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The Islamic Party Guide to
Media Control

There is no denying that the pen is often mightier than the sword,
and that before and alongside every shooting war thereis a propa
ganda war being waged. In the battle for the hearts and minds of
peoplethe mediaplay apivotal role, and it islegitimate thereforeto
where there loyalties lie, with their readers or with their financers.
Media publication today is big business and stretches across na-
tional borders. There is no such thing as impartiality.

As aptly put by John Swinton aries for similar work. The busi-

during hisretirement speech from
theNew Y ork Timesinthe 1930s,
when asked to respond to a toast
to an independent press. " What
folly isthistoasting an independ-
ent press. Everyone present here
tonight knows there is no such
thing as an independent press.
You know it and | know it. There
is not one of you who would dare
towritehishonest opinions, and if
he did, you know before hand
they would never appear in print. |
am paid 250 dollars a week to
keep my honest opinions out of
the paper | am connected with.
Othersof you are paid similar sal-

ness of the journalist isto destroy
the truth, to lie outright, to per-
vert, to vilify, to fawn at the foot
of Mammon, and sell himself, his
country, and hisrace for hisdaily
bread: We are the tools and vas-
sals of rich men behind the
scenes. We are jumping jacks
they pull the strings, and we
dance. Our talents, our possibili-
tiesand our lives are the property
of these men. We are intellectual
progtitutes.”

But the picture need not be
doom and gloom. Might is not al-
waysright, and the more arrogant
those who have usurped these

Who owns our opinion?

The power of the mediais often talked about, and whilst media con-
glomerates are in many respects no different from other multinational
concerns and the economic and political power they wield, the media
companiesinfluenceismoredirect inthat they haveimmediate accessto
the readers, listeners, and viewers of their publications. It would be
wrong to suggest that people believe everything they read or hear, but
there can be equally no doubt that aslong as a particular messageisre-
peated often enough, it will gradually be accepted astrue. To investigate
who owns the networks which want to shape our opinion is thus para-
mount, as is the question whose interests they pursue.
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power bases become in assuming
that have total control, the further
removed they become from real-
ity. The internet has opened up
new channels of information, for
example, and has provided indi-
viduals and groups with source
material to chalenge the official
view. Governments and media
moguls alike will eventually have
to face up to a stark choice: to lis-
ten to the public or to become in-
creasingly isolated from them.
Here, lobbying is the key, and to
assist in the task this issue aso
containsadvice and contact details
to help you make your point.

The myth of the free press cer-
tainly goes out of the window
when looking at the intercon-
nected controlling interestsin me-
dia outlets. There are, of course,
smaller, maybe more independent
contenders on the market, but they
lack comparable circulation and,

Continued on page 2, col. 2
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Who owns ower opinion?

more importantly, do often not
have the resources to source their
own stories. So whilst they might
put adifferent tint onareport, they
will have to rely on the major
news agencies for their informa-
tion feed. These agencies are any-
thing from impartial and are part
and parcel of the mediaownership
setup. Almost a third of Reuters,
one of the oldest and largest, for
example, is owned by the Daily
Mail Group. These agencies filter
out all the available news and pass
on amere 2% of it, which makes
up the pool from which their sub-
scribers choose their news stories.
This slimming down of the news
isprobably one of themost crucial
contributors to partisan reporting,
forcing even rival media publica-
tions to limit their differences to
what has been deemed suitable for
them as raw material.

An in-depth study of media
ownership requires a book, not a
mere article. This brief descrip-
tionis, therefore, moreintended to
raise awareness and encourage
further study. Globally, the big-
gest media empire is the one cre-
ated out of the merger of AOL and
Time Warner — it covers the cin-
emaand filmindustry, tv channels
(terrestrial, satellite, and cable),
magazines, journals, books, pa
pers, and, increasingly important,
the internet. CNN, Netscape,
CompuServe, TimeLife, arejust a
few of thewell known AOL Time
Warner brands. Inthe UK it owns
IPC, the biggest magazine pub-
lisher reaching over 50% of the
population.

