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This toolkit embarks on a jour-
ney into the wor ld of ar t ivism—an 
intr icate blend of ar t and act iv-
ism that transcends boundar ies 
to foster social change and ad-
vocacy. Aimed at empowering 
young creatives, educators, and 

social advocates, i t is careful ly 
designed to of fer insights and 
pract ical guidance across var ious 
spheres of ar t ivism.
Ar t ivism harnesses the transfor-
mative power of ar t to address 
societal issues, especial ly gen-

der equali ty, ignite dialogue, and 
inspire act ion. This toolkit aims to 
equip groups and individuals with 
the tools, knowledge, and ethi -
cal pr inciples essential for lever-
aging ar t as a force for societal 
change.

WHO IS THIS 
TOOLKIT FOR?

Who is this toolkit for?
Youth workers and organisat ions 
seeking innovative and alterna-
t ive forms of youth par t ic ipat ion.

What is i ts purpose?
Foster ing connection to social 
issues and encouraging deeper 
engagement through creative ex-
pression.

Ideal for:
New Groups: Explor ing fresh 
ways to get involved and make an 
impact.
Established Groups: Enhancing 
their current methods of express-
ing concerns through ar t.
Individuals: Looking for ways to 
engage their communit ies.

Note for New Groups:
 ► Group Bonding: It ’s essen-

tial to schedule extra t ime 
at the star t of workshops for 
par ticipants to get acquainted 
and establish trust.

 ► Trust Building: Ar tivism, 
par ticular ly when addressing 
sensit ive themes like gen-
der equality, requires a safe 
space where par ticipants feel 
comfor table expressing them-
selves.

 ► Continuity: Where possible, 
facilitators should aim to work 
with the same group over mul-
t iple sessions. This continuity 
fosters deeper connections 
and allows for more power-
ful and cohesive ar tivist out-
comes.

Describe your group:

UNDERSTANDING THE 
GOALS OF ARTIVISM

Ar t ivism can serve diverse purposes, each crucial in i ts own r ight. I t 
may seek to educate and inform the public about pressing social is-
sues, challenge stereotypes deeply ingrained in society, or galvanise 
communit ies into collect ive act ion.
Throughout this toolkit , we explore each of the dif ferent 
facets of ar t ivism—
education,
challenge, 
and mobilisation
—of fer ing pract ical strategies and inspir ing examples to guide you on 
your ar t ivist ic journey. Let ’s examine how ar t can transcend its aes-
thet ic funct ion to become a potent catalyst for posit ive social change.
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THE CREATORS 
OF THE TOOLKIT

Take pART!, implemented between 2023 and 2025 and 
co-funded by the EU, is a project focused on combin-
ing ar t therapy, and activism to promote active cit izen-
ship, youth empowerment, and gender equality. The 
project is coordinated by the association D’Anti l les 
et D’Ail leurs and br ings together seven par tners from 
France, Estonia, Spain, the Nether lands, Italy and 
Greece. As par t of this init iat ive, two key resources 
have been developed to suppor t individuals and or-
ganisations in leveraging creative practices for social 
change. 
The f irst one is this ar t ivist ic toolkit , which includes a 
theoretical section about ar t ivism, detailed workshop 
plans, and ethical guidelines. This toolkit aims to equip 
future ar t ivists with the knowledge and tools needed 
to advocate for social change ef fectively through ar-
t ist ic expression. The second resource is a toolkit on 
ar t therapy, which highlights how the combination of 
therapy and ar t can be transformative in addressing 
social issues while working with youth.
This ar t ivist ic toolkit , developed by femLENS, of fers 
a foundation in ar t ivism, outl ining its pr inciples and 
signif icance. The workshop outl ines provide samples 
of structured approaches to conducting ar t ivist ic ac-
t ivit ies. Meanwhile, the ethical sections address the responsibil i t ies 
and considerations necessary when engaging in ar t ivism, emphasising 
respect for diverse voices and communit ies. 

D’Antilles et D’Ailleurs is a 
feminist association based in 
Mar tinique and founded in 2016, 
f ighting for women’s r ights and 
against all forms of gender-based 
violence and discr imination. The 
association has an intersection-
al and abolit ionist approach. In 
par t icular, i t works to facil i tate 
access to cit izenship and socio-
professional integration of the 
most vulnerable women and gir ls 
- from migrant and minor ity back-
grounds, vict ims of prostitut ion 
and traf f icking.

femLENS is a volunteer-dr iven 
non-prof it association founded in
2015, dedicated to teaching doc-
umentary photography to women 
and gir ls from diverse economic 
and cultural backgrounds. With a 
successful track record of work-
ing with groups who have never 
had documentary photography 
experience before, femLENS use 
photography, exhibit ions, publi -
cations, and online tools to run 
campaigns focusing on women’s 
r ights. femLENS collaborates 
with other women’s organisations 
to help them develop their cam-
paigns.

NoGap is a non-prof it established 
in Orvieto, Italy, in 2020 to sup-
por t individuals facing mental 
suf fer ing, violence, and exploi -
tat ion. Driven by the question, 
“What ’s Normal?”, NoGap chal-
lenges societal norms and works 
to promote dignity and autonomy 
for those at the margins. Focused 
on gender violence, dual diagno-
ses, and mental health, NoGap 
creates pathways to recovery and 
autonomy for vulnerable women 
and youth, of fer ing safe spaces 
and integration oppor tunit ies. 
Through dedicated services, 
NoGap addresses the intersec-
t ion of mental health and trauma, 
f ighting st igma and facil i tat ing ac-
cess to essential suppor t.

https://www.takepart.dantillesetdailleurs.org/resource/
https://www.takepart.dantillesetdailleurs.org/resource/
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INTRAS is a non-prof it organ-
isation commit ted to improving 
mental health and social inclu-
sion. Founded in Spain in 1994, 
we have a strong track record 
of high-quality research and in-
tervention. Our mission is to en-
hance European societies by 
addressing mental health chal-
lenges and social exclusion. We 
focus on individuals with mental 
health disorders, the elder ly, and 
those at r isk of social exclusion. 
Through our network of centres 
and over 700 professionals, we 
of fer var ious services, including 
psychosocial rehabil i tat ion, voca-
t ional training and employment, 
and social inclusion programs. By 
adopting a recovery-or iented ap-
proach, we empower individuals 
to take control of their l ives and 
reach their ful l potential. INTRAS 
is dedicated to making a posit ive 
impact on the l ives of individuals 
and communit ies.

Élan Interculturel is an asso-
ciation based in Paris, France, 
dedicated to creating pedagogi-
cal tools in the f ield of intercul-
turality. Commit ted to nur tur ing 
intercultural skil ls, Élan str ives 
to promote dialogue between cul-
tures and foster a deeper under-
standing of one another. At its 
core, Élan champions openness, 
hospitality, and active l istening, 
all while encouraging individuals 
to explore and deepen their own 
cultural identit ies.

Innovation Hive is a pr ivate 
non-prof it organisation based in 
Greece dedicated to enhancing 
the economic and social cohesion 
of European societies through 
research and innovation. Fo-
cused on addressing contempo-
rary challenges, Innovation Hive 
seeks sustainable solutions that 
foster growth and create a last-
ing societal impact. By combining 
skil ls, tools, values, and motiva-
t ion, Innovation Hive str ives to 
empower communit ies and con-
tr ibute to transformative social 
init iat ives, aligning closely with 
the pr inciples of the Take pART! 
project. Its commitment to innova-
t ion and inclusion plays a pivotal 
role in dr iving social change and 
promoting active cit izenship.

Stichting ar t .1 is an Amsterdam-
based foundation working on in-
ternational cooperation projects 
on human development, demo-
cratic par t ic ipation and human 
r ights through the ar ts. We work 
in the intersection between social 
and cultural work, using ar t as 
a dr iver for change. The organ-
isation was established in 2011, 
and it uses the f irst ar t ic le of the 
Dutch constitut ion as its founding 
document, which states that no 
one shall be discr iminated against 

on grounds of religion, race, po-
li t ical or sexual preference – the 
organisation’s name refers to ‘ar-
t ic le’ as well as to the ar ts, de-
signing and implementing large, 
medium and small scale projects 
using ar t as a form of expression, 
communication and social trans-
formation.
Throughout the years, Stichting 
ar t.1 has worked with talented 
f i lmmakers, story tellers, change 
makers, civi l society organisa-
t ions, and young individuals on 

the visualisation of human r ights 
and LGBTi r ights through mult iple 
ar t projects in dif ferent par ts of 
the world. We of fer a plat form for 
all those untold stor ies to be told 
through f i lm, podcasts, and story-
tell ing. The foundation functions 
as an international bureau for 
human development, democratic 
par t ic ipation, and human r ights 
projects with par tners all across 
the globe. 
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In 2024, as par t of the Take pART! project , femLENS held an ar tiv-
istic residency in Narva, Estonia. This residency signif icantly con-
tr ibuted to the development of this ar t ivist ic toolkit . Activit ies dur ing 
the residency provided valuable insights and experiences that informed 
the content and structure of the toolkit , ensuring it was both practical 
and contextually relevant.

The ar tivism residency in Haarlem, The Netherlands, organised by 
Stichting ar t .1 on August 13–15, 2024, provided an essential space 
to test and ref ine the methodologies outl ined in this Ar t ivism toolkit . 
Over three days, par t ic ipants, including refugees, queer individuals, 
and youth, engaged in var ious ar t forms such as zine-making, collages, 
and visualising safe spaces. These activit ies encouraged personal ex-
pression and emotional exploration while foster ing a sense of commu-
nity and mutual suppor t among at tendees.
Feedback from par t ic ipants was instrumental in ref ining the toolkit . 
Many appreciated the diversity of ar t ist ic approaches and the use of 
digital tools, such as iPads, for presentations, which allowed for f lex-
ibi l i ty in creative expression. Exercises such as the safe space visuali -
sation helped par t ic ipants confront personal challenges in a suppor t ive 
environment, highlighting the impor tance of emotional engagement in 
ar t ivism.
The residency’s collaborative atmosphere and practical testing of 
methodologies emphasised the impor tance of accessibil i ty, adaptabil -
i ty, and inclusivity in the Ar t ivism toolkit . These insights ensured the 
toolkit would resonate with a broad audience, making it a versati le re-
source for foster ing social change through ar t.

In the last week of May 2024, élan interculturel organised the Take 
pART! workshop tit led The Ar t of Revolution: Gender and Resis-
tance in Paris, France. Linking int imacy and polit ics, the workshop 
invited young people identifying as queer to explore how ar t ivism tools 
can transform anger into empowerment for marginalised gender identi -
t ies, while giving them the chance to communicate their experiences 
to others.
The workshop focused on two pr imary ar t forms: visual mediums—in-
cluding zines, st ickers, placards, f lyers—and podcasts. These creative 
approaches allowed par t ic ipants to express their identit ies and per-
spectives through impact ful story tell ing. Lou Dvina and Seungjoo Bae’s 
generous collaboration fur ther enr iched the event — their exper t ise 
guided par t ic ipants in their exploration of ar t ivism.

In Mar tinique, the ar tivistic training took place in June 2024, or-
ganised by D’Antilles et D’Ailleurs, br inging together ten local youth 
with a diverse background. The central theme of the training was gen-
der equality in Mar tinique, and with the youth collaboration, the as-
sociation tested several activit ies: from documentary photography to 
visual ar ts, producing a zine, creating posters, designing and painting 
a mural on the theme of the “ fanm potomitan”, which explores the lo -
cal concept of the woman as the central f igure of the family and the 
mult iple nuances of this concept. Valuable insight was gained for the f i -
nalisation of this toolkit , especially concerning the need for facil i tators 
to be prepared for par t ic ipants to share some traumatic experiences 
tr iggered by the gender equality theme. 

From October 7 to 10, 2024, NoGap held an ar tivism residency in 
Orvieto, I taly, as par t of the Take pART! project. The residency brought 
together young women af fected by gender-based violence, youth with 
dual diagnoses (mental health related + addict ion), and students from 
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Orvieto’s ar t high school to explore ar t ’s potential for social change. 
Par t ic ipants engaged with two main ar t forms: visual mediums—includ-
ing zines, st ickers, placards, and f lyers. The collaborative zine-making 
workshop tackled cr it ical issues such as online violence, femininity in 
media, and suppor t systems for those facing abuse, providing a plat-
form for personal and collective expression. In parallel, a f lyer work-
shop invited NoGap’s target group to examine stereotypical femininity 
under the theme “What ’s Normal?” result ing in impact ful visual con-
tent distr ibuted around Orvieto. These activit ies fostered collaboration 
while encouraging par t ic ipants to challenge societal norms and imag-
ine alternative narratives.
This residency provided essential insights for ref ining the Ar t ivism tool-
kit . Feedback from young women with dual diagnoses, who viewed gen-
der-based violence as an accepted reality in their l ives, underscored 
the impor tance of straight forward, accessible resources and content 
that directly addresses such experiences. Engaging a broader demo-
graphic, including students unfamiliar with social impact of ar t, helped 
shape the booklet ’s themes, emphasising inclusivity and awareness. 
Init ial sessions on “ar t ivism” and gender violence revealed knowledge 
gaps, informing clearer, more practical messaging. Group presenta-
t ions of fered an oppor tunity to ref ine complex ideas into approachable, 
actionable resources, with par t ic ipant feedback crucial in this process.
Logist ical challenges, such as coordinating a large group, reinforced 
the impor tance of f lexible content and well -structured activit ies. De-
spite these challenges, the residency successfully demonstrated the 
transformative power of ar t ivism. It provided invaluable feedback, en-
sur ing that the Ar t ivism toolkit would be a versati le and ef fective tool 
for foster ing engagement and dr iving social change.

The ar tivism ar t residency in Larissa, Greece, called ‘’Do Your 
Par t!’’ was held from September 8 to 24 as par t of the Take pART! 
Project from Innovation Hive, gather ing young par t ic ipants to explore 
themes of active cit izenship, while focusing on suppor t ing young wom-
en. Across eight workshops, par t ic ipants engaged with per formative 
ar ts—including drama, sketching, story tell ing through images, and lyr-
ics (songwrit ing) composit ion—to ref lect on and express ideas about 
social activism and civic responsibil i ty. Each workshop began with an 
introduction to ar t ivism and the concept of active cit izenship, of fer ing 
context and inspiration to over 50 at tendees and encouraging them to 
see ar t as a means to create posit ive social change. 
Here is an overview of the workshop ser ies: 
“Your Ar t is Your Par t ” : Linking personal expression to social change.
“Music Impro-Activism” : Explor ing activism through musical improvisa-
t ion.
“Sketching for Al l ” : Using sketches to address social issues.
“One Picture, Multiple Perspectives” : Challenging stereotypes through 
photography and writ ing.
Drama Workshops : Highlighting civic engagement and human r ights.
The culmination of the residency saw par t ic ipants not only enr iched 
by their creative experiences but also inspired to take these newfound 
skil ls and perspectives into their communit ies. The “Do Your Par t! ” 
Ar t ivism Residency in Lar issa exemplif ied the transformative power of 
ar t, equipping young people with tools to become active, empathetic 
cit izens and agents of social change.

Between September and November 2024, Fundación INTRAS 
hosted two ar tivism residencies in Valladolid and Zamora, Spain. 
These residencies showcased the transformative power of ar t ivism to 
foster dialogue, inclusion, and social change.
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In Zamora, workshops held at the Peromato Sociocultural Center be-
tween September 19 and October 28 focused on debate and mural 
painting, addressing themes such as social justice, gender, and iden-
t ity. These sessions brought together 12 par t ic ipants from diverse ages 
and backgrounds, including youth in foster care and individuals facing 
mental health challenges. The workshops culminated in the design of 
a collaborative mural symbolising the r ight to equitable education, with 
its f inal execution postponed to ear ly 2025 due to weather condit ions.
In Valladolid, the ARTE y MUJER project at the 20 Metros Day Center 
ran from September 19 to November 13, 2024. It used texti le ar t to ex-
plore topics l ike gender stereotypes, body acceptance, and resil ience. 
This init iat ive, aimed at women with experiences of gender-based vio-
lence and mental health challenges, resulted in a collective texti le mu-
ral representing their manifesto for equity.
Both residencies highlighted ar t ivism’s potential as a tool for expres-
sion, empowerment, and social cohesion. The outcomes provided valu-
able insights for the Ar t ivism toolkit , par t icular ly regarding the ef fec-
t iveness of collaborative and inclusive methodologies in addressing 
complex social themes.
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Ar t ivism, a dynamic fusion of “ar t ” and “act ivism,” symbolises a vibrant 
creative way of expression that transcends conventional boundar ies 
and genres. I t captures the relat ionship between ar t and act ivism, re-
ferr ing to ar t ists who use their ar t intent ionally as a form of poli t ical 
engagement and act ivists who incorporate ar t into their col lect ive ac-
t ions to advance their cause.

Tracing the roots of ar t ivism reveals a r ich histor ical tapestry. While 
the term itself is said to have gained prominence in the 1990s and it is 
at tr ibuted to the Chicanos of East Los Angeles, the intersect ion of ar t 
and act ivism has represented a profound aspect of human expression 
throughout history. 

Art as a Mirror and Catalyst
From the poli t ical ly charged 
paint ings of the Renaissance that 
subt ly cr i t iqued the status quo to 
the bold, def iant posters of the 
1960s civi l r ights and anti -war 
movements, ar t has always been 
a mirror and a catalyst for soci -
etal change. In many cultures, 
tradit ional ar t forms l ike music, 
dance, and story tel l ing have long 
served as vehic les for social and 
poli t ical commentary. This histor-
ical perspective underscores the 
endur ing power of ar t as a tool for 
social transformation, set t ing the 
stage for the contemporary ar t iv-
ism movemen.

Diverse Ar t Forms for Social 
Change
Ar t ivism employs diverse ar t 
forms—from visual ar ts, music, 
per formance, and street ar t to 
f i lm and spoken word—to convey 
compell ing messages and incite 
act ion on cr it ical, social, poli t i -
cal, and environmental issues. 
Ar t ivism is not just a local phe-
nomenon but a global language, 

connecting individuals across 
cultures and languages, and tran-
scending geographical borders.

Rethinking Tradit ional  
Activism
At i ts hear t, ar t ivism urges us 
to rethink tradit ional methods of 
protest and act ivism, emphasis-
ing the profound impact of ar t in 
al l i ts forms. It is a potent tool for 
addressing pressing global con-
cerns, foster ing dialogue, and 
str iving for a more just and eq-
uitable future. Ar t ivism becomes 
an inclusive plat form through 
mediums l ike photography, sto -
ry tel l ing, f i lmmaking, podcasts, 
and ar t ist ic per formances. 
It ampli f ies marginalised voic -
es and empowers individuals to 
share their stor ies, advocate for 
social causes, and promote gen-
der-sensit ive narrat ives.
Ar t ivism can ampli fy margin-
alised voices, empower individu-
als to share their stor ies, while 
advocating for social causes and 
promoting gender-sensit ive nar-
rat ives.

INTERSECTIONALITY  
IN ARTIVISM

Intersect ionali ty, a term coined by Kimber lé Crenshaw, is an impor tant 
framework and lens to understand the mult i faceted nature of oppres-
sion and pr ivi lege. 

Core Concept: Intersectionality posits that individuals 
experience discrimination and privilege in 
varying configurations and degrees based 
on their overlapping social identities.
Crenshaw, K. (1991). Mapping the Margins: Intersect ional i ty, Ident i ty Pol i t ics,  
and Violence Against Women of Color. Stanford Law Review, 43(6), 1241–1299.

https://law.ucla.edu/faculty/faculty-profiles/kimberle-w-crenshaw
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Key Social Identit ies: Race 

Gender 

Class Sexuality 
 
Ability

Impor tance in Ar t ivism:  ► Representation: Ensures that the voices and exper iences of 
marginalised communit ies are included.

 ► Validation: Recognises the diverse exper iences of individuals 
within these communit ies.

THEORETICAL  
INTEGRATION OF  
INTERSECTIONALITY

To deepen the theoret ical discussion of intersect ionali ty within ar t iv-
ism, we can draw on scholars l ike Patr ic ia Hil l Coll ins and bell hooks. 
Coll ins’ concept of the “matr ix of domination” explores how var ious 
forms of oppression inter lock and compound the exper iences of mar-
ginalised individuals. bell hooks’ work on “ the opposit ional gaze” and 
“ talking back” provides insights into how ar t ivism can serve as a form 
of resistance and empowerment for marginalised groups, al lowing 
them to reclaim narrat ives and spaces that have histor ical ly excluded 
them.

PRACTICAL IMPLICA-
TIONS OF INTERSEC-
TIONALITY IN ARTIV-
ISM

Incorporat ing intersect ionali ty into ar t ivism means acknowledging and 
addressing dif ferent communit ies’ unique exper iences and challeng-
es. For example, an intersectional approach to gender-sensit ive 
ar t ivism might involve creating projects that specif ically address 
the experiences of disabled women of colour, who face distinct 
forms of discrimination and violence.
Ensur ing that ar t ivist ic spaces are accessible and inclusive, consid-
er ing factors such as physical accessibi l i ty, language barr iers, and 
cultural sensit ivi t ies, is essential.

EXAMPLES OF INTER-
SECTIONAL ARTIVISM

Intersect ion of gender, race, 
c lass, and migrat ion status: Sung 
A-Yoon’s documentary Overseas 
focuses on the situat ion of mi-
grant domestic workers.

Intersect ion of gender and cultural 
identity: Kara Walker, an Afr ican 
American ar t ist , is best known for 
her room-sized tableaux of black 
cut-paper si lhouet tes. These 
works address complex themes 
such as race, gender, sexuali ty, 
violence, and identity, of ten ref-
erencing the history of slavery in 
the United States.

https://youtu.be/41UR9A7pdsQ?si=s0lGkgOqUgc0-YuN
https://youtu.be/41UR9A7pdsQ?si=s0lGkgOqUgc0-YuN
https://walkerart.org/collections/artists/kara-walker
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Black LGBTQIA+ individuals, par-
t icular ly those from South Afr ica-
Zanele Muholi is a South Afr ican 
visual act ivist and photographer 
whose power ful por traits and 
self-por traits challenge the un-
derrepresentat ion and misrepre-
sentat ion of queer Black identi -
t ies in media and ar t.

