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The project
The MEET project aims to contribute to the prevention of Islamophobia and discrimination
against women and girls by addressing some of the most urgent needs:
- Empower key actors at local level to build a culture of tolerance and respect
The need to achieve mutual understanding and dialogue among different stakeholders is
essential in ensuring all citizens in a European society, especially the most vulnerable, the access
to fundamental rights and equal opportunities.
- Foster a positive narrative of Muslim girls and women targeting youth and young leaders
Youth are the key actors able to develop critical thinking and promote the importance of
breaking stereotypes.
In a scenario where hate crimes and Islamophobic attacks against the Muslim communities
have risen across Europe, Muslim women and girls suffer intersectional discrimination based on
multiple grounds: religion, gender, and ethnicity.
Data on discrimination and racist hate speech are not disaggregated by religion, nor by gender,
nevertheless, Fundamental Rights Agency (FRA) reports in its finding that Muslim women are
more likely to suffer discrimination and harassment in particular if wearing religious symbols:
more than one third of women interviewed wearing headscarf or niqab experienced harassment
because of their background.[1]
Moreover, the discrimination suffered by Muslim women develops in a broader context of
gender inequality in Europe where women are still underrepresented in media, in decisionmaking, and gaps in salary and
career opportunities are not solved yet.[2]
The media amplify these perceptions by spreading a distorted image of Muslim women, who
are portrayed either as oppressed or without freedom of choice.
Social media in particular becomes the best tool to spread on a large-scale fake news and hate
speech directed against Muslim women and girls.
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Why advocating for and with Muslim women and girls?
The MEET project aims to make a positive impact on people’s life, precisely on the respect and
promotion of Muslim women’s rights.
Sadly, Islamophobia is one of the main ground for hate speech online[3] and for hate crimes in
Europe. At the same time Muslim communities are growing in many European countries, second
generations want to be active part of the communities where they live and where they were
born, therefore there is a urgency of inclusion, particularly for women who, as mentioned before,
suffer double if not multiple discrimination being female and of Muslim religion.
Many are the associations of Muslims communities and Muslim women who are already
actively advocating for equality in all spheres of public life in their country and in the whole
continent.
Discrimination occurs in several areas of social life: at school, in vocational training,
in the job selection processes, and in the working environment. All crucial areas where too many
women see their right to get and education, get a career, have active role in a society denied.
Institutional representatives can do their part in this process by enhancing new legislation
providing rights protection and opportunity to report and complaint Islamophobic crimes and by
promoting more effective inclusive policies.
THE BARCELONA MUNICIPAL PLAN AGAINST ISLAMOPHOBIA
An example of effective policy is the Action plan launchd by the Municipality of Barcelona in
2017 after a broad consultative process that involved involving Muslim people and associations,
human rights defenders, municipal civil servants, experts and scholars.
The plan contains 28 concrete measures based on an integrated, preventative and flexible
method and inspired by an intercultural and human rights approach. It also has a diverse
and participatory monitoring commission that adapts the plan to new needs detected.
Information and results of the implementation of the plan can be found on the website:
ajuntament.barcelona.cat
In particular, the project envisages an Advocacy component aiming at putting pressure on
European institutions, namely Members of the European Parliament, in order to:
Ensure a more effective enforcement of the existing EU legislation[4] preventing
discrimination on the basis of gender, religion and belief, race and ethnicity and
Promote new EU legislation to fill the gap in legal protection of discriminatory acts on the
ground of religion and belief, sexual orientation, age and disability in all areas.

2

What is Advocacy
A definition
Advocacy is the deliberate process, based on demonstrated evidence, to directly and
indirectly influence decision makers, stakeholders and relevant audiences to support and
implement actions that contribute to the fulfillment of human rights.[5]
Although we all have the possibility to do Advocacy for a cause, the role of organised civil
society in this process has always been crucial. Through recent history, associations, CSOs and
even more networks of organisations have acquired the legitimacy to represent the people
in need and their causes. They have developed expertise to collect the requests of a specific
group, analyse and synthesize them in a message, to bring to the attention of those key actors
who have the possibility to change things.
In most cases, these key actors are political decision-makers, at local, national, regional, or
international level, who can introduce new laws, or encourage the more effective
implementation of already existing policies.

Advocacy activity can also be directed towards
the public, with the dual objective of raising
awareness and influencing behaviors (think of
environmental campaigns) and making the
public in turn the protagonist of a request for
change
to
be
addressed
to
political
representatives.