AOL isfollowed by The Walt
Disney Company asthe next larg-
est mediagroup intheworld, then
Bertelsmann (the German con-
glomerate which own 65% of
Channel Five) and Viacom (own-
ing Paramaount and Blockbuster).
Rupert Murdoch's News Corpo-
ration, which dominates the UK
market, only makes it to number
five on the world scene. This
group headed by the Australian
born naturalised American owns
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Fox and theNew Y ork Post inthe
United States, and News Interna-
tional, a holding for BskyB, the
Sun, the Times, Today, News of
the World, and Sunday Times in
theUK. ItalsoownstheAsian TV
Channel Star which is marketing
programmes at British Asians.
WEe'll begin our journey around
the UK media monopolies with
thisgroup whichin recent months
has been the most vociferous
war-mongerer intherun upto the
attack on Irag.

The Sun hasalmost 3.5 million
readers, and together with the
other above mentioned papers
News International has a circula-
tion of just under 10 million
equating to a 37% share of news
paper salesin the country. British
Sky Broadcasting claims in ex-
cess of 3 million homes as sub-
scribers. If this is not a power
base, then what is, and it isdue to
News International’s shift from
the Conservativesto New Labour
in 1997 that the Blair government
owesitselectora success. Inturn,
the government will do whatever
possible, to keep Murdochand his
empire sweet, as they could
hardly afford losing such an im-
portant ally. The Sun has always
had a nationalistic and xenopho-
bic stance, beit football or asylum
seekers. The Home Secretary’s
hardline stance on asylum seekers
may well be influenced by the
policy makers of News Interna
tional, and the governments hesi-
tation to press ahead with Euro-
pean integration might be in con-
sideration of the media response,
as Murdoch is strongly opposed
to interventions by the European
Union. Just asnewspapers need to
keep their advertisers sweet, gov-
ernments will need to keep their
media allies on board.

The next contender on the
newspaper scene is the Trinity
Mirror group publishing the Daily
Mirror (just over 2 million read-
ers), the Sunday Mirror (1.7 mil-
lion) and Sunday People (1.4 mil-
lion) as well as the Daily Record
and Sunday Mail in Scotland. Its
share of national newspaper cir-
culation is 23%. Once part of the
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Maxwell empire, the group has
recently tried to increase its read-
ership by latching on to the
anti-war movement. The Mirror
group also owns a large number
of regional newspaper titles.

The Daily Mail and General
Trust plcis small in comparison,
with only 13% of UK newspaper
circulation, the Daily Mail and
the Mail on Sunday having just
under 2.5 million readers each.
With the London Evening Stan-
dard (385.500 readers), however,
it dominates the London newspa-
per market. It also owns or has a
controlling interest in many of the
regional newspapers and free ad-
vertisers, hasastrong stakein nu-
merous regional radio stations,
owns 20% of ITN, 40% of Tele-
text, and 31% of the Reutersnews
agency. The group is owned by
the family of the Viscount of
Rothermere and has always had
Conservative |leanings.

United MAI is the new name
for the group now owning the Ex-
press newspapers after they were
sold by Lord Hollick (the paper
which offered Robert Kilroy Silk
a platform for his anti-Muslim
rantings). The group is headed by
Richard Desmond who also has
an assortment of porn publica-
tions in his portfolio, which was
the reason for his donation to the
Labour Party to become contro-
versial. The Daily Express has a
circulation of 950,000; the Daily
Star 640,000; the Sunday Express
840,000; giving United MAI a
share of 14% in national newspa-
per circulation. They are aso a
minority stake holder (29%) in
Channel 5 TV, the mgjority hold-
ing being owned by the German
media giant Bertelsmann.

TheTelegraph Group Ltd. only
publishes the Daily Telegraph
(970,000) and Sunday Telegraph
(775,000), thus representing
7.5% of the national circulation,
aswell asthemagazine Spectator,
but it is another example of Brit-
ish Newsbeing dominated by out-
side interests. The Telegraph is
owned by Conrad Black, chair of
the Hollinger Group, the largest

Continued on page 3, col. 1
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Who owns our opinion?

Canadian newspaper holding, and
it consistently reflects the opin-
ions of the US and Israeli right
wing, also publishing hundreds of
titles in those two countries, in-
cluding the Jerusalem Post. Rich-
ard Perle, oneof thekey war mon-
gersin the American administra-
tion, isinvolved in Hollinger Dig-
ital.