Adaptat ions and Global Reso-
nance: A per formance created in 
one context can be reinterpreted 
in another, as happened with the 
per formance of the Chilean col -
lect ive LASTESIS.

 ► In Mexico, women referenced 
the high rates of femicide and 
disappearances of women in 
their ar t .

 ► In Turkey, Kurdish women in-
corporated their exper iences 
of ethnic discr imination and 
poli t ical violence.

 ► In France, the per formance 
included themes related to 
the struggles of women in 
marginalised suburban ar-
eas, of ten af fected by racial 
and economic inequalit ies.

Notable ar t ivists l ike Ai Weiwei, Banksy, Aja Monet, and many oth-
ers exempli fy the power of ar t ivism in generat ing community through 
mult i -discipl inary teamwork for a more dignif ied and meaningful co-
existence. The vision of ar t ivism is to engage people in transforming 
society through the power of ar t , believing that ar t can be a catalyst 
for social change.

Tip: Def ine Objectives Early 
for Clarity and Purpose

Ar t ivism thr ives on intent ionali ty. Encourage par t ic ipants to def ine 
their object ives ear ly on, ensur ing c lar ity and purpose.
Whether your goal is to educate, challenge stereotypes, or mobil ise 
communit ies, ar t iculat ing these aims from the outset wil l guide your 
creative process and ampli fy the impact of your ar t ivist ic work. By 
c lear ly def ining your object ives, you sharpen your focus and align your 
ef for ts with the desired outcomes, foster ing meaningful engagement 
and ef fect ive advocacy through ar t.

Artivism promotes social jus-
t ice in various ways:

 ► Raising awareness: Ar t ivism 
is of ten used to raise aware-
ness about social, poli t ical, 
and environmental issues. 
By creating power ful and 
thought-provoking ar t, ar t iv-
ists can draw at tent ion to 
these concerns and encour-
age people to take act ion.

 ► Community engagement: 
Ar t ivism aims to generate 
community through mult i -dis-
cipl inary teamwork, foster ing 
a more dignif ied and mean-
ingful coexistence. By engag-
ing people in transforming 
society through the power of 
ar t , ar t ivism can nur ture con-
f idence in taking continuous 
act ion for social change.

https://www.1854.photography/2021/11/zanele-muholi-art-and-activism/
https://www.frontlinedefenders.org/en/organization/lastesis-collective
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 ► Advocacy: Ar t ivists can use 
their ar t to advocate for spe-
cif ic causes or social just ice 
issues. For instance, envi -
ronmental ar t ivism promotes 
environmental just ice and 
raises awareness about envi -
ronmental issues.

 ► Breaking language barr iers: 
Ar t ivism can break language 
barr iers and l i teracy levels. 
as i t is not required to know 
a specif ic language to under-
stand the emotions and feel -
ings conveyed through ar t. 
This makes it an ef fect ive 
tool for reaching a diverse 
audience and promoting so-
cial just ice.

 ► Challenging injust ice: Ar t iv-
ism can be used to challenge 
social injust ice and promote 
equali ty. For example, Guer-
r i l la Gir ls have used provoca-
t ive ar t and guerr i l la-style 
tact ics to expose gender and 
racial inequali t ies in the ar t 
wor ld.

 ► Inspir ing change: Ar t ivism 
can inspire change by push-
ing poli t ical agendas through 
ar t. Ar t ists l ike Ai Weiwei and 
Banksy have used their cre-
at ive expression to advocate 
for change and raise aware-
ness of pressing social is-
sues.

In summary, ar t ivism represents a power ful union of ar t and act ivism, 
where ski l ls l ike photography, story tel l ing, and other ar t ist ic mediums 
are key components. I t is a movement that inspires, challenges and 
connects, of fer ing a unique approach to addressing the wor ld’s most 
pressing concerns and empowering voices through creative expres-
sion.



18

GENDER,  
COMMUNICATION AND 
ADVOCACY THROUGH 
THE ARTS

HISTORICAL CONTEXT
LATE 19TH AND EARLY 
20TH CENTURIES
DIVERSE ARTISTIC ME-
DIUMS

IMPACT OF ARTIVISM

FURTHER EXAMPLES

CASE STUDIES



19

In explor ing gender advocacy 
through ar t ivism, i t is crucial to 
recognise the r ich tapestry of 
cultural perspectives on gender. 
Around the wor ld, gender roles 
and issues vary, inf luenced by 
tradit ions, rel igions, and societal 
norms.

This sect ion explores how ar t iv-
ism addresses gender issues 
across dif ferent cultures. From 
regions where gender roles are 
str ict ly def ined to societ ies chal -
lenging gender norms, ar t ivism 
is a power ful tool to challenge, 
question, and redef ine gender 
norms. By showcasing global ex-
amples, we aim to highlight the 
universal relevance of gender-
focused ar t ivism while respect-
ing and learning from the unique-
ness of each culture’s approach 
to gender issues.
Gender, communicat ion, and ad-
vocacy through ar t ivism have 
been inter twined throughout his-
tory. Ar t ists use their creat ive 
expression to challenge societal 
norms, raise awareness about 
gender issues, and promote gen-
der equality.

HISTORICAL CONTEXT

LATE 19TH AND EARLY 20TH 

CENTURIES
Women across al l continents harnessed the power of ar t ivism to ad-
vocate for their r ights and challenge societal norms. Here’s a gl impse 
into the vibrant wor ld of ear ly feminist ar t ivism:

Europe and Nor th America:
Suffragettes l ike Mary Lowndes 
and Alice Paul created compel-
l ing banners, posters, and per for-
mances to demand vot ing r ights.

Lat in America:
Frida Kahlo: Through her paint-
ings, Kahlo expressed personal 
and poli t ical struggles related to 
gender, c lass, disabil i ty and iden-
t i ty.

Afr ica:
Miriam Makeba: Used music to 

highlight racial and gender injus-
t ice.

Japan:
Hiratsuka Raichō: Published a 
journal cal led Seito and f lyers to 
spread feminist ideas and chal-
lenge patr iarchal norms.

Austral ia:
Nora Heysen: Ut i l ised visual ar t 
to por tray strong, independent 
women, challenging tradit ional 
gender roles and representa-
t ions.
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DIVERSE ARTISTIC MEDIUMS

 ► Visual Ar ts: Paint ings, ban-
ners, posters.

 ► Literature: Journals, f lyers, 
zines.

 ► Music: Songs and per for-
mances.

 ► Per formance Ar t : Theatrical 

and street per formances.
 ► Photography and Video: 

Documenting reali t ies and 
creating impact ful narrat ives.

 ► Murals: Public ar t to engage 
communit ies.

Women employed a range of ar t ist ic mediums to ar t iculate their de-
mands for just ice, equali ty, and societal change. These included:

IMPACT OF ARTIVISM Ar t ivism enabled individuals to communicate impact ful messages re-
garding gender- related mat ters and highlighted the nuanced exper i -
ences of women, refugees, and ethnic minor it ies. By harnessing cre-
at ive tools, the voices and stor ies of marginalised communit ies were 
elevated, making ar t ist ic expressions a catalyst for change. These ef-
for ts:

 ► Challenged Societal Norms: Questioned and redef ined tradit ion-
al gender roles.

 ► Advocated for Equal Rights: Pushed for legal and social reforms.
 ► Inspired Action: Motivated individuals and communit ies to str ive 

for societal transformation.

FURTHER EXAMPLES  ► Mural ar t ivism: Mural ar t ivism is a form of ar t ivism that uses mu-
rals to address gender equali ty and women’s r ights issues. Init ia-
t ives l ike the “Generat ion Equali ty: Realising Women’s Rights for 
an Equal Future” campaign have used murals to foster dialogue 
and engage cit izens in conversations about social issues that are 
vital to their communit ies;

 ► Per formance ar t: Per formance ar t can be used to communicate 
feminist ideas and theor ies on GBV, as seen in the per formance 
by Las Tesis. By combining ar t ist ic per formance with poli t ical ac-
t ion, per formance ar t can engage a wider audience and explore 
mult iple perspectives on gender issues;

 ► Artivism and social media: Digital act ivism and social media 
plat forms have enabled feminist ar t ivism to reach a broader audi -
ence and inspire change in gender norms. By using visuals that ig-
nite discussions and render the diverse exper iences of resistance, 
ar t ivism can help to shif t gendered narrat ives and promote a more 
gender-equal society;

 ► Artivism and craf t ivism: Ar t ivism and craf t ivism combine ar t and 
act ivism, with ar t ists creating handmade items that advocate for 
social change. This approach al lows ar t ists to explore and com-
municate the complexity of issues related to gender, ar t , and ac-
t ivism.

 ► Textile ar t: Text i le ar t has long been a power ful medium for wom-
en wor ldwide to express their identit ies, exper iences, and forms of 
resistance in a tangible and accessible way. Through techniques 
such as weaving, embroidery, qui l t ing, and collage, women have 
histor ical ly used this type of ar t to tel l personal and collect ive 
stor ies, especial ly in contexts where their voices are marginalised 
or si lenced. This form of ‘ar t ivism’ transforms tradit ional craf ts 
into an ef fect ive tool for social change, al lowing women to convey 
complex messages about gender, culture, and just ice. Examples 
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CASE STUDIES The Guerril la Gir ls: An anony-
mous group of feminist female 
ar t ists, the Guerr i l la Gir ls use 
public campaigns and posters to 
expose gender and ethnic bias in 
the ar t wor ld. Their iconic work, 
l ike the poster "Do Women Have 
To Be Naked To Get Into the Met. 
Museum?" has sparked global 
conversations about inequality in 
the ar ts.

Yoko Ono's “Cut Piece” (1964) 
is a power ful per formance ar t 
piece in which audience members 
are invited to cut away pieces of 
Ono's c lothing, symbolising the 
object i f icat ion and passive role 
of ten imposed on women. This 
per formance is now hailed as a 
pioneer ing work in feminist ar t iv-
ism.

“Women on Walls” Campaign 
in Egypt: This street ar t project 
aims to create murals that focus 
on women’s issues and r ights in 
Egypt. The murals, painted in 
public spaces, have become a 
form of visual act ivism, promoting 
gender equality and challenging 
societal norms in a tradit ionally 
patr iarchal society.

Herstory in Ireland: Herstory 
Ireland is a project founded in 
2016 that aims to tel l the stor ies 
of Ir ish women through var ious 
forms of media and ar t ist ic ex-
pression. The project has several 
init iat ives. This mult idiscipl inary 
story tel l ing plat form i l luminates 
and celebrates female role mod-
els through pioneer ing educa-
t ion and ar t programs, inspir ing, 
educating, and empowering youth 
and the nation. The project aims 
to promote gender equali ty and 
recognit ion of the contr ibut ions of 
Ir ish women in var ious f ields.

Gender-sensit ive ar t ivist ic act ions aim to challenge stereotypes, break 
barr iers, and ampli fy the stor ies of those voices that of ten remain un-
heard. I t is about foster ing inclusivity and representat ion in the ar ts, 
ensur ing that diverse perspectives on gender, identity, and social jus-
t ice are showcased. By embracing var ious ar t forms, including those 
descr ibed in this toolkit , such as photography, f i lmmaking, podcasts, 
and murals, we create a space for marginalised communit ies to share 
their narrat ives, shaping a more inclusive and equitable society.

Find out more

Find out more

Find out more

Find out more

such as Dora Bar t i lot t i ’s work in Mexico, the “Gramáticas Texti les” 
col laborat ive exhibit ion in Spain, and many other init iat ives around 
the wor ld demonstrate the impact of col laborat ive text i le ar t in rais-
ing awareness and foster ing dialogue on impor tant social issues.

https://www.tate.org.uk/art/artists/guerrilla-girls-6858/who-are-guerrilla-girls
https://www.madamasr.com/en/2014/02/14/feature/culture/bigger-bolder-brighter/
https://www.herstory.ie/
https://www.moma.org/audio/playlist/15/373
http://www.gaceta.unam.mx/voz-publica-una-protesta-textil-contra-la-violencia-de-genero/
http://www.m-arteyculturavisual.com/2023/05/19/gramaticas-textiles-la-construccion-de-la-feminidad/
https://www.frieze.com/article/lauren-elkin-thread-of-dissent-241
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Ar t ivism is a power ful tool for 
addressing gender issues and 
promoting equality through cre-
at ive expression. This toolkit is 
designed to help you create com-
pell ing and impact ful ar t ivism 
campaigns sensit ive to gender 
dynamics. Each of the act ivit ies 
out l ined can be done indepen-
dently or as par t of a larger ar t iv-
ist ic campaign. 

Feel f ree to select the most rel -
evant act ivit ies for your goals 
and skip those that may not apply 
or for which you lack resources. 
This f lexibi l i ty al lows you to tai -
lor your approach to your spe-
cif ic context and needs, ensur-
ing that your ar t ivist ic ef for ts are 
pract ical, impact ful and respect ful 
of your community. Gender-sen-
sit ive campaigns are designed to 

address and challenge gender in-
equalit ies through thought ful and 
inclusive strategies. These cam-
paigns leverage creative expres-
sion to raise awareness, foster 
dialogue, and promote equali ty.

This toolkit is here to help you learn and take act ion. While i t gives 
you every thing you need to plan and lead ar t ivist ic act ivit ies and work-
shops, i t is meant to be used f lexibly. Adapt the suggested workshops, 
act ivit ies and outcomes to suit your context, group of par t ic ipants and 
goals. 
The chapters in this toolkit focus on the dif ferent types of mediums 
(e.g.: story tel l ing, podcasting, documentary photography, etc.) that 
can be used in ar t ivism, each providing detai led descr ipt ions of work-
shop act ivit ies, along with examples and t ips to help you plan and 
carry out your act ions. 
An entire chapter is dedicated to the ethical considerat ions of ar t iv-
ism, which we strongly encourage you to explore—this is a vital par t 
of the process.
We hope this toolkit suppor ts you in creating meaningful and impact ful 
ar t ivism. 

Gender-sensit ive campaigns aim to create a more inclusive and eq-
uitable society. By br inging these issues to the forefront, gender-
sensit ive campaigns seek to educate the public, inf luence policy, and 
inspire act ion to dismantle systemic inequali t ies. They also provide a 
plat form for marginalised voices to be heard and validated.

How to use this toolkit?

The purpose of ar t ivism

This toolkit takes the guesswork out of planning ar t ivism projects. In-
stead of star t ing from scratch, you can build on the insights shared 
here, drawn from workshops that have been successful ly carr ied out. 
I t provides pract ical guidance to help you plan and think through im-
por tant topics and considerat ions, such as ethics and inclusivity, mak-
ing i t especial ly valuable i f this is your f irst t ime leading ar t ivist ic 
act ivit ies.
By using this toolkit , you can save t ime, gain conf idence, and benef it 
f rom tr ied-and-tested approaches, ensur ing your projects are both im-
pact ful and thought ful ly designed.

Benefits of using this toolkit

Why are these action plans 
useful?

This checklist is a pract ical tool designed to guide you through plan-
ning and executing a gender-sensit ive campaign. Here is why it is 
useful:

 ► Comprehensive Planning: 
The act ion plans covers al l 
essential steps, ensur ing no 
cr it ical aspect is over looked. 
From def ining object ives to 
engaging the audience and 

evaluat ing impact, i t provides 
a structured approach to 
campaign development.

 ► Range: The act ion plans em-
phasises inclusivity at every 
stage, helping you consider 
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Pract ical t ips are designed to provide act ionable advice and step-by-
step guidance to help you navigate the ar t ivism process ef fect ively. 
These t ips are designed to break down complex ideas into manageable 
act ions, ensur ing your projects are grounded, impact ful, and achiev-
able. Whether you are new to ar t ivism or exper ienced, these t ips serve 
as a valuable resource. Feel f ree to consider what would be most ap-
propr iate in your context and remain f lexible.

By fol lowing this toolkit , you can create impact ful ar t ivist ic campaigns 
that ef fect ively address gender issues and promote equali ty.

your audience’s diverse ex-
per iences and needs. This 
ensures your campaign reso-
nates with and is accessible 
to a broader range of people.

 ► Practical Guidance: The ac-
t ion plan is designed to be 
user-fr iendly, with straight-
forward, act ionable t ips and 
examples. Whether you are 
new to ar t ivism or an exper i -
enced act ivist, i t of fers prac-
t ical advice that can be easi ly 
implemented.

 ► Flexibili ty: Understanding 

that resources and contexts 
vary, the out l ine act ion plan 
al lows for f lexibi l i ty. You can 
adapt act ivit ies to suit your 
specif ic situat ion, ensur ing 
your campaign remains rel -
evant and feasible.

 ► Empowerment: This tool -
kit empowers you to create 
impact ful campaigns that 
highlight gender issues and 
promote posit ive change. It 
encourages creative expres-
sion and act ive par t ic ipat ion 
from all involved.

PRACTICAL TIPS AND COMMON PITFALLS

Practical t ips

Star t Small and Scale Up:
Tip: Begin with manageable projects that do not require extensive re-
sources or large teams. Simple projects can have a signif icant impact 
and help bui ld conf idence. Beginning your journey with a pi lot project 
can give you ideas and of fer insight on how to navigate your project 
and possible challenges.
Example: Create a ser ies of posters or a small mural in a local com-
munity centre before planning a larger public ar t instal lat ion.

Leverage Community Resources:
Tip: Ut i l ise local resources such as community centres, schools, and 
l ibrar ies. Engage with local ar t ists, act ivists, and organisat ions who 
can of fer suppor t and collaborat ion. Be ready to share a project de-
scr ipt ion with them, and don’t forget to make the goal of your project 
c lear to everyone.
Example: Par tner with a local ar t school to access ar t supplies and 
gain mentorship from exper ienced ar t ists.

Build a Diverse Team:
Tip: Form a team with diverse ski l ls and perspectives to br ing dif fer-
ent strengths to the project. Include members from the community you 
aim to represent. Be aware of power dynamics and str ive to create an 
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Facilitators have a key role in creating and maintaining 
a supportive environment throughout the workshops. 
By actively listening, encouraging open dialogue, and 
being responsive to the group's needs, they help ensure 
participants feel safe and heard. Facilitators provide 
space for empowerment, as the group is supported in 
expressing through the arts. It is important that fa-
cilitators include interactive exercises to reinforce 
the project's objectives and offer frequent check-ins 
to ensure participants are on the right track. This ap-
proach helps participants better understand and ap-
ply the concepts of artivism in their work. 

Engage the Community Early:

Be Flexible and Adaptable:

Tip: Involve community members from the planning stage to ensure 
the project resonates with their needs and values. This wil l also help 
bui ld suppor t and ownership.
Example: Hold community meetings to gather input and feedback on 
the proposed ar t ivism project.

Tip: Be prepared to adapt your plans based on feedback and changing 
circumstances. Flexibi l i ty ensures the project remains relevant and 
ef fect ive.
Example: I f a proposed outdoor mural is met with resistance, consider 
alternative locations or formats, such as mobile instal lat ions.

Use Available Technology:
Tip: Use free or low-cost digital tools to plan, create, and promote 
your ar t ivism projects. Social media can be a power ful tool for en-
gagement and dissemination. Make sure you have appropr iate consent 
from all di f ferent par t ies involved.
Example: Use apps l ike Canva to design promotional mater ials and 
social media plat forms to share your progress and engage with a 
broader audience.

Document and Share Your Work:
Tip: Document the process and outcomes of your projects through 
photos, videos, and wr it ten ref lect ions. Shar ing your work helps build 
a por t fol io and can inspire others.
Example: Create a blog or social media page dedicated to your ar t iv-
ism projects, showcasing the journey and the impact.

Impor tant note:

inc lusive environment among team members.
Example: Include ar t ists, act ivists, community leaders, and youth 
representat ives to ensure a holist ic approach.
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Common pit falls and how 
to avoid them

Overambit ious Goals: Ignoring Community Feedback:

Limited Outreach:

Lack of Detailed Planning:
Pit fall: Set t ing too broad or unre-
alist ic goals can lead to frustra-
t ion and burnout. For example, at-
tempting to address every aspect 
of a systemic issue in one project 
may overwhelm par t ic ipants and 
di lute the focus of your ef for ts.
Solution: Star t with c lear, 
achievable object ives and gradu-
ally expand the scope as you gain 
exper ience and resources.

Pit fall: Fai l ing to seek and incor-
porate feedback from the commu-
nity can alienate your audience 
and reduce the project ’s impact.
Solution: Seek feedback through 
surveys, focus groups, and infor-
mal conversations. Create oppor-
tunit ies to gather feedback, such 
as community events or c losed 
exhibits. Use this feedback to 
make informed adjustments to 
your project. 

Pit fall: Not using diverse channels to reach your audience can l imit 
the campaign’s reach and engagement.
Solution: Uti l ise mult iple plat forms for outreach, including social me-
dia, local media, community events, and word-of-mouth. Tailor your 
messages to dif ferent audiences.

Pit fall: Skipping detai led plan-
ning can result in missed dead-
l ines, resource shor tages, and 
poor ly executed projects.
Yet detai l ing every aspect of a 
project can be a challenge, as 
you might not be able to foresee 
act ions in detai l.
Solution: Develop a detai led 
project plan with t imelines, re-
source l ists, and contingency 
plans. Include impor tant mile -
stones, review and adjust the 
plan regular ly as needed. 

