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Making your voice heard: 
a visual communication project for young Roma women 
Fazer a sua voz ser ouvida: 
um projeto de comunicação visual para jovens mulheres Ciganas
Hacer oír tu voz: 
un proyecto de comunicación visual para jóvenes mujeres Romaní
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ABSTRACT

 The Hungarian Roma have a rich and diverse cultural heritage, but it is not sufficiently 
integrated into an authentic and empowering school curriculum, not exhibited in a dedicated 
museum and consequently, is not recognised even by members of the cultural group. The 
major objective of the Roma Cultural Influencer Training Program, realised in two iterations 
in the framework of the HORIZON2020 AMASS Project is to design and implement a verbal, 
visual and digital communication skills development program that is motivating and useful in 
many ways for young Roma girls and women, whether at school or already employed. 

In a social media course with 18 participants representing the whole cultural spectrum of 
the young Roma community, the first part of which had been finished in January 2021 and 
reported here, we enhanced their communication skills in primarily visual media. While 
preparing them for individual creation of social media pieces, we also motivated them to 
explore and represent their cultural heritage integrating it with contemporary social issues 
concerning Hungarian Roma in a youthful, easily accessible environment. The training 
program was accompanied by a participatory observation and portfolio assessment study. 
Primary results are reported here.

Keywords: Hungarian Roma, cultural heritage, social media presence, influencer, media-
based intervention

RESUMO

 Os Rom húngaros têm um patrimônio cultural rico e diversificado, mas não está 
suficientemente integrado num currículo escolar autêntico e empoderador, não está exposto 
num museu dedicado e, conseqüentemente, não é reconhecido nem mesmo por membros 
do seu grupo cultural. O principal objetivo do Programa de Treino de Mediador Cultural 
Rom, realizado em duas iterações no âmbito do Projeto HORIZON2020 AMASS, é projetar 
e implementar um programa de desenvolvimento de habilidades de comunicação verbal, 
visual e digital que seja motivador e útil de várias maneiras para as meninas Rom e mulheres, 
que estejam na escola ou já empregadas.
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Setting the context 

The biggest Hungarian minority, the Roma (about 10% 
of the population of 9.500.000 in Hungary, inhabitants of 
central and Eastern Europe since the Renaissance, 14-15th 
century). Sociological research on Roma culture helped 
reveal paths for education to follow in order to build bridges 
between minority and majority cultures that supports 
mutual communication, and ultimately leads to a better 
understanding. In the framework of the ‘Societies and 
Lifestyles’ project, realised between 2006-2009, 10 post-
communist countries documented and analysed lifestyles 
and values of so-called fringers: small ethnic groups living 
on the fringes of society. The Hungarian Roma served as 
examples of social groups whose rich cultural heritage had 
been exploited without its integration into an authentic and 
empowering curriculum, without exhibiting in a dedicated 

museum and consequently, without recognition even by 
members of the cultural group. (Forray & Beck, 2008). 

The Hungarian Roma, about 780,000 in number, the biggest 
majority in a country of less than ten million inhabitants. 
Hungarian Roma belong to two major tribal groups that are 
basically different in culture, lifestyle and attitudes toward 
education. Most of the 3% of the Roma cohort pursuing studies 
in higher education come from Romungro (‘Hungarian’, Vlach, 
‘Wallachian’ or ‘Olah’) tribal members. They are proud of their 
culture, but their identity is not connected to their ancient 
tribal language which they lost in the process of acquiring 
middle-class Hungarian culture. The Boyash (or ‘Beás’) live in 
the South of the Transdanubian region of Hungary, in small 
villages in the vicinity of larger centres where they can find 
employment. Their identity is deeply rooted in their art 
(music, dance, crafts) and their language.
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Relatamos aqui, a primeira parte do treino de media social concluída em janeiro de 2021 com 
18 participantes representando o espectro cultural da comunidade jovem Rom. No treino 
trabalhámos habilidades de comunicação principalmente nos media visuais. Ao prepará-
los para a criação individual de imagens, também os motivamos a explorar e representar 
sua herança cultural integrando-a com questões sociais contemporâneas relativas aos rom 
húngaros num ambiente jovem e de fácil acesso. O programa foi acompanhado por uma 
observação participante e estudo de avaliação de portfólio. Os resultados primários são 
relatados aqui.

