




















“History has shown us time and again the dangers 
of demonizing foreigners and minorities, and it is 
extraordinary and deeply shameful to see these 
types of tactics being used… simply because 
racism and xenophobia are so easy to arouse in 
order to win votes or sell newspapers.” 

-United Nations High Commissioner for Human Rights, 
2015





Hate is part of 
the media 
business model



Our aim: 

To make hate 
unprofitable
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“I’m not going to be doing an anti-immigrant story. 
Ever. Do not put them on the schedule.” 

– Daily Express editor Gary Jones, 2019















A “Fair Trade” model for advertising





The Conscious Advertising Network

Manifesto on hate speech:

“[We will] endeavour to avoid advertising 
with media outlets that fuel hatred on the 
grounds of race, religion, nationality, 
sexuality, gender or gender identity, disability, 
migration status or any other group 
characteristic.”



$600 billion





Objective 17, UN Global Compact on Migration:

“…Promote independent, objective and quality reporting of 
media outlets, including internet based information, 
including by sensitizing and educating media professionals on 
migration-related issues and terminology, investing in ethical 
reporting standards and advertising, and stopping allocation 
of public funding or material support to media outlets that 
systematically promote intolerance, xenophobia, racism 
and other forms of discrimination towards migrants, in full 
respect for the freedom of the media”.