Burnout Among Team Mem-
bers:
Pit fall: Pushing too hard without 
rest can lead to burnout among 
team members, af fect ing the proj -
ect ’s quali ty and sustainabil i ty.
Solution: Ensure a balanced 
workload, take regular breaks, 
and foster a suppor t ive team en-
vironment. Encourage self-care 
and mutual suppor t. Overlooking Ethical Considerations:

Pit fall: Ignor ing ethical considerat ions can harm the community and 
damage the project ’s credibi l i ty. For instance, a project that uses 
sensit ive imagery or stor ies to raise awareness may inadver tent ly re-
traumatise par t ic ipants or communit ies i f their exper iences are not 
handled with care and respect.
Solution: Prior it ise ethics by obtaining informed consent, respecting 
cultural sensit ivit ies, and ensur ing representat ion and inclusivity in 
your projects. Pr ior i t ise trauma- informed pract ices by consult ing with 
community members and exper ts before using sensit ive mater ials. En-
sure par t ic ipants have the oppor tunity to share their exper iences on 
their terms, and give them the option to withdraw at any point without 
consequences.

Insuf f icient Evaluation:
Pit fall: Not evaluat ing the proj -
ect ’s impact can result in missed
oppor tunit ies for learning and im-
provement.
Solution: Include evaluation 
methods such as surveys, inter-
views, and observation in your 
project plan. Use the f indings to 
ref ine future projects.
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Use Inclusive Language:

Be Culturally Sensit ive:

Use Empowering Language:

Avoid Stereotypes: Be cautious not to perpetuate gender stereotypes 
in your language. Challenge tradit ional roles and representat ions
Use gender-neutral terms: Instead of “policeman”, use “police of-
f icer ”. Instead of “mankind”, use “humankind” or “people”. Instead of 
she/he, use they. Instead of “businessman”, use “entrepreneur ” and 
so on. 
Ask for Preferences: When possible, ask individuals how they prefer 
to be addressed or referred to. For example, not al l women l ike to be 
addressed as “ ladies” or “gir ls.”

Respect Cultural Dif ferences: Acknowledge and respect the diver-
sity in gender expressions across dif ferent cultures.
Avoid Cultural Appropriat ion: Be mindful of cultural appropr iat ion in 
your ar t and messaging. Always aim for representat ion and collabora-
t ion rather than exploitat ion.

Highlight Strength and Agency: Use language that empowers and 
por trays individuals as act ive agents rather than passive vict ims. In-
stead of saying, “These communit ies suf fer from systemic pover ty,” 
you could say, “These communit ies are resi l ient and resourceful, ac-
t ively working to overcome the challenges of systemic pover ty.” 
Posit ive Framing: Frame gender issues in a way that focuses on 
posit ive change and empowerment rather than solely on vict imhood 
or oppression. Rather than stat ing, “Women are oppressed and mar-
ginalised in this society,” you could reframe it as, “Women are leading 
movements for change and challenging societal barr iers.” This focus-
es on their agency and the act ive role they play in creating change.

LANGUAGE AND
MESSAGING GUIDE-
LINES FOR GENDER 
ADVOCACY IN ARTIV-
ISM

Be Specif ic and Accurate:

Be Sensit ive to Intersectionality:

Review and Feedback:

Encourage Dialogue and Understanding:

Clarity in Messaging: Ensure your messages are c lear and accu-
rately represent the gender issues you are addressing.

Recognise Intersectional Identit ies: Understand that gender inter-
sects with other identit ies, such as race, c lass, sexuali ty, and abil -
i ty. Ref lect on these intersect ions in your language and messaging. I f 
possible, make some space in your ar t ivism journey to ref lect on your 
own and your group’s intersect ionali ty as a f irst step to approach this 
complex topic.
Avoid Single-Story Narratives: Avoid oversimpli fying complex is-
sues. Recognise the mult iple and var ied exper iences within gender 
narrat ives.

Seek Diverse Opinions: Before f inalising your messages, seek feed-
back from diverse groups, especial ly those represented in your work. 
You can create oppor tunit ies to engage others through showcasing a 
preview of your work, asking questions and invit ing to share anony-
mous feedback through st icky notes, QR codes and online forms. 
Be Open to Learning and Adapting: Be wil l ing to learn and adapt 
your language based on new understandings and feedback.

Educational Approach: Use your ar t and messages to educate your 
audience about gender issues in an accessible and engaging way.
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BUILDING GENDER-SENSITIVE ARTIVISM 
CAMPAIGNS
This is a Step-by-Step Guide with detailed instructions on how to create and execute an ar t ivism 
campaign on gender issues. We suggest that you use this par t to guide your planning and imple-
mentation. We advise you to develop a personal plan that has ref lected and touched upon every item 
outlined below.

Tip: Identifying Key Messages 
for Your Ar t ivist Campaign

Listen act ively to community 
members, engage in dialogues, 
and conduct research to identi fy 
pressing issues. From these in-
sights, dist i l  c lear and concise 
key messages that resonate with 
your audience’s values and expe-
r iences.

Step 1: Def ine Your Objective Step 2: Research and Under-
stand Your Topic

Step 3: Identify Key Messages

Step 6: Create the Ar t

 ► Identi fy the specif ic gender 
issue or theme you want to 
address (e.g., gender equal-
i ty, combating gender-based 
violence).

 ► Clear ly def ine what you hope 
to achieve with your cam-
paign (awareness, at t i tude 
change, policy change).

 ► Q: What specif ic gender issue 
or theme do you feel c loser to 
you and want to address?

 ► Gather information and sta-
t ist ics about the gender issue 
to ensure an informed ap-
proach.

 ► Understand the cultural and 
social context surrounding 
the issue.

 ► Q: Have you gathered enough 
information and considered 
the cultural and social con-
text of the gender issue you 
are addressing?

 ► Develop clear, concise mes-
sages that communicate your 
campaign’s purpose.

 ► Ensure messages are sen-
sit ive to and inclusive of di -
verse exper iences.

 ► Q: What key messages wil l 
resonate with your audience 
and how can you best com-
municate i t?

 ► Engage ar t ists and commu-
nity members in the creation 
process.

 ► Encourage creativity and 
inclusivity in expressing 
the campaign’s messages 
through ar t.

 ► Q: How wil l you look for ar t-
ists to involve and how wil l 
you engage community mem-
bers? 

Step 4: Choose Your Ar t 
Form(s)

Step 5: Plan Your Campaign 
(Go to page 90 to f ind a cam-
paign planner template)

 ► Select the ar t form(s) that 
best convey your messag-
es and suit your object ives. 
Consider visual ar ts, per for-
mance, music, digital media, 
etc.

 ► Think about the accessibi l i ty 
and impact of each ar t form 
on your intended audience.

 ► Q: Which ar t form(s) best suit 
you and your messages? And 
are they accessible and im-
pact ful for your intended au-
dience?

 ► Develop a detai led plan, in-
c luding t imelines, resources 
needed, and steps for creat-
ing the ar t.

 ► Consider par tnerships with 
local ar t ists, act ivists, and 
organisat ions for broader 
reach and suppor t.

 ► Q: Have you reserved t ime to 
develop a detai led plan that 
includes a t imeline, resource 
needs, and potential par tner-
ships to suppor t your cam-
paign?
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Step 7: Engage Your Target Au-
dience and Stakeholders

 ► Identi fy your target audience 
and stakeholders and tai lor 
your campaign to engage 
them ef fect ively.

 ► Uti l ise var ious plat forms for 
outreach, such as social me-
dia, community events, gal -
ler ies, or public spaces.

 ► Q: Who is your target audi -
ence, and what plat forms or 
methods wil l you use to ef-
fect ively reach and engage 
them?

Plat forms and Accessibili ty:

 ► Uti l ising a range of plat-
forms—from tradit ional gal -
ler ies to social media and 
streets—can help ar t ivists 
reach a broader audience. 
Each plat form has its own set 
of ethical and safety consid-
erat ions. For example, social 
media plat forms are a great 
way to broaden your reach, 
but also pose challenges 
about pr ivacy, copyr ight, and 
the potential for online ha-
rassment. 

 ► Ensur ing that ar t is acces-
sible to diverse audiences, 
including those with disabil i -
t ies, is crucial. This includes 
consider ing physical acces-
sibi l i ty and providing transla-
t ions and alternative formats.

 ► Ar t ivists should be mindful of 
potential for exploitat ion or 
misrepresentat ion of margin-
alised communit ies and str ive 
to be proact ive in addressing 
these issues to maintain in-
tegr ity and respect through-
out their projects.

Step 8: Launch and Promote 
Your Campaign

 ► Organise an event or a ser ies 
of events to launch your cam-
paign.

 ► Uti l ise press releases, social 
media, community networks, 
and collaborat ions to pro-
mote your campaign.

Community Engagement:

 ► Engaging the audience in di -
alogue and educational act iv-
i t ies can enhance the impact 
of your work. This can involve 
workshops, discussions, and 
collaborat ions with educa-
t ional inst i tut ions.

 ► Providing channels for audi -
ence feedback al lows ar t iv-
ists to understand the impact 
of their work and make im-
provements. 

 ► Use QR codes that lead to 
your feedback forms.

Free QR code generator -  
www.qrcode-monkey.com

Step 9: Monitor and Evaluate

 ► Monitor the response and 
engagement with your cam-
paign.

 ► Collect feedback and evalu-
ate the campaign’s impact on 
the audience and the issue 
addressed.

Step 10: Follow-Up and Sus-
tain Engagement

 ► Plan for sustaining engage-
ment post-campaign through 
fol low-up events, discus-
sions, or online plat forms.

 ► Consider ways to keep the 
conversation going and in-
spire ongoing advocacy on 
the gender issue.

https://www.qrcode-monkey.com/
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STORYTELLING AS A 
TOOL FOR ARTIVISM 

STORYTELLING WORKSHOP
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By femLENS and Sticht ing ar t .1

Understanding the fundamen-
tals of compelling storytelling

Story tel l ing is the ar t of using language, vocalisat ion, and physical 
movement or gesture to reveal the elements and images of a story 
to a specif ic audience. At i ts core, i t involves a narrat ive, of ten with 
a structured plot and characters, conveyed through diverse mediums 
such as spoken word, wr it ten text, f i lm, music, or dance.

In the realm of ar t ivism, story tel l ing serves as a power ful tool to am-
pli f y marginalised voices and advocate for change. It has the potential 
to evoke deep emotions and prompt act ion, equipping ar t ivists to craf t 
compell ing narrat ives that challenge stereotypes, promote equali ty, 
and empower those who have long been si lenced. Through story tel l -
ing, ar t ivists engage and mobil ise audiences, transforming tradit ional 
narrat ives and foster ing a deeper understanding and commitment to 
societal transformation.

A compell ing story involves character development, conf l ict , resolu-
t ion, and emotional engagement. Story tel l ing of fers a dynamic plat-
form to convey impact ful messages across var ious forms—whether 
through wr it ten narrat ives, visual story tel l ing, podcasts, or spoken-
word per formances.

 ► Embracing personal narra-
t ives: Personal stor ies reso-
nate deeply. Embracing per-
sonal narrat ives, especial ly 
those from marginalised com-
munit ies, infuses authentic -
i ty into the ar t ivist message, 
foster ing a connection with 
the audience. Faci l i tators are 
encouraged to record quotes 
and personal stor ies shared 
dur ing group discussions for 
later use, upon agreement 
with par t ic ipants.

 ► Cultural sensit ivity: Respect 
and cultural sensit ivi ty are 
vital when por traying stor ies 
from dif ferent backgrounds. 
Understanding and honour ing 
cultural nuances avoids mis-
representat ion and promotes 
empathy.

 ► Message clar ity and impact: 
Ef fect ively structur ing narra-
t ives ensures c lear, impact ful 
messages that al ign with the 
object ives of gender-sensi -
t ive ar t ivism. Using tools l ike 
metaphors or symbolism cap-
t ivates audiences and dr ives 
engagement.

 ► Inclusive perspectives: 
Diverse perspectives en-
r ich narrat ives. Incorporat-
ing voices that don’t of ten 
f ind space to be heard, or 
are marginalised, enhances 
inclusivity and broadens the 
impact of ar t ivism.

 ► Story tel l ing mediums: High-
l ight ing var ious mediums 
through which stor ies can 
be conveyed—writ ten narra-
t ives, visual story tel l ing (l ike 
photography or f i lmmaking), 
podcasts, or spoken-word 
per formances—allows indi -
viduals to choose the most 
suitable plat form for their 
ar t ivist ic message.

Tips to be a good storyteller:  ● Know your audience
 ● Think about the goal of your story
 ● Choose the right time (and the right place)
 ● Use a hook to get your audience's attention
 ● Be clear and concise
 ● Get personal
 ● Be aware of your body language
 ● Practice often
 ● Ask for feedback
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STORYTELLING WORKSHOP:

Exercise 1: Mapping Gender Stereotypes

Objective: 

Duration:

Process:

Stereotype Map

This exercise serves as an icebreaker, al lowing par t ic ipants to explore 
and share their init ial thoughts and personal exper iences related to 
gender stereotypes, set t ing a ref lect ive tone for the workshop.

15 min – 1 hr, depending on the size of the group

 ● What are key exper iences they noted down?
 ● How have these exper iences shaped their understanding of-

gender roles?
 ● Their feelings about the stereotypes they have encountered.

 ► The centre of the map could star t with a prompt or question such 
as “Gender Stereotypes I ’ve Encountered” or simply “My Exper i -
ences with Gender Stereotypes.”

 ► From the central point, par t ic ipants can draw lines or branches 
to dif ferent areas that represent var ious aspects of their experi -
ences. These could include:

 ● Personal Exper iences: Instances where they felt boxed by 
gender expectat ions. 

 ● Observations: Stereotypes they have noticed in media, edu-

Encourage them to discuss openly and share as much or as li t t le 
as they want:

 ► Star t with a br ief explanation of what gender stereotypes are and 
why it is crucial to understand and challenge them. You can refer 
to the f irst sect ion in this toolkit to draw on concepts and ideas.

 ► Introduce the concept of a “stereotype map” as a tool to visually 
organise thoughts and exper iences related to gender stereotypes.

 ► Provide each par t ic ipant with a piece of paper and some markers 
or pens. Ask them to individually draw a simple map or char t that 
represents their personal exper iences with gender stereotypes. 
This could include t imes they felt stereotyped, stereotypes they’ve 
observed in their community, or instances where they, or someone 
they know challenged these stereotypes.

 ► Have par t ic ipants pair up or form small groups to share their maps.

 ► A large wall or board accessible to al l par t ic ipants
 ► Markers, pens, scissors, and crayons
 ► Sticky notes or cardstock
 ► Tape, glue or pins for af f ix ing i tems to the wall

This ser ies of act ivit ies is designed to be f lexible, al lowing you to 
tai lor the workshop to your needs. You can run it over mult iple ses-
sions on dif ferent days (with one or more act ivit ies per session) or as 
a single-day event. Consider your context and the needs of your group 
to decide what works best.

 ► Bring everyone together and ask a few volunteers to share their 
maps and discuss with the whole group. Faci l i tate a conversation 
about common themes, dif ferences, and insights that emerged 
dur ing the small group discussions.

Materials Needed:

Planning Ahead:
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My Experiences with 
Gender Stereotypes 

Personal Experiences:

Challenges:

Feelings:

Observations:

cation, or within their community.
 ● Challenges: Times they or someone they know act ively chal-

lenged or broke away from these stereotypes.
 ● Feelings: Emotions associated with these exper iences can 

help discuss the impact of stereotypes on personal and emo-
t ional levels.

 ► On each branch, par t ic ipants can add specif ic examples or shor t 
stor ies. This helps i l lustrate their points and adds depth to the 
discussion.

 ► Encourage the use of symbols, drawings, or even dif ferent colours 
to represent var ious emotions or types of exper iences (e.g., red 
for anger, blue for sadness and green for growth/change).
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Exercise 2: Media Stereotypes Analysis

Objective: 

Duration:

Process:

To identi fy and discuss gender stereotypes in popular media, foster-
ing awareness of how media shapes societal expectat ions of gender 
roles.

1-2 hours

Discussion Points:

 ► Get ready for the workshop by select ing var ious media c l ips from 
movies, TV shows, adver t isements, and news segments that are 
commonly accessible and l ikely to contain c lear examples of gen-
der stereotyping. Ensure a diverse range of media types and con-
tent to cover a broad spectrum of gender representat ion.

 ► Begin this act ivity by dividing par t ic ipants into small groups and 
assigning them dif ferent mater ials for group analysis and discus-
sion.

 ● What stereotypes are evident in the por trayal of di f ferentgen-
ders?

 ● How might these media representat ions inf luence viewers’ 
perceptions of gender roles?

 ● Are there any posit ive aspects or challenges to the stereo-
types shown?

 ● What changes would they suggest to alter these por trayals to 
be more equitable or realist ic?

 ► Have each group present their f indings in plenary, discussing the 
key stereotypes identi f ied and their potential impacts. Encourage 
everyone to contr ibute to the discussion.

 ► Discuss how media could evolve to foster more accurate and less 
stereotypical representat ions of gender. Ref lect on the power of 
media in shaping societal norms and how par t ic ipants can become 
more cr it ical consumers of media in their everyday l ives. Record 
your f indings on paper, or a shared document, i f possible.
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Exercise 3: Creating a Gender Story Wall

Objective: 

Duration:

To visualise and understand the pervasive impact of gender stereo-
types through collect ive story tel l ing and shared exper iences.

1-2 hours

Process:  ► Ask par t ic ipants to gather wr it ten pieces, drawings, maps, or anal -
yses they had created in ear l ier sessions. Encourage them to add 
anything new they have been ref lect ing on. 

 ► Set up a wall or board in a central locat ion where al l par t ic ipants 
can easi ly access and contr ibute. Provide any addit ional mater ials 
that they might need to at tach their work or decorate the wall. You, 
as the faci l i tator, can contr ibute with your work, too.

 ► One by one, invite par t ic ipants to st ick their pieces on the wall / 
board. As they place each item, invite everyone to br ief ly explain 
how it relates to their understanding of gender stereotypes. This 
process displays their work and provides an oppor tunity for story-
tel l ing and shar ing insights with the group.

 ► As par t ic ipants add their contr ibut ions to the wall, guide them to 
think about and discuss potential themes that natural ly emerge. 
For example, themes could be organised around specif ic stereo-
types (e.g., leadership, emotionali ty, domestic roles), responses 
to stereotypes (e.g., challenging, conforming), or the set t ings in 
which stereotypes are encountered (e.g., work, home, media). Use 
coloured markers or st icky notes to visually group related stor ies 
and themes on the wall.

 ► Once al l mater ials are displayed, give par t ic ipants t ime to view 
the entire wall. Faci l i tate a guided ref lect ion where par t ic ipants 
can discuss what they observe, the themes that emerge, and how 
the visual representat ions impact their understanding of the topics 
covered. Encourage them to consider how these stereotypes can 
be challenged or redef ined. Discuss pract ical steps or strategies 
that could be taken to address these stereotypes in their personal 
l ives or broader communit ies.
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Exercise 4: Future Vision Stories

Objective: 

Duration:

Process:

To envision a wor ld free of gender stereotypes and explore the soci -
etal transformations necessary to achieve this vision.

1-2 hours

 ● Ask par t ic ipants to identi fy which aspects of the envisioned 
societ ies are most inspir ing or surpr ising.

 ● Discuss the pract ical steps and challenges in moving towards 
the envisioned future. This might include changes in educa-
t ion, policy, cultural norms, and personal behaviours.

Discussion: Facil i tate a group discussion about the common themes 
and ideas that emerged from the stor ies.

 ► Introduce the concept of this exercise by emphasising the power 
of visionary thinking in dr iving social change. Explain that imagin-
ing a wor ld without gender stereotypes helps c lar i fy and identi fy 
the goals and steps needed for societal transformation.

 ► Give par t ic ipants 20 -30 minutes to wr ite a shor t story set in a fu-
ture where gender stereotypes do not exist.

 ► Invite par t ic ipants to share their stor ies in small groups then move 
to plenary. Take into considerat ion the t ime available. 

 ► Transit ion from discussion to act ion planning. Have par t ic ipants 
identi fy specif ic act ions they can take, or advocate for in their 
communit ies, to move closer to the futures they have envisioned. 
This might involve commitments to raise awareness, inf luence 
policy, change personal interact ions, or suppor t relevant organ-
isat ions.
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 ● How has your understanding of story tel l ing changed through-
out this workshop?

 ● Can you share a moment or story from today that par t icular ly 
impacted you?

 ● How do you see yourself using story tel l ing dif ferent ly in the 
future?

 ● Were there any themes or ideas brought up today that you 
found challenging or eye-opening?

 ● What did they l ike?
 ● What could be improved?
 ● How do they feel about story tel l ing now?

 ► Ask par t ic ipants to choose one story or aspect of the workshop 
that resonated with them the most. Encourage them to create a 
shor t narrat ive, poem, or even a visual piece that captures their 
personal ref lect ion on that element.

 ► Wrap up with a f inal shar ing round where everyone shares one 
word that sums up their workshop exper ience.

 ► Remember to wrap up the session by asking for feedback on the 
workshop as a whole.

Exercise 5: Ref lecting on storytelling

Objective: 

Duration:

To give par t ic ipants an oppor tunity to ref lect on their personal and col -
lect ive journey throughout the workshop, examining how their views 
on story tel l ing and its power have evolved. This exercise also encour-
ages par t ic ipants to ar t iculate their own story tel l ing vision.

1-2 hours

Process:  ► Story Collection: Ensure each par t ic ipant has access to al l the 
stor ies and mater ials created and discussed throughout the work-
shop.

 ► Reflection Space: Arrange a comfor table set t ing conducive to 
open discussion and ref lect ion. Maybe circ le up chairs or create a 
relaxed ambience with cushions on the f loor.

 ► Provide par t ic ipants with some quiet t ime to think about al l the 
stor ies they have engaged with dur ing the workshop. Ask them to 
br ief ly wr ite down key moments or insights that stood out to them. 
You can ask to star t the ref lect ion individually, then move into 
pairs or small groups before shar ing with the ful l group.