Amongst the “minor” players
in the UK are Pearson who pub-
lishthe Financial Times (465,000
readers) and fully own Thames
TV as well as the Longman and
Penguin publishing houses, the
Guardian Media Group plc with
the Guardian (380,000) and the
Observer (400,000), and theInde-
pendent Newsand Mediaplc pub-
lishing the Independet (190,000)
and the Independent on Sunday
(195,000) plus some regional and
advertising titles. The Muslim
News, being distributed free of
charge, in comparison claims a
circulation figure of 60,000. This
seems optimistic, seeing that the
largest Urdu daily in the UK, the
Daily Jang reports only acircula-
tion of 12,000.

We close this round-up of me-
dia moguls with a brief comment
ontheallegedly impartial BBC fi-
nanced publicly through the
licence fee. The Corporation has
also ventured into commercial
holdingsand owns, for example, a
stake in Telecommunications
Inc., a US corporation whose
British subsidiary Flextech owns
The Family Channel, Playboy,
Bravo, Discovery and The Sega
Channel as well as 20% of Scot-
tish TV. Another UK subsidiary,
Tinta, is part-owner of the UK’s
largest cable operator TeleWest.
TCI in turnisamajor investor in
Bill Gates Microsoft, the com-
pany awarded lucrative deals by
the government for computeris-
ing Britain’s schools. The media
world istruly incestuous.
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How to succeed with radio
Interviews

Just asthelocal papersmust maketheir pagesrelevant to their read-
ers, thelocal radio stations need to fill their air time with acertain
amount of local issues talking to local people. They will have dis-
cussions where they invite the public to participate by calling in,
but there are many other opportunitieswhereyou may beinvited to
give abrief interview over the phone or you might be invited into
thestudio for aparticular programme. If you have something to say
and say it well, chances are that the station will come back to you

time and time again.

Y ou can often initiate the pro-
cess through staging a particular
action or through a press release
you issue, or by contacting the
station directly, but in the long
runit isal down to developing a
relationship, as journdists, like
most people, succumb to inertia,
and if they have areliable contact
who will express an opinion elo-
guently enough for their pur-
poses, they won't bother going
through the troubles of finding
somebody else.

Getting a chance to speak is,
however, only half the story, how
you come acrossonceyou partici-
pateisthe crucial other half. Too
many good opportunities have
been wasted by people insuffi-
ciently prepared for the occasion
and unaware of what to expect.
We've therefore put together a
few hints and suggestions.

First of al, to get your message
across it must be suitable for the
target audience. If at al possible,
you should listen to a particular
programme before you take part
init yourself. Every radio station
has its own type of listeners, and
you will have to be able to speak
to them in their own language,
and within a station, different
programmes aim at different sec-
tions of the listening community.
Thereisalot to belearned by lis-
tening to good speakersonthera
dio, and even more by listening to
the mistakes of those unfortunate
enough to have got it wrong. For
your point to betaken onboard, it
must sound convincing, which in
turn means you must sound natu-
ral and at ease with it yourself.
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Good subject knowledge is
definitely a plus, but there is no
point overwhelming an audience
with too many facts. Your aimis
not to be acknowledged as an ex-
pert, but to break things down to
key points easy enough to under-
stand for everybody else. You
may make anoteof, let’ ssay, key
figures, but too much detail often
gets in the way of the clarity of
your argument, and at no time
should the flow of speech be im-
peded by reading from paper. Ra
dioisalistening medium, and you
should imagine talking to a real
person even if you are only at the
end of a telephone line or in a
self-operated studio. Y our contri-
bution should belively and enthu-
siastic, but not over the top, edg-
ingonthehysterical, nor shouldit
be dry and monotonous. If you
canget it out of your head that you
are broadcasting and behave as if
you were talking to one or two
people directly in your presence,
you will give a much improved
impression.

Good preparation is important
so that you don't get caught out,
particularly if the interview is
live. Infact, there are lightly dif-
ferent techniques for live and
pre-recorded interviews.

Inaliveinterview you want to
let thecat out of thebag, that isget
the most important statements out
of the way, as soon as possible,
for if you save themfor later, you
might be off the show before you
get the chance. The interviewer
might want to lead you down a
particular path of reasoning or

Continued on page 4, col. 1
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Continued from page 3

Radio interviews

corner you to get you to say what
he or she wants to hear. Always
feel sovereign enough to sidestep
a leading question. You should
only say what you feel comfort-
able with, and if you feel a ques-
tion is devious or inappropriate,
say so, politely of course. “I see
what you' regetting at, but thereal
guestionis...” isaway of escap-
ing out of such acul-de-sac. You
may feel under pressure, but it is
important not to let on, and to stay
camthroughout. Correct false as-
sumptions, but don't get drawn
into slinging match, nor get your-
self forced onto the defensive.
Stick to the positive side of your
case as much as possible.