Palavras-chave: Rom húngaras, herança cultural, presença nas redes sociais, influencer, 
intervenção baseada nos media

RESUMEN

 Los romaníes húngaros tienen un patrimonio cultural rico y diverso, pero no está 
suficientemente integrado en un plan de estudios escolar auténtico y empoderador, no se 
exhibe en un museo dedicado y, en consecuencia, ni siquiera los miembros del grupo cultural 
lo reconocen. El principal objetivo del Programa de formación de influyentes culturales 
romaníes, realizado en dos iteraciones en el marco del proyecto HORIZON2020 AMASS, es 
diseñar e implementar un programa de desarrollo de habilidades de comunicación verbal, 
visual y digital que sea motivador y útil de muchas maneras para las jóvenes romaníes. y 
mujeres, ya sea en la escuela o ya empleadas.

En un curso de redes sociales con 18 participantes que representan todo el espectro cultural 

de la comunidad joven gitana, cuya primera parte se terminó en enero de 2021 y se informó 

aquí, mejoramos sus habilidades de comunicación principalmente en medios visuales. 

Mientras los preparamos para la creación individual de piezas de redes sociales, también 

los motivamos a explorar y representar su herencia cultural integrándola con los problemas 

sociales contemporáneos relacionados con los romaníes húngaros en un entorno juvenil y de 

fácil acceso. El programa de capacitación estuvo acompañado de una observación participativa 

y un estudio de evaluación de portafolios. Los resultados primarios se informan aquí.

Palabras clave: Romaní húngaro, herencia cultural, presencia en las redes sociales, 
influencer, intervención basada en los medios
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Figure 1.  A pitch by Mária Farkas, participant of the Roma Cultural Influencer Program. 

“Be brave to step! Be brave to change!” 

The education of Hungarian Roma changed substantially 
when the country entered the European Union (EU) in 
2003 and accepted the so-called Capotorti definition of 
this minority as a nation with equal rights to education in 
their native language, based on their needs and ambitions 
(Capotorti, 1977). While previous educational efforts were 
targeted towards segregation disguised as remedial primary 
level education in ‘special’ classes with lower attainment 
expectations (dead alleys that practically prevented further 
studies), new programmes envisaged textbooks in native 
languages and support for the training and subsequent 
enrolment of Roma teachers. Most young Roma who 
continue their studies after the compulsory eight years of 
primary education, attend vocational schools that often 

train redundant workforce, as the system of vocational 
training in Hungary has not been restructured to meet the 
needs of a transformed economy. Thus, undereducation 
and unemployment are intricately related and the social 
distance between the Roma minority and the social majority 
constantly increases (Kertesi & Kézdi, 2011).

Knowledge about and appropriation of the cultural heritage 
of a nation is a basic constituent of national identity and self-
esteem. Roma culture (apart from music) is practicallyinvisible 
in Hungary (Kárpáti et al., 2014). Benevolent intensions for 
intervention from outside the Roma community always face 
the danger of cultural colonisation – presenting a new kind 
of expert or esoteric knowledge to replace that of the ruling 
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Figure 2. Digital collage by Katalin Godó, participant of the Roma Cultural Influencer Program. Text: “Who I am? Identity searching switched on - Woman of 
my love, the member of the Godó Family, member of the István Wáli Roma College for Advanced Studies of the Reformed Church, teacher, stemming from 

Tiszanána, PhD student of the University of Debrecen. Hungarian or Roma? – No! Roma in Hungary”
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Figure 3. Students of the Roma Cultural Influencer Training Program. Learning as a mother of a toddler is not impossible! (Photo by Lajos Kovács)

“Be brave to step! Be brave to change!” 