Photo by Clem Onojeghuo on Unsplash
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Counter narrative to change society
Advocating for Muslim women rights means asking for equality and respect for one minority
within society. It means dismantling prejudice which obstacle a mutual knowledge of different
cultures and in the end a more inclusive society.
In a world where “everything is communication” how to tell stories is extremely important. That
is why counter narrative can become a powerful instrument to face prejudices and propose a
different point of view on a phenomenon, a fact, a tradition; to show people “the other side of
the story”.

Counter narrative is a message that offers a positive alternative to extremist propaganda,
or alternatively aims to deconstruct or delegitimise extremist narratives.[6]
A counter narrative campaign force you to include the target group in the elaboration of the
message. A key point is letting them express how they feel, how they want to react, what is the
change they need and want to see. This could help avoiding the repetition of the same prejudice
scheme we are actually trying to fight.
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Building an Advocay Strategy
Strategy
Whether it is small, or very large, to be effective a good Advocacy action needs to be
planned, because depending on the size of visibility you want to achieve, there are many
components that come into play.
The prerequisite for Advocacy action is clearly the existence of a
problem, it could be a problem with serious consequences for the
whole of humanity, such as the effects of climate change, it could be
a problem for a small part of the population, which however does
not have enough strength to claim its rights alone, for example
children. Again, it could be one single person’s life at risk (think about
Amnesty International appeals to stop death sentences on innocent
prisoners everywhere in the world).

Photo by Campaign Creators on Unsplash

When talking about human rights and
fundamental freedoms any cause is worthy.
However, the passion and perseverance to plead
a particular cause is no guarantee of effective
results.
To reach a goal you will need clear ideas, proven
data, adequate resources and an audience.
Before starting an Advocacy campaign, it is
recommended to have a checklist to verify if your
planning is complete or there are some gaps.
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CHECKLIST
The Team
Do I have a group of people working with me with clearly divided tasks?

The partnership
If we talk about Advocacy at national or supra-national level, very frequently networks are
created to have a louder voice. Within my partnership, is the general objective of the
campaign clear? How was this network formed? Is there a sharing of intentions and values
and a complementarity of expertise that strengthens the network?

Data collection
Have I done extensive research to fully understand the problem I want to deal with, its
causes and the consequences? Do I have sufficient quantitative data from reliable and
verified sources to demonstrate the extent of the problem?

The goal
Once I have a thorough understanding of the problem, what is my objective? Is it realistic
and verifiable? Is it consistent with the mission of the organization in which I operate? What
other secondary goals could I achieve?

The Target
Is it clear to whom my action should be directed? Who can actually accept and understand
my requests and implement a legislative or political change?

Visibility on the media
Have I identified the most suitable media channels to spread my message as much as
possible? Can I count on the collaboration of journalists to spread my message through the
press and celebrities who want to share my cause and thus expand my media exposure?

The resources
Considering all the points of the checklist above, have I evaluated the allocation of the
necessary resources for each phase of my campaign?

All these questions follow the stages of defining the Advocacy strategy and preparing a campaign.
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The Team
When starting a strategy, a key point is the definition of roles and tasks. Depending onthe size of
an organization, more or less human resources with the skills needed for a good Advocacy
campaign will be available, but any group, large or small, needs transversal skills:
A solid knowledge of the subject you are working on;
A good knowledge of the institutional structures to which you are addressing (e.g.: how the
legislative process works, how subjects are divided within ministries);
Writing and communications skills;
Interpersonal skills and ease of public speaking;
Empathy;
Flexibility (one often needs to be able to take the opportunity of a place on the political
agenda to pursue one's own instance).
Looking at the checklist above, the essential roles for an effective team are:
Researcher
Someone who is an expert in the subject matter of your cause, who already has a good
knowledge to understand where to direct the research and what data are needed and how to
best analyse it.
Networker /Advocacy Coordinator
Someone who already has relations with civil society partners and institutional representatives
who will have to be involved. If we start from the ground up, at the level of networking, we still
need someone with strong relational skills, who is able to build connections, even in the long
term.
Campaigner
Someone with strong communication skills, and why not, even with a good dose of creativity,
someone who will be more focused on the implementation of an Advocacy campaign, dealing
with external suppliers (for example a communication agency) the press, and testimonials.
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Creating a partnership
What to do if my organization is too small to advocate, or if the cause I want to fight needs a
wide commitment, maybe at national or international level?
Very often Advocacy campaigns are carried out by networks. This because we live in a
globalized world and most of the times the problems we are trying to face are affecting people
in different part of the world. Nonetheless if we have to dialogue with National, European, or
international Institutions it would be very common to find other allies who will be more than
willing to join forces and stand up for the same common goal.
In this case, it is important to coordinate effectively among partners and avoid wasting
resources by duplicating your efforts.

