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- http://stories.minorityrights.org/freedom-from-hate/chapter/introduction/  
- https://minorityrights.org/what-we-do/freedom-from-hate/ 

 

1. Production of five main videos and ten short versions 
Freedom from Hate Project is a 2-year project co-funded by the European Union. The project tests 
and evaluates effective counter narrative campaigns targeting online hate speech against Roma 
communities in Bulgaria, Croatia, Czech Republic, Hungary and Slovakia, and across Europe. The 
programme works with civil society organizations (CSOs) in the target countries to develop effective 
campaigns to challenge online hate speech. 

From this programme, our aim is to see an increase in positive and accurate narratives about Roma 
communities online and enhance the understanding of effective ways of dealing with online hate 
speech. 

Roma communities in these countries are subject to the highest levels of discrimination and social 
and economic exclusion. In the context of increasing prominence of far-right groups and growing 
xenophobic discourses, recent years have seen a rising wave in hate speech against Roma. Bulgaria, 
Croatia, Czech Republic, Hungary and Slovakia have some of the highest percentages of Roma 
population and have faced extensive online hate speech against Roma. 

Counter-narrative campaigns therefore are an acute need and the public participation of Roma 
themselves, in particular through social media platforms, is fundamental. 

 

2. Economic – Social Issues 
 

Ø Online Hate-Speech:  
Hate speech, whether online or offline, and its impact on European societies are a major cause for 
concern. It is often a manifestation of discrimination, and can lead to other human rights violations. 

Hate speech shall be understood as: 

- “all forms of expression which spread, incite, promote or justify racial hatred, xenophobia, 
anti-Semitism or other forms of hatred based on intolerance, including: intolerance expressed 
by aggressive nationalism and ethnocentrism, discrimination and hostility against minorities, 
migrants and people of immigrant origin” (see CoE Committee of Ministers Recommendation 
R. (97)/20). 

-  “the use of one or more particular forms of expression – namely, the advocacy, promotion or 
incitement of the denigration, hatred or vilification of a person or group of persons, as well any 
harassment, insult, negative stereotyping, stigmatization or threat of such person or persons 
and any justification of all these forms of expression – that is based on a non- exhaustive list 
of personal characteristics or status that includes “race”, colour, language, religion or belief, 
nationality or national or ethnic origin, as well as descent, age, disability, sex, gender, gender 
identity and sexual orientation” (see European Commission against Racism and Intolerance 
(ECRI), General Policy Recommendation No 15). 

 

Ø Antigypsyism:  
 
Antigypsyism is “a historically constructed, persistent complex of customary racism against social 
groups identified under the stigma ‘gypsy’ or other related terms, and incorporates: 



 
1. a homogenising and essentialising perception and description of these groups; 
2. the attribution of specific characteristics to them; 
3. discriminating social structures and violent practices that emerge against that 

background, which have a degrading and ostracizing effect and which reproduce 
structural disadvantages”. 

 

(see Alliance against Antigypsyism (2017). Antigypsyism - A Reference Paper, available at 
http://antigypsyism.eu/wp-content/uploads/2017/07/Antigypsyism-reference-paper-16.06.2017.pdf) 

 

3. Call to action – What does the project aim to achieve? 

The project aims to disseminate 5 videos to share key learnings from the campaigns ran by partner 
CSO. 

The videos, up to maximum 3 minutes each, need to outline the ‘do’s and ‘don’ts’ of countering 
online hate speech. Each video would also have two short versions (up to 30 seconds/1 minute), for 
social media. 

Each video will focus on a campaign, leaving space to partners to focus on one or two main 
achievements, lessons learned from their respective campaigns. The videos should be as accessible 
and engaging as possible. 

We would like to particularly highlight the positive outcomes of each campaign, to encourage those 
watching the videos to get inspired and encouraged to run online counternarrative campaigns on 
sensitive issues. 

Please find here below the proposal for the content of each video and some suggestions you might 
want to take into account with regard to the tone and visual communication: 

1 – Romedia (Hungary) – The choice of the issue 

We would like this video to focus on why the partner has chosen to focus on school segregation, how 
they worked to develop a message challenging negative perceptions widespread among many 
Hungarians towards Roma parents and school children, and what and why they think has worked. 

