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Criteria

Define clear goals

Know your audience
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Online alternative and counter-narrative campaigns: Good practices

Description Campaign Examples General lessons from the field

Example: One campaign decided to use humorous
videos to undermine extremist Propaganda (TA: 18-
25 year—olds vulnerable  to radicalisation).

However, no clear method/ goals were deﬁned

Objectives and goals should be SPeCiﬁC (they should not be abstract from the onset. Hence, monitoring and evaluating Do: have speciﬁc, measurable and realistic objective. Ex: 'have 1000 online

ambitions but rather quantrﬁable rmlestones); measurable (campargners the impact of the camPaign was rendered very conversations with young People through comments or direct messages.

sho.urct be :Ialbllel to I'lchscern, fro}rln a:\ﬂabled met1r1c? and e.w:laluatron difficult. Only shott term outcomes such as ers’
activities, whether they were achieve ); ana realistic (cons1 ering a shares, - ents were measure d, but the content

campaign's time-spam, budget, intended audience size and available of the responses were not analyse d through

resources ). . .
) sentiment analys1s.

Don't: simply state 'engage young people'.
Lessons: It is imperative to Plan out the Phases of
the project as to use the most appropriate

measuring tools and develop better content.

It is important to truly understand your target audience (TA) as to

conduct a more effective campaign. Knowrng not only demographrcs,
q T Do . Do: Carry out research and ensure your thoroughly comprehend your
but also the target group's Pr10r1t1es, needs, motivations, behefs, . '
. . L. . audience's needs.
influences etc. will allow you to frame your campaign in a more spec1ﬁc

manner.

It is also important to partner with Civil Society Organisations (CSOs)
or Non-Governmental Organisations (NGOs) that have working , . . . .
. . . . Don't: Overestimate your capacity to capture its comple)nty.
experience with your TA, as to ensure your campaign takes into

account speciﬁcities and sensibilities.



Criteria

Disseminate relevant
messages

Use of relevant

keywords

Age-appropriate

content

Easy to use and
attractive interface and

platform

Tone and coherence of

campaigns

Description

A counter-narrative campaign can have several messages, but they need
to be consistent, clear and relevant to the goals you are trying to
achieve. The message should be relevant to your TA's needs and
stimulate their emotions and thoughts. It should also carry "social
currency" (meaning it would "boost" members of your TA's social

standing, and Inake their peers want to share the niessage).

It is important to avoid too many Inonologues in the campaign, and

invite interaction and discussion.

Using targeted words in the campaign could help attract the target

audience.

The target age group for the EXtreInely EUnited project is 13-25. As
minors are involved, it would be best not to publish any content that
would be too graphic for such age group and to avoid glorifying acts of

terrorism.

The website of the project should be attractive and informative, and
the contents of the campaign should be accessible. Social media pages
should be eye—catching, and the content should be concise and
straightforward

Counter-narrative-centric — strategies —are inherently defensive and
reactive, Whereby they depend on the adversary’s messaging in order to
create its OWN messaging. Consequently, the adversary tends to not only

initiate but shape the pace and nature of the information contest.

Studies have shown that success in the information theatre tends to
follow the actors who proportionauy disseminate more offensive than

defensive messages compared to their adversaries.

Furthermore, it is vital that the counter-narrative messages are

theInaticaHy consistent and coherent at a broader narrative 1€V€1.
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Campaign Examples General lessons from the field
Example: A campaign that aimed at debunking
conspiracy theories produced a video that showed
different conspiracy theories, to attract the interest
of the TA. In the second part of the 2-minute

. . DOZ Test your message Wlth a fOCUS group as to Iearn Wh€t€ 1t WOtkS and
V1d€0, hUIIlOUt was introduced to Inake P€OP1€

rethink their beliefs. The videos reached their target

audience, but most did not watch the video to the

where it doesn't, and how it resonates.

end and missed the twist. Hence, the campaign was

COllHtetPtO dll ctive.