A pre-recorded interview re-
quires quite a different strategy.
Keep your statements short and to
thepoint and avoid at all cost to be
side-tracked into saying anything
not too relevant to your case, in
order to minimise the potential of
having your best contributions
edited out and something rela-
tively inconsequential broadcast
instead. For example “| don’t ob-
ject to thecouncillor’ sright to ex-
press his opinion, but | pro-

Common Sense

foundly disagree withwhat he has
said” may well end up in you be-
ing quoted as saying “1 don't ob-
ject to the councillor’ sright to ex-
press hisopinion” —full stop — so
cut out the niceties and stick to “I
profoundly disagree with the
councillor”.

Proficiency comes with prac-
tice, anditisthereforeequally im-
portant not to takeonatask unless
you are confident you can handle
it. Just because a radio station
would like a comment from you
does not mean you have to com-
ment. Unlessyou deal withtheis-
sue competently, you might actu-
ally make thingsworse by partici-
pating. So you aso need to know
when to refuse or at least post-
poneaninterview opportunity, so
you can adequately prepare or ask
others for advice on what to say.
Avoid being set up for acock fight
by themedia, for exampleinorder
to allow themto split the commu-
nity into moderates and funda
mentalists. Radio show hostslove
controversy, but scoring pointsis
not always the best way of help-
ing people understand your argu-
ments.

It has already been mentioned
that your words need to be appro-
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priate for your intended target
group and the type of audience of
the station you aretalking to. It is
a safe bet that the majority of
those will be people only slightly
aware of your activities, if at all,
S0 any jargon or technical terms
should at all costs be avoided un-
less absolutely essential. To the
uninitiated it will only sound like
gibberish. The same goes for un-
familiar abbreviations.

Needless to say, but nonethe-
less important, that you should
avoid any distractions whilst be-
inginterviewed, asthestuationis
tense enough by itself. Visit the
bathroom beforehand, wear com-
fortablecloth and sit inacomfort-
able, private location. Turn off
your mobile and make sure peo-
ple around you are aware of you
doing aninterview. There' s noth-
ing worse than the phone ringing
in the background or someone
shouting “have you seen my car
keys?" whilst you're trying to
make apoint. And, of course, turn
off you're radio set; besides the
possible feedback noise, you
won't be able to listenin and talk
at the same time, so leave the re-
cording to somebody elsefor later
reviewing.

You can still make a difference

Reading about big mediabusinesscan easily generate afeeling of powerlessness, but intheend any pro-
duction still depends on real people on aday by day basis, and isthus not impenetrable. The chances of
getting aletter or astory published are naturally greatest in the local mediawhich, even though finan-
cialy controlled by thelarger corporations, arelessstreamlined intheir editorial judgment. Y et eventhe
big papersandradio and TV stationswill need to take note of public opinion and sometimeshaveto give
way rather than shaping and manipulating it.

It has been said that for alieto
succeed it must contain at least an
element of truth, and no publica-
tionwill survive long if it iscom-
pletely out of touch with reality.
There is strength in numbers as
the massive anti-war demonstra-
tions around the world have
shown, and it is important to let
editorsknow by phone, fax, email
or letter when they push the
boundaries beyond what you asa
reader, listener, or viewer can ac-

cept. Responding to media cover-
agerather than just absorbing it is
a first step in political participa-
tion and to enable you to do so we
publish on the next page the con-
tact details of some of the key me-
dia playersin the UK.

The internet has added to the
ease with which aresponse can be
sent, and where a company does
not have a published email ad-
dress you can gtill fax them for
freeusing email, for exampleafax
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to Common Sense (fax no.
01908694035) would be emailed
to
Remote-printer.editor
@441908694035.iddd.tpc.int

—that isyou put thefax number
after the @ sign in the above
email address replacing the O in
the national code with the inter-
national prefix 44.