(educational) elite. Young (2012) emphasises the need for 
‘powerful knowledge’ for the underprivileged that develops 
flexible thinking and methods of knowledge construction 
instead of teaching readymade concepts and rules and is 
always open to challenge. Communication skills of young 
Roma, mostly visualisers and not verbalisers, are often 
underdeveloped because of the overwhelmingly verbal 
nature of teaching and learning (Kyuchukov et al., 2017). 
Communication through media is a motivating platform 
for self-expression, and visual language may facilitate their 
conceptual development.

The Hungarian Roma should have a cultural representation 
of their own in the social media, too, where their life is 
often represented in stereotypes of violence and crime or 
is reduced to entertainment music. Roma cultural identity 
needs expression, and social media seem to be ideal for this. 
Easily accessible, free platforms like Instagram, Facebook or 
YouTube may distribute knowledge about Roma culture: arts, 
crafts, customs, and the related visual and verbal heritage. 
Moreover, digital literacy and communication skills are a big 
advantage at school, during training and in the job market. 

The major objective of the Roma Cultural Influencer Training 
Program, realised in two iterations in the framework of the 
HORIZON2020 AMASS Project with a telling title: “Acting on 

the margins – the arts as social sculpture, is to design and 
implement a verbal, visual and digital communication skills 
development program that is motivating and useful in many 
ways for young Roma girls and women, whether at school or 
already employed. In a social media course, the first part of 
which had been finished in January 2021 and reported here, 
we intend to enhance communication skills in primarily visual 
media (easier accessible for them than, for example, channels 
like radio journalism) with high acceptance among them. 

Several journalism courses for aspiring Roma newsmen and 
-women had been offered in Hungary before, with little 
lasting effect. To become a TV or radio anchor or shoot a 
documentary film, get your article into the printed press 
one needs a good network of mentors and much luck – 
features outside the range of possibilities of most young 
Roma. However, social media are there for everyone. 
Success depends on knowledge and skills, creativity and 
perseverance – skills and emotions can be cultivated 
through educational and mentoring programs.

The power of social media to change mindsets and influence 
beliefs, values and attitudes was proven repeatedly in studies 
before (Ngai et al., 2015). Some communication skills are 
essential in this mission: creation of oral and written media 
pieces, photos and videos and different genres in journalism. 
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Figure 4. The students of the first Roma Cultural Influencer Training Program with teachers and mentors at Corvinus University of Budapest. Photo by Lajos 
Kovács.

These are the skills that the first part of our intensive course 
has started to develop, and the second course will further 
enhance. Both courses are practice oriented in nature, with 
student mentoring and extensive laboratory and media 
practice (in three institutions offering programs for the 
Roma population). The duration of the course is twice 30 
lesson hours in 6-hour blocks. This paper reports on the first 
iteration of the course, taught between 15 October 2020 and 
8 January 2021, in 5 blocks of 6 lesson hours, 30 hours in 
total, with online mentoring between course blocks. 

Roma culture is practically invisible in Hungary. There is 
no museum dedicated to Roma visual arts, crafts, music, 
literature, or folklore tradition. While preparing them for 
individual creation of social media pieces, we also motivated 
them to explore and represent their cultural heritage 
integrating it with contemporary social issues concerning 
Hungarian Roma in a youthful, easily accessible environment. 
A well-trained and engaged cultural influencer of Romani 
origin could be vital in the manifestation of these values in 
an inspirational way.

Communication in social media is a central part of the 
training that could be useful both in the professional and 
private life of the participants. The knowledge of modern 
online communication is an effective aid in the establishment 
and propagation of an enterprise as well. The development 
of the participants’ communication supports their scholastic 
record through developing a better understanding of 
texts and images, and a more effective presentation of 
their knowledge. Their visual communication will help the 
students in the group in the visualisation of abstract ideas 

and thus comprehend concepts and rules in the field of 
Mathematics, Physic and Chemistry as well.

The complex learning process is bi-directional: the commu-
nicational professionals will also learn from the participants 
and gain new perspectives about Romani culture and thus 
better support the work of course participants.