Lessons: By using the analytics of social media
¥ & Y . Don't: use confrontational approaches that could be perceived as an attack on
platforms, learn how Iong tend to watch campaign , . . . .
. o the TA's core beliefs and values. This Inight be counter productive and
videos for, and hence adapt the timing of your L . 7
dangerous, as it Inight only reinforce extremist 1deology.

message.

Do: Synchronise campaign and message design to ensure coherent messaging
over the short, medium and Iong term, in order to compete against the
adversaries in the 'information theatre'. There needs to be a clear and siInplef

tofunderstand overaH narrative.

Don't: Over use theme-based messaging, as it risks  the strategic
communications campaign faHing into cyclical messaging that is less adaptive

to change, especiaHy over the Illedilllll to long term.
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Work with "familiar"

messengers

Medium
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Description Campaign Examples General lessons from the field

Example: What's up? Peer education in Social
Engaging People who are directly involved with the TA and who are Networks. FoHowing a Peer—approach, young
familiar with its Ianguage and (sub—) cultures will maximise the Muslim adults that have been trained to engage in
engagement with the TA, as the message 1s coming from credible actors online-discussions, encourage Muslim youngsters
and could be better received than if it were coming from those to participate in Public debate and to develop
perceivedas outsiders. individual responses to relevant topics in society

and politics.

As the campaign can have multiple messages, it is Iogical to work with Addressing issues ranging from local politics,
multiple messengers. Potential messengers could be family members, discrimination, and religious issues to global
former extremists, influencers, peers and/or community leaders. It is conflicts, the project renders visible the diversity of
important to note that only the TA itself can truly decide the Muslim approaches and intervenes in early stages

credibility of the messenger. of radicalisation.

. . . L Example: The Witness to History campaign was a
For online counter-narrative campaigns, 1t 18 1mPortant to use the same . e A .

. . . . series of films based on victim's testimonials of
Platform as the TA. This requires adequate research into the social

media habits of the TA, and distinguishing which Platform <€X:
YouTube, Facebook, Twitter, Instagram, WhatsAPP, Telegram,

o: Thoroughly research the most common media platforms used by the TA
terror attacks. The videos were Published on the D e ey . P Y .
. . . as maximise the chances of the campaign reach. One should also consider
organiser's website (Women without borders), but . . ) .
. . using the right medium for the right purpose.
S hat ete)) i d f o was subsequently shared on the social media pages
napchat etc.) 1s used more frequently.
P ) 1 ¥ of the organisers (L.e.. Women without Borders).

Thi A ad R h h of . d th Lessons: The campaign was effective and well For example, the TA could use Facebook as a source of news, but be more
1s will aid 1n maximmising the outreach of your campaign and the .. . . . . . . . .
ith TA %"h di h 13{ be deci dP dg I disseminated over the years. However, as the interactive and responsive on Instagram. Hence, if the aim of the campaign 1s
engagement with your : e medium shou. e decided as early on . . . R . . . . . . . N
. g8 ¥ . o campaign itself does not have its own social media to create short informative Videos, then it would be best to disseminate it on
th bl g
1n the process as possible. . . L. L -
P P page or Webs1te, this may limit its Vis1b1hty. Facebook.

But if the aim of the campaign is to collect qualitative data, then using

Instagram stories for PoHs, questions ete. could be the better oPtion.
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Call to Action

Link between online
and offline

Monitoring and
Evaluation (M&E)
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Description Campaign Examples General lessons from the field

Example: Nazis against Nazis-Germany's most
involuntary charity walk. EXIT-Germany managed
to use neo-Nazi demonstrations against them by
. . ., engaging with residents in Wunsiedel, a town in
In order to measure the 1mPact of your campaign, the engagement with I N N
. . o 1o which neo-Nazis annuaHy demonstrate and disturb
the TA has to be taken into account. This means Prov1d1ng a space . . .

its residents. For every meter the Neo-Nazis

marched, 10 euros would be donated to Exit-

Germany, as such raise much needed funds to Do: Create a call to action that will resonate with the TA. If the call to action
safely help individuals disengage from far—right

Where your TA can l‘€SPOl’ld and Participate.

carries "'social currency" (ie: it makes the participant sound smart or funny), it

extremism. A total of 10,000 euros was raised. will encourage participants to share the initiative with their peers.