Continued on page 5, col. 1
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Media contacts

Television

BBC Television

Central contact (each regional
studio will have their own con-
tact details as will various regu-
lar programmes)

Television Centre, Wood Lane,
London W12 7RJ

Tel: 020 8743 8000

Website:

www.bbc.co.uk

ITV News Channel / Independ-
ent Television News (ITN)

200 Grays Inn Road, London
WCI1X 8XZ

Tel: 020 7833 3000
Fax: 020 7430 4479
Email:
news@itv.com
Website:
Www.itv.com/news/
Ncprogrammes.html
ITV 1and 2

Tel: 020 7843 8000
Fax: 020 7843 8158
Email:
info@itv.co.uk
Website:
WWW.itv.com

Granada Television
Quay Street, Manchester

M60 9EA
Tel: 0161 832 7211

Fax: 0161 953 0283
Website:
http://www.granadatv.conv

Channel Four

124 Horseferry Road, London
SWI1P 2TX

Tel: 020 7396 4444

Fax: 020 7306 8356

Website:

www.channel4.com

BskyB
Sky One/ Sky News

Common Sense

Common Sense

Centaurs Business Park, Grant
Way, Isleworth, Middlesex
TW7 5QD

Tel: 020 7705 3000

Fax: 020 7705 3030

Email:

viewerr@bskyb.com

Website:

www.skyone.co.uk

Radio

BBC Radio

Central contact (each regional
studio will have their own con-
tact details as will various regu-
lar programmes)

BBC Broadcasting House
London W1A 1AA

Tel: 020 7580 4468

Independent Radio News(IRN)
Crown House

72 Hammersmith Road
London W14 8YE

Tel: 020 7333 0011

Capital Radio (London)

30 Leicester Square, London
WC2H 7LA

Tel: 020 7766 6000

Fax: 020 7766 6100
Email:

Capitalfmcustomer.support
@capitalinteractive.co.uk
Website:
www.capitalfm.com

LBC (London)

The Chrysalis Building, 13
Bramley Road, London

W10 6SP

Tel: 020 7314 7300
Fax: 020 7314 7373
Email:
comment@Ilbc.co.uk
Website:
www.|bc.co.uk

Newspapers
The Daily Express
Ludgate House 245 Blackfriars

Road, London SE1 9UX
Tel: 020 7928 8000
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Fax: 020 7620 1654
Email:

news.desk @express.co.uk
Website:
WWW.eXpress.co.uk

The Daily Mall
Northcliffe House 2 Derry
Street Kensington, London

W8 5TT
Tel: 020 7938 6000

Fax: 020 7937 4463
Email:
letters@dailymail.co.uk
Website:
www.dailymail.co.uk

The Daily Mirror

1 Canada Square Canary Wharf,
London E14 5AP

Tel: 020 7293 3000

Fax: 020 7293 3409

Website:

WwWw.mirror.co.uk

The Daily Star

Ludgate House 245 Blackfriars
Road, London SE1 9UX
Tel: 020 7928 8000

Fax: 020 7922 7960
Email:
Dailystarnewsdesk
@dailystar.co.uk
Website:
www.dailystar.co.uk

The Daily Telegraph

1 Canada Square Canary Wharf,
London E14 5DT

Tel: 020 7538 5000

Website:

www.telegraph.co.uk

The Financial Times

1 Southwark Bridge, London
SE19HL
Tel: 020 7873 3000

Fax: 020 7873 3076
Website:
www.ft.com/newspaper

Continued on page 6, col. 1
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Media contacts

The Guardian

119 Farringdon Road, London
ECIR 3ER
Tel: 020 7278 2332

Fax: 020 7837 2114
Website:
www.guardian.co.uk

The Independent

Independent House, 191 Marsh
Wall, London E14 9RS

Tel: 020 7005 2000

Email:
online@independent.co.uk
Website:
www.independent.co.uk

News of the World

1 Virginia Street, London E1
9XR
Tel: 020 7782 4000

Fax: 020 7488 4433
Website:
www.newsoftheworld.co.uk

The Observer

119 Farringdon Road, London
ECIR 3ER

Tel: 020 7713 4656
Fax: 020 7713 4279

Email:

reader @observer.co.uk
Website:
www.observer.co.uk

The Sun

1 Virginia Street, London E1
9XR

Tel: 020 7782 4100

Fax: 020 7488 3253
Website:
www.thesun.co.uk

The Times

1 Pennington Street, London E1
9XN
Tel: 020 7782 5000

Fax: 020 7488 3242
Website:
www.timesonline.co.uk
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How to write a successful
press release

If you’ re planning an event you want publicity, and if you just car-
ried out some activity where noone from the mediawas there, you
still want peopleto know what happened. To achievethis, youissue
apress release. But you're not alone: editors receive hundreds of
press releases every week, and most end up in the bin. Your’e up
against formidable competition, often by professional public rela-
tions firms, so no matter how relevant the issues you want to draw
attentionto, if your pressrelease doesn't grab theeditor’ sattention,

the public will never hear any of it.