Suggested tone: Sadness, triggering empathy and understanding segregation in education is 
unacceptable and harmful for both Roma and majority society 

2 – Institute for Human Rights (Slovakia) – The power of humour 

We would like this video to focus on the power of humour to reach out and engage with a larger 
audience. Also, the partner explored pushed this campaign on Instagram, a platform they were not 
very familiar with before. If time allows, a short feedback on the great potential of Instagram to 
diversify followers could also be interesting to include. 

Suggested tone: Positive, upbeat, highlighting humour and irony 

3 – Roma National Council (Croatia) – Online hate speech vs real life  

We would like this video to focus on the contradictory perception of online and real life hate speech. 
The first is generally considered less serious because “filtered” by screen, anonymity and distance 
between the perpetrator and the victim. However, the consequences of online hate speech can be 
very harmful for the victim. 



Suggested tone: shocked and surprised, disturbed 

4 – Amalipe (Bulgaria) – The power of emotions and youth to challenge stereotypes 

We would like this video to focus on the use of emotion and the involvement of motivated and 
engaged peers talking to peers (mostly Roma children, but also non-Roma children) as important 
factors to reach out and challenge stereotypes. A direct witness from a young Roma who participated 
in the Amalipe campaign describing how he/she feels when confronted to online hate speech and the 
sense of empowerment coming from working on a campaign together with Roma and non-Roma 
peers to do something to challenge the status quo. 

Suggested tone: Sad but hopeful, triggering empathy through the personal experience of the 
speaker(s), with positive / hopeful ending  

5 – Forum for Human Rights (Czech Republic) – A holistic approach to fight against discrimination 

We would like this video to focus on the acknowledgment of the importance of using campaigning 
online, along with other tools as litigation and advocacy, to show how stereotypical ideas and 
prejudices are far different from the reality of the people concerned. Sharing the experience of 
person(s) who contributed to the campaign by sharing his/her struggles. 

Suggested tone:  confident with regard to the importance of the campaign and work carried on by the 
partners and serious when reporting about personal situation of people targeted by stereotypes and 
hate speech. 

___________ 

Generally, the videos can be structured as very short interviews with each partner talking about their 
campaigns and including extracts (pictures/bit of footage) from their campaigns. Also, some ideas 
below might be interesting to explore and that might be useful starting points the production company 
or consultant might want to take into account: 

- having background information / infographics / people holding papers / signs of issues suffered by 
Roma to open the video framing the topic. This could be done with the Hungarian partner for example 
who could after explain why they decided to focus on a specific problem as segregation in education 
and bullying 

- “double interviews” having one person providing for ‘do’s tips and the other for ‘don’ts’ tips. This 
could be turned in a funny way despite the seriousness of the issue and could be for example used 
with the Slovak partner who also focus on meme and humour to engage with audience. 

- showing the persons interviewed to go through some relevant online hate speech as a starting point 
for the specific video and decision to tackle it by providing alternative narratives. This could 
particularly work for the Croatian partner.  

- filming some frames of the daily life of victim of hate speech to show how their daily life is different 
from generalised perceptions. Those stereotypes could also be challenged by the victim addressing 
their falsity and ridiculing those stereotypes. This could be relevant to the work done by Amalipe in 
Bulgaria, which involved volunteer students who worked on the video, talking about how they feel, 
and could offer a good platform for talking about their campaign. 

Some other ideas for visual communication: 

• Top five tips for combating cyberhate 
• Statistics, imaginary, black and white format 



• Narrative voice describing what is showed in the video with text explaining why people do not 
want to be filmed. 

• The videos could be presented by a well-known YouTube / Instagram influencer or vlogger in 
order to reach a wider audience. 
  
 

4. Compulsory Elements 
 

• Subtitles in local languages (Hungarian, Slovak, Czech Republic, Croat, Bulgarian, and other 
subtitles tbd) 

• “#FreedomFromHate” displayed 
• Find out more link to a dedicated MRG webpage at the end of each video. (Or relevant ‘find 

out more’ options, depending on social media platforms) 
• Logos of the organisations part of the project. 
• EU Visibility guidelines to be respected (small EU flag displayed at end) 

 

5. Target audience – who are we trying to reach? 

The videos aim to disseminate key learnings from the campaigns. The target audience for these 
videos will primarily be activists, volunteers and Civil Society Organisations in the EU working on 
Roma issues, but also CSOs interested in combating online hate speech. 