The project - in its complexity- is a pioneer venture in Hungary. 
The organizers combine top-level academic knowledge 
with the practice of everyday life in teaching social media 
communication. University staff and media professionals of 
Roma origin work together in this training, which symbolizes 
the cultural bridge between the communities. One of the key 
figures of the training - Mária Baranyai - will give a motivating 
example through her own life: coming from a poor Romani 
family, she has become a successful journalist, an authentic 
role model of self-branding and self-management.

The project invites participants from the whole the country 
and requires no prior training. The only requirements are 
commitment, motivation, and openness. 

Research objectives

Cultural empowerment

The main aim of the project is to empower young Roma 
girls and women to effectively express their cultural 
heritage, contemporary, social issues and achievements 
through social media and thus disseminate knowledge and 
change negative attitudes about the Roma minority. Some 
communication skills are essential in this mission: creation 
of oral and written media pieces, photos and videos and 
different genres in journalism.
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Research questions

Research questions of the participatory action study: 

1.Is it possible to acquire basic knowledge and skills as well 
as a healthy media related identity and critical attitude 
during a short course of 30 lessons? 

2.Can young women of Roma heritage establish themselves 
in social media through cultural messages?

3.Do they have an appeal and impact among their own 
community and among Hungarian youth? 

4.Can they have an impact on the attitudes and publication 
practices of mass media covering Roma issues? 

Research questions have been answered through a 
qualitative study documenting and assessing the first 
iteration of the course. Methods are discussed below. 
Our target population was an ethnic minority (Roma) girls 
and young women, who belong to a disadvantaged and 
neglected Hungarian minority both in terms of culture, 
education and work prospects. The number of enrolments 
in the first part of the course was 18, and 12 participants 
completed it.

Roma cultural heritage and current social issues should be 
expressed through the synergy of creative arts and media 
pieces. We hope that young Roma girls and women, who 
acquire arts and media skills (on a basic level), will be able 
to make themselves seen and heard more intensively and in 
a more sustainable manner. Apart from creating their own 
expressive pieces, we intend to teach them to develop social 
media platforms for art projects at schools or showcase 
Roma artists through reporting on them in social media.
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The target group of the project is disadvantaged on multiple 
levels: the Hungarian Roma are a socially undervalued, 
economically disadvantaged minority. Moreover, in Roma 
culture, the women - especially young girls- have even more 
limited life perspectives and possibilities to decide about 
their future. The expected attitude in this community is to 
prefer motherhood over further education and professional 
career. This attitude is more stressed in the countryside, 
where the scarcity of jobs forces women to give birth and 
support their families through childcare allowance. Despite 
these factors, strong-willed Romani women are often the 
catalysts for change and the driving force in the families.

CUB (Corvinus University Budapest), Media Lab of the Institute 
of Communication and Sociology. We intend to provide an 
immersion in the culture of higher education of an institution 
famous for its world-class business degrees. We want to show 
that it is possible to be part of this culture, to mingle with 
communication and media students and staff, to be supported 
by tutors and be praised for creative work and representation 
of a culture that is mostly unknown to us. Through an effective 
and authentic representation of Romani culture in social 
media and thus build a cultural bridge between minority 
(Roma) and majority members of the Hungarian society.

Development of social media literacy 

The most important attitude enhanced by program: self-
assertion through acquaintance with values of Roma culture 
for Hungarian society. Communication skills (oral and written, 
face-to-face and digital, were established in laboratory 
practice and will be further developed in the studios of 
a radio and a television channel as well as the Roma Press 
Centre of Hungary. Though our objective is to prepare our 
course participants for work in social media, we want them to 
learn from the best professionals about mass media genres 
and their adaptation for their social sites. 