Beforeyou get downto writing
and sending your press release,
thereareafew other pointsto con-
sider. Whomareyou aiming at?1t
is obvious that a motoring maga-
zine doesn’t want to hear about
computing technology, but often
thechoiceisnot quitethat straight
forward. Y ou may havetwo local
papers, but they often want
exclusivesand don’t want to print
what the other one has aready
covered. So you have to decide
which paper to send your release
to unless you feel it is important
enough to get picked up by both.
You should also consider how
and when to send it. If you send
your release by email, don't use
attachments but put everything in
the body of the message. Often
fax isstill amore effective way of
sending a release. You should
time your release such that it fits
the paper’s publishing deadlines
and you need to consider whether
the issue you are writing about is
already being discussed in public
or relatively unknown and needs
better introduction, whether al-
ready too much has been said
about it, and it might need a dif-
ferent and fresh angle. Finally,
before you send the release, make
surethat you have people ready to
deal with interviews and fol-
low-ups and that they all sing
from the same hymn sheet. There
is no point sending a good press
release and then letting yourself
down once the paper or radio sta
tion has picked up on the news.

Another caution is that if the
media want the story you told
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them about, they will call you
(provided you have included
your contact details). Don't fol-
low it up with your own call on
whether they got your release; it
will definitely get youintheir bad
books.

When writing your press re-
lease it must both be ashort sum-
mary of your story aswell assub-
stantial enough for the media to
take and quote directly from it,
even if they don’t want to talk to
you for further comments. Tech-
nical jargon should be avoided
unless for a specialist publica-
tion, and you must avoid sound-
ing likeyou' re selling yourself or
your ideas. There is no point ei-
ther in stating the obvious or
making value judgments, like
that your event was unique or the
greatest ever. Unlessyou or your
group are known well, a brief in-
troduction to who you are must
also be included, but not the
whole history of previous activi-
ties.

A good pressrelease should be
two pagesat most, but one should
do for most cases, and it must
start with ameaningful headline.
As with a newspaper headline
thisgrabsthe attention of the edi-
tor and helps him/her make up
their mind whether to read on or
not. The headline, in about ten
words or less, should summarise
the contents of the press release
in an exciting way, and is then
followed by the first paragraph
which sets out your stall. As
much as possible all the who,

continued on page 7, col. 1
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continued from page 6
Writing a press release

what, when, where, why and how
should be crammed in the first
paragraph of the body of your
press release. From there on-
wards, you add additiona rele-
vant information in the order of
the most important first, so that
the editor can cut therelease from
the end without losing any critical
information. In this section you
can include quotations, personal-
ise the story, or include anything
which makestheitemmorenews-
worthy for the reader. Here you
will also include photo opportuni-
ties, reactions, or anything which
links the item you write about to
other events.

Finally, inthethird part of your
press release you may repest the
essential pointsvery briefly, if the
release is of the more lengthy
type, and must add complete con-
tact details to enable the paper to
get in touch with you, that is con-
tact name, address, phone num-
ber, email address, website URL.
Make sure that the people at the
other end of, let’'s say the phone,
know that the media might call
and are both able and willing to
answer questions. Again, the tim-
ing isimportant. Thereisno point
issuing a release shortly before
you are about to leave for a meet-
ing and will be unavailable for
comments.

Inthislast section you can aso
mention and photo material you
might havefor publication. If you
send areport of apast event, you
should, of course, already include
pictures, but if you fax or email,
then simply have them ready
should they be called for.

