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   WHY ?  
 BARCELONA INTERCULTURAL 

PLAN  

 
 
 

8. FROM STEREOTYPES TO 
KNOWLEDGE 

 
 
 

BARCELONA ANTIRUMOURS 
STRATEGY 

 
    



RUMOURS? 
Statements on people, groups or events that are 
transmitted from person to person  

 Based on stereotypes and prejudices 

 Many people believe in them  

 Based on ambiguous and unproven 

information 

 On topics we perceive as important 

 Told by someone who has credibility 



I THINK I FEEL I ACT 

STEREOTYPE PREJUDICE DISCRIMINATION 

RUMOURS HAVE A KEY ROLE ON THIS PROCESS 

WE ALL USE STEREOTYPES, USE RUMOURS, ARE VICTIMS OF RUMOURS…. 

A POLICY FOCUSED ON RUMOURS? 



    ANTIRUMOURS 
         STRATEGY 

TOOLS & ACTIONS 
POLITICAL LEADERSHIP 

ANTIRUMOURS 
CONCEPT 

MORE THAN 
OBJECTIVE DATA 

SOCIAL 
PARTICIPATION  

ANTIRUMOURS AGENT  
TRAINING 

CREATIVITY AND 
RIGOROUSNESS 

KEY POINTS OF THE STRATEGY 



ANTIRUMOURS STRATEGY IMPLEMENTATION 
 

PREPARATORY STEPS 

 IDENTIFICATION OF THE MAIN RUMOURS 

COLLECTING ANTIRUMOURS DATA AND ARGUMENTS 

BUILDING ANTIRUMOURS NETWORK 

ANTIRUMOURS AGENTS TRAINING 

ANTIRUMOURS CAMPAIGNS 

 IMPACT EVALUATION 



1. PREPARATORY STEPS 
 

 Identify the concrete objectives: what motivates us 

to conduct an ARS?   

 Leadership and political coherency: sharing a 

discourse  

 Training the core team: main concepts   

 Identification of the key social agents and areas  

 Public presentation  
 
 
 
 



2. RUMOURS IDENTIFICATION 
 

 Using a common methodology: 

 

• Workshops 

• Survey/questionnaire 

• Review of existing data 

 

 It allow us to contact and engage social actors 
 

 
 
 



they get all the  
     social benefits! 

They steal our jobs! they don’t want to 

integrate 

we’re losing our 

identity! 



3. COLLECTING ANTIRUMOURS DATA 
 

 We need solid data and arguments that are easy to 

understand and communicate 

 We should look for data at local, national and 

international level 

 Objective data is not enough to dismantle 

prejudices and rumours, we need a 

multidimensional approach  taking into account 

the emotional side 
 

 
 
 



   HANDBOOK TO DISMANTLE RUMOURS                      

RUMOURS IDENTIFIED 
 

• ARRIVAL OF NEW MIGRANTS 

• SOCIAL SERVICES AND HEALTH 

CARE SYSTEM 

• LABOUR MARKET 

• EDUCATION 

• COEXISTENCE PUBLIC SPACE 

• COMMERCE AND TAXATION 
 



4. ANTIRUMOURS NETWORK 
 
 We need to engage a diverse group of motivated 

social actors 
 
 Networks may have different degress of 

autonomy 
 
 First of all we need to define what kind of 

network do we want, what will we offer and 
demand to the members, how decisions will be 
taken etc. 

  
 

 
 
 



 ANTIRUMOURS  NETWORKS 

  BCN + 400 MEMBERS 



5. ANTIRUMOURS AGENTS’ TRAINING 
 
 The main concepts 
 
 How to collect and use antirumours data  
 
 To provide communications and face to face 

interaction skills 
 
 To provide tools and methodologies to raise 

awareness to different groups and profiles of 
people 

  
 

 
 
 



TRAINING ANTIRUMOURS AGENTS 



DIALOGUE IS THE BEST TOOL…BUT 
HOW CAN WE GET BETTER RESULTS? 

ACTIVE LISTENING / SHOWING RESPECT / KEEP CALM / 
CHOOSE THE RIGHT MOMENT / KEEP THE ATTENTION… 

WHAT STRATEGIES DO WE HAVE 
WHEN ANSWERING…  

MAKE QUESTIONS / FOSTER CURIOSITY / LOOK FOR COMMON 
LINKS / IDENTIFY POSITIVE ASPECTS… 
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PRACTICAL GUIDE TO 
DISMANTLE 
STEREOTYPES & 
RUMOURS 



6. ANTIRUMOURS CAMPAIGNS 
 
creativity, rigour, communication and 
media, participation, impact indicators…  
 
 global dimension 
 specific dimension 
 spontaneous dimension 
 

 
 
 



 
 

 
PRACTICAL EXAMPLES 
OF TOOLS, ACTIONS… 
 
 



COMIC 



“POCKET RUMOURS”      



    VIDEOS 

PERCEPTIONS VS 
REALITY 

HUMOUR VIDEOS 

POWER POINTS VIDEOS 

YOUTUBE CHANNEL 



  THE WEB      www.bcnantirumors.cat 





    CITIZEN’S DEBATES 

     HOW DO WE LIVE TOGETHER IN DIVERSITY?  





ANTIRUMOURS ACTIVITIES PACK 
 

 

 

BCN MUNICIPALITY OFFERS 25 ANTIRUMOURS 
FREE ACTIVITIES FROM 15 DIFFERENT 

PROVIDERS TO ENTITIES, SERVICES, 
INSTITUTIONS  



 
 
 

 
 
 
 

MEDIA 
IMPACT! 



A TV PROGRAMME “TOT UN MÓN” HAS FOCUSED 
2 YEARS ON ANTIRUMOURS MESSAGES 





THEATRE SCHOOL  



TRAINING POLITICANS AND 

CIVIL SERVANTS  



RAP  
WORKSHOP  



THEATRE SCHOOL STUDENTS IN GETXO  



TENERIFE ANTIRUMOURS AGENTS         
 
          THE WHEEL OF “RUMOURS”  
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