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7. Tentative recommendation for a cultural diplomacy campaign informed by SIT 

and the research findings 

This project has an academic focus but is also aimed at making practical implications, 

namely to implement the results gathered into measures that can positively influence the 

German perception of Turkey. According to SIT, the more Turkey can be presented as 

‘we’ – as cultural European from a German perspective – the less threatening it is 

perceived. Accordingly, the ‘message’ of such activities should express, that Turkey has 

always been contributing to and sharing aspects of European culture. 

 

7.1. Challenges 

Considering the results of the analysis and the limitations in terms of generalization, some 

main challenges emerge that may be especially addressed by CD activities in Germany: 

The first is to show similarities between the religious values of Christianity and Islam, as 

this tends to be at the core of the perceived differences between the European (in-group) 

and the Turkish (out-group) culture. A second hindrance might be, that the success of 

simple exchange programs might be limited, as the respondents tend, firstly, to clearly 

distinguish between certain regional areas and, secondly, to be aware of the biased picture 

that travel experiences create. Yet, this might be overcome by intensified personal 

contacts that seem to be more favorable for positive perceptions. Additionally, it might 

be worth to account for the Turkish immigrants in Germany, as they seem to significantly 

shape the perception of Turkish culture. Finally, one may also conclude that information 

about Turkish contributions to European culture is low. However, European scepticism 

towards Turkey is mainly caused by a simple lack of knowledge about Turkish culture 

(Können, 2009). Hence, possible CD activities, as presented in the following, might help 

to increase knowledge about Turkey as ‘the other’ and shed light on the ‘complex and 

inscrutable’ picture of Turkey. 

 

7.2. Targets 

A CD campaign has to be aimed at certain targets. In respect of the purpose of this paper, 

three target audiences seem to be most appropriate: firstly, the German public as the 

political sovereign and, secondly, journalists and other opinion leaders. Regarding the 

selection of media, two groups should be addressed, namely local newspapers, as well as 

national newspapers, online media and TV stations. While the former might take up on 

local events, are the latter especially suitable to cover activities in cultural sections and 

documentaries, as well as to be addressed via exchange programs. A sub target may be 
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represented, additionally, by the German members of parliament (MPs) as the core 

decision makers. Due to limited approachability this group might be addressed indirectly 

through invitations to or the patronage of events. Finally, persistent media coverage may 

be reached through continuing distribution of press releases, a kick-off press conference, 

as well as an online media center with up-to-date information on the campaign activities. 

Thus, in respect of the study findings and drawing on the main strategies of CD (chapter 

3), a possible campaign named, for example, ‘Turkish-European Crossroads’ could 

include the following activities:  

 

7.3. Tactics 

To target journalists a start might be the organization of exchange visitations in Turkey. 

For example, attendants could follow the daily routine of Turkish MPs from different 

parties and visit NGOs like minority, gay or women organizations. This could also be 

accompanied by get-togethers with Christian/Orthodox/Jewish communities that could 

inform about the status quo of inter-religious neighborhood. Visits to schools and 

development projects at communities in the countryside might also be in the range of such 

activities. They would not just portrait the progress of social developments, but also 

demonstrate the liberality and openness of Turkish society, comprising democratic values 

such as the freedom of opinion, equality of women and religious tolerance. 

 

To address German opinion leaders, such as scholars, an annual ‘history conference’ or a 

‘conference for religious dialogue’ at a Turkish university could be organized. This could 

challenge concerns regarding the contradiction of education and Islam, its attitude 

towards history, as well as foster the understanding of Turkey as a place for critical, 

modern and open minded research. Activities aimed directly at the German general public 

and the aforementioned media could include exhibitions and events, taking place in 

various German cities with a significant Turkish population, such as Berlin, Hamburg, 

Frankfurt or Cologne. An exhibition ‘Muslim life in Europe’, for example, could address 

concerns regarding religion, portraying the daily life of about 4,1 million Muslims living 

in Germany (Pew Research Center, 2011), as an integral part of European reality. On the 

one hand, such an event could give insight in the normal routine of Europeans of Muslim 

faith, presenting challenges but also success stories of integration. On the other hand, it 

would also make use of the positive impression of immigrants that Germans tend to have 

when interacting with them in daily life (ZEIT Online, 2013). In addition, the exhibition 
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could be flanked by regular open days of Quran schools and Turkish cultural centers to 

inform and display transparency as well as religious liberality. 

 

In contrast, a museum road show ‘Turkey in Europe – Europe in Turkey’ could showcase 

Turkish cultural and historical intermingling with Europe. This could embracing different 

aspects of overlaps: from the cultural melting pot at the Western coast of Turkey, over 

mutual influences from ancient science, architecture and technology to the introduction 

of coffee and spices into Europe, and, last but not least, Turkey’s democratic development 

beginning in the 1920s. 

 

These activities could, finally, be accompanied by a ‘German-Turkish Cultural Weeks’-

festival. This event might feature Turkish-German artists, respectively, those with 

Turkish background, presenting Turkish art as a common, sophisticated facet of European 

culture rather than an alien excrescence. Accordingly, such a festival could comprise 

literature readings by female Turkish authors, painters portraying modern Turkish art and 

film presentations, revolving around Turkish life in Germany.  

 

8. Conclusion 

This study has revealed tentative but in-depth information that could inform further 

research seeking to explain the oppositional mood in Germany against a Turkish EU-

accession. Furthermore – taking its limitations into account (see chapter 5) – the results 

provide also provisional but practicable input for possible Turkish communication 

activities in Germany that might facilitate Turkey’s everlasting accession odyssey. 

 

The tentative results of this study show that respondents tend to view, inter alia, the main 

cultural fault line between the EU and Turkey in different values seen as derived from 

religion. Further objections centre on the perceived complexity and nationalistic attitude 

of Turkey that would distinguish it from a homogenous and liberal EU, as well as the 

dominance of the (religious) community and the discrimination of women. Thereby, a 

main factor reinforcing these views seems to be the influence of the 2,5 million Turkish 

‘ambassadors’ in Germany – the Turkish immigrants – that create a notable challenge for 

Turkish public and cultural diplomacy activities. In this respect, further research might 

foster new ideas that integrate them into such efforts. In addition, the results could be 

used as a starting point for broader research in this area that might shed more light on the 

sentiment of European scepticism towards Turkey – not just in Germany, but also in EU-


