender actor 

A woman who 
lifts her legs The model, Instagram sexual social sport, art, 

culture actor 

Immoral 
woman

One of the high instances 
of justice, a former mayor sexual social gender actor 

Thief Robbed European citizens, 
former prime minister social social political actor 

Thieves of taxes
Installation, Tirana, 
impostors … (a mayor is 
mentioned)

political social political actor 

State thief One of the country’s 
municipalities is mentioned political social political actor 

Vote thieves Remittances, emigrants political social actor from a 
social class 

Stallion A former mayor gender social political actor 

Haxhi Qamili The prime minister, a 
candidate for mayor stigma social political actor 
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Word or phrase Associated words Stereotype Type of sign

Himara’s 
worthless 
people

Himara people, pension ethnic social ethnical actor 

Sleepy 
historians

The issue of a city mayor 
candidate stigma social political actor 

Humourist As the prime minister is 
known stigma social political actor 

Crazy The prime minister and the 
respective political force stigma social political actor 

Tough Fushë-Krujë political social political actor 

Hubristic A city mayor candidate, the 
prime minister stigma social political actor 

Show his 
muscles Polonia, a military training stigma social political actor 

Provincial
The chief traffic officer, a 
sc**bag who just got off 
the bus

social actor 
highland–lowland 

Muppet Arrest, the village headmen stigma social political actor 

Torn intellectual The prime minister stigma social political actor 

Poor intellectual An Albanian historian, the 
camp of Tepelena stigma social actor from a 

social class

Islamist Kosovo, Europe religious social political actor 

Outlander Outlander, banana skin social social political actor 

Orphan President social social political actor 

Egyptian of 
Europe

Match, football, Romania 
vs. Kosovo ethnic social political actor 

Fugitive The prime minister of a 
neighbouring country social social political actor 

Animal with 
human face Former prime minister stigma social political actor 

Cancer of 
Albania

Parliament of one 
opposition political party stigma incriminated social 

actor 

Law butchers Mayor, municipal council social social political actor 
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Word or phrase Associated words Stereotype Type of sign

Villager
Even though that farmer 
cuts the wood without 
permission

rural–
urban

social actor from a 
social class

Dirty boiler Media, a journalist is 
mentioned stigma social political actor 

Red puppy Dictatorship, Enver Hoxha political social political actor 

Enver’s puppy
An Albanian historian is 
mentioned, the camp of 
Tepelena

political social political actor 

Anti-Albanian 
carrion

Prime minister, the 
speeches stigma social political actor 

Foal

Foal, a journalist involved 
in one of the national 
opposition forces is 
mentioned

stigma social political actor 

Clan Minister, government social social political actor 

Mafia clan ‘Ndrangheta social social political actor 

Clientelism Power, government social social political actor 

Shameless 
of the Edver 
blabbermouth

Investigation, ministers, 
government ethnic social political actor 

A rouge time Time, rogue, Albania social social political actor 

Cow head A former Mayor, scandal stigma social political actor 

Shave head A former Mayor
Cow head stigma social political actor 

Hall A former Mayor, a lodger regional social actor sport, 
art culture, etc. 

Viçidol’s bastard Former president, former 
prime minister social social actor from a 

social class

Criminal Administration crime social social political actor 

Electoral 
criminal

Protest of a citizen, the 
candidate for mayor social social political actor 

B*tch of 
Awakening Parliament, a deputy gender social political actor 
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Word or phrase Associated words Stereotype Type of sign

Doll 
My husband used to play 
with cars when he was little, 
now he plays with dolls

stigma social gender actor 

Gambler 

Former prime minister of 
one of the political forces in 
the country social social political actor 

Brothel One of the political forces in 
the country sexual social political actor 

Wh*res of the 
administration sexual social political actor 

Clearing 
accounts!