Be clear within your partnership among the values you share and therefore the goal
you want to achieve together.
Different organizations could share different skills and integrate them among the
partnership to effectively reach your goal.

Data collection
In-depth research into the problem we want to solve is very important for two main reasons:
- By thoroughly analyzing the problem, we will be able to find a suitable and effective
solution in the long term.
- By collecting data we will have precise numerical evidence to bring to the attention of our
target and make immediately understand the size of the problem to be faced.
Obviously not all topics match the same type of survey and often in an Advocacy activity, we
will have to do research by interviewing people directly.
There are different ways to collect data, depending on the type of information to be collected,
the people involved and the time and resources available. [7]
Multiple research methods and a flexible attitude are needed to adapt to different
circumstances
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Facts&Figures
If you do not need to collect information from
people, but simply want to have an accurate picture
of data on a particular topic you can do a
bibliographic search.
The very important thing here is to make sure
that the sources are reliable.
If the need is to collect large amounts of data, the
most effective method may be the survey. Several
free online tools can help structure and disseminate
surveys.

Photo by Glenn Carstens-Peters on Unsplas

In this case, it is important to remember that you do not have a second chance to
deepen the answers received.
To structure useful questions be clear beforehand which answers you want to get.
Check the scientific value of the survey that you want to propose and how data will
be analysed after.
Stories and testimonies
If the need is to obtain qualitative information, one way to collect it is through focus groups.
Involving groups of people who are stimulated to talk about what they know on a particular
topic.
Not everyone has the same propensity to express
their opinions, especially in public, so it will be
important to study carefully the composition of the
group (how many people, which people) and the
role of the facilitator will be fundamental.
To collect real testimonies, with very detailed
information about the personal history of several
people, the ideal tool are the interviews one by
one.
Photo by Christina @ wocintechchat.com on Unsplash
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Developing the strategy
What do I want to say, to whom, to get what change?
Once all the information necessary to fully understand the problem has been gathered, a
strategy can be identified.
A precise answer to these three questions can be obtained if you answer them in the opposite
direction, that is:
What change do I want to make?
My Goal
It may be the introduction of a new law, the more effective implementation of existing laws, the
dissemination of reports and analysis to institutions, which will then be able to develop more
effective policies on a given topic, may be mass actions involving a wide audience. What is
important in defining an objective is that it is clear and measurable.
The famous acronym SMART helps us to indicate 5 essential characteristics that will allow us to
understand if our goal is achievable.

Specific
Measurable
Achievable
Result oriented
Time bound

While defining your goal set a list of indicators
(quantitative and qualitative concrete results) which
will help you to remain consistent with the strategy,
reach your target and realize your objective !!!

Who do I want to talk to?
My target
Even once I understand what I want to achieve, I have to identify who are the actors who can
help me do it.
We are mainly talking about people from the world of institutions and politics, and we must turn
to them if we want to achieve results from a legislative point of view. Again, a careful analysis of
the people who can help me is important.
This analysis can be done in two steps:
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First step the stakeholder analysis
I collect a list of names and institutions that I consider important and I gather information about
them.
The overall question I need to inquire is:
What could this person do to help me achieve my goal?
These are the key information that needs to be collected to understand if a stakeholder is
important:
1 Is s/he involved in the Legislative process, or have s/he a key role in the policy making process?
2 Has s/he an interest in promoting my cause and taking political action to achieve the desired
change? Does s/he already know the subject? Has s/he already worked on this topic? If so, what
are his/her positions, does s/he agree with mine?
3 How can I reach this person? Through what means or intermediaries?
Which institutions should I address?
The legislative process is structured in a fairly articulated way, if we take the national level as a
reference, to influence a political decision it will be important to turn to:
The legislative power 
those parliamentarians who are more sensitive to a specific cause, perhaps because they deal
with that subject in a parliamentary committee;
The executive power
that gives the political line and has the task of directing the implementation of the laws, the
minister or the competent undersecretaries must be involved.
If we consider a local level, the municipality level, department officials play a key role in policy
implementation; therefore, they must be involved in advocacy work, together with the relevant
councilors.
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Second step: Stakeholders engagement’s impact[8]
With this information, I can then divide my list into 4 categories, which I define according to the
ease with which I can influence them and the impact they can achieve through their involvement.
HIGH IMPACT