Thus, caHing members of your TA to action and encouraging them to

participate, by asking them to donate money for a shared cause, Lessons: This campaign was highly effective, not
volunteer, participate in events and demonstrations, and even simply only in terms of financial terms, but also in terms
talking to campaign organisers through a dedicated Phone line or of its engagement with citizens and in terms of
website, will further involve your TA in the project and help you media-buzz.

measure your reach and imPact.

Example: The Radical Online Education Project
Successful counter-narrative campaigns are often linked to offline implemented both online and offline activities,
actions. With EXtremer EUnited's online campaign, a number of such as E—Iearning courses but also training events. . . .
. . . . . . . . Do: Keep both online and offline campaign messages coherent.
offline events will be organised to foster the impact of the online The tramning event enabled the interaction between
campaigns. youth and other stakeholder entities, aHowing for

the exchange of ideas.

Example: The CICERO project is one of the few

M&E is vital to measure the effectiveness of a counter-narrative . . .
. . s . . . to have Pubhshed an evaluation report on their
campaign. Cons1stent1y monitoring and evaluating the project . . .
. . . . ' website. The report was based on their evaluation
throughout its time frames would allow for the collection of quahtative .
o . of content from other campaigns, as the CICERO

and quantitative that would not only help achieve the goals of the . .
. p . . team used this data to test the tools and metrics
Pro]ect, but also contribute to the trustworthiness of the campaign. . .
they had Planned to use on their own project.
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Criteria Description Campaign Examples General lessons from the field

The total number of People that received an impression of your post or
ad on their screens or newsfeeds. When evaluation activities begin, the
first thing to establish is the scale that the campaign achieved, in terms
of the awareness achieved and the number of engagements on the

online Platform.

Two aspects that need to be identified are awareness and engagement:

. ) . k Do: Remember that successful YouTube engagement for young People relies
Outreach while the content of the project may reach a wide audience (for

; ) : - mostly on organic content, as advertising cannot target those under 18.
instance, videos on a YouTube channel can be viewed 500,000 t1mes>,

1€V€IS Of engagement may b€ COl’lSidﬁl‘ably 10W€l‘ (the same VideOS may

only be shared 55 times).

This outcome may be tied to whether the content is Paid or organic
content; while Paid content may have a wider reach, engagement levels
are usuaHy low. The demographics of the audience also need to be

taken into account.

There are two Possible metrics to measure under awareness:

I) The number of people who saw or interacted with the campaign

2) The nature/ characteristics of the audience (gender, location, age,
device type etc.).

A Do: Use social media algorithms to measure impressions, reach, impression
Wareness These metrics ensure that the campaign is reaching its target audience. frequency, TS G

Reach, impressions and views can help measure awareness, however

different social media measure these c[ifferenﬂy so it is important to

familiarise the campaigners with the methods of different platforms

(ex: Facebook measures views if the video runs on auto play for more

than three seconds. YouTube measures views if the video is watched

for more than 30 seconds).

This is defined as the volume and types of interaction between the TA,

the campaigners and the campaign material.

Clicks are a good indicator as to how many people proactively engage . . . .
. g . . Y peopie b . o g g Do: Use tools such as sentiment analys1s software to analyse the emotions in
Engagement with the campaign material. Other forms of engagement include likes . ' . .. .
. . the audience's written responses (both positive and neganve).

and share, comments, instant messages and email responses.



Criteria

Impact

Sustainability

Ethical risks

EXTREMELY
EUNITED

Description Campaign Examples General lessons from the field

The number and nature of these responses can be used to evaluate the

progress of the Project.