Administration changes, 
appointed social social political actor 

Washing 
machine 

Prime minister, former 
prime minister political 
forces belonged to 

stigma incriminated social 
actor 

Coward Of the prime minister, 
former prime minister stigma social political actor 

Blabbermouth Prime minister, speeches stigma social political actor 

Cow president 

Tense relations between 
two countries in the region, 
president of a country in 
region

stigma social political actor 

Crocodile tears 

Prime minister and 
president of neighbouring 
country, prime minister of 
Albania

stigma social political actor 

Junkies Election, manipulation social social political actor 

Mountaineer Deputy of parliamentary 
opposition 

highland–
lowland

incriminated social 
actor 

Lawless 
mountaineers Mountaineer rules highland–

lowland social political actor 

Cave 
mountaineer 

Mountaineers who are 
presented as bullies, do not 
care about rules 

highland–
lowland

social actor 
highland–lowland 

Mountaineers Of a political force, Shkoder highland–
lowland social political actor 
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Word or phrase Associated words Stereotype Type of sign

North 
mountaineer 

Do mountaineers feel?
I’m asking for my friend 

highland–
lowland

social actor 
highland–lowland 

Viçidol 
mountaineer 

They have turned Tirana 
into a dump 

highland–
lowland

social territorial 
actor (north–south)

Mountaineer 
... (associated 
with the name 
of a politician)

War, mountaineer highland–
lowland social political actor

Political 
swindler Citizens, world social incriminated social 

actor 

The king of the 
stamped tapes 

A mayor, propaganda, 
municipality social social political actor

Stinky media 
Massacre, a neighbouring 
country is mentioned, 
Albanian

stigma social political actor

Servile media Prime minister, former 
prime minister stigma social ethnical actor 

Sinner Prime minister religious social political actor

‘Peach’ males Politicians, males, polls, 
administration gender social regional 

actor 

Bearded man Prime minister, government stigma social political actor

Former prime 
minister’s 
monsters 

Face, former prime minister, 
ringleader stigma social political actor

Monsters ... a 
political force 
in the country 
mentioned

Former mayor, women 
involved in wiretapping, 
fines

stigma social gender actor 

Red lice 

Supporter of one of 
the political opposition 
forces, denunciation of 
investigative instances of a 
foreign country

stigma social political actor

Lice (man) from 
Tropoja stigma social political actor

Unscrupulous 
bastard 

Minister, government 
member stigma social political actor
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Word or phrase Associated words Stereotype Type of sign

The non-grata 
toilet Your behaviour stigma social ethnical actor 

The stiffness of 
age

Prime minister and his age 
are mentioned ageism social political actor

A housekeeper 
from Gjirokastra 

Housewife, hostess from 
Gjirokastra, for a minister gender social political actor

A wild person 
as ...
(a politician’s 
name is 
mentioned)

Former prime minister stigma social sport, art, 
culture actor

A ghost as ... (a 
former prime 
minister’s name 
is mentioned)

Politician of an opposition 
force for former prime 
minister of another political 
force

stigma incriminated social 
actor 

A rare political 
animal 

Former prime minister of a 
political force in the country stigma social political actor

A psychic 
stream Former prime minister stigma social political actor

Apocalypse Administration, the state stigma social political actor

Man of word
Parliament, former prime 
minister with an opposition 
deputy woman

north–
south social political actor

‘Nocrrok’
New apartments after the 
earthquake,
Prime minister

stigma social political actor

Prime minister 
oligarchs

Prime minister’s oligarchs 
plunder the south political social political actor

The street 
opposition

One of the opposition 
forces social social actor from a 

social class

Velvet 
opposition That we are listening stigma social political actor

Miserable 
opposition

One of the deputies of 
the Albanian parliament, 
one of the deputies of the 
Assembly of Albania

social social political actor
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Word or phrase Associated words Stereotype Type of sign

Silly opposition
What the leader of one of 
the political opposition 
forces does

stigma social political actor

Criminal 
organisation Government, prime minister political social political actor

Partner in crime 
Relative of the prime 
minister, arrested for a 
crime

social incriminated social 
actor 

Orthodox 
Egyptians Massacre, Greece religious social political actor

Mess Dossier in SPAK stigma social political actor

Mountaineer 
Clown 

Deputies of the Assembly 
of Albania, should be 
hanged

highland–
lowland social political actor

A broke party One of the opposition 
forces stigma social political actor

Cruel party A political force and its 
leader stigma social political actor

Party of 
Mountaineer

A supporter of an 
opposition political force, 
for the party and its 
president

highland–
lowland social political actor

Pascha Pasha, municipality, harem social social political actor

Typical Albanian 
Pascha 

A former mayor of Pasha, 
Albania ethnic social political actor

Patrons Patron like ‘daddy’ is unique 
(spy) social social political actor

Patrons of … a 
political force is 
mentioned

At the top of the duty social social political actor

Drug deals
Clash between gangs and 
victims in a neighbouring 
country

social social political actor

Trading with 
‘the lock’ They don’t help you social social political actor

PD, seal Opposition, the leader of an 
opposition force stigma social political actor
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Word or phrase Associated words Stereotype Type of sign