The girls came from a wide variety of social environments. 
We had a doctoral student, who came to polish here science 
communication skills, a few university students who wanted 
to use social media to spread their cultural knowledge, 
a young entrepreneur who intended to learn how to 
popularise her craft products (beautiful knitted children’s 
toys), and several girls who recently finished secondary 
education and were curious about media career paths. They 
all have to be furnished with conflict management skills to 
negotiate prejudice, develop a better self-knowledge and 
self-understanding. Many of them need to acquire basic life 
skills (planning their work, making decisions, pursuing a goal 
systematically). We also invite them to engage in creative 
activities like filming, photography and multimedia arts that 
increase their well-being and contribute to their self-esteem.

Figure 5. First step: How could we communicate a simple product? The 
power of personal recommendation is the tool of an influencer. 

Photo by Lajos Kovács.
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Students approached them for the collaborative production 
of media pieces. 

The Trialogical Learning Model as a creative process

Media pieces are created in a collaborative environment, 
where the roles of mentor and mentee, teacher and student 
are not hierarchical. While learning, joint knowledge is 
built and shared among a group or community. Knowledge 
building interactions enable participants to experience 
creativity development supported by group interactions, 
inspiring them to grow.

Our educational practices refer to the Trialogical Learning 
Model and applies learning methods that invite learners to 
develop, transform or create artifacts (concepts, objects etc.), 
creating shared objects (media pieces like photo narratives, 
experimental films or multimedia). The activity is organised 
around this shared knowledge object that can be a part of a 
creative process: an idea, the image of a phenomenon, the 
realisation of an aesthetic or communication rule, principle, 
goal or topic). 

Trialogical learning focuses on the interaction, not the final 
product and engages participants in collaborative creativity 
not just between the learner and the teachers (“dialogical 
approach”), or within one’s mind (“monological” approach). 
Throughout the learning process, the learners should be 
made aware of the goals of consecutive activities with the 
knowledge objects. Major guiding principles of this model 
are outlined in Figures 1 and 2.
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6. Figure: The Trialogical learning Process explained. (Source: Hakkarainen, 2007).

What did we do? – The procedure of the study

Participants

First and foremost, we intended to empower young Roma 
girls and women, who are still being oppressed by the 
traditionally male-dominated Roma culture and still need 
encouragement, to effectively express themselves online, 
develop a powerful presence and give voice to contemporary, 
social issues and achievements (cf. EU Directorate General 
for Internal Affairs, 2013). Eighteen young Roma girls and 
women in the first (piloting) iteration, of whom twelve 
completed the course successfully. Participants for the 
first course were recruited through Roma associations and 
support organisations of the Hungarian Catholic Church. 
They were Hungarian Roma girls and women aged 16-23, 
living in Budapest, having a Roma identity and interest in 
pursuing medium or higher-level studies or opening a 
business and lacking necessary skills to succeed. 

The stakeholder community around the Hungarian AMASS 
team includes local municipal decision makers, educational 
politicians, and community members from cultural and 
political associations of Hungarian Roma who reflect on 
course content and mentor participants.

Tutors from Corvinus University Budapest, experts in social 
media, digital art, filming and photography and media 
studies and invited mentors: artists, journalists and other 
members of the media of Roma origin or with an expertise 
in Roma culture create a synergy in teaching the course. 
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Combining digital technologies with traditional means of 
expression supports the goals of Trialogical learning design: 
digital tools enable with the transmission of knowledge and 
its transgression from individual learner’s knowledge to 
communal knowledge repository. 

What did we learn? Results of the first media-
based intervention

Preserving cultural heritage through communication 
and social media skills development (accompanied by 
engagement with ancient art forms) were found a motivating 
and successful form of practice. Works produced by course 
participants reflected on their past and present through 
photography, video, graphic visualisations, reportage and 
narrative text.

In the training course, the process of technology acquisition 
and enhancement of image production ultimately resulting 
in a complex, often symbolic visual communication was 
integrated with the development of verbal and written 
communication skills of students. Based on the expert 
assessment of the media portfolios of the participants, we 
found that it was possible to acquire basic knowledge and 
skills and develop a positive identity during the first phase 
of the training reported here, lasting for 30 lesson hours. 