Also, the videos aim to target those users who are silent but disagree with online hate speech and 
encourage them to engage more proactively in fighting against hate speech if opportunity or further 
guidance is provided. 

 

6. Brand target – who does our brand speak to? 
 

MRG campaigns worldwide with around 150 partners in over 50 countries to ensure that 
disadvantaged minorities and indigenous peoples, often the poorest of the poor, can make their 
voices heard.  

Through training and education, legal cases, publications and the media and cultural programmes we 
support minority and indigenous people as they strive to maintain their rights – to the land they live 
on, the languages they speak, to equal opportunities in education and employment, and to full 
participation in public life.  

MRG’s work is principally known and followed by CSOs and activists working around the globe for the 
protection of human rights as well as academics, UN bodies and depending on the country work MRG 
does to national authorities. Also journalists focusing on development, foreign affairs, human rights, 
migration and environmental issues do follow MRG’s work. 

The Freedom From Hate project speaks to people and organisations active in challenging hate 
speech both offline and online. These could be human rights activists generally and Roma activists as 
well NGOs working on human rights issues. 

 

7. Desired reaction – what actions do we wish our audience to take? 
 

Through these videos we would like to disseminate key learnings from previous campaigns ran by 
partner CSOs.  

We would like to encourage viewers to understand the potential of such initiatives and encourage 
them to engage in counter-narratives campaigns themselves.  

As a specific action we would like them to subscribe to MRG’s email list and share the videos with 
others, either online or as a useful resource in trainings, etc. 



 

8. Project tone - what traits are we trying convey? 

Figures show that almost half of those who have suffered online abuse are ‘discouraged from 
engaging in public debates’, according to the Eurobarometer survey on Media and Pluralism. As well 
as limiting online participation of Roma, online hate speech also plays a significant role in normalising 
antigypsyism among what is often a mainstream and majority user audience. 

The Freedom From Hate project’s aim has been to develop specific approaches to combating 
antigypsyism and promoting public participation of Roma on the internet and social media.  

Monitoring and reporting tools are also important, but will not by themselves address this need. 
Counter-speech measures need to utilise the public participation of Roma themselves, in particular 
through social media platforms, so that we are not just blocking hate speech, but countering the 
underlying prejudices that produce it. 

Freedom From Hate also aims to provide the learning from these campaigns to other organisations 
and Roma activists, in order to encourage more counter-speech campaigns across Europe.Therefore, 
the videos should spread a positive and encouraging message to those watching.  

They should also give viewers a taste of suspense, curiosity and willingness to engage on what’s 
next.  

Our aim is to show viewers there are people out there challenging hate speech, and there is support 
available to create connections, join forces in addressing online hate speech.  

We want viewers to feel a sense of hope at the end of each video, and inspiration that something can 
be done. They will understand the importance of counternarratives to tackle hate.Viewers should also 
understand that victims of hate speech are not alone and there are many people out there who, if 
given the chance, will support them. 

 

9. References – research, inspiration, and styles 
 

Here below a short list of links to materials related to existing campaigns focusing on issues similar to 
the one covered by the Freedom from Hate Project which could be useful to look at: 

• No Hate Campaign:  https://www.youtube.com/watch?v=E42zVbDnEXo 
• No Hate Speech Movement official campaign video: 

https://www.youtube.com/watch?v=35rAykWyPrg  
• La mécanique sexiste : https://www.youtube.com/watch?v=J-INHJTEWuY  
• UEFA, No to racism campaign : https://www.youtube.com/watch?v=lv82OeHMiuU ; 

https://www.youtube.com/watch?v=vJSR9UDbVaA  
• Racism it stops with me: https://www.youtube.com/watch?v=ah9ZQVUo4YM  
• ERRC, Children into state care animation: 

https://www.youtube.com/watch?v=kGH7BLo2gCQ 


