
Message

‘Speak Out’ is a proposed campaign to 
address subtle, systemic racism in Kent, 
England. The campaign aims to inform 
people about the issue of covert racism 
and gain perspectives from invividuals 
who experience it. The message directed 
to the audience is as follows:

Actions and words which might seem 
inconsequential to you, can serve to put 
down those of an ethnic minority and 
trivialise concerns about inequalities in 
the systemic context of racism.

Speak Out would like to hear from 
you about your experiences of and 
perspective on racism, to help others to 
better understand the issue.

Research into the issue of contemporary 
racism in the UK suggests that, among 
some of the population, there is a lack of 
awareness and understanding of racism 
that is not overt. ‘Speak Out’ aims to 
address this gap in knowledge. 

Audience

‘Speak Out’ aims to reach general 
audiences in Kent, England, a 
demographically diverse audience. This 
should include people who have a gap in 
their knowledge of covert racism, as well 
as BAME individuals who would benefit 
from having a platform to share their 
experiences of racism. 

Key Issues

Through quotes from real people and 
statistics on contemporary racism, some 
key concepts that the campaign aims to 
address include: 

White silence: Not speaking out against 
racism, and thinking that nothing can be 
or needs to be done against racism by the 
individual. 
 
Excusing institutional racitsm: particularly 
a troubling tendency of people to excuse 
racism on the part of police forces or 
other authorities.
 
Sentiment that subtly undermines 
concerns of racism along the lines of 
“but we have equal rights.” Or bootstrap 
theory; “BAME people need to just work 
harder and take personal responsibility” 
when presented with statistical 
inequalities.
 
Sentiment that overtly undermines 
concerns of racism along the lines of 
“stop playing the race card.”
 
Tokenism; ideas such as “I’m can’t be a 
racist; I have a black friend.”
 
Micro-aggressive language carrying 
assumptions; “you’re so articulate” or 
“where are you really from.”
 
Thinking only of intent from one’s own 
perspective; “not to be racist, but...”
 
“All Lives Matter” and the demonization of 
Black Lives Matter.



Research

Extensive research lead to the results 
of the proposed ‘Speak Out’ campaign. 
Some key pieces of information inspired 
the direction towards addressing covert 
racism.

Figure 1: This figure shows that across 
the UK there is a common perception 
that the UK is ‘not very racist’, which 
suggests that there is a gap in people’s 
knowledge on the continued systemic 
presence of racism in society. A smaller 
number of respondants are also under 
the impression that racism is not at 
all present in UK society. This is the 
misconception that ‘Speak Out’ aims to 
address.

Figure 2: These are examples of quotes 
from real people taken from various 
different message boards, who display 
some level of ignorance about racism, 
and thereby contribute to casual racism. 
It is important to note that the people in 
question may not consider themselves 
racist or be likely to act in an overtly racist 
way. These are the kinds of people that 
may benefit from seeing the ‘Speak Out’ 
campaign.

Figure 3: This information shows that 
there is a difference in perspective on 
racism between people of an ethnic 
minority in the UK, and white people. This 
difference is stronger between political 
lines. The predominantly white and 
conservative region of the southeast of 
England may benefit from changing their 
perspective on racism with ‘Speak Out’.
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Figure 4: This also shows that there is 
a gap in perspective between black and 
white people on racism, and as well as 
their experiences with racism from the 
police. As BAME people are those who 
experience racism in the UK, it is these 
people who ‘Speak Out’ aims to gain 
perspective from to reach people with a 
gap in understanding on the issue.

Figure 5: This information shows 
many examples of BAME individuals 
experiencing racism in covert, and some 
more overt ways. This is evidence of the 
persistent issue of racism in UK society.
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The Result

To the left is the flat design of the 
main poster which would aim to reach 
people in public areas in Kent, England. 
The quote, from a person of an ethnic 
minority background on their experiences 
with racism in Kent, fits the campaign’s 
aim of platforming people’s perspectives 
on racism, with the intention of informing 
others on the issue. The simple, clear 
design choice of a dark background with 
white text and an orange-red accent 
colour for emphasis, aims to make the 
campaign eye-catching to audiences who 
may be busy in a public space.

The QR code, which audiences should be 
familiar with, particularly upon the use of 
them in the COVID-19 pandemic, would 
take the user to a proposed instagram 
page (the image to the right). The 
instagram page would be encouraging a 
discussion and promoting BAME people’s 
perspectives on the issue. 

The Instagram page is proposed but not 
currently active. Presently the QR code 
links to the campaign video hosted on 
YouTube which conveys the message of 
‘Speak Out’. 



(Continued)

Social media images for the campaign 
Instagram can be seen to the left. The 
mock-up images below give an example 
of an audience member in Kent, England, 
encountering the ‘Speak Out’ posters in 
a public space and using their phones 
to view the Instagram page, finding out 
more about the message of the campaign 
and viewing the short promotional video.