 ► Re-convene as a group and faci l i tate a discussion around a few 
guiding questions:
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Tip: Managing long pauses dur ing group work is essential for keeping 
the energy and focus of the group intact. Here are some recommenda-
t ions for faci l i tators:

Recognise Silence: Br ief ly ac-
knowledge the pause, as i t can 
help normalise i t and reduce any 
discomfor t. A simple, “ I t seems 
we are al l taking a moment to 
think,” can ease the group.

Restate the Question: I f the 
group is stuck, tr y rephrasing or 
simpli fying the question or task at 
hand. Sometimes, confusion can 
cause pauses.

Summarise Progress: Brief ly 
recap what has been discussed 
so far. This can help reignite the 
conversation and remind par t ic i -
pants of key points.

Share Your Thoughts: I f the 
group is hesitant, you can mod-
el the type of contr ibut ion you 
are looking for by shar ing your 
thoughts or an example. This can 

serve as a catalyst for others to 
join in.

Use Posit ive Reinforcement: 
Acknowledge contr ibut ions posi -
t ively, which can encourage oth-
ers to speak up.

Observe Group Energy: Be 
aware of the group’s energy lev-
els. Sometimes, a pause might 
indicate that the group needs a 
shor t break or a change of pace.

Encourage Equal Par t icipa-
t ion: Ensure that al l voices are 
heard, especial ly i f some par-
t ic ipants tend to dominate the 
conversation. This might require 
gently steer ing the conversation 
towards quieter members. Re-
mind everyone there is no r ight 
or wrong answer, especial ly when 
shar ing personal exper iences. 

Reassure the group that every-
one can share as l i t t le or as much 
as they feel comfor table. Make 
sure you are aware of any pos-
sible power dynamic among your 
group. Set rules on t iming and 
share them with your group, so 
that everyone understands there 
are equal oppor tunit ies to share 
(e.g: “We have 20 minutes for this 
par t and there are 10 of us, that 
means we have a couple minutes 
each to share.”)

Revisit the Pause: Af ter the ses-
sion, ref lect on why the pause oc-
curred (recognising si lence) and 
whether i t might indicate a need 
for adjustments in faci l i tat ion 
style, group dynamics, or task 
dif f iculty. This can improve future 
sessions.
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African American Storytelling: 
Story tel l ing has deep roots in Af-
r ican American culture. Histor i -
cal ly, i t has served as a means 
to preserve history and culture, 
especial ly when education was 
restr icted. Notable f igures l ike 
Maya Angelou and James Baldwin 
have used their narrat ives to ex-
plore themes of race and identity. 
Angelou’s memoir, I Know Why 
the Caged Bird Sings, recounts 
her chi ldhood and the challeng-
es she faced. At the same t ime, 
Baldwin’s works provide profound 
insights into the complexit ies of 
race relat ions in America.

Indigenous Storytelling: Indig-
enous communit ies of ten use sto -
ry tel l ing to convey cultural val -
ues, history, and teachings. For 
instance, the oral tradit ions of 
Native American tr ibes serve to 
pass down knowledge about their 
her itage, spir i tuali ty, and connec-
t ion to the land. Stor ies l ike those 
of the Anishinaabe people of ten 
include lessons about respect for 
nature and community.

Latinx Storytelling: Latinx com-
munit ies ut i l ise story tel l ing to 
highlight their cultural narra-
t ives and struggles. Authors l ike 
Sandra Cisneros and Junot Díaz 
share stor ies that ref lect the im-
migrant exper ience, identity, and 
the complexit ies of navigating 
mult iple cultures. For example, 
Cisneros’ The House on Mango 
Street presents vignet tes that 
capture the l i fe of a young Latina 
gir l growing up in Chicago.

Examples of Storytelling in 
Minority Communities

Online Resources: The Everyday Sexism Project, created by Laura Bates, “exists to catalogue instances 
of sexism exper ienced daily. They might be ser ious or minor, outrageously of fensive or so niggling and 
normalised that you do not even feel able to protest.” These stor ies are shared on social media to raise 
awareness and foster understanding.
Everyday Sexism Project website

https://everydaysexism.com/
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EXPLORING GENDER 
THROUGH CREATIVE  
EXPRESSION

PERFORMANCE ARTS IN PUBLIC SPACES

FLYERS

A STEP-BY-STEP GUIDE TO CREATING  
IMPACTFUL ARTIVISTIC MURALS
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An Overview Creating feminist ar t ivism workshops is a fantast ic way to engage par-
t ic ipants in the explorat ion and creation of ar t that challenges gender 
stereotypes and promotes equali ty. Below is a sample out l ine for a 
ser ies of act ivit ies to br ing to l i fe your ar t ivist ic campaign. The detai ls 
for each workshop are provided in this toolkit , and you can make each 
session as long or as shor t as required. 

Tip:
Spend some t ime laying down ground rules at the star t . Ground rules 
are a group agreement that can be used to help set expectat ions and 
then returned to as a guide for behaviour.

Here are some examples of 
ground rules you might want to 
include:
One mic: Only one person speaks 
at a t ime. No side conversations.

Land the plane: Be concise and 
get to your point. 

Take space, make space: Every-
one should contr ibute. Af ter you 
speak, let others have their turn 
before speaking again.

Confusion clapping: I f someone 
is confused, they can call i t out, 
and the group is available to c lar-
i f y before moving on.

What happens here, stays here: 
Share lessons learned, but keep
personal stor ies within the group.

Parking lot: Note ideas or issues 
that ar ise but can’t be addressed 
immediately and revisit them lat-
er, i f possible.

Respect the agenda: St ick to the 
agenda and t ime l imits.

Use “I” statements: Speak from 
your own exper ience and avoid 
assuming others feel the same.

Be curious: Listen to understand; 
i f you disagree, do it respect ful ly. 

Assume good intentions: Re-
member that everyone is on the 
same team, even when opinions 
dif fer.

No distractions: Si lence and put 
away phones to stay focused.

1.Introduction to Feminist 
Ar t ivism (Duration: 30 min-
utes)

2. Guided Discussion on Gen-
der and Ar t (Duration: 1 hour)

3. Ar t ist ic Expression Exercise 
(Duration: 2 hours per activity)

 ► A br ief presentat ion on the 
history and impact of feminist 
ar t ivism (descr ibed in the 
f irst par t of the toolkit).

 ► Discuss the role of ar t in 
challenging gender norms 
and stereotypes.

 ► Group discussion on person-
al exper iences with gender 
stereotypes.

 ► Explorat ion of how ar t can 
be used to address and chal-
lenge these stereotypes.

 ► Par t ic ipants create individual 
or col laborat ive ar t pieces 
that express their perspec-
t ives on gender equali ty and 
feminism.

 ► Various mediums can be 
used, such as a collage, f ly-
ers, sculpture, digital ar t , or 
per formance.
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4. Collaborative Ar t Project 
(Duration: 4 -8 hours minimum 
per activity)

5. Crit ique and Feedback Ses-
sion (Duration: 2 hour)

6. Ref lection and Discussion 
(Duration: 1 hour)

 ► Working in groups, par t ic i -
pants develop a larger-scale 
ar t project that embodies 
feminist themes.

 ► This could be a mural, a zine, 
podcast or video project.

 ► Par t ic ipants present their ar t 
pieces and projects to the 
group.

 ► Construct ive feedback and 
discussion on the message, 
impact, and ar t ist ic quali ty of 
the works.

 ► Ref lect ion on the creative 
process and its potential for 
advocacy.

 ► Discussion on how par t ic i -
pants can continue to use 
ar t ivism in their communit ies.

For example: Community Murals: Par t ic ipants 
can collaborate with local ar t ists 
and community members to cre-
ate murals that address social 
issues. This can involve secur-
ing public spaces, brainstorming 
themes, and involving diverse 
community voices.

Digital Ar t ivism Campaigns: 
Par t ic ipants can create digital 
ar t campaigns, such as a ser ies 
of impact ful images or videos 
shared on social media to sup-
por t a cause.
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PERFORMANCE ARTS 
IN PUBLIC SPACES

Per formance ar t in public spaces has become a power ful tool for ar t iv-
ism, as act ivism uses ar t ist ic expression to promote social, poli t ical, 
or environmental change. Ar t ists can reach broader audiences, pro-
voke thought, and inspire act ion in ways that tradit ional act ivism or 
ar t alone might not achieve, thanks to the accessibi l i ty and visibi l i ty 
of public spaces.

The Role of Public Space in 
Ar t ivism

Examples of Ar t ivist Per for-
mance Ar t in Public Spaces: 
“El violador eres tú” (“The 
rapist is you “)
 

Public spaces are inherent ly democrat ic and accessible, making them 
ideal for ar t ivists who aim to reach diverse and of ten unsuspecting au-
diences. I t requires public par t ic ipat ion, turning passive viewers into 
act ive contr ibutors to the message conveyed by the ar t .
Per formance ar t is sometimes spontaneous and can disrupt the every-
day rout ine, prompting people to direct ly engage with the issues being 
presented. It of ten serves as a symbol of resistance against a par t of 
the system. The ar t ist is using public space to express and protest and 
through this ar t ist ic lens, they are asser t ing the r ight to free expres-
sion. By situat ing these per formances in signif icant or symbolic loca-
t ions (e.g., government bui ldings, public squares, streets), ar t ists can 
ampli fy their message, creating a dialogue between the ar twork, the 
space, and the audience.

“El violador eres tú” is an ar t ist ic and act ivist per formance init i -
ated by the Chilean feminist col lect ive LasTesis in 2019. This f lashmob 
quickly became a global symbol of the feminist movement, denounc-
ing sexual violence, rape culture, and the impunity of ten af forded to 
perpetrators within patr iarchal judic ial systems. It emerged dur ing a 
per iod of social unrest and massive protests in Chile, in 2019, when 
people were demonstrat ing against social, economic, and poli t ical in-
equali t ies. LasTesis created a piece of ar t that could channel the an-
ger and indignation of women in the face of gender-based violence, 
while resonating with people beyond Chileans borders.

The simplic ity of the per formance al lowed “El violador eres tú” to 
spread rapidly across the globe. Similar f lashmobs were organised in 
dozens of countr ies, including Mexico, Spain, France, India, and Ke-
nya, turning this per formance into a global symbol of the f ight against 
sexual violence.

 ► Choreography: The per for-
mance features a group of 
women per forming a synchro-
nised dance while chanting 
the lyr ics that highlight the 
societal complic ity in sexual 
violence. The phrase “El vio -
lador eres tú” translates to 
“The rapist is you,” direct ly 
confront ing societal norms 
and call ing out systemic in-
just ices.

 ► Public Spaces: The per-
formance typical ly occurs 
in public areas such as pla-
zas, streets, and other com-
munal spaces, making it ac-
cessible to a broad audience 
and encouraging community 
engagement. This choice of 
venue underscores the col -
lect ive nature of the protest 
and aims to provoke public 
discourse on the issue of 
sexual violence.
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Guidelines for an Ar tivist ic 
Flashmob 

1. Def ine Objectives and Message: Determine the central theme of 
the f lashmob, such as denouncing sexual violence, gender equali ty, or 
another relevant issue. Create a catchy slogan or phrase that encap-
sulates the message to help i t be noticed. This slogan can be chanted 
or displayed on signs dur ing the event.

3. Choose an Appropriate Location and Time: To maximise visibi l i ty 
and impact, i t is advised to choose a busy public space (l ike a square, 
pedestr ian street, or in front of a symbolic monument). The place can 
be par t icular ly signif icant to the message. Plan the event for a t ime 
when there are many people around, l ike a Saturday af ternoon, but 
avoid rush hours to prevent safety issues.

 ● Tip: Scout out the locat ion to envision the per formance in ad-
vance.

4. Logistics: Always ver i fy i f permits are needed to hold a f lashmob 
in the chosen public space and ensure compliance with local laws, as 
this var ies by location.

2. Design the Per formance and Distr ibute Roles: Choose an ar t ist ic 
form that conveys the message, such as a dance, song, l iv ing tableau, 
or symbolic act ion. Other types of f lashmobs can include act ing out 
scenar ios, singing, miming, or doing a freeze f lash mob. Ensure the 
per formance is easy to reproduce and accessible so par t ic ipants can 
join without extensive preparat ion or talent. Adding visual elements 
(banners, costumes) and auditory elements (chants, music) is always 
interest ing.

 ● I f possible, hire a choreographer with dance exper ience.
 ● Choose a royalty-free song to avoid legal issues when shar ing 

videos online.
 ● Design simple, visible choreography with easy-to - learn, large 

movements.
 ● Film a tutor ial video for par t ic ipants to pract ise independently.
 ● Hold rehearsals, potential ly in smaller subgroups, i f needed.
 ● Form a working group with roles such as choreographer, prop/cos-

tume makers, par t ic ipant recruiters, videographers, and conf l ict 
de-escalators.

Materials Needed: 
 ► Ar t supplies (paints, brushes, 

canvases, digital tools such 
as phones, laptops, etc.)

 ► Presentat ion equipment (pro-
jector, screen, speakers)

 ► Comfor table and adaptable 
workspace

Target Audience: 
 ► Ar t ists, act ivists, educators, 

students, and community 
members interested in gen-
der advocacy and ar t.

Outcomes:
 ► Enhanced understanding of 

feminist ar t ivism.
 ► Development of ar t ist ic ski l ls 

focused on gender advocacy.
 ► Creation of feminist ar t piec-

es that can be used for ad-
vocacy.

Post-Workshop Activit ies:
 ► Exhibit ion or online show-

case of the ar t created dur ing 
the workshop.

 ► Formation of a network or 
community group for ongoing 
feminist ar t ivist ic projects.

Organising an ar t ivist ic f lashmob requires careful planning and a c lear 
strategy to maximise impact while ensur ing safety and ef fect ive par-
t ic ipat ion. Here are guidelines for organising such an event:

By femLENS and D’Antilles & D’Ailleurs
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6. Organise and Mobilise Par t icipants: The easiest way is to create 
a communicat ion group on one of the apps popular in your region to 
coordinate par t ic ipants and share a tutor ial video to prepare them for 
the day. 

 ● Assign volunteers to manage the event, oversee the crowd, ensure 
safety, and prepare an evacuation plan in case of emergencies.
Volunteers should also organise and distr ibute necessary i tems, 
l ike props for the per formance.

5. Assemble your Team: Recruit par t ic ipants who are passionate 
about the cause through social media, local organisat ions, community
groups/events and personal networks. Also, consider forming smaller
groups within your team for specif ic roles (e.g., dancers, actors,
videographers).

7. Execution of the Flashmob: Choose a discreet meeting point where
 par t ic ipants can gather before the act ion without at tract ing at tent ion. 

 ● Ensure al l par t ic ipants know precisely how and when to star t the 
per formance as well as where the cameras wil l be. 

 ● Keep the per formance shor t and impact ful (2 to 5 minutes) to 
maintain the public’s at tent ion.

 ● Establish an Exit Strategy: Af ter the per formance, par t ic ipants 
should disperse quickly and blend back into the crowd as i f noth-
ing happened. This maintains the element of surpr ise and prevents 
disruption.

8. Document and Share the Event: Prepare a team to f i lm and photo-
graph the event from mult iple angles to capture the f lashmob’s visual 
and emotional impact.

 ● Capture react ions from bystanders and author it ies, and consider 
interviewing them and par t ic ipants to gather their thoughts.

 ● Include subtit les in the video i f there are lyr ics, and dur ing edit-
ing, add a concrete act ion viewers can take or a website for more 
information.

 ● Af ter the f lashmob, share videos, photos, and test imonials on so-
cial media and consider sending a press release to the media.

 ● Organise a wrap-up event with par t ic ipants, encouraging them to 
share the video on their social networks.

9. Evaluation of the Impact and Realisation: Gather feedback from 
par t ic ipants and spectators by tracking media coverage and social me-
dia react ions to assess the impact.

 ● The outcomes can then be used to organise future act ions, main-
tain par t ic ipant engagement, and continue raising awareness of 
the issue. 



46

FLYERS

Creating f lyers of fers numerous 
benef its for ar t ivists, serving as 
a power ful tool for self-expres-
sion and advocacy. Flyers enable 
ar t ivists to communicate their 
messages and causes, visually, 
to a broad audience, ef fect ively 
raising awareness and mobil is-
ing suppor t. Designing f lyers al -
lows ar t ivists to hone their ar t is-

t ic ski l ls and exper iment with new 
creative techniques. Distr ibut ing 
them fosters community engage-
ment, faci l i tat ing direct interac-
t ion with the public and sparking 
conversations that can lead to 
meaningful connections and dia-
logue within and beyond the com-
munity.

Through this guide, we out l ine the 
necessary mater ials and steps to 
create impact ful f lyers, ensur ing 
that ar t ivists can maximise their 
outreach and engage construc-
t ively with their target audiences.

This act ivity can be done in 
groups or individually.

Creating Ef fective Ar t ivism 
Flyers

When designing ar t ivist ic f lyers, consider the fol lowing t ips:

Clear Messaging: Ensure that the main message is concise and easy 
to understand.
Strong Visuals: Use compell ing images or ar twork that resonate with 
the theme of the f lyer.
Call to Action: Include specif ic act ions for the audience, such as at-
tending an event or visit ing a website for more information.
Contact Information: Include contact detai ls or social media handles, 
so interested individuals can connect with you or your organisat ion or 
learn more about your advocacy.

Materials Needed:  ● Whiteboard or 
large paper

 ● Markers
 ● Sticky notes
 ● Display boards 

or tables
 ● Magazines
 ● Newspapers
 ● Scissors
 ● Glue

 ● Large paper
 ● Drawing paper
 ● Pencils
 ● Markers
 ● Watercolours
 ● Brushes
 ● Laptops or tab-

lets
 ● Graphic design 

sof tware (Canva, 

Photoshop, etc.)
 ● Printer and 

paper
 ● Information on 

local laws for 
f lyer distr ibut ion 
and st ickers

 ● Contact detai ls 
for obtaining 
permissions
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Steps:

Planning and Developing Con-
tent (Session 1)

 ► Get into groups of two or three, or work individually.
 ► Brainstorm and def ine the message and object ives.
 ► Research and identi fy the target audience.
 ► Create a content plan and l ist topics.

Developing Materials (Session 
2- 4)

Collage Creation (Session 2-3): 
 ● Collect and arrange images and text cutouts from magazines 

and newspapers. Consider col lect ing dif ferent types of publi -
cat ions for a wide var iety of images.

Drawing/Painting (Session 2-3):
 ● Create hand-drawn or painted elements.

Digital Design (Session 2-3):
 ● Use graphic design sof tware to create digital f lyer elements.

Writ ing and Edit ing (Session 4):
 ● Write ar t ic les or messages for the f lyers.
 ● Review and ref ine wr it ten content.

Developing Materials (Session 
2- 4)

 ► Review all f lyer elements.
 ► Provide and receive feedback.
 ► Make necessary adjustments.

Designing, Printing, Distr ibut-
ing (Session 5- 6)

Final Design (Session 5):
 ● Assemble al l elements into f inal f lyer designs.
 ● Add i l lustrat ions, photos, and other visual elements.
 ● Ensure pages are readable and well -structured.

Printing (Session 6):
 ● Print the f lyers and st ickers.

Distribution Planning (Session 6): 
Discuss and plan distr ibut ion methods:

 ● Handing out in public (best pract ices and legal considerat ions).
 ● Postboxes (guidelines for distr ibut ion).
 ● Per formance (planning a f lyer- throwing event from a high 

place, legal aspects, and permissions).

Create f lyers using collage, drawing/paint ing, and/or digital techniques 
fol lowing a brainstorming session on messaging. Once you are done, 
you may scan the designs and pr int out copies at the local copy shop, 
cut them up and star t distr ibut ing! You can hand them out in public, 
place them into post boxes (checking local laws for public ity), or per-
form a f lyer- throwing per formance by releasing a stack of f lyers from a 
high vantage point in a busy location (with permission or be prepared 
to pay a f ine).
Last ly, these f lyer designs can be repurposed as st ickers, included in 
zines, and used in social media campaigns.
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A STEP-BY-STEP GUIDE TO CREATING IMPACT-
FUL ARTIVISTIC MURALS

Creating an ar t ivist ic mural is a compell ing way to blend ar t and ac-
t ivism, making a visual statement that can inspire and mobil ise your 
community.
Here is a step-by-step guide to help you successful ly create a mural 
that resonates with both aesthetics and purpose:

1. Identify the r ight location Audience consideration: Select a space where the mural wil l be most 
ef fect ive. Consider who needs to see the mural and what message it 
wi l l convey. High-traf f ic areas are ideal for maximum visibi l i ty. 
Permission: Ensure you have legal permission to use the space. This 
might involve negotiat ing with proper ty owners or local author it ies. 
Get t ing permission is crucial to avoid legal issues and ensure your 
mural remains a long- last ing community ar t piece.

2. Conceptualise and design

4. Execute the mural

3. Plan your materials

5. Community involvement

Team brainstorming: Gather your team for a brainstorming session 
to discuss themes and messages. Consider involving community mem-
bers in these discussions to foster broader engagement and input.
Sketch the mural: Based on the brainstorming, star t sketching the 
design. This can be done individually or as a group, depending on the 
ar t ist ic ski l ls available. Remember to consider the physical character-
ist ics of the wall—its size, shape, and texture—as these wil l inf luence 
your design.

Preparation: Prepare the wall by c leaning it and applying any necessary 
undercoats or primers. This will help the paint adhere better and last longer. 
Painting: Schedule the paint ing when weather condit ions are favour-
able. Ensure you have enough volunteers or ar t ists to complete the 
mural in the planned t ime. Consider the logist ics of meals and breaks, 
especial ly for large projects.
Time management: Allow more t ime than you think you wil l need. This 
gives you room to address any unexpected challenges that may ar ise.

Choosing paints: Decide between acryl ic paints, spray paints, or a 
combination of both, based on the desired visual ef fects and the ar t-
ists’ preferences.
Addit ional supplies: Depending on the complexity and size of the 
mural, you might need pr imers, sealants, brushes, rol lers, and clean-
ing supplies. For large or high areas, scaf folding or ladders may be 
necessary.