The metrics of awareness and engagement will ultimately help measure
impact, and whether or not the campaign has achieved its goals.
However, this does have its limits, as it is a way of measuring in the
short term. Attitudinal and behavioural impacts of individuals remain

hard to measure without in person, long—term assessments.

Counter or alternative narrative campaigns should be sustained rather Example: The Peer 2 Peer ( P2P ) project created a
than sPoradic. Extremist narratives tell a continuing - albeit highly Public private sector —consortium  to Provide
manipulated - story. Counter-narrative campaigns implemented over a funding and support for the best of a P2P's
sustained Period of time will more Iikely have a bigger impact in the initiatives, Products or tools that are Worthy of

Iong run than one-off efforts. investment and continuance.

Example: The Pericles project created five tools,
Platforms that favour a multi—agency aPProach and
that can be used when one person suspects another Safely of personne]: Do: Measure to what sort of risks Personnel Working on
of being vulnerable to online radicalisation. the counter-narrative campaign may be eXPosed to, esPeciaHy in situations of
Depending on their relationship to the person negative reactions from extremist groups or individuals. Don't: Publish
(either being a parent, teacher, social worker etc.) Personal information about Personnel who are tied with the counter-narrative
they can use the Platform to find guidance and campaign.

Ethical risks can comprise research ethics or put campaigners or create a custom aPProach to halt the radicalisation

audience members at risk if they are not Properly considered. Tt is PFO*

Particularly important to consider the Iegal and cultural context in

which the participants interact with the counter-narrative campaign.

Data protection: Secure and ethical data protection and storage practises are

Pericles noted the importance of involving important considering the sensitive nature of the project. Do: Follow guidance
stakeholders in the design of the tools and the on how to securely and ethicaHy handle data. Secure the anonymity of the
process that would follow them, as to minimise the targeted audience - for instance, the rePorted version can rename the person as
ethical risks related to discrimination, User 1. Don't: Disregard the anonymity of those engaging in project, for
stigmatisation etc. instance, using the real name or social media account name of the person who

has engaged in any way with the project e.g. John Smith @smith3477
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Sources

Further Reading
1 The Counter-narrative Monitoring and Evaluation Handbook, Louis Reynolds and Henry Tuck, Institute for Strategic Dialogue, 2016
2 RAN Collection Preventing Radicalisation to Terrorism and Violent Extremism (2016 edition)

3 Effective Narratives: Updating the Gamma+ model, RAN, 2019

Useful Links Description

This link contains lesson Plans and educational information collected by Youth and Pohcing

o o Education Hub (UK—Based Platform that gathers educational Plans in collaboration with the Pohce
1 https://www.youthandpolicing.co.uk/wp-content/uploads/2018/09/Radicalisation-Lesson-Plan.pdf

and other State agencies to help teachers tackle subjects such as radicalisation, violence, drug abuse

etc.

2 https://extremedialogue.org/sites/isd.hocext.co.uk/files/2018-04/Extreme-Dialogue-Facilitator-Guide_0.pdf Link to the Extreme Dialogue's counter-narrative delivery guide.

https://ec.europa.eu/home-affairs/sites/homeaffairs/files/what-we-do/networks/
3 radicalisation_awareness_network/about-ran/ran-c-and-n/docs/ Relevant RAN Publication
ran_cn_academy_creating_implementing_effective_campaigns_brussels_14-15112019_en.pdf

https://ec.europa.eu/home-affairs/sites/homeaffairs/files/what-we-do/networks/
4 radicalisation_awareness_network/about-ran/ran-c-and-n/docs/ Relevant RAN Publication
ran_cn_academy_creating_implementing_effective_campaigns_brussels_14-15112019_en.pdf

https://ec.europa.eu/home-affairs/sites/homeaffairs/files/what-we-do/networks/
radicalisation_awareness_network/ran-best-practices/docs/
delivering_alternative_narratives.pdf

Relevant RAN Publication



Campaign Examples

Eurotopia

Echoes of ISIS

Twin Track

Jamal al Khatib- My way!