Pederast Avni Rustemi, traitor, 
pederast sexual social political actor

Anti-Albanian 
pederasts

A journalist as a candidate 
for mayor sexual social political actor

Grey hair 
pederast

Head of one of the sports 
federations in the country, 
tickets

sexual social actors from a 
social class

Sh*tty p*derast! A deputy of the assembly, 
the assembly sexual social religious 

actor 

The pawn, the 
lock 

A former leader of a 
political force stigma social sport, art, 

culture actor

Hostage The situation in the 
elections social social political actor

Political 
monster Prime minister stigma social political actor

Viçidol monster Master thieves, soap-box 
Albania stigma social political actor

Opposition 
disrupter

For two years, deputy of the 
Albanian parliament political social political actor

Fool’s time They say we live in jackass 
times stigma social political actor

Pervert Sexual minorities, their 
perverse image sexual social political actor

Big fish
SPAK (Special Anti-
Corruption Structure) got 
the big fish

stigma social political actor

Drunkard
Former prime minister, 
leader of a big political 
force

social social actor from a 
social class

Aggressive old 
man

Former prime minister, 
video ageism social political actor

Vile old man Former politician for 
candidate for mayor ageism social political actor

Deceitful old 
man Former prime minister ageism social political actor

Retired old man Former prime minister social social political actor
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Word or phrase Associated words Stereotype Type of sign

Turco–Albanian 
speaking trash Albanistan, bordello ethnic social political actor

Tropoja trash Former prime minister a 
political force in the country

north–
south social political actor

Illiterate trash Head of village is arrested, 
village headman Zhejë social social political actor

Bad politician

Political force in 
neighbouring country, prime 
minister of neighbouring 
country

stigma social political actor

Druggie 
politician Drug is business social social political actor

Codswallop 
politicians Kosovo, Albania, help sexual social political actor

Anatolian 
people Kosovo Albanian, religion ethnic social political actor

Bastard people Railway is stolen, Shkodra stigma social religious 
actor 

Wh*re people Clan of … , Albanians, sexual social ethnical actor 

Bully professor 
of economic 
faculty

Former prime minister and 
political force he led stigma social political actor

Street prostitute Parliament, member of 
Albanian Parliament sexual social political actor

Half-done job Prosecutor favours the clan 
of ... stigma social political actor

The stink … 
political force is 
mentioned

A political force in the 
country and its leader stigma social political actor

Dog son of a 
dog!

Former prime minister, 
protests stigma social political actor

Government of 
sl*ts

Secretary, ministry of 
health SPAK (Special Anti-
Corruption Structure)

sexual social political actor

Gift to the 
power Judges social social political actor
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Word or phrase Associated words Stereotype Type of sign

Sightless
Prime minister, former 
prime minister, and political 
forces

stigma social actor from a 
social class

Prime minister 
as Lukashenko

Prime minister, accusation 
from the former prime 
minister 

political social political actor

Prime minister 
of Soros A mayor, prime minister political social political actor

Recycled 
ministers Changes in the government social social ethnical actor 

Old f**ts Former mayor degeneration stigma social ethnical actor 

Greek gypsies Community ethnic social political actor 

Albanian 
gypsies

Accident victims, 
citizenship ethnic social political actor 

Roma and 
Egyptians Cannabis, mega operation ethnic social ethnical actor 

Soros race A mayor, propaganda ethnic social ethnical actor 

Race of wh*res Bakeries, foreign workers stigma social actors from a 
social class

Bad race For a neighbouring country, 
the massacre ethnic social political actor 

Filthy race
Albanians for a 
neighbouring country stigma social actors from a 

social class

Sh*ty race! Wiretapping, Enver Hoxha ethnical social ethnical actor 

Taliban race National team religious 
players ethnical social ethnical actor 

Hell’s circle Prime minister, Security 
Council Hall religious social ethnical actor 