Engaging local talent: Invite local ar t ists or community members to 
par t ic ipate in the paint ing process. This can increase community own-
ership and appreciat ion of the mural.
Educational workshops: Organise workshops or talks about the is-
sues depicted in the mural to deepen the community ’s understanding 
and engagement with the topics.
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6. Unveiling and maintenance Celebration: Organise an unveil ing event to celebrate the mural ’s 
complet ion with the community. This can also serve as a plat form to 
discuss the mural ’s message and fur ther mobil ise community act ion.
Maintenance plan: Establish a maintenance plan to keep the mural 
looking its best. This might involve regular c leanings or touch-ups.
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GENDER EQUALITY 
THROUGH MEDIA — 
A PRACTICAL GUIDE

DOCUMENTARY PHOTOGRAPHY

GUERRILLA-STYLE EXHIBITION

PODCASTING AND SELF PUBLISHING

PODCAST

ZINE

SOCIAL MEDIA CAMPAIGN
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WHY CREATE YOUR 
MEDIA PROJECTS?

Self-publishing or accessible media is the tradit ion of creat ing and 
distr ibut ing independent content without using of f ic ial channels and 
publishers. This oppor tunity arose thanks to new technologies that 
enabled almost everyone to pr int books, leaf lets and magazines.

In today’s wor ld, self-publishing is exper iencing a renaissance thanks 
to the availabi l i ty of the Internet, design sof tware, and cheap pr int ing. 
Anyone can create and distr ibute their content regardless of censor-
ship or f inancial constraints.

Self-publishing can serve as a platform for free 
expression and exchange of ideas, as well as a 
tool to fight for freedom of expression and in-
formation independence. In regions with few in-
teresting information sources, it is an opportu-
nity to create content independently.

Modern context

The role of self-publishing

 ► Freedom of Expression: 
Creating your media projects 
al lows you to express your-
self and share your ideas 
with your audience without 
restr ict ions.

 ► Community building: Your 
media project can serve as a 
basis for bui lding a commu-
nity with l ike-minded people, 
discussing topics that inter-
est you and developing to -
gether.

 ► Practical skills and ca-
reer development: Work-
ing on media projects gives 
you valuable exper ience in 
publishing, edit ing, audio 
and video production, which 
can be helpful in a career in 
the media industry or other 
f ields.

 ► Innovation and impact: 
Media projects al low you to 
br ing innovative ideas into 
the public dialogue and inf lu-
ence public processes.
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DOCUMENTARY  
PHOTOGRAPHY

The fusion of ar t ivism and documentary photography of fers a unique 
oppor tunity to create impact ful narrat ives that resonate with people 
across borders. In this sect ion you wil l f ind instruct ions to conduct a 
documentary photography workshop. This lab wil l equip par t ic ipants 
with the knowledge and tools to engage in meaningful advocacy and 
story tel l ing. Ar t ivism and documentary photography share a profound 
connection through their common goal of ut i l ising visual story tel l ing to 
dr ive social and poli t ical change.

Here are some key points to acknowledge and share with your 
group:
Emotional connection: Ar t and visual story tel l ing can evoke deep 
emotional responses. This emotional resonance can be a catalyst for 
empathy, encouraging people to empathise with the subjects of the 
ar twork or photographs and feel compelled to suppor t the cause.
Challenge the status quo: Both ar t ivism and documentary photog-
raphy have the potential to challenge exist ing power structures and 
social norms. They can question the status quo, provoke thought, and 
st imulate conversations about pressing mat ters.
Inspiration and empowerment: These forms of creative expression 
can empower individuals by showcasing that they, too, can contr ibute 
to social change. Whether i t is taking up a camera or creating ar t , they 
inspire others to be act ive par t ic ipants in advocating for a bet ter wor ld.
Global reach: In the age of digital media and the internet, ar t ivism 
and documentary photography have the potential for a global audi -
ence. They transcend geographic boundar ies, al lowing ar t ists and 
photographers to reach individuals wor ldwide and promoting cross-
cultural understanding.
Accountabili ty and documentation: Documentary photography is a 
vital tool for recording and preserving histor ical events and societal 
condit ions. I t can hold inst i tut ions accountable for their act ions and 
provide a factual record of events. Ar t ivism can complement this by 
adding an emotional and personal dimension to these documented sto -
r ies.
Activism through ar t: Ar t ivism of ten involves creating ar t designed 
to be seen in public spaces, such as street ar t or large instal lat ions. 
These works transform public spaces into plat forms for act ivism, mak-
ing a statement and demanding at tent ion
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A PHOTOGRAPHY WORKSHOP GUIDE

 ● A mobile phone with acceptable camera quali ty
 ● A laptop for edit ing and sequencing (opt ional)
 ● An edit ing applicat ion (Snapseed for mobile phones, Adobe or 

other apps for laptops)

Workshop Objectives:

Duration:

The fol lowing photography workshop aims to inspire and educate par-
t ic ipants on using photography as a tool for act ivism and story tel l ing. 
This structured workshop wil l improve par t ic ipants’ technical photog-
raphy ski l ls and empower them to use photography as a means of 
story tel l ing and act ivism.

2 days (Note: the workshop may require two days, but par t ic ipants 
might need up to a week to develop their work)

Tools needed:

WORKSHOP OUTLINE AND PRACTICAL EXERCISES:

1. Presentation of Activist ic Photo Projects

 ► Learn about notable act ivist ic photo projects and their impact on 
society.

 ► Gain basic ski l ls in phone photography, including composit ion and 
essential photo techniques.

 ► Learn how to f ind, develop, and present a compell ing photo story.
 ► Understand how to select and sequence images to create a cohe-

sive photo story.

Hold a group discussion on the impact of these projects. Invite 
par t ic ipants to ref lect on which project resonated most with them 
and why.

Objective:

Duration: 1 hour

Reflection:

To introduce par t ic ipants to power ful examples of photography used 
for act ivism and social change.

2. Photo Techniques: Phone Photography Basics

Duration: 4 hour

Workshop Objectives: To equip par t ic ipants with essential ski l ls for taking high-quali ty pho-
tos using their phones.

 ● Overview of Darci Padil la’s work on chronic l ing the l i fe of a single 
mother l iv ing with AIDS.

 ● Introduction to the Farm Secur ity Administrat ion (FSA) Photo Proj -
ect and its documentat ion of American l i fe dur ing the Great De-
pression.

 ● Examination of Dysturb, a col lect ive of photojournalists who paste 
large-format images in urban environments to raise awareness 
about global issues.

 ● Explore femLENS Women at Work photography campaign.

Outline:

Introduce topics 1-3, focusing on the key points developed below. 
Make sure to also include t ime for the pract ice exercises.

Outline:

https://femlens.com/women-at-work-campaign/
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1. WHAT IS DOCUMENTARY 
PHOTOGRAPHY?

Documentary photography is a style of photography that aims to 
chronic le events or environments in a truthful, object ive, and of ten 
candid manner. I t involves captur ing real - l i fe moments and scenes 
to tel l stor ies, convey emotions, and provide insights into var ious as-
pects of l i fe.

Key features of documentary 
photography:  ● The pr imary goal is to tel l a story or highlight an issue through 

images.
 ● Each photograph contr ibutes to a larger narrat ive, of fer ing a 

gl impse into dif ferent perspectives and exper iences.

 ● Provides context and background to the subjects being pho-
tographed.

 ● Often includes elements that help viewers understand the 
broader situat ion or environment.

Storytelling:

Context:

 ● Emphasises captur ing genuine, unposed moments.
 ● Str ives to present subjects and scenes as they are, without 

manipulat ion.

 ● Aims to evoke emotions and provoke thought in viewers.
 ● Uses power ful imagery to connect with the audience on a per-

sonal level.

 ● Mobile phones have made documentary photography more ac-
cessible. 

 ● They al low photographers to capture moments discreet ly and 
spontaneously, making it easier to document real - l i fe scenar-
ios as they unfold.

 ● Documentary photographers have a responsibi l i ty to repre-
sent their subjects accurately and respect ful ly.

 ● Ethical considerat ions include gaining consent and avoiding 
exploitat ion or misrepresentat ion.

Authenticity:

Emotional Impact:

Ethics and Responsibili ty:

Examples of documentary pho-
tography use:

Role of mobile phones:

Social Issues: Highlight ing issues l ike pover ty, inequality, and human 
r ights.
Cultural Documentation:  Showcasing tradit ions, r i tuals, and every-
day l i fe in dif ferent communit ies.
Historical Events:  Captur ing signif icant events and moments in his-
tory.

2. PRINCIPLES OF COMPOSI-
TION (RULE OF THIRDS, LEAD-
ING LINES, FRAMING)

Rule of thirds: The rule of thirds is a fundamental composit ion technique used to 
create balanced and engaging photos. Imagine dividing your im-
age into nine equal par ts by two equally spaced hor izontal l ines 
and two equally spaced ver t ical l ines. The key elements of your 
photo should be placed along these l ines or at their intersect ions 
rather than in the centre.
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Symmetry refers to creating a balanced and harmonious composi -
t ion where elements on both sides of the image mirror each other. 
Pat terns involve repeating elements l ike shapes, colours, or l ines 
that create visual interest.

Natural l ight is one of the most cr i t ical elements in photography. 
The quali ty and direct ion of natural l ight change throughout the 
day, signif icant ly af fect ing the mood and appearance of your pho-
tos.
Types of natural l ight include:

Practice exercise:

Practice exercise:

Natural l ight:

 ● Enable the gr id feature on your mobile phone.
 ● Take a few photos, posit ioning the main subject along the gr id 

l ines or at their intersect ions.
 ● Share one of your photos with the group and explain your compo-

sit ion choice.

Framing:

Lighting techniques

Framing involves using natural elements l ike windows, doorways, arch-
es, or branches to create a “ frame” within your photo. This technique 
draws at tent ion to the subject, adds depth, and provides context.

Practice exercise:

Symmetry and patterns:

 ● Find a natural f rame in your surroundings (e.g., a window, a door-
way, an arch).

 ● Take a photo with your subject posit ioned within this frame.
 ● Share your photo with the group and explain how framing helped 

highlight your subject.

 ● Look for symmetr ical scenes (e.g., a ref lect ion in water, a sym-
metr ical bui lding) or pat terns (e.g., t i led f loors, repeated architec-
tural elements).

 ● Capture a photo showcasing either symmetry or pat terns.
 ● Share your photo with the group and descr ibe how symmetry or 

pat terns contr ibute to the overal l composit ion.

Golden hour:

Blue hour:

Midday sun:

Morning/evening, sof t l ight, warm tones—great for por traits and land-
scapes.

Before sunr ise/af ter sunset, cool, moody tones—ideal for c ityscapes
and serene scenes.

Br ight, high contrast—adds drama but is challenging for por traits.
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Overcast l ight:

Dappled light:

Twilight:

Dif fused l ight, sof t shadows—ideal for c lose-ups and even l ight ing.

Sunlight f i l tered through leaves; creates texture with l ight and shad-
ow—great for creat ive nature shots.

Low l ight, moody—good for si lhouet tes and subtle ef fects.

Understanding these dif ferent types of natural l ight and their charac-
ter ist ics helps photographers choose the best t imes and condit ions for 
their desired outcomes.

Ar t i f ic ial l ight sources can create var ious ef fects in photography, es-
pecial ly when natural l ight is insuf f ic ient or unavailable.

Indoor lighting:

Street l ights:

Front Light:

Side Light:

 ● Incandescent, LED, or f luorescent—ideal for por traits, st i l l  l i fe, 
and studio setups.

 ● Tips: Exper iment with dif ferent l ight sources for more interest ing 
l ight ef fects. 

 ● Add drama and mood to night photography, urban scenes and 
street por traits.

 ● Tips: Use the ambient l ight f rom street l ights to i l luminate your 
subjects creatively.

 ● Light that comes from behind the photographer and i l luminates the 
subject direct ly.

 ● Effect: Creates even l ight ing, reduces shadows, and highlights 
detai ls.

 ● Light that comes from the side of the subject.
 ● Effect: Creates strong shadows and highlights, adding depth and 

texture to the image.

Artif icial l ight:

Direction and quality of l ight:

Direction of Light:

Back Light:

Sof t Light:

 ● Light that comes from behind the subject, facing the camera.
 ● Effect: Creates si lhouet tes and r im l ight ing, highlight ing the sub-

ject ’s edges.

Light that is dif fused, creating gentle shadows and smooth transit ions 
between l ight and dark areas — found on cloudy days, at the golden 
hour or l ight dif fused through a sof tbox or cur tain.

Quality of Light:



57

Hard Light:
Light that is direct and harsh, creating sharp shadows and high con-
trast between l ight and dark areas — found dur ing Midday sun, direct 
spot l ight, and uncovered bulbs.

Focus determines which par t of your photo is sharp and clear. Proper 
focus is essential for drawing at tent ion to your subject and ensur ing 
the main elements are cr isp.

Exposure determines how l ight or dark your photo appears. Proper ex-
posure ensures your photo is not too br ight (overexposed) or too dark 
(underexposed).

Focus:

3. FOCUS, EXPOSURE, AND 
STABILITY TECHNIQUES

Manual Adjustment on Mobile 
Phones:

What you need for shadow pho-
tography:

What you need to consider be-
fore taking photos:

Light quality:

Exposure:

iPhone:

Android:

 ● Open the Camera app.
 ● Tap on the screen where you want to focus. A yellow box wil l ap-

pear, indicat ing the focus area.
 ● You can lock the focus and exposure by pressing and holding the 

focus area unti l “AE/AF Lock” appears.

 ● Turn of f the top l ight
 ● Natural l ight
 ● A f lash l ight
 ● Other strong l ight source

Direct ion of l ight, e.g.:
 ● Side l ight that comes from the side either through a window or a 

doorway
 ● Top l ight that comes from a lamp, a street l ight, sun l ight
 ● Bot tom l ight is l ight that comes from a f lash l ight or street l ights 

bui l t into the pavement

 ● Hard l ight is when there are abrupt changes - very br ight on one 
side and very dark on the other side.

 ● Sof t l ight is when there is a gradual transit ion from l ight to dark.
For shadow photography you want to have very hard, contrasted l ight.

 ● Open the Camera app.
 ● Tap on the screen where you want to focus. A focus indicator (e.g., 

a c irc le or square) wil l appear.
 ● Some Android phones al low you to lock focus by pressing and 

holding the focus area.

Practical exercise: Photographing shadows helps to learn to see l ight. Follow the instruc-
t ions and create f ive or more photographs where the dif ference be-
tween l ight and dark is very c lear.

Where does the l ight come from?
When you look at an object or a person, you can tel l where the l ight is 
coming from - the direct ion of the l ight - by what par t of the object or 
person is i l luminated.
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Impor tance:

Tips for Maintaining Stabili ty:

Keeping your phone steady is crucial for taking sharp, c lear photos. 
Camera shake can result in blurry images, especial ly in low- l ight con-
dit ions or when using a slower shut ter speed.

 ● Use Both Hands: Hold your phone with both hands, keeping your 
elbows close to your body to minimise movement.

 ● Lean Against a Stable Sur face: Lean against a wall or other 
stable sur face to steady yourself.

Stabili ty:

Practice exercise: Hands-on pract ice session where par t ic ipants take photos based on 
the discussed techniques. Ask par t ic ipants to share their best photos 
and explain their choices in composit ion and technique.

4. STORYTELLING: DEVELOP-
ING A PHOTO STORY

Duration:

Objective:

Outline:

3 hours

To guide par t ic ipants on how to f ind and tel l a compell ing story through 
photography.

Famil iar ise yourself with steps A to C to successful ly identi fy stor ies 
that mat ter, develop a photo story and wr ite captions. Share these in-
sights and steps with your group, then proceed with the f inal pract ice 
exercise.

Here is a l ist of suggestions to help you f ind a photo story idea:Identifying stories that matter 
(research, empathy, and rel-
evance) Environmental Concerns:

Generational Stories:

Historical Ref lection:

Bring at tent ion to environmental issues and their gendered aspects 
in your community through your photography. Capture the impact of 
c l imate change, conservation ef for ts, or the relat ionship between hu-
mans and nature.

Explore the stor ies of dif ferent generat ions within a family or com-
munity. Document the exper iences, tradit ions, and perspectives of the 
elder ly juxtaposed with those of the youth.

Delve into the history of a place or a family and create a visual nar-
rat ive that ref lects on the past. This could involve interviewing older 
members of the community or explor ing archives to br ing histor ical 
events and stor ies to l i fe through your lens.

Android:
Af ter tapping to focus, look for the exposure sl ider (of ten
represented by a sun icon or a +/- symbol) and adjust i t by sl iding your 
f inger.

Manual Adjustment on Mobile 
Phones:

iPhone:
Af ter tapping to focus, sl ide your f inger up or down on the screen to 
adjust the exposure. An icon, usually a sun, wil l appear to indicate 
exposure adjustments.
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Sheroes:

Tip: Ask open-ended questions to understand your group's joys and 
struggles, and pay at tent ion to recurr ing themes or issues that evoke 
strong emotions. Supplement your direct interact ions with background 
research to gain a broader context. This empathetic and informed ap-
proach wil l help you identi fy and tel l stor ies that truly mat ter.

Is there a group of women that you admire? Grandmothers, nurses, 
teachers, anyone else?

Tip:
A text al lows you to add more context to the story and should answer 
the fol lowing questions, using 5 Ws: “Who”, “What ”, “When”, “Where” 
and “Why”:

 ● Who is i t?
 ● What happened?
 ● When did i t happen?
 ● Where did i t happen?
 ● Why did i t happen? And “Why are we doing this project?”
 ● How did i t happen?

Developing a photo story 
(theme, narrative arc, key mo-
ments)

Writ ing text and captions us-
ing the 5 Ws and H (Who, What , 
Where, When, Why, and How)

Story construction:

Example - a story about gir l 
boxers:

A story should have a beginning, a middle, and an end—an introduc-
t ion, a “body,” and a conclusion.

Have par t ic ipants brainstorm and out l ine a photo story idea. Ask par-
t ic ipants to wr ite a br ief descr ipt ion and captions for a hypothetical 
ser ies of photos. Once the stor ies have been photographed, these 
texts wil l be helpful in wr it ing the f inal draf t .

The introduction sets the scene: I t introduces the people, the situ-
at ion, and the location. The introduction can include one to three pic-
tures.
Middle: The middle or the body wil l be the main and biggest par t of 
the story. I t shows the act ion going on in the story with the characters, 
shows some development of the situat ion or person, and changes. 
This par t can be from 5 -10 pictures.
Conclusion: The conclusion is of ten the resolut ion of the story. There 
may be 2 or 3 photos.

Opening of the story: Where is i t happening, and how many people 
are involved?
Middle of the story: Get t ing to know the gir ls, how they train, their 
emotions, their results, communication, etc.
Resolution/conclusion of the story: A championship or some kind 
of competit ion, win or lose. Remember the way your message/ idea/
thought is communicated: when you photograph reali ty - you capture 
what you see in front of you; when you photograph symbols - you 
capture symbols - for example, colours have symbolism, sunr ise is a 
new beginning, sunset is the end of the journey, etc.

Practice exercise: 
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Sequencing and Finalising: 
Creating a Cohesive Photo 
Story

5. FINAL PRESENTATION 
AND FEEDBACK

This session is best delivered af ter the par t ic ipants have decided on 
their theme and have gone out into the f ield to get their photographs.

Par t ic ipants should review images they made in the f ield, select the 
relevant ones to their story (7-12 images) and sequence them into a 
cohesive photo story. They wil l then present their sequence and ex-
plain their choices. The created photographs can be used in var ious 
ways—printed and exhibited in a guerril la-style exhibit ion, across 
social media plat forms, in a zine, or in f lyer actions.

To help par t ic ipants learn how to select and sequence images to tel l a
coherent story.

1 hourDuration:

Objective:

Outline: 

Practice exercise:

 ● Select ing the best images (a var iety of angles used, l ight and 
cоlour used well, a var iety of wide-angle/mid/c lose-up shots, a 
var iety of situat ions the subject is presented in, does the story tel l 
the viewers something new).

 ● Sequencing photos to create a narrat ive f low (beginning, middle, 
end). Begin with a strong opening image to grab at tent ion, then ar-
range the photos to fol low a logical f low, typical ly chronologically 
or thematical ly.

 ● Final touches (does colour or l ight correct ion need to be done? 
Check for consistency in edit ing and presentat ion formats.)

Duration:

Outline: 

30 minutes to 1 hour (at the end of the workshop).

Par t ic ipants wil l present their f inal photo stor ies to the group. This wil l 
be fol lowed by construct ive feedback and a discussion on potential 
next steps for their projects.

To have par t ic ipants present their f inalised photo stor ies and gather 
group feedback.

Objective:
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Guer i l la-style exhibit ions are an 
innovative approach to display-
ing ar t and photography outside 
tradit ional gallery set t ings. This 
method leverages public spaces 
to engage a broader audience, 
making ar t accessible to every-
one, not just the customary ar t-
going public.

By taking ar t direct ly to the 
streets, under br idges, or on 
café walls, these exhibit ions 
break down barr iers to cultural 
access and invite spontaneous 
interact ions with ar t . They are 
par t icular ly ef fect ive in ar t ivism, 
where the goal is to present ar t 
and provoke thought, st ir public 

discourse, and inspire act ion on 
pressing social issues.
Guer i l la exhibit ions are f lexible, 
cost-ef fect ive, and dynamic. 
They al low ar t ists and act ivists to 
quickly set up impact ful displays 
without the constraints and for-
malit ies of conventional exhibi -
t ion venues.

GUERRILLA-STYLE EXHIBITION

Here is how to plan and execute a gueril la-style exhibit ion, ensur-
ing the message reaches and resonates with a diverse audience.
Following the photography workshop, a photo/ar t exhibit ion can be 
organised in any location: an of f ice, a local cafe, a street wall, under 
a br idge, a fence, an electr ic box, a street l ight, etc.