The course was demanding both in time and effort, therefore 
9 out of 21 participants left the course at various phases of 
the training. The 12 graduates have, however, made definite 
progress. More than 20 % of our participants could establish 
themselves in social media and develop both cultural and 
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self-reflective or own business-related messages. This 
finding is based on video interviews on experiences during 
the course and first results of the Roma girls and women as 
well as on expert assessment of the media pieces produced 
by course participants.

However, the same data sources revealed that our would-
be Roma cultural influencers have not had any significant 
impact on their own sociocultural environment so far. To 
establish an influential media personality and exercise an 
appeal and impact in the Roma community takes time. To 
reach out to the majority Hungarian population is a complex 
issue for which more media training (including content 
provision for different audiences) is needed.  

Assessment methods and results

The learning process was monitored through the following 
evaluation methods – some of which had to be tailored to 
the changing learning environment as the pandemic took 
over and the university facilities were closed.

Video documentation 

Important phases of all five sessions were recorded. Video 
documentations will be analysed through the NVivo video 
annotation software to identify patterns of student response 
to different teaching strategies. At present, based on first 
views, we witness that students were active participants 
with frequent note taking and asking questions when the 
learning content had a direct relevance to becoming an 

7. Figure: Design principles for the Trialogical pedagogy. (Source: Paavola, 2015)
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influencer – and less so, when basic theoretical background 
knowledge was distributed. 

Examples taken from media works often had to be explained 
in detail for understanding the context of the piece and the 
style of the example was judged differently by participants 
of different taste. Such discussions contributed to finding 
their own voice, identifying with a genre (from on-site gonzo 
journalism on sensitive social issues to vlogging on Romani 
fashion). This voice will be further developed through Course 
II, when they will have to cultivate their own channels.

Nice examples of comradery and peer support were also 
witnessed when the girls helped each-other or turned to the 
senior participant of the course: a middle-aged, established 
media worker, who came to our university to polish her 
digital skills and deepen her social media knowledge. A baby 
boy accompanying his mother at the face-to-face sessions 
was adored by all participants and contributed to the warm, 
welcoming atmosphere of the course.

Participant observation

The two face-to-face sessions were eye-witnessed, and the 
three online training days monitored online by the authors 
of this paper. Zsófia Somogyi-Rohonczy a doctoral student 
of educational science used a checklist to assess teaching 
and learning processes. She kept in touch through frequent 
e-mails and phone calls with our participants. Individual 
and group interviews were taken on video by Lajos Kovács, 
Associate Professor of Media Studies, who, with his 
students, also produced a documentary about the face-to-
face training sessions.

Through an acute observation of difficulties during sessions 
and a follow-up of no-shows and undelivered homework, 
our dropout rate was only 30%. As most of our participants 
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Figure 8. A coaching session on the first day with Dr. Ágnes Veszelszki, Head 
of the Department of Communication and Media Science: “How do you 

imagine yourself in the future?” (Photo by Lajos Kovács)

Figure 9. Students on the training with mentors Mária Baranyi, Roma 
journalist, and Julia Sipos, reporter and media expert. 

(Photo by Lajos Kovács)

came from remote parts of the country to attend the 
sessions, this is not a high percentage. Those who decided 
to leave, did so when individual assignments had to be 
delivered – short and easy to produce pieces like expressive 
and non-misleading selfies to be used on their own media 
site or a draft blog entry. They realised that, becoming an 
influencer means perseverant, continuous work and a lot 
of skills to be learned or improved. They realised that they 
were not ready for this. Their feedback, the interviews 
and participant observation notes told us about signs of 
insecurity and misunderstanding that we will try to better 
manage in Course II. The opt-out rate of 30 %, however, 
is not too high, considering the much higher early school 
leaving rate of Hungarian Roma at 45 %. 

Background questionnaire 

Questions about previous experiences with media, digital 
and media literacy and basic demographic data needed for 
issuing certificates and evaluate student progress based on 
previous media experiences. We realised that

-most of our participants have finished or were in the final 
year of their secondary education;

-they were eager users of social media, and knew some 
Roma influencers – though not culturally inclined ones as