Stratospheric 
increase Deputy salaries stigma social political actor 

Oral syllable Changes in government, 
ministers sexual social actors from a 

social class

Filthy hooligan Dictatorship, Enver Hoxha social social actors from a 
social class
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Word or phrase Associated words Stereotype Type of sign

Sinky hooligan
For a neighbouring country, 
dialogue, (prime minister), 
the impostor 

social social political actor 

Charlatan Prime minister in Security 
Council session stigma social political actor 

Ugly Parliament, deputy of 
Parliament stigma social political actor 

Fig seller Party, soap-box, leader of a 
municipality social social political actor 

Albanian-
speaking Serb 

Prime minister, immoral, 
Albanian ethnical social actor sport, 

art, culture, etc. 

Retired driver But there isn’t a driver, they 
have retired social social territorial 

actor 

Drunkard driver They hired all the drunk 
drivers social social political actor 

The soap-box 
driver

He must be a soap-box 
driver; they don’t recognise 
the rules

political social political actor 

A society in 
depression Albanian society stigma incriminated social 

actor 

Cave dweller Prehistorical men, How can 
somebody block the road?

north–
south social political actor 

Cave dweller… 
a former prime 
minister is 
mentioned

Be brave, cowardly 
policeman

north–
south social political actor 

Dirty Albanian 
of municipal 
coachmen

Roma community, Albanian, 
power ethnical social political actor 

Albanian traitor Candidate for mayor, the 
arrest ethnical social ethnical actor 

Castrated 
Albanians People, stadium, protest stigma social sport actor 

art, culture, etc.

Corrupted 
Albanians That is the claim ethnical social political actor 

Enslaved 
Albanians Prime minister, oil, Shpirag social social political actor 
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Word or phrase Associated words Stereotype Type of sign

Anti-nationalist 
state Government, prime minister stigma social political actor 

Stinky state Government, court, property political social political actor 

State of 
prostitutes

Salary increase, 
Constitutional Court sexual social political actor 

A state that 
uses European 
overcoat

A neighbouring country stigma social political actor 

State of a clan Police, drug stigma social political actor 

Crooked 
woman

Parliament, deputy of 
Albanian Parliament gender social ethnical actor 

Witch Kim Kardashian, the 
premier gender social regional 

actor 

Like a fatty ram Candidate for mayor, jail stigma social ethnical actor 

Schizophrenic 
criminal

Parliament, former prime 
minister stigma social political actor 

Slaves and 
slaves’ offspring

Blood, the thousand-year-
old tradition of the province, 
DNA

social social political actor 

Pig type Prime minister, people of 
Kukës Municipality stigma social political actor 

Orthodox 
solidarity

Investigation, UEFA, 
Romanian fans gender social political actor 

Spiropalecka
Parliament, debate between 
member of Parliament and 
former prime minister

political social political actor 

Souvlaki Candidate for mayor stigma social ethnical actor 

Souvlaki man Socialist, hopeless people stigma social political actor

Sultan Prime minister stigma incriminated social 
actor 

Taliban Opposite, candidates political social political actor 

Turco-Bosnian Prime minister of a 
neighbouring country ethnical social political actor 

Political 
weasels Oil, Shpirag stigma incriminated social 

actor 
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Soldier of the 
party

Oath of office of ministers, 
government social social gender actor 

Skilful woman Video, woman, former 
mayor sexual social political actor 

Specialised 
vampire

Prime minister, candidate 
for mayor stigma social political actor 

Let it be Elbasan, poverty sexual social gender actor 

Show girl of ... 
(a political force 
is mentioned)