Steps:
Location and Permissions: Find an exhibit ion location (your of f ice, a 
local cafe, a wall on a street that you think would work well for showing 
photos), get permission from appropr iate people to organise the exhi -
bit ion (c ity council or pr ivate owners) i f needed, choose a date for the 
opening, decide how long the exhibit ion wil l run for, and f ind a pr inter 
within your available budget.
Printing and Format: Choose paper and format for pr int ing (this may 
depend on location: a street exhibit ion can have simple, larger poster 
paper; smaller pr ints on higher-quali ty paper wil l be a bet ter choice for 
an indoor exhibit ion).
Outreach: Create a poster with the date, locat ion and information 
about the exhibit ion. Then, share the poster on your social media and 
tag people. You can also put up posters in the area where the exhibi -
t ion wil l happen.
Plan your Set-up: Choose a mounting (hanging) opt ion (this may 
depend on pr int type: for large outdoor poster pr ints, you wil l need 
a bucket, some f lour, water and a paintbrush to make glue; for wall 
mounting indoors, you may want to use Blu Tack or double-sided tape).

Glue recipe: Ingredients:
1/2 cup f lour
1/2 to 1 cup cold water

Instructions:
1. In a saucepan, whisk together f lour and cold water. Use equal por-

t ions of f lour and water to make a thick paste, and add more water 
to make glue.

2. Heat the mixture unti l i t boi ls and thickens. I f i t is too thick, add 
a bit more water. Keep in mind that this recipe wil l thicken as i t 
cools.

3. Remove from heat. Add colour ing i f desired. Store the glue in a 
sealed container.
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PODCASTING AND 
SELF PUBLISHING

For this workshop, organise the group into dif ferent teams according 
to the medium  par t ic ipants are most interested in - podcast or zine, 
fol lowing the guide below.
Groups work together for 35 minutes (or longer, depending on your 
t imeframe), develop a plan for the creation of one of the media proj -
ects, taking into account the audience, topics of interest, f requency 
of publicat ion, team and roles, etc., answer ing the questions below.
At the end, each group makes a presentat ion (5 minutes per group).
Develop a zine or podcast and dedicate as much t ime to each medium, 
as necessary.
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PODCAST

As the wor ld becomes busier, the 
podcast format has become in-
credibly popular, al lowing users 
of al l ages and sectors to access 
information and analysis on the
go. In 2020, an estimated 100 
million people tuned in to a pod-
cast each month, which was ex-
pected to reach 125 million by 
2022.

From an advocacy perspective, 
podcasts have the potential to 
democrat ise information, combat-
ing the widespread use of strate-
gic disinformation and fake news. 
It is precisely in i ts simplic ity that 
podcasts are providing democ-
racy with a breath of f resh air, 
al lowing grassroots init iat ives to 
organise and reach both niche as 
well as broad audiences, creat-

ing communit ies around specif ic 
topics and explor ing the many 
layers within through key inter-
views, opinions or text analy-
sis. Podcasts are a plat form for 
fresh story tel l ing and humanising 
voices, al lowing the perspectives 
of marginalised and invisibi l ised 
communit ies to gain new meaning 
in the public sphere.

3 sessions

Before you begin this workshop, ask the group to choose their roles 
based on their interests: researcher, wr iter, presenter, editor, or pro-
moter.

Duration:

Essentials: what we need for 
the podcast workshop

 ► Safe ar t space with a room to work that has desks and chairs for 
each par t ic ipant

 ► WIFI (rel iable connection)
 ► Flip over or blackboard with markers, notebooks and pens for the 

par t ic ipants to take notes, pr inter
 ► To record: (based on a group of 8 trainees).

 ● one or two mobile phones that can record audio
 ● a quiet, small room that is protected from outside noise dur ing 

recording
 ► To edit: a computer with suf f ic ient space and capacity for edit ing

Session 1: Planning and developing content
Session 2: Recording the mater ial
Session 3: Edit ing and shar ing

Step 1: Choose the audience, a topic and a format for your podcast.
Step 2: Prepare equipment and sof tware.
Step 3: Scr ipt and record the episode.
Step 4: Edit ing and sound design.
Step 5: Post and promote the podcast.

Before you star t recording, i t is impor tant to ref lect on the reasons 
why you are making a podcast and who is your ideal audience. This is 
not only key to keep you and the group motivated in the process, but i t 
also helps with choosing a format that f i ts the purpose of your podcast. 
Also, be sure to select a memorable t i t le for your podcast, something 
that well ref lects i ts content. 

Step 1: Choosing the audience, 
a topic and format for your 
podcast

Identify your audience:

Def ining your goal:

Think about whom you are making this podcast. Do you already have a 
group in mind or are you star t ing with a blank slate? 

Star t by determining what goal you want to achieve with your podcast. 
This can be educational, enter taining, informational, or a combination 
of dif ferent goals.
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Key things to consider: Content Type: The complexity of the topic can dictate length. More 
intr icate subjects may require longer episodes, while straight forward 
topics can be ef fect ively covered in shor ter formats.
Audience Preferences: I t is crucial to understand your target audi -
ence’s l istening habits. For example, commuters prefer episodes with-
in their travel t ime, typical ly around 20 to 30 minutes.
Consistency: Maintaining a consistent episode length helps set l is-
tener expectat ions. I f your episodes vary signif icant ly in length, i t may 
confuse your audience.
Engagement: Focus on keeping your content engaging. Podcasts are 
never too long, but they can of ten get too dull. Remember the impor-
tance of maintaining interest over merely meeting a t ime quota.

Step 2: Prepare equipment and 
sof tware

Step 3: Script and record the 
episode

Audio equipment: To record 
good-quali ty sound, you wil l need 
microphones or mobile phones, 
headphones, sound edit ing sof t-
ware, etc., but you can star t with 
a mobile phone voice recorder 
and a small, quiet, well -sounding 
room.

Software: There are var ious 
sof tware programs for sound cor-
rect ion and sl ic ing a podcast, in-
c luding inser ts and other audio 
elements. A good free program to 
star t with is Audacity. For inter-
views, consider tools l ike Zoom 
or Welder, which al low for easy 
recording and collaborat ion.

Scripting: Develop a scr ipt for 
the episode, including an intro -
duct ion to what l isteners are tun-
ing into and what they can expect. 
Outl ine the main topic, indicate 

whether there wil l be guests, and 
detai l the structure and length of 
the podcast. Include the topics 
to be discussed and the issues 
to be addressed. Develop any 

 ● Standard Length: Most podcasts are 20 to 40 minutes long. This 
durat ion is of ten considered a sweet spot, al lowing enough t ime to 
explore in-depth topics while st i l l  being concise enough to main-
tain l istener engagement.

 ● Long-form podcasts: These episodes usually exceed 40 minutes 
and can reach an hour or more. This format suits in-depth discus-
sions, detai led story tel l ing, or comprehensive interviews.

 ● Shor t-Form Podcasts: Episodes under 15 minutes are ideal for 
quick updates, t ips, or single-topic discussions. This format caters 
to l isteners who prefer br ief, digest ible content.

Podcast format:
Decide what format your podcast wil l have:

 ● A solo or monologue podcast
 ● A co-hosted or conversation-style podcast with two or more hosts
 ● An interview-style podcast with one or more guest speakers
 ● A panel or roundtable-style podcast
 ● A documentary or narrat ive story tel l ing style podcast
 ● A repurposed content-style podcast

Length:
Decide how long the episode wil l be and how many episodes you would 
l ike to make.

Topic selection:
Once you know your audience, ref lect on why they should listen 
to your podcast . Choose topics that interest you and match the inter-
ests of your target audience.
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Step 4: Edit ing and sound 
design

Noise Reduction: El iminate background noise.
Volume Normalisation: Ensure consistent audio levels.
Background Music: Add music to enhance the l istening exper ience.

questions you would l ike to ask 
dur ing the interview or recording 
in advance and keep them on a 
screen or pr inted out dur ing the 
recording. Finally, conclude your 
podcast episode with a strong 
outro that serves as a call to ac-
t ion. This should be craf ted to en-
courage l istener engagement and 
retent ion.

Recording: Once you have de-
veloped your scr ipt, you can 

proceed to record your podcast. 
Dur ing the recording phase, i t is 
impor tant to consider the rules of 
voice act ing (speak loudly, evenly 
and clear ly) as well as creating 
a good interact ion between pre-
senters (i f there are several).

Sound quality control: Pay at-
tent ion to sound quali ty control, 
including eliminating noise and 
inter ference.

Step 5: Posting and promoting 
the podcast

Hosting: Choose a host ing plat form for your podcast where your con-
tent wil l be hosted (e.g. SoundCloud or YouTube).
Distribution: Consider ways to distr ibute your podcast through popu-
lar plat forms such as Apple Podcasts, Spoti fy, Google Podcasts, and 
others.
Promotion: Consider promotional strategies, including social media, 
search engine optimisat ion, adver t ising and audience interact ion, as 
well as an in-person event to present i t .

Visual promotion plays a crucial role in at tract ing l isteners to your 
podcast. Here are some impor tant aspects to consider, including the 
creation of a cover picture and a shor t descr ipt ion:

The cover ar t is of ten the f irst impression potential l isteners wil l
have of your podcast. I t should be visually appealing and ref lect ive of 
your podcast ’s theme and tone.

Cover ar t:

 ● Simplicity: Keep the design clean and unclut tered. A simple de-
sign is more recognisable, especial ly as a small thumbnail.

 ● Colour Scheme: Use colours that evoke the emotions or themes 
of your podcast. Ensure good contrast for readabil i ty.

 ● Typography: Choose legible fonts that al ign with your podcast ’s 
personali ty. Avoid over ly ornate fonts that may be hard to read at 
smaller sizes.

 ● Colour Scheme: Use colours that evoke the emotions or themes 
of your podcast. Ensure good contrast for readabil i ty.

 ● Imagery: Incorporate relevant images or icons that represent your 
podcast ’s focus. This could include symbols of act ivism, commu-
nity, or specif ic themes you cover.

A concise and engaging descr ipt ion helps potential l isteners under-
stand what your podcast is about and why they should tune in.

Shor t Description:

 ● Be Clear and Concise: Aim for an informative yet succinct de-
scr ipt ion, ideally between 50 to 150 words.

 ● Highlight Key Themes: Mention the main topics or issues your 
podcast addresses, emphasising your unique perspective or ap-
proach.

 ● Include a Hook: Star t with an engaging sentence that captures 
at tent ion and encourages l isteners to learn more.
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Legal and Ethical Consider-
ations

Copyright and Fair Use: Understand the boundar ies of using third-
par ty content. This includes music, podcast c l ips, sound ef fects, and 
copyr ighted mater ial. To use such content legally, you may need to 
obtain permission direct ly from the copyr ight holder or ensure that 
your use quali f ies under fair use laws, which typical ly cover uses such 
as cr it ic ism, comment, news repor t ing, teaching, scholarship, or re-
search.
Privacy Rights: A lways obtain consent before shar ing personal sto -
r ies or sensit ive information about individuals. This is par t icular ly per-
t inent when dealing with vulnerable populat ions or sensit ive subjects. 
Explic it permission should be documented, and the pr ivacy of those 
who wish to remain anonymous must be respected.

Examples of Podcasts: www.activisthandbook.org/resources/podcasts
www.player.fm/podcasts/Ar t ivist

Free services for podcast pub-
lishing:

 ● Spoti fy Podcasts ● Apple Podcasts ● Soundcloud ● Deezer

ZINE

Zines are a power ful medium 
tradit ionally embraced by act iv-
ists, serving as an ef fect ive entry 
point into ar t ivism. This format 
is easily accessible, allowing 
groups to collectively express 
their thoughts while preserv-
ing each member’s unique per-
spectives without the need for 
consensus.
The zine-making process can 
be adapted to accommodate any 
group size, making it versat i le 
for dif ferent set t ings. The me-
dium’s inherent constraints, such 
as the l imited number of pages 
and the t ime available for cre-

at ion, encourage par t ic ipants to 
dist i l  their ideas and focus their 
messages sharply. This dynamic 
makes zines ideal for ar t iculat ing 
and spreading innovative ideas in 
ar t ivism.
The tradit ional approach to cre-
at ing zines is through analogue 
methods, such as collaging or 
hand-drawing. This involves man-
ually wr it ing out text and creating 
i l lustrat ions by hand. Addit ion-
al ly, you can compile visual ma-
ter ials by collect ing archival pho-
tographs, photocopying images 
from books, cut t ing out pieces 
from magazines, and pr int ing out 

texts or employing a typewriter. 
These elements are then assem-
bled manually to form the pages 
of the zine, al lowing for a r ich, 
textured expression of ideas.
As with the podcast workshop, 
you wil l need to ask the group 
to choose a role in creating the 
zine based on their ski l ls and in-
terests, such as editor, photog-
rapher, designer, wr iter, or i l lus-
trator. You can reuse mater ials 
created dur ing other workshops, 
such as posters, col lages, or 
photo stor ies.

 7 sessionsDuration:

Essentials: What you need for 
the zine workshop

Session 1: Planning and developing content
Session 2-4: Developing materials (ar ticles, illustrations, photo stories)
Session 5: Editing
Session 6-7: Designing, printing, distributing

Step 1: Choose a topic and an audience
Step 2: Create a content plan
Step 3: Write and edit ar t ic les
Step 4: Design and visualisat ion
Step 5: Publicat ion and distr ibut ion

 ► A safe and creative space with desks and chairs for each par t ic i -
pant

 ► WIFI or rel iable connection
 ► Notebooks and pens for par t ic ipants

https://activisthandbook.org/resources/podcasts
https://player.fm/podcasts/Artivist
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Step 1: Choose a topic and an 
audience.

Step 2: Create a content plan

 ► Defining your objectives: The f irst step in creating your zine is 
to def ine the project ’s goals. Ask yourself what exact ly you want to 
achieve with i t . I t can be educational, enter taining, informational, 
or something else entirely. 

 ► Choosing a topic: Choose a topic that interests you, one that wil l 
appeal to your target audience. This could be in the ar ts, science, 
culture, spor ts, or any other f ield.

 ► Identify your audience: Research your target audience - who 
they are, what their interests are, what problems they would l ike to 
solve, their age, region, and how your zine can meet their needs.

 ► Creating a list of topics: Create a l ist of topics and ar t ic le t i t les 
that you would l ike to include in your magazine. This wil l help you 
structure your content and plan future issues.

 ► Distributing content: Divide your content into sect ions or by 
themes to improve navigat ion for readers.

 ► Planning regularity: Decide on the regular ity with which you wil l 
release new issues of your zine - i t could be monthly, biannual, 
etc.

 ► Access to a pr inter for producing f inal zines
 ► Zine making mater ials: paper, scissors, glue, markers, magazines 

and other craf t supplies
 ► Computers or tablets i f zine-making involves digital tools (e.g. 

Canva or InDesign) 

Step 3: Write and edit ar t icles

Step 4: Design and visualisa-
t ion

 ► Research and Analysis: Research the topics you are wr it ing 
about to ensure the information is accurate and relevant.

 ► Content writ ing: Write ar t ic les according to your content plan. 
Keep in mind the value they br ing to your audience.

 ► Edit ing and proofreading: Devote t ime to edit ing and proofread-
ing to ensure that your publicat ions are high quali ty.

 ► Style choices: Develop a design and style for your zine that re -
f lects i ts subject mat ter and audience.

 ► Use graphics: Add i l lustrat ions, photos and other visual elements 
that complement the text and make the zine more appealing.

 ► Formatting: Pay at tent ion to format t ing to ensure that pages are 
readable and well -structured.

Step 5: Publication and distr i-
bution

 ► Choosing a plat form: Decide where you wil l publish your zine—in 
pr int, electronic format (pdf ), a website, or on social media.

 ► Promotion: Use social media, marketing and other tools to pro-
mote your magazine and engage your audience.

 ► Feedback and analysis: Monitor reader feedback and analyse 
traf f ic and audience engagement data to improve your zine.

Workshop instructions:

 ► Before the workshop, let peo-
ple know you wil l be making 
a zine together in response 
to the workshop themes, en-
couraging them to br ing use-
ful mater ials. You can also 
send them some l inks to zine 

projects online before the 
workshop. (See note for the 
team below for detai ls.)

 ► Prepare the mater ials: paper, 
glue, magazines and scis-
sors.

Preparation:
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 ► Show the group some exam-
ples of zines in case they are 
unfamil iar with them. A zine 
is a well - recognised, af ford-
able way of producing collab-
orat ive work that can be eas-
i ly shared on paper or online.

 ► Agree the theme with the 
group and al locate 1 or 2 
pages to each person.

 ► Using a collaging technique, 

the group sits together while 
they cut, st ick, st i tch, and/
or i l lustrate their individual 
page or pages.

 ► Par t ic ipants share their work 
at the end of the exercise and 
assign someone to take a 
photo of each piece or scan 
it onto a computer and collate 
the work.

Process:

What can you put in i t? ● Sketches ● Drawings ● Mini -comics ● Mix words with images and 
textures ● Pr int l ines of poetry

What format do you want your 
zine to take?

Do you want i t to f i t in someone’s 
pocket, or do you want to make 
something a bit more substantial?

Wil l i t be a folded piece of paper, 
stapled together, or wil l you have 
it pr inted and bound somewhere?

Zines archive: www.archizines.com/About

SOCIAL MEDIA CAMPAIGN

Digital act ivism has paved the way for a new era of ar t ivism. Social 
media has become a crucial instrument for mobil ising individuals and 
organising online and of f l ine protests.

Once you have done several workshops, you wil l have enough mater i -
als to run a big social media campaign, which can be the f inal step in 
your ar t ivism project.

 ● Def ine the object ive of each of your posts. Remember that i t 
should be related to the journey you def ined for each of your tar-
get audiences.

 ● Craf t a shor t and clear cal l to act ion – related to the object ive of 
each post.

 ● Use visual stor ies – use images and videos! I f you use Facebook, 
you should upload the videos direct ly to this plat form so they wil l 
play automatical ly.

 ● Be social and interact with your audience.
 ● Make referrals and tag people—by tagging people related to the 

post ’s content, you can grab their and their f r iends’ at tent ion.
 ● Crosspost where and when your target audience is more act ive, 

but adapt the message to the dif ferent social media channels.
 ● Plan and schedule posts in advance—you can use tools l ike Face-

book Business Suit , which works for both Facebook and Insta-
gram. Canva also has scheduling and publishing options.

 ● Try ads and promoted posts—if done r ight, they can help leverage 
the post and reach more people. Choose specif ic audiences; the 
more precise, the bet ter the reach.

 ● And f inal ly, do not forget to analyse the impact.

https://archizines.com/About
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Tips: 
1. Make it more shareable – i t has to be Useful, Emotional and it 

should make your audience Look Good by shar ing.
2. Use the 70/20/10 rule – 70% Valuable Content, 20% Shared Con-

tent and 10% Promotional Content.
3. Not too shor t, not too long – оn Facebook, this would ideally mean 

between 80 -100 characters.

Practical Exercise: Creating  
a Social Media Post

1. Brainstorming:

2. Draf t ing:

3. Visuals:

4.Call to Action:

 ● Identi fy a key message you want to convey.
 ●  Example: “Gender equali ty in the workplace.”

 ● Write a shor t, engaging post.
 ● Example: “Equal pay for equal work! Let ’s c lose the gender pay 

gap. #GenderEquality #EqualPay”

 ● Choose or create an image that suppor ts your message.
 ● Example: An infographic showing stat ist ics about the gender pay 

gap.

 ● Include a c lear cal l to act ion.
 ● Example: ”Share this post i f you believe in equal pay! ”
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ETHICS AND SAFETY
By femLENS and Sticht ing ar t .1

ETHICS OF ARTIVISM

SAFETY CONSIDERATIONS  
FOR ARTIVISTS
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Ethics and safety in ar t ivism are paramount to ensure a suppor t ive 
and empowering environment for al l par t ic ipants. Here are some key 
considerat ions:

 ● Inclusivity: Ensure that the workshop is inclusive and safe. Cre-
ate a safe space where everyone feels respected and valued. 

Tip: Collaborat ively create a set of guidelines with the group, cover ing 
aspects l ike respect ful communication and conf idential i ty. Encourage 
input from all members to ensure everyone feels ownership of these 
norms.

 ● Consent: Pr ior i t ise consent in al l aspects of the workshop, includ-
ing par t ic ipat ion in act ivit ies, shar ing personal exper iences, and 
physical contact, i f applicable. Make it c lear that par t ic ipants have 
the r ight to opt out of any act ivity they are uncomfor table with.

 ● Confidentiali ty: Establish conf idential i ty guidelines to protect 
par t ic ipants’ pr ivacy, especial ly when shar ing personal stor ies 
or exper iences. Encourage open communication while respecting 
each individual ’s boundar ies.

 ● Intersectionality: Recognise and address the intersect ionali ty of 
feminism, acknowledging that individuals may face dif ferent forms 
of oppression based on factors such as race, c lass, sexuali ty, and 
abil i ty. Ensure that the workshop content is inclusive and relevant 
to diverse exper iences.

 ● Safety: Create a physical ly and emotionally safe environment for 
par t ic ipants. This may include providing tr igger warnings for sen-
sit ive topics, of fer ing suppor t resources for those in distress, and 
addressing any instances of harassment or discr imination immedi-
ately and ef fect ively.

 ● Empowerment: Empower par t ic ipants to express themselves 
freely and authentical ly. Encourage act ive par t ic ipat ion, creative 
expression, and cr it ical dialogue to foster personal growth and 
collect ive empowerment.

Tip: Star t with low-stakes act ivit ies, l ike icebreakers or pair-share ex-
ercises, where par t ic ipants can engage at their own pace. Allow indi -
viduals to contr ibute in ways that suit them best, such as wr it ing down 
thoughts before speaking or contr ibut ing via chat i f vir tual.
As a faci l i tator, model act ive l istening by nodding, making eye contact, 
and summarising or ref lect ing on what someone has said and encour-
age the group to pract ise these ski l ls as well.