Website

https://eurotopia-
project.com/productions.html

https://
echoesofis.submarinechannel.c
om/

http://integrateuk.org/iuk-
projects/twin-track/

https://www.facebook.com/
jamalalkhatibmeinweg/

Additional Projects and Resources

Description

Aims to produce 21 short films and videos to prevent
far—right and Islamist radicalisation, potentiaHy

impacted by Coronavirus as no videos have been

pub]ished yet

An interactive Webpage documentary created by
Submarine Channel, recounting the stories of those
who have been directly affected by IS (Refugees,
foreign fighters etc.)

Twin Track is a short drama produced by Integrate
UK, which observes the paraﬂels between
radicalisation and gang violence. It was produced to

teach youngsters to recognise signs of radicalisation.

Jamal al Khatib-My Path! produced counter narrative
videos and materials using biographical experiences to

conduct "Online-Street work".
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Notes Contact Information

Their Webpage does not contain links to

social media; there are no reports as to how ) )
info@eurotopia.com

they gathered information to create their

videos.

They provide "Guidelines for teachers" upon
request. The project also involved social info@submarinechannel.com

media influencers.

Apparently, a lesson plan was part of their

deliverables. However, it is not available on . .
info@integrateuk.org

their Webpage. We might have to enquire as

to obtain it.

They do not have a Website, they use
Facebook, Instagram and YouTube, and their jamal.al-khatib@gmx.at

content is in German.
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Campaign Examples Website Description Notes Contact Information

#NotAnotherBrother is a counter-narrative campaign

launched by Quilliam, a UK-based Think Tank. It The use of the hashtag increased sharing and

https:// targets at risk Muslims hving in the West, and the :
—_— illi int ti | ‘deo depi forei fioh L di engagement. It also gota lot of media inf @ il int ti |
5 #NotAnotherBrother WW?N..C]UI laminternational.com video depicts ayoung 01e1‘gr‘1 ighter mnjure m‘a attention (The Guardian and Hufﬁngton post Intfo@quiitiaminternational.com
/qU|II|am—Iaunches- warzone, regretting his decision. The call to action . . .
i . i i pubhshed articles about the campmgn)
notanotherbrother/ when promoting the video was to sunply share it,

which was apparendy effective. The video is often

used as a case study‘

Extreme Dialogue provides training and resources to

teachers to tackle radicalisation. (Canada and UK Their educational ressources files contain
6 Extreme Dialogue https://extremedialogue.org/ Based). Their videos are unscripted as to maintain as SPECiﬁC guide]ine on how to deliver trainings

much authenticity as possible, and to avoid extensive and workshops. (Link posted below)

and recognisable editing, which could be perceived as

https://extremedialogue.org/tr
aining-delivery#contact

propaganda.
https: .afvt. la- AFVT « 10-d: i that blished
. .. .pS //Wwwa vt.org/la . ‘Lan : . ?y campmgn‘ : . publishe The testimonies could perhaps be used for
La voix des victimes contre la voix-des-victimes-contre-la- testimonies from victims of terrorism (m French), . contact@afvt_org
7 C g . — . . _ case studies.
radicalisation radicalisation/ organised by the French Association for Victims of
Terrorism.
This project not on]}/ a’eve]opea’ five tools
This project ran from 2017 to 2020 under the to carry out their objective
. . . Horti 020 Project, and aimed “devel bl this platfc . . .
8  Pericles https://project-pericles.eu/ oo AU et el el i felmlo £ (el o il info@project-pericles.eu

comprehensive approach to prevent and counter https://platfornrpericles.cu/’), but they
violent radicalisation and extremism.” have published almost all their deliverables

(z'ep orts, evaluations etc,)

10