Political force in the 
country, one of the justice 
bodies

gender incriminated social 
actor 

Donkey Former mayor stigma social ethnical actor 

Suffering from 
phallus envy

Parliament, former prime 
minister sexual social political actor

Jade When you act like a jackass gender social ethnical actor 

Puppet Kind of deputy stigma social political actor 

Prime minister 
puppet

The leader of an opposite 
political force stigma social political actor 

Soros puppets Gas, censorship political social political actor 

Scabies of the 
police station Vlore, arrest social social actors from a 

social class

Grubby
We cannot leave Tirana in 
the hands of the begrimed 
individuals

stigma social political actor 

Boulevard lady

Opinion journalist, head of 
opposition political force, 
former head of one of the 
highest bodies of justice

gender social political actor 

Rectum ... 
associated with 
a politician’s 
name

Prime minister, the political 
force he stands for, 
administration

stigma social ethnical actor 
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chapter six
conclusions and
recommendations
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The study shows that stereotypes are prevalent widely in 
Albanian media, negatively affecting public perceptions 
and attitudes. The use of ethnic and regional stereotypes 
is a serious issue that requires attention and action from 
authorities and media organisations. The dissemination 
of stereotypes can contribute to social polarisation and 
exacerbate tensions between different groups in society.

One of the key recommendations of the report is that 
the media should have clear policies to avoid the use 
of stereotypes and promote fair and equitable content. 
Educating journalists and content producers about the 
negative effects of stereotypes is also necessary to create 
a more responsible media environment. Periodic training 
sessions and workshops on professional ethics and 
cultural diversity can be beneficial for this purpose.

Furthermore, the government and public institutions must 
take concrete steps to promote equality and inclusion in 
all spheres of social life. This can be achieved through 
awareness campaigns and educational programmes 
aimed at changing the public mindset and combating 
stereotyping. A comprehensive approach involving 
schools, local communities and media platforms is 
essential to create sustainable change.

ROLE OF SOCIAL MEDIA IN COMBATING 
STEREOTYPES

Another important conclusion is that social media play a 
crucial role in both spreading and combating stereotypes. 
While they offer a platform for free expression, they can also 
reinforce existing stereotypes. For this reason, it is crucial 
that social media users are educated and aware of the 
impact of their words and actions. Social media platforms 
should encourage a culture of respect and diversity through 
moderated content policies and practices.

a

The study shows 
that stereotypes 

are present 
in Albanian 
media and 

negatively impact 
the public's 

perceptions. The 
use of ethnic 
and regional 

stereotypes can 
lead to social 

polarization and 
tensions.
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ENGAGEMENT OF PUBLIC AND PRIVATE 
INSTITUTIONS

In general, the report suggests that efforts to combat 
stereotypes should involve all levels of society through 
public policies to individual education. Only in this way can 
a fairer and more inclusive media and social environment 
be created in Albania. Engagement from all interested 
parties and inter-sectoral cooperation is key to achieving 
success in this endeavour.

Another important recommendation is for government 
and media organisations to develop monitoring and 
regulatory mechanisms to ensure that media content is 
free from stereotypes and focused on promoting diversity 
and equality. Such mechanisms include establishing clear 
standards and guidelines for media content production, 
and imposing sanctions for violations of these standards.

The present study underscores the importance of public 
awareness and education in combating stereotyping. 
Educating journalists and the public about the impact 
of stereotypes is crucial for creating a more responsible 
and fair media environment, and requires continuous 
efforts from all stakeholders, including government, media 
organisations, educational institutions and civil society.

RECOMMENDATIONS FOR ACTION

To combat effectively stereotypes in Albanian media, 
several concrete measures are recommended:

1. Education and Training: Organising of periodic training 
sessions for journalists and content producers on 
professional ethics and cultural diversity.

2. Awareness Campaigns: Implementation of awareness-
raising campaigns to inform the public about the negative 

b

c
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impact of stereotypes and the importance of diversity and 
equality.

3. Defending Policies: Development of clear policies 
and guidelines for media content production to avoid 
stereotypes and promote diversity. 

4. Monitoring Mechanisms: Development of effective 
mechanisms for monitoring and regulating media content 
to ensure it is free from stereotypes.

5. Inter-Sectoral Cooperation: Encouragement of 
cooperation among government, media organisations, 
educational institutions and civil society to create a 
comprehensive approach to combating stereotypes.

In conclusion, combating stereotypes in Albanian media 
requires coordinated and continuous efforts from all 
levels of society. Education, awareness raising and the 
establishment of effective policies and mechanisms 
are key to achieving a fairer and more inclusive media 
environment. Engagement from all stakeholders, as well 
as inter-sectoral cooperation, are essential for creating 
sustainable and meaningful change in this direction.
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