 ● Accountabili ty: Hold yourself and other faci l i tators accountable 
for maintaining ethical standards and addressing any issues that 
ar ise dur ing the workshop. This may involve establishing a code 
of conduct, providing avenues for feedback and complaints, and 
taking appropr iate act ion to address concerns.

By pr ior i t ising ethics and safety in ar t ivism workshops, you can create 
a suppor t ive and empowering space for par t ic ipants to explore femi-
nist pr inciples, engage in act ivism, and cult ivate solidar ity within the 
community.
Ar t ivism itself presents unique ethical and safety considerations for 
ar t ists who use their work to advocate for social, poli t ical, and envi -
ronmental change. These considerat ions encompass the well -being of 
the ar t ivists themselves, the impact on their audience, and the broader 
societal implicat ions of their work.
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ETHICS OF ARTIVISM

1. Intent and Impact  ● Respect and sensit ivity: Be aware of the communit ies and in-
dividuals you represent or cr i t ique. You should ensure your work 
does not inadver tent ly harm or disrespect the people involved.

 ● Accuracy and honesty: Ar t ivism of ten deals with real -wor ld is-
sues. Representing facts accurately and honest ly is crucial to 
maintain credibi l i ty and trust.

 ● Cultural appropriat ion: Avoid exploit ing cultures and tradit ions 
that are not your own for ar t ist ic or poli t ical gain. This includes be-
ing mindful of using symbols, languages, or narrat ives from mar-
ginalised communit ies.

2. Consent and Collaboration:  ● Informed consent: When involving real people in your ar t , espe-
cial ly those from vulnerable communit ies, you must obtain in-
formed consent . This ensures that par t ic ipants understand how 
their l ikeness or story wil l be used.

 ● Collaborative processes: Engaging with communit ies as par t-
ners rather than subjects can lead to more respect ful and impact-
ful ar t . This col laborat ive approach helps ensure that the ar t re -
f lects the voices and perspectives of those it aims to represent.

3. Purpose and Accountabili ty:  ● Clear objectives: Have clear, ethical object ives behind your work. 
Your ar t should aim to promote understanding, empathy, and posi -
t ive change rather than simply provoke or shock. Be ready to ex-
plain your ideas and goals to others.

 ● Accountabili ty: Be open to feedback and cr it ic ism. You should be 
wil l ing to engage in dialogue about your work and its impact and 
make adjustments i f necessary.

SAFETY CONSIDERATIONS FOR ARTIVISTS

PROTEST PHOTOGRAPHY AND 
VIDEOGRAPHY GUIDE

Photographing protests and demonstrat ions can be a power ful way 
to document social movements, moments of change and ampli fy the 
voices of those who stand up for their beliefs. However, i t is crucial to 
approach this task with a focus on safety, preparat ion, and ef fect ive 
visual story tel l ing.
If par t ic ipants decide to photograph a protest or demonstrat ion as par t 
of a photography workshop, i t is crucial to pr ior i t ise safety while en-
sur ing documentat ion is impact ful and respect ful.

Safety First Look around and study the area of the protest. Have a screenshot or a 
photo of a map of the area. This may help you f ind a way out to safety 
i f things escalate. Let someone know you are going to the protest. 
Look for other photographers and videographers i f things get violent 
at the protest.

Have a big bot t le of water, some muesli /snack bars, a scar f, a note-
book and pens, lots of bat ter ies, a memory bank i f recording on a mo-
bi le, and memory cards for a camera. Wear comfor table shoes. Have 
a plast ic bag to protect your equipment from water. Take with you only 
what you are comfor table carrying around al l day long. Consider br ing-
ing a helmet, even a bike one, and eye protect ion (goggles). 

Pack Your Bag Well

 ● I f recording with a phone, consider your shar ing plat form and re-
cord according to the most suitable format (i.e. hor izontal ly or 

Guidelines for Ef fective Visual 
Documentation
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1. Personal Safety:  ● Risk assessment: Conduct thorough r isk assessments, espe-
cial ly when working in poli t ical ly sensit ive or dangerous environ-
ments. Understanding potential threats and having a plan in place 
is crucial.

 ● Anonymity and pseudonymity: In some cases, maintaining ano-
nymity or using pseudonyms can protect ar t ivists from retal iat ion 
or harassment. This is par t icular ly impor tant for those addressing 
controversial or oppressive regimes.

2. Legal Risks:  ● Knowledge of laws: Be aware of the legal implicat ions of your 
work. This includes understanding local laws related to public 
demonstrat ions, vandalism, and intel lectual proper ty.

 ● Legal suppor t: Having access to legal advice and suppor t can 
help ar t ivists navigate challenges and protect their r ights.

The Urgent Act ion Fund for Feminist Act ivism provides fast, f lexible 
suppor t to act ivists so that they can respond to unexpected r isks and 
oppor tunit ies, protect and care for themselves and one another, and 
nur ture and sustain thr iving front l ine feminist movements for a just and 
equitable wor ld. www.urgentact ionfund.org

3. Mental and Emotional Well-
being:

 ● Self-care: ar t ivism can be emotionally taxing, par t icular ly when 
dealing with traumatic subjects. Pr ior i t ise self-care and seek sup-
por t when needed.

 ● Suppor t Networks: Building a network of suppor t ive peers and 
al l ies can provide emotional and pract ical assistance, reducing 
the sense of isolat ion and increasing resi l ience.

4. Audience Safety:  ● Trigger warnings: When discussing sensit ive or potential ly dis-
tressing topics, provide appropr iate warnings to your audience. 
This respects their well -being and al lows them to make informed 
decisions about their engagement with the work.

 ● Inclusive spaces: Creating safe and inclusive spaces for shar ing 
ar t can foster construct ive dialogue and ensure that al l voices are 
heard and respected.

ver t ical ly).
 ● I f recording video - pan slowly from side to side. Do not move fast 

as the video wil l come out blurred. Keep your movements slow. 
Pract ice before the protest and look at your pract ice footage to 
understand how video panning looks.

 ● For photography and video: Record a wide angle (to show the gen-
eral scene and number of people present), use mid shots (for ac-
t ion and signs), c loseups (for emotions, detai ls, etc.). Try dif ferent 
points of view - you can use bus stops, window ledges, ly ing down 
on the ground, etc.

 ● Get por traits only when you have permission from people.
 ● Try to avoid photographing faces; as this could make it easier for 

author it ies to identi fy individuals later on.
 ● For video: Try to get some testimonials/interviews throughout the 

day. Star t with simple questions i f there is t ime “Where are we? 
Why did you come here today? What do you hope to see as a re -
sult? ”

 ● Identi fy the key f igures at the protest on the side of the author it ies. 
Document their gear, quantity of police present, their behaviour. 
Most protest footage focuses on the “act ion” - clashes between 
police and protestors, however, the behaviour of the authorit ies 
should also be observed and documented.

 ● RECORD A LOT!

https://urgentactionfund.org
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IMPORTANT: BEFORE 
YOU START

HOW TO MEASURE THE IMPACT  
OF ARTIVISM WORKSHOPS

WORKSHOP FEEDBACK SURVEY
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Provide Context and Nuance

 ● Avoid oversimpli fying com-
plex issues. Seek to under-
stand the histor ical context, 
data, and mult iple perspec-
t ives involved.

 ● Acknowledge the nuances 
and grey areas of the ad-
dressed topics rather than 
presenting them as black and 
white.

 ● Encourage yourself and oth-
ers to seek addit ional re-
sources and information be-
yond social media posts.

Here are some ef fective ways 
to educate oneself before en-
gaging in ar t ivism:

Priorit ise Authentic Voices

Encourage Action Beyond 
Posting

 ● Ampli fy the voices and expe-
r iences of those direct ly im-
pacted by the issues you want 
to address.

 ● Collaborate with community 
organisat ions and grassroots 
act ivists who have deep ex-
per t ise and relat ionships.

 ● Avoid tokenising or exploit ing 
marginalised communit ies for 
the sake of the ar t ivist ic mes-
sage.

 ● Identi fy c lear, act ionable 
steps you and others can take 
to suppor t the cause beyond 
shar ing posts online.

 ● Highlight ways to get involved 
with local organisat ions, mu-
tual aid ef for ts, and other on-
the-ground init iat ives.

 ● Emphasise the impor tance 
of sustained commitment 
and long-term change rather 
than shor t- term social media 
trends.

Maintain Consistency and Ac-
countabili ty

 ● Ensure your l i fe and work 
al ign with the values and 
causes you promote.

 ● Acknowledge mistakes and 
missteps transparent ly and 
use them as oppor tunit ies for 
growth and learning.

 ● Maintain an ongoing dialogue 
with your community and be 
open to feedback and cr it i -
c ism.

By educating yourself through nuanced, authentic, and act ion-or iented 
approaches, you can develop a stronger foundation for ef fect ive and 
impact ful ar t ivism. This wil l help you avoid oversimpli f icat ion, per for-
mative gestures, and other common pit fal ls that can undermine the 
ef fect iveness of ar t ivist ic ef for ts.

Artivist ic Project Guidelines When star t ing any project, i t is helpful to take a moment and think 
about a few key aspects: what you want to achieve, who you want to 
connect with, and how you wil l measure success. Here is a simple 
guide to navigat ing through your project:

1. Goals: What do you want to accomplish?
2. Audience: Who do you want to reach?
3. Ethics: What pr inciples guide your work?
4. Intervention: What do you want to create?
5. Metrics: How wil l you know if i t works?
6. Evaluation: Did i t work?
7. I teration: What can you improve for next t ime?
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What is your activist goal?

The f irst, and probably most impor tant, question to answer when 
star t ing a project is about GOALS. What do you want your project to 
achieve?

Your act ivist goal is the sor t of social change you want to make in the 
wor ld and the ef fects you would l ike to see. Allow yourself to be ambi-
t ious. Later, you wil l make this goal into more do-able act ions. Now is 
the t ime to Dream Big.

GOALS

Think about what you want people to feel when they see your work. 
Maybe you want to make them feel c lear and focused or cur ious and 
questioning. You might want your project to unite people. Perhaps you 
hope to inspire them or make them feel angry. Do not worry about the 
detai ls of your project—you wil l f igure that out later. Right now, ref lect 
on the ef fect you want your project to have.

An ar t ist ic aim ref lects the creator ’s intent, whether to provoke thought, 
evoke emotion, raise awareness, or inspire act ion, and serves as a 
foundation for making ar t ist ic choices.

What is your ar t ist ic aim?

Example:
Amina is a photographer based in Nairobi, Kenya. Nairobi is known for 
i ts vibrant culture and rapid urbanisat ion, but this growth has brought 
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signif icant air pol lut ion. The air quali ty in par ts of the city is dete-
r iorat ing due to exhaust from vehic les and industr ial emissions, af-
fect ing the health of i ts residents, especial ly chi ldren and the elder ly. 
Air quali ty management is supposed to be overseen by environmental 
agencies, but pollut ion continues to r ise due to lax enforcement and 
regulatory loopholes. Poli t ic ians and industr ial leaders of ten over look 
the issue, and many residents feel power less. Amina loves her c ity ’s 
dynamism but is deeply concerned about i ts air pol lut ion.
Amina is not an environmental scient ist; she is an ar t ist . Yet, she is 
determined to use her photography to highlight this issue. Her ar t ist ic 
aim might be ar t iculated as:

My Ar tist ic Aim is: to create visual narrat ives that empower commu-
nit ies to advocate for their health.

My Activist Goal is: to promote c leaner air in Nairobi.

With these goals in mind, Amina needs to set specif ic OBJECTIVES 
that are measurable and achievable, steps that wil l guide her project 
towards making a tangible impact. For instance, i f her goal is to raise 
awareness about air pollut ion, an object ive could be to organise a 
photo exhibit ion in central Nairobi that visually documents the ef fects 
of air pollut ion on daily l i fe, aiming to at tract media at tent ion and spark 
public discussions. This is just one object ive; as she progresses, she 
can def ine more to help fulf i l  her broader goals.

OBJECTIVE Now that you have set your goals, i t is t ime to narrow them down into 
specif ic OBJECTIVES. While goals are ambit ious and sometimes a bit 
lof ty, object ives are c lear, measurable steps that show whether you 
are heading towards your goal.
For example, i f your goal is to tackle c l imate change, a pract ical objec-
t ive could be the pass of a local law banning disposable garbage bags. 
You wil l have several object ives to achieve along the way to your main 
goal, but for now, just focus on establishing one.

Your overall goal is:
What is the objective of your project?



78

Example:
Amina has set a visionary goal: to promote c leaner air in Nairobi. But 
this goal, as noble as i t is, feels vast and complex—where should she 
begin? Such a broad aim requires narrowing down to manageable ac-
t ions. She decides to focus on the more immediate and observable is-
sue of air pollut ion caused by vehic le emissions, which is a signif icant 
par t of the problem.
Simply “raising awareness” or “star t ing a conversation” about air pol-
lut ion is insuf f ic ient. Most residents are already aware and concerned 
about the smog and its ef fects on their health. The real challenge is 
a lack of proact ive measures to combat i t . Af ter much considerat ion, 
Amina def ines her init ial concrete step:
The Object ive of my project is: to organise a city-wide campaign en-
couraging the use of public transpor t and bicycles, paired with a pho-
tography ser ies captur ing the daily impact of pollut ion and the benef its 
of alternative transpor t solut ions.
Now, let ’s dive into something more technical and discuss SMART(IE) 
object ives. The concept comes from the business wor ld, but i t can be 
useful for making more ef fect ive ar t ist ic act ivism. But because we are 
interested in social just ice, not maximising prof i t , we have added an 
I.E. These S.M.A.R.T.I.E. object ives are:

 ● Specif ic: They identi fy a par t icular thing you want to do, change, 
or impact.

 ● Measurable: They include something that can be evaluated to de-
termine whether you accomplished or made progress toward what 
you set out to do.

 ● Achievable: They are something you can realist ical ly hope to at-
tain.

 ● Relevant: They are in al ignment with your overal l goal.
 ● Timed: They have a deadline.
 ● Inclusive: They include and engage people most impacted.
 ● Equitable: They address systemic injust ice, inequity, or oppres-

sion.

The objective of your project is:

Now make it SMARTIERer.

How is your objective 
Specif ic?

How is your objective 
Measurable?
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How is your objective 
Achievable?

How is your objective 
Relevant?

How is your objective 
Timed?

How is your objective 
Inclusive?

What is your revised 
Objective?

How is your objective 
Equitable?

Do you want to adjust your init ial 
object ive to meet the above cr ite -
r ia? If so,
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Example: Amina wrote: The Object ive of my project is: to organise a city-wide 
campaign to promote the use of public transpor t and bicycles.
She then evaluates i f i t is a S.M.A.R.T.I.E. object ive. This is what she 
wr ites:

 ● How my objective is Specif ic: I t targets a c lear act ion: with my 
photography and public engagement, I want to encourage people 
to reduce rel iance on pr ivate vehic les and use public transpor t or 
bicycles.

 ● How my objective is Measurable: I can measure the campaign’s 
success by tracking the increase in public transpor t and bicycle 
usage rates and collect ing feedback from par t ic ipants. Addit ion-
al ly, I can compare air quali ty data before and af ter the campaign.

 ● How my objective is Achievable: Similar init iat ives have been 
successful ly implemented in c it ies l ike Bogotá and Amsterdam, 
which have seen signif icant public shif ts towards cycling and pub-
l ic transit usage. While Nairobi has unique challenges, these ex-
amples provide a proven bluepr int for success.

 ● How my objective is Relevant: Reducing vehic le emissions di -
rect ly tackles one of the pr imary sources of air pollut ion in Nairobi, 
contr ibut ing to c leaner air and healthier urban l iving.

 ● How my objective is Timed: Amina realises she needs a c lear 
t imeline. She considers her resources and constraints and de-
cides: I am set t ing a t imeline of one year to launch and evaluate 
the campaign’s init ial impact.

 ● How my objective is Inclusive: She continues with the social jus-
t ice “ Inclusive and Equitable” aspects: The campaign wil l involve 
community leaders, local businesses, and residents from diverse 
backgrounds to ensure broad par t ic ipat ion and suppor t.

 ● How my objective is Equitable: By promoting public transpor t 
and cycling, the campaign addresses the dispropor t ionate impact 
of air pollut ion on lower- income communit ies who of ten l ive in 
more polluted areas and rely more heavily on public amenit ies.

Finally, Amina revises her object ive to include the t iming element:

 ● The aim of my project is to organise a city-wide campaign within 
one year to promote the use of public transpor t and bicycles.

AUDIENCE Once you have f igured out the purpose of your project, the next step 
is to consider who you want to impact. Identi fying your AUDIENCE is 
crucial, especial ly in ar t ist ic act ivism, because social change is dr iven 
by inf luencing people.
It can be helpful to think of your audience as a f ict ional character, 
known as a “persona.” Creating a persona makes it easier to consider 
your broader, more diverse audience.
Remember, every audience connects with cer tain symbols, and sto -
r ies. Knowing your audience and their cultural context increases the 
chances of your project making an impact. This is much simpler when 
your audience is well -def ined.
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Who is the primary 
audience you want to 
reach?

Why do you want to 
reach this audience?

To ef fect ively reach your audience, you need to understand them 
deeply. This involves knowing their language and culture, fears and 
aspirat ions, and the narrat ives they use to interpret their wor ld. I t also 
means understanding the factors that inf luence their behaviours and 
the barr iers that might prevent them from taking act ion.
A useful strategy is to think of your audience as a single “ individual” 
that embodies the traits of the group you aim to connect with. This 
technique, of ten used by market researchers, is known as creating a 
PERSONA.
Here are some simple steps for doing this:
1. Visualise a person who represents your audience
2. Give them:

 ● A name
 ● Age, race, c lass, gender, sexuali ty, and education
 ● Polit ical and rel igious beliefs
 ● Where they l ive and what they do for work
 ● What they l ike and disl ike
 ● What they do for fun
 ● What enter tainment or media they enjoy
 ● And anything else that might f lesh out who they are.

3. Now compose a por trait: You can draw a picture of your character, 
cut and paste pictures scrapbook style, and/or wr ite a descr ipt ion 
below.

Amina’s act ivist goal is: Cleaner air in Nairobi. She ref ined this broad 
goal into a more pract ical object ive: to organise a city-wide campaign 
to promote the use of public transpor t and bicycles within one year. 
Now, who is her audience?
To determine this, Amina asks herself: Who has the power to realise 
my object ive? Since her object ive involves changing transpor tat ion 
habits, the answer becomes quite c lear.
The audience or audiences that have the power to realise my objec-
t ive are: the everyday commuters of Nairobi who pr imar i ly use pr ivate 
vehic les.
Amina decides that this group is the Pr imary Audience she wants to 
reach.
She then adds:
I want to reach this audience because: Government act ion on pollut ion 
is slow, and many commuters are unaware of the impact their choices 

Example:
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have on air quali ty. I f we are going to improve air quali ty in Nairobi, 
i t wi l l be through the act ions of individual commuters. These are the 
people I want to engage and motivate.

Audience Persona for Amina’s 
Campaign:

Name: John Kamau
Age: 35
Occupation: Corporate Employ-
ee
Commute Habits: Dr ives a per-
sonal car to work dai ly
Interests: Technology, outdoor 
act ivit ies, family t ime
Media Consumption: Frequently 
uses social media and l istens to 
local radio dur ing his commute
Values: Health-conscious, envi -
ronmental ly aware, open to adopt-
ing new habits i f shown clear per-
sonal and communal benef its

Name: Grace Wanjiku
Age: 28
Occupation: High School Teach-
er
Commute Habits: Uses public 
transpor t but is open to cycling i f 
i t feels safe and convenient
Interests: Reading, blogging 
about environmental issues, vol -
unteer ing in community c lean-ups
Media Consumption: Act ive on 
Instagram and blogs, fol lows
environmental and educational 
content
Values: Strong advocate for edu-
cat ion and community involve-
ment, believes in leading by ex-
ample to inspire her students and 
peers

Amina can fur ther tai lor her approach to specif ic groups within this 
audience. She might focus on corporate employees who commute long 
distances, parents who do school runs, or young adults who are more 
l ikely to adopt bicycle use quickly. Each of these groups has unique 
habits and incentives that resonate with them. Understanding these 
wil l make her campaign more ef fect ive. But for now, Amina identi f ies a 
broad yet impact ful audience.

ETHICS Creativity is a potent tool, and while i t has been used in many suc-
cessful movements for social just ice, i t has also been employed for 
harmful purposes. Developing an ETHICAL CODE to guide your work 
is essential.
How do you go about this? Star t by envisioning the ideal wor ld you are 
str iving towards. Ask yourself: Would this wor ld suppor t sustainable 
pract ices? Would i t value kindness and honesty? If these quali t ies 
al ign with your vision, begin your ethical code with pr inciples l ike sus-
tainabil i ty, car ing for others, and honesty.
Another method is to think about what you f ind object ionable in today’s 
wor ld. I f you are concerned about environmental degradation, self ish-
ness, and dishonesty, transform these negatives into posit ive values: 
Sustainabil i ty, Care, and Truth. This approach helps you def ine the 
values you want to uphold. Now, move on to integrat ing these into your 
work.

What is your ethical 
code?
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As you move from planning to the execution of your project, think back 
frequently to your code of ethics and ask yourself:

 ● Are my aims, goals and object ives consistent with my ethical code?
 ● Are the values expressed by my project true to my ethical code?
 ● Was my project created according to my ethical code?
 ● Are the intended ef fects of my project in l ine with my ethical code?

Now, think of how you wil l apply your ethics to your project.

How will you apply 
your ethical code?