Lastly, your press release
should be proof-read carefully,
and you might want to check with
somebody who was not involved
inwriting it how it comes across.
Thereis nothing worse than are-
lease with apparent mistakes or,
perhaps, a misprinted contact
number. It will haveyou sitting at
the end of the phone for hours
wondering why nobody calls
back.
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A lesson learnt too late

Britainis at war, sending British troops as mercenaries to fight for
Bush's apocalyptic and cynical world view, and even the Muslim
Council of Britain, the New Labour governments favourite Muslim
support group had to come out in condemnation and talk about the
war being fought in the interest of Zionism. Too little too late

Muslims, and more so Muslim
organisations, should accept their
share of blame for having got us
into thisdire mess. The Blair gov-
ernment owesitscomfortable ma-
jority very much to the foolish
support by its Muslim constitu-
ents. The foreign secretary, Jack
Straw, represents Blackburn,
where Muslims make up 20% of
the population. Of course they
were rewarded when the leading
Muslim financer of the Blackburn
labour party was elevated to the
House of Lords, but what good
does it do given the murderous
policiesof anincreasingly patron-
ising and totalitarian Labour gov-
ernment both at home and abroad.
We consistently warned that join-
ing and supporting the main-
stream partieswould only achieve
acareer advancement for theindi-
vidualsinvolved at the expense of
being able to hold on to an inde-
pendent opinion. This message
was ignored when in Bradford
Muslims, totalling 16% percent
of the population, preferred send-
ing a Mormon to parliament for
thefirst timeinstead of aMuslim,
because the former stood for La-
bour whilst the latter stood on an
Islamic Party of Britain ticket.
Now that police raidson mosques
and detaining Muslims without
charge have become an accept-
able norm maybe the few
pay-offs, like the odd bit of fi-
nance for Muslim schools, don't
seem altogether worth it. Collu-
sion has never been worth the
price, for what the government
paid to bribe Mudliims into sup-
porting them with one hand they
took back manifold with the
other.

It istrue that with the momen-
tumgathered during anti-war pro-
tests Mudims, too, woke up and
began to appreciate the need for
political involvement. The Mus-

Islamic Party of Britain

lim Association of Britain, for ex-
ample, has been a co-organiser of
many marches. Yet, political
strategy and organisation still
seem to elude us. The local elec-
tions are less than two months
away and it will hopefully be a
time of truth for the government
when they notice how many of
their voters will desert them.
Muslims, however, will continue
to remain on the sidelines for
some time to come. Those who
have become used to handouts
from their local councils will not
pick up the courage to oppose
their perceived benefactors. Nor
will the infighting permit aunited
front, as should a Mudlim come
forward to stand on an independ-
ent or Idamic Party ticket, there
will immediately be near a dozen
other Mudimsto contest and frus-
trate such efforts. As Islamic
Party we have tried and been let
down consistently by other Mus-
lim organisations who now com-
plain about how bad things have
turned out. Those lamentations
sound hollow as long as they fail
to accept that their own compla-
cency and ambition has neutral-
ised 3% of Mudlims nationwide
(and over 8% in London) as a
meaningful political force.

If you feel an Idamic
Party challenge in the
forthcoming local elec-
tions is viable in your
area, contact the party.
If not make your votea
protest voteagainst the
war by ensuring that
the two war parties -
Labour and Tory - suf-
fered their biggest de-
feat ever.
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Islamic Party of Britain audio tapes and CDs

Lectures given by members of the Islamic Party of Britain are now available on audio cassette tapes as
well asaudio CD. Audio tapesarepriced £3.50 inclusive of postagewithinthe UK, CDsat £5.00. For or-
ders from outside the UK there is an additional £2 airmail postage charge per item.

Pleasewritethe number of audio tapesand/or Cdsof theitemsyou would liketo order into the appropri-
ate boxes and send thisform (or photocopy) together with your cheque or postal order (made payableto
“Islamic Party” ) to Idamic Party of Britain, PO Box 844, Oldbrook, Milton KeynesMK6 2YT.

If ordering from outside the UK add £2 per item ordered to cover airmail postage.

Speaker Title No of Audio | No of Cds
tapes @£5 each
@£3.50each
Sahib Mustagim Bleher Islam & the economy
Sahib Mustagim Bleher Muslims & elections
Sahib Mustagim Bleher Islam’ s holistic view of man & society
Sahib Mustagim Bleher What does Islam have to offer British society
Sahib Mustagim Bleher Media mis-representation of 1slam and Muslims
Sahib Mustagim Bleher Family Life
David Musa Pidcock & | Conflict with Interest
Ken Palmerton
Total no. of items
Total price
airmail charge
(E2 per item if ordered from outside the UK)
TOTAL enclosed £
Name:
Address:
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