DIFFICULT TO
INFLUENCE

EASY TO INFLUENCE

LOW IMPACT

With these stakeholders, it will be important to be able to get in touch and get a meeting, Vis à vis
in order to present the campaign, providing documentation and data that can support our thesis.
Together with the stakeholders, it would be crucial to identify all the points of common interest
and obtain from our interlocutor the support for the campaign and a commitment to carry out a
precise action.
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Another framework for defining the stakeholders I can effective engage can be through the
creation of a stakeholder matrix at the culmination of the project itself. This matrix (template
below) [9] should define the relationships that are created throughout the advocacy process.
Once you clearly define who and how the actors in the matrix are prioritized, the team can
ensure that those identified as key can be engaged in a manner that matches there importance
to the project and so on as the importance of the individuals to the wider aims of the project
reduces.

Importance
Influence

HIGH/MEDIUM
IMPORTANCE

A

HIGH/MEDIUM
INFLUENCE

- Most important stakeholders, their interests
and expectations in the project must be
considered
- Careful monitoring and management
required

C

LOW/NOT KNOWN
INFLUENCE

- Stakeholders with some interest in the
project; they should be adequately informed
about it
- Low monitoring and management required

LOW/NOT KNOWN
IMPORTANCE

B
- Source of significant risk
- Careful monitoring and management
required

D
- Low priority stakeholders, with no particular
interest in the project
- Low monitoring and management required
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My message
What am I saying?
Choosing the words to convey an idea is a very important step, but even in this case, if the
research and stakeholder analysis work has been carried out in depth, it will be easier to
elaborate a message, an effect phrase, that can draw from a specific lexicon, that is univocally
understood by our interlocutors.
To find the perfect message you can concentrate on elaborating a sentence that can synthetize
your goal and how you want to achieve it.
The goal should have an emotional and/or rational impact on your audience
The way to achieve it should engage your audience

Try always to balance the emotional and rational components of your
message and content.

Starting from this short message, it is possible to decline it in as many ways as you need,
depending on your communications strategy and the communications tools you will use.
As mentioned before an Advocacy activity could encompass mainly a direct work of lobby with
political representatives. In this case, apart from a message, your communication strategy will
count on report and documents to sustain your position during meetings and negotiations.
When your Advocacy activity comprehend an awareness campaign, you will have to explode
your message on many different channels.
Here creativity will be your first allay, but as a starting point think about preparing:
- Institutional printed and online communications materials, to present your campaign wherever
needed.
- Editorial plan for your website, or blog and social media channels, here you can range from
written content to video testimonials, photo galleries, podcasts, and more.
- A set of public engagement activities as a sit in, a flash mob, a more institutional public event, or
even engagement through social network, remember that disintermediation is the trend, people
want to take active part in social campaign and want to be protagonist of it.
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The role of the press
Within an Advocacy campaign the press could be a strong allay too. Journalists and the media in
general can help spread an advocacy campaign and act as a sounding board for a message.
For this reason, it can be very useful to have good relations with journalists, but even if you start
from scratch, it is important to devote attention to the preparation of a good press kit, complete
with all the information related to the campaign, your research data, the testimonials involved.
What your press kit must contain:
The press release launching the campaign
A presentation of your association
The research you conducted or the documents supporting your cause
The specific requests that are addressed to political representatives
A list of testimonials who support your campaign
Public events already scheduled for the campaign
One should also look at the creation of a media map to ensure that specific media outlets
are targeted (and occasionally avoided) due to the likelihood of engaging with a specific target
audience that can provide benefit (or detriment) to your strategy in the dissemination of your
narrative.
For example hyper-partisan or liberal outlets will generally have readership who ascribe to said
ideological positions and when trying to advocate for a cause like that of eliminating
discrimination against Muslim women and girls, your responsibility would be to reach as many
people as possible, this will require coverage that can be accepted by all instead of seen solely
through a certain lens.
Therefore, careful selection of who and how deeply you engage will need to be made
strategically, instead of accepting all possible opportunities as this may lead to a failure of
effective dissemination. It is incredibly important that your media team identifies these key
outlets and engages on as many occasions as possible, this can be via the form of a press release
or an opinion piece that can introduce the narrative in a manner that is free for you to shape
depending on the editorial position.
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PRESS RELEASE EXAMPLE
[With the title and the first sentence of the text you
want to give journalist all essential information: What; Who; Where; When]