Example: Amina sits down and careful ly 
considers the values she holds 
dear, as well as those she rejects. 
She compiles a l ist of values she 
admires:
My ethical code is:

 ● Integr ity
 ● Independence

 ● Civic Responsibi l i ty
 ● Cooperat ion
 ● Environmental Stewardship
 ● Respect for Nature
 ● Empowering Communit ies
 ● Mutual Learning
 ● Respecting Her itage
 ● Foster ing Innovation

Amina then thinks about how she wil l integrate these values into her 
campaign.
I will apply my Ethical Code by: Creating a cooperat ive init iat ive that 
harnesses the collect ive ef for t of al l par t ic ipants. My campaign wil l 
benef it Nairobi, promote healthier l i festyles, and contr ibute to environ-
mental conservation. I wi l l act ively seek feedback from the communi-
t ies I engage with, ensur ing the campaign resonates with their needs 
and values. The project wil l honour local cultural pract ices while intro -
ducing innovative approaches to sustainabil i ty. I wi l l maintain trans-
parency in decision-making and resource al locat ion, ensur ing that no 
external poli t ical or commercial interests compromise the campaign’s 
goals.

INTERVENTION Now that you have a c learer understanding of the change you want 
to create and who you are targeting, i t is t ime to star t craf t ing your 
INTERVENTION . This is where your creative energy really comes into 
play.
As you design your intervention, remember the groundwork you have 
laid out—your goal, object ives, audience, and ethical guidelines. Use 
this information to fuel your creativity, but do not let i t box you in. Al low 
your imagination to take f l ight.
Think of this as an init ial draf t of your intervention. I t does not have to 
be per fect r ight away. You wil l have plenty of oppor tunit ies to tweak 
and ref ine your ideas as they evolve from concepts into tangible ac-
t ions.
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What is your idea for an 
Intervention?

Example: Amina, who pr imar i ly identi f ies as a photographer and visual ar t ist , is 
passionate about captur ing images that can inspire change and pro-
voke thought. Intr igued by the idea of using ar t to tackle air pol lut ion, 
she envisioned creating something that would visually captivate and 
engage the community.
Af ter many solo brainstorming sessions and discussions with her 
peers, Amina decides:
My idea for an intervention is: Creating a large-scale outdoor photo 
exhibit ion featur ing images of dai ly l i fe in Nairobi af fected by air pol -
lut ion contrasted with potential ly healthier alternatives. This exhibit ion 
wil l be set up in a popular public park in the city centre. The central 
piece wil l be a str ik ing photo collage in the shape of a lung—repre-
senting the respiratory health r isks posed by pollut ion. The lung sym-
bol is signif icant as i t direct ly relates to the health impacts of poor air 
quali ty, a cr i t ical issue that of ten goes unnoticed. This symbol wil l also 
be used in promotional mater ials to highlight the urgency of address-
ing air pollut ion.
This concept is st i l l  in i ts ear ly stages, but i t gives Amina a solid foun-
dation to ref ine and expand upon as she develops her project fur ther.

CHECK INTENT Now that you have sketched out your intervention, you should check it 
against what you or iginally wanted it to do.

How will your inter-
vention get you closer 
to your aims, goals 
and objectives?

Now that you have thought a bit about your or iginal intent, do you want 
to revise your intervention idea? If so, revise what you wrote below.

What is your revised 
intervention idea?



85

Example: Amina’s Ar t ist ic Aim was: to use photography to inspire people to 
rethink their dai ly transpor tat ion choices.
Amina’s Activist Goal was: to promote c leaner air in Nairobi.
Her Objective was: to organise a campaign encouraging the use of 
public transpor t and bicycles within one year.
Now, she evaluates her or iginal intent against the intervention she 
proposed and wr ites:
My intervention gets me closer to my aims/goals/object ives by: cre-
at ing a visual narrat ive that engages the community in discussions 
about air pollut ion and encourages them to adopt healthier, sustain-
able transpor tat ion alternatives.
Since Amina’s intervention c lear ly al igns with her aims, goals, and 
object ives, focusing on impact ful visual story tel l ing and community 
involvement, she sees no need to modify i t at this stage.

METRICS Now that you have sketched out what you want your project to do and 
who you want to reach, i t is t ime to ask the crucial question: How will 
you know if you have succeeded?

See below for a l ist of suggestions on possible evaluat ion methods.

What evaluation tools 
will you use?
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HOW TO MEASURE THE IMPACT 
OF ARTIVISM WORKSHOPS

Measur ing the impact of your ar t ivist ic workshops helps you under-
stand what worked well, what can be improved, and how your ef for ts 
are making a dif ference. This guide wil l show you easy ways to mea-
sure the impact of di f ferent types of workshops.

General Steps for Mea-
suring Impact

1. Set clear goals:
What do you want to achieve 
with your workshop? (e.g., raise 
awareness, change at t i tudes, 
bui ld ski l ls)
2. Decide what to measure:
Pick a few key things to measure, 
l ike how much people learned, 
how they felt about the workshop, 
and any changes in their behav-
iour.
3. Choose simple methods:
Use easy methods l ike surveys, 
feedback forms, and interviews to 
gather information.
4. Collect data:
Gather information before, dur-

ing, and af ter the workshop to see 
what changes.
5. Look at the results:
See what the information tel ls 
you about the workshop’s impact.
6. Share what you found:
Tell par t ic ipants, funders, and 
community members about your 
f indings.
7. Take action:
Ref lect on and note how you may 
do things dif ferent ly next t ime. 
Are there any signif icant changes 
you could make to improve your 
workshops?

Measuring impact  
by workshop type

Goals:1. Feminist ar t ivism workshops
 ● Challenge gender stereotypes
 ● Promote gender equali ty
 ● Empower par t ic ipants through ar t

Tips for impact measurement:
 ● Focus on at t i tude changes: Pr ior i t ise questions that assess shif ts 

in perspectives on gender issues.
 ● Ar twork ref lect ions: Encourage par t ic ipants to descr ibe how cre-

at ing ar t inf luenced their understanding of the workshop themes.

2. Feminist ar t ivist ic 
per formances

Goals:
 ● Raise awareness about gen-

der issues
 ● Encourage public dialogue

Tips for impact measure-
ment:

 ● Audience engagement: Pay 
special at tent ion to audience 
react ions immediately fol low-
ing the per formance.

 ● Public dialogue: Track any 
discussions sparked by the 
per formance in forums, so-
cial media, or community 
gather ings.
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Tips for impact measurement:
 ● Listener engagement: Look at episode download trends and l is-

tener comments to gauge ongoing engagement.
 ● Feedback channels: Set up dedicated email or social media chan-

nels for l isteners to discuss topics and provide feedback.

Goals:
 ● Raise awareness through self-published zines.
 ● Empower par t ic ipants to share their stor ies.

Tips for impact measurement:
 ● Reader submissions: Track the number of submissions for up-

coming issues as a measure of engagement and inf luence.
 ● Distribution feedback: Gather feedback on the accessibi l i ty and 

reach of the zine, par t icular ly in community spaces.

5. Zine creation

Repor ting and using 
your f indings

1. Create a simple repor t:
 ● Write down what you learned in a shor t, easy-to -read repor t.
 ● Use char ts or graphs to show key points.

2. Share your f indings:

3. Make improvements:

 ● Tell par t ic ipants, funders, and community members what you 
found.

 ● Use your f indings to improve future workshops.

 ● Use the feedback to make your next workshop even bet ter.
 ● Share t ips and successes with other ar t ivists.

Goals:
 ● Highlight gender issues through photos
 ● Engage communit ies in dialogue

Tips for impact measurement:
 ● Visual impact: Focus on gather ing feedback about the emotional 

and educational impact of the photographs.
 ● Community feedback: Collect insights from community members 

dur ing exhibit ions, community forums, and social media.

3. Documentary photog-
raphy

4. Podcast creation Goals:
 ● Discuss gender issues through audio
 ● Build a community of l isteners

By fol lowing these steps, you can measure the impact of your ar t ivism 
workshops and show how they are making a dif ference.
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Ethical Reminders for Evalua-
t ion

When conducting any form of feedback or data collect ion dur ing your 
ar t ivism workshops, i t is impor tant to uphold high ethical standards. 
This respects the r ights of your par t ic ipants and enhances the cred-
ibi l i ty of your f indings. Here are some key points to keep in mind:

Respect for privacy: A lways in-
form par t ic ipants about the pur-
pose of col lect ing their feedback 
and how it wi l l be used. Make 
sure to obtain their consent be-
fore collect ing any data. I f par-
t ic ipants prefer not to provide 
feedback, respect their decision 
without consequences.
Ensuring anonymity: I f you are 
collect ing sensit ive information 
or feedback that par t ic ipants may 
want to keep conf idential, ensure 
that their responses are anony-
mous. Avoid asking for names 
or other identi fying detai ls on 
feedback forms unless absolutely 
necessary.
Confidential handling of data: 
Handle al l data conf idential ly. 
This means that personal infor-
mation should not be shared out-
side the workshop without the ex-

plic it consent of the par t ic ipants. 
I f you share results with others, 
such as in repor ts or presenta-
t ions, ensure that data is aggre-
gated or anonymised to prevent 
any par t ic ipant from being identi -
f ied.
Transparency and communica-
t ion: Be transparent with par t ic i -
pants about how their data wil l be 
used. Explain what measures are 
in place to protect their informa-
t ion and how their input wil l con-
tr ibute to the workshop’s objec-
t ives.
Feedback use: Clear ly commu-
nicate that feedback wil l be used 
construct ively to improve future 
workshops and to bet ter under-
stand the impact of ar t ivism. This 
helps set expectat ions and rein-
forces the value of their contr ibu-
t ions.

By adher ing to these ethical pract ices, you wil l protect the par t ic ipants 
and build trust and integr ity in your ar t ivism workshops. Remember, 
ethical considerat ions are not just a formality but a core aspect of re -
specting and valuing al l par t ic ipants and their contr ibut ions.
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WORKSHOP FEEDBACK SURVEY

Instructions: Please rate each statement below based on your exper ience in the 
workshop today, from 1 (Strongly Disagree) to 5 (Strongly Agree).

1. Understanding and Insights I gained new insights related to the workshop’s theme (e.g., gender 
issues and social just ice).

1 2 3 4 5

The workshop improved my understanding of how ar t can be used for 
advocacy.

1 2 3 4 5

2. Engagement and Interaction The workshop act ivit ies were engaging and ef fect ively delivered.

1 2 3 4 5

The faci l i tators ef fect ively encouraged par t ic ipat ion and discussion.

1 2 3 4 5

3. Personal Impact I feel inspired to use the ski l ls learned today in my own ar t ivism proj -
ects.

1 2 3 4 5

I am l ikely to engage in ar t ivism act ivit ies as a result of this workshop.

1 2 3 4 5

4. Practical Application I feel equipped with pract ical tools and techniques to apply in ar t ivism 
(specify i f visual ar ts, per formance, photography, etc.).

1 2 3 4 5

I plan to share what I learned today with others in my community.

1 2 3 4 5
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3. Guiding Questions:
To streamline the session and ensure i t remains focused, select 3 -5 
simple questions. Here are some suggestions:

 ► What did you enjoy the most about today’s workshop?
 ► Was there anything about the workshop that you found par t icular ly 

challenging or confusing?
 ► How would you descr ibe your overal l exper ience in today’s work-

shop?
 ► Did the workshop meet your expectat ions?
 ► How relevant did you f ind the workshop’s content to your interests 

or needs?
 ► Were there any topics you wished had been covered more deeply 

or included in the session?
 ► How do you feel about the ski l ls or knowledge you have gained 

today? Do you see yourself using them in the future?

Please provide any addit ional feedback or suggestions to help us im-
prove future workshops:

Optional Comment Section:

Thank you for your feedback and par t icipation!

Conducting Quick Informal 
Feedback Sessions

Conducting a br ief and informal feedback session at the c lose of each 
ar t ivism workshop can be incredibly valuable. This al lows you to gath-
er immediate insights into the par t ic ipants’ exper iences, perceptions, 
and the overal l impact of the session. These discussions are designed 
to be engaging and non- int imidating, ensur ing par t ic ipants feel com-
for table shar ing their honest thoughts.

Procedure: 1. Timing:
 ● Schedule the feedback session at the end of the workshop, when 

par t ic ipants’ memories of the exper ience are st i l l  f resh.
 ● Aim for a discussion length of about 10 -15 minutes to keep it con-

cise and focused.

2. Sett ing the tone:
 ● Star t by thanking par t ic ipants for their involvement and express 

your genuine interest in their opinions to improve future work-
shops.

 ● Reassure them that al l posit ive or negative feedback is welcomed 
and valuable.

5. Overall Satisfaction Overall, I am satisf ied with the exper ience and outcomes of this work-
shop.

1 2 3 4 5
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4. Facili tat ing the discussion:
 ● Encourage an open dialogue and al low each par t ic ipant who wish-

es to speak the oppor tunity to share their thoughts without inter-
rupt ion.

 ● I f par t ic ipants are shy or reluctant to speak up, consider using a 
‘pass the object ’ approach where only the person holding a desig-
nated item may speak. This can help manage the discussion and 
encourage par t ic ipat ion.

5. Documentation:
 ● Designate a faci l i tator or assistant to take notes dur ing the dis-

cussion. This ensures that you capture al l feedback without dis-
rupt ing the f low of conversation.

 ● Alternatively, consider recording the session (with par t ic ipants’ 
consent) to ensure no valuable feedback is missed.

6. Closing the decision:
 ● Conclude the session by summarising the key points raised and 

thank everyone for their contr ibut ions.
 ● Highlight any immediate changes or considerat ions you plan to 

implement as a result of their feedback.

 ► Did you feel encouraged to par t ic ipate dur ing the workshop?
 ► Were there any act ivit ies or par ts of the workshop that par t icular ly 

engaged you?
 ► What is the most impor tant thing you learned today?
 ► How do you plan to apply what you have learned personally or 

professionally?
 ► How did you f ind the faci l i tator ’s approach? Was it c lear and en-

gaging?
 ► Was the faci l i tator ef fect ive in managing the group and discus-

sions?
 ► How did you f ind the pace of the workshop? Too fast, too slow, or 

just r ight?
 ► Was there enough t ime for discussions and act ivit ies?
 ► Were the mater ials (handouts, tools, etc.) helpful and informative?
 ► Is there any addit ional mater ial or resources you wish had been 

available?
 ► How comfor table were you in the workshop environment?
 ► Were there any logist ical aspects that could be improved (e.g., 

seating, room temperature, audio-visual equipment)?
 ► Did you f ind interact ions with other par t ic ipants valuable?
 ► Would you have l iked more t ime to interact with your peers?
 ► Based on your exper ience today, how l ikely are you to at tend fu-

ture workshops l ike this one?
 ► Are there specif ic topics or types of workshops you would be in-

terested in at tending in the future?
 ► Do you have any suggestions for how we could improve this work-

shop?
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ADDITIONAL  
RESOURCES

GENDER ADVOCACY ARTIVISM CAMPAIGN — 
PLANNING TEMPLATE

PHOTO STORY PLANNER

PHOTO STORY PLANNER - CHECK LIST
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GENDER ADVOCACY ARTIVISM CAMPAIGN — PLANNING 
TEMPLATE

Campaign Name:

Target Audience: 

Key Messages:

Ar t Form(s) Selected:

Suppor ting Messages: 

Provide a concise and descr ipt ive name for your campaign.

Identi fy the specif ic group(s) you aim to reach and inf luence.

What is the central message of your campaign?

List any secondary messages that suppor t your main message.

Campaign Objective: Primary Goal: Def ine the main goal of your campaign.  
What change or impact are you aiming to achieve?

Artist ic Approach

Choose the ar t form(s) you wil l use – e.g., mural, per formance ar t, 
digital media.
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Star t Date: 

End Date: 

Materials:

Human Resources: 

Key Milestones:

Reason for Selection: 

Campaign Timeline

When wil l the campaign of f ic ial ly begin?

When wil l the campaign conclude?

List al l mater ials needed for the ar t ist ic creat ion and campaign 
execution.

Identi fy the team members, ar t ists, and volunteers required.

List impor tant dates and milestones in the campaign.

Explain why these ar t forms are appropr iate for your message and 
audience.

Resources Needed



95

Par tnerships  
and Collaborations

Outreach and Engagement 
Strategy

Monitoring and Evaluation

Potential Par tners:

Channels of Communication: 

Success Metrics: 

Roles and Contributions:

Engagement Activit ies: 

Feedback Mechanism: 

List any organisat ions, groups, or individuals you plan to col labo-
rate with.

Specify the plat forms and channels you wil l use to promote your 
campaign – e.g., social media, community events.

Def ine how you wil l measure the success of your campaign.

Identi fy the team members, ar t ists, and volunteers required.

Outl ine act ivit ies to engage your audience – e.g., workshops, inter-
act ive sessions.

How wil l you collect feedback from par t ic ipants and the audience?
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Campaign Review  
and Follow-Up

Step 1: Choosing a topic  
and audience

Post-Campaign Evaluation:

Def ine the purpose: 

Sustainabili ty Plan:

Topic selection: 

Def ining the audience: 

Plan for how you wil l evaluate the campaign’s impact af ter i ts con-
clusion.

Educational content, informational, enter tainment - detai l the pur-
pose and value to the audience.

How wil l you maintain engagement or continue the message beyond 
the campaign?

Culture, science, events, public interest, news - detai l with ideas for 
specif ic ar t ic les.

Who they are, what interests do they have, what problems would 
they l ike to solve, age, region and how your magazine can meet their 
needs - spell out in detai l.

Get into groups based on interest and ski l ls (wr it ing, research, design, 
photography, edit ing, etc.). Answer the below questions to plan a me-
dia project you can create together.

DEVELOPING A ZINE PRACTICAL EXERCISE
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Step 2: Create a content plan

Make a list of topics:

 Distr ibution of content: 

Create a l ist of topics and ar t ic le headlines you would l ike to include 
in your magazine - wr ite down at least 10 ideas, add more i f there is 
t ime lef t at the end of the session
1. 

2. 

3. 

4. 

5. 

6. 

7. 

8. 

9. 

10. 

Divide your content into headings or sect ions to improve navigat ion 
for readers - wr ite out the headings, example: c ity news, environmen-
tal news, interviews with interest ing people, photo repor t, etc.

Planning regularity: Decide with what regular ity you wil l publish new issues of your mag-
azine - i t can be weekly, monthly, etc. - wr ite down the desired and 
actual regular ity of the issue.
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Step 3: Assemble the team

Step 4: Design and visualisation

Step 5: Distribution.

Team:

Team:

Promotion and distr ibution:

Divide the roles for creating the magazine by ski l ls - editor, de-
signer, photographer, i l lustrator, wr iter - f ind out from each team 
member what ski l ls they have and previous exper ience that might 
be useful in one of the roles.

Divide the roles for creating the magazine by ski l ls - editor, de-
signer, photographer, i l lustrator, wr iter - f ind out from each team 
member what ski l ls they have and previous exper ience that might 
be useful in one of the roles.

Where and how are you going to promote your publicat ion - descr ibe 
roles, plat forms, promotion processes.



PHOTO STORY PLANNER
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Proposed title of the Story:

Subject/s: Who are your subjects? How can you reach them? How to organise 
meetings?

When is a good t ime for the story to go and take photos? 
Make a l ist of things/events/people you would l ike to photograph that 
are key to the story.

What else has been done on this story?  
What data do you need to save and reference (keep l inks, names, 
dates)?
Does the data back up your story or is data missing? 

Organise:

Research:

Problem/Conflict: What is the issue you would l ike to cover? Research this topic. Ex-
plore ways you can cover this topic.
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Setting:

Solution/Journey:

Results/Action:

Audience:

Goal/Key message:

Where is the story taking place?

Have the subjects undergone visible transformation?

Is your story Dynamic or Stat ic? 
How can you show it?

Who wil l be the main audience? 
How can your audience benef it f rom this project?

What is the goal you want to achieve? 
Why are you tel l ing the story? 
What do you want the audience to know, feel or do?



101

Notes:

Reasoning:

Results/Action:

Structure:

What does the viewer need to know here?
Does the story have any conf l ict?

From the beginning to the end

What response does it request from the viewer?
Does your story of fer insight?
Of fer a way in which people feel l ike they’re involved in the wor ld and 
can make a dif ference.

Conclusion:
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 ● subject
 ● background
 ● foreground

 ● people
 ● story
 ● mood/feeling

 ● symbol/metaphor

 ● t ime
 ● place
 ● social beliefs

 ● cultural pract ises
 ● photographer ’s intent

 ● people
 ● places

 ● things
 ● activit ies

 ● l ight
 ● focus
 ● t ime of day
 ● motion
 ● point of view

 ● f raming
 ● cropping
 ● composit ion
 ● “voice”

 ● shape
 ● l ine
 ● angle
 ● colour and tone

 ● pat tern
 ● depth
 ● composit ion overal l

 ● intent ion/purpose  ● meaning

1. Angles used
2. Light and colour
3. Wide/mid/c lose-up shots
4. Var iety of situat ions the subject is in
5. I f the photo/story really tel ls me something new I didn’t know 

about

Notes:

What story is the photograph telling?

What are the circumstances in which the photograph is ade?

Visual f low, the coherence of the set of images, or the construction of the 
single image.
Knowledge Transfer - what people will learn from your photo/text story?

 ► How do the people or activities use the objects in the photograph?
 ► Is there a relationship between subjects in the photograph?
 ► Do they touch or look at each other? 
 ► What indicates the type of relationship?

Content:

Context:

Subject:

Photographic attributes:

Narrative:

Composition:

Meaning:

Final assessment of the story:
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ILLUSTRATIONS SOURCES

Screenshot form the documentary movie 

t rai ler “OVERSEAS”. 2019 15

Kara Walker. “Cut ”. 1998 15

Screenshot f rom per formance col lect ive 

Las Tesis “A Rapist in Your Path”. 16

“Qiniso, The Sai ls, Durban”. 2019 16

A front cover of Seito by Chieko Naganu-

ma. Source: Wikipedia 19

By Janet Halverson. Cover f rom the f i rst 

edit ion. Source: Wikipedia 39

Anishinaabe camp by Benjamin F. Up-

ton, 1870. Source: Wikiversi ty 39 

The House on Mango Street. Sandra 

Cisneros. Cover f rom the f i rst edit ion. 

Source: Wikipedia 39
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