TAKE A DIFFERENT
LOOK!
The campaign
against gendered Islamophobia is launched today by Young Generations In Action
Online on the 21st
of September, the European day against Islamophobia, the video presenting the
campaign
Dd/mm/yyyy, A European awareness campaign to say stop to a very subtle and always spreading form
of discrimination, the one against Muslim women and girls, who suffer multiple discrimination based on
their gender and on their belief.
[With the first sentence, explain clearly the WHY, the main subject and the goal of your campaign]

Islamophobia is a specific form of racism and must be tackled in all is aspects. Muslims or those perceived
to be Muslims suffer from discrimination, stigmatization and exclusion in all areas of life such as
education, employment, vocational training, services and political participation. They also are direct
targets of racist violence and of online and offline hate speech. In a post-9/11 and migration crises era,
Europe has been witnessing a particular spike in Islamophobic episodes. Women and especially the one
who choose to wear the headscarf are often the first target of these attacks.
[Briefly enlight the issue you want to tackle, better if you have some relevant figures to show]

The Campaign “Take a different look” wants to give word to Muslim women and especially to younger
generations to foster a counter narrative, which could promote a different and more realist image of
Muslim communities and of the role Muslim women play in our society. It will do so with the help of a
web series that has been designed, created and produced by young students in six European countries
(Italy, France, Belgium, Bulgaria, Hungary and Poland) with the supervision and creative direction of
MovieMinds.
[Use another paragraph or two to give additional information regarding the campaign]

“Our partnership strongly believe in the power of younger generation in changing our society for the
better, that is why we are so proud of the work we have done so far within the project and why we do
believe in the effectiveness if this awareness campaign in reaching boys and girls throughout Europe”
says Project Manager Sylvia Smith.
[A quote can enrich and reinforce your message]

The web series is available at this [link] and will be shared throughout social network during the next three
months, with the aim of engaging as many people as possible, especially young people, in the common
effort of promoting a positive narrative and countering Islamophobia and
discrimination.

Contacts:
Name Last Name, Organization, email and phone number
[Leave your contacts for journalist who could be interested in reaching you for further information]
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Resources
In order to do all that has been described above, we cannot ignore the correct evaluation of the
resources available.
Economic resources that must be allocated in advance and in a strategic manner for individual
activities. However, human resources and the time available are also important factors to be
evaluated.
From the first moment, it is essential to identify a work team that will be assigned specific tasks.
Very often, the Advocacy activity is carried out in a network; in this case, it is even more
important to define roles.
Working in partnership can be very effective because several complementary skills and more
forces are working for a common goal, but there may also be risks to be assessed in terms of
wasted resources, or duplication of activities, but also lack of clarity in communication between
partners and poor adherence of the whole network to the common goal.
Therefore, an effective framework for leadership of this network must be agreed upon prior to
the culmination of work. A protocol or pre-agreed coordination method can ease difficulties in
the long run as every partner and individual part of the network can feel confident in its
implementation.
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Notes
[1] Second European Union Minorities and Discrimination Survey, Muslims selected findings, EUMIDIS II 2017
[2] Report on equality between women and men in the EU, European Commission,2017
[3] Fifth monitoring on the application of the Code of Conduct for countering illegal hate speech
online, European Commission Directorate General for Justice and Consumers, July 2020
[4] With existing EU legislation we refer to: the Racial Equality Directive 2000/43/CE; the EU
Employment Equality Framework Directive 2000/78/CE; the Directive 2004/113/EC (Gender
equality), the Directive 2006/54/CE on The implementation of the principle of equal
opportunities and equal treatment of men and women in matters of employment and
occupation; the Council Framework Decision (2008/913/JHA); the Victims of Crime Directive
(2012/29/EU); the Audiovisual Media Services Directive (2010/13/EU); the Code of conduct on
countering illegal hate speech online (2016)
[5] Definition taken from “Advocacy Toolkit. A guide to influencing decisions that improve
children’s lives” UNICEF New York 2010
[6] H. Tuck, T. Silverman “The Counter Narrative Hand book”, Institute for Strategic Dialogue,
London 2016
[7] The following data collection methods are taken from “An Advocay Toolkit” Plan
International, 2014
[8] This exercise is taken from “An Advocacy Toolkit” Plan International, 2014
[9] This is taken from the United Nations Institute for Training and Research, 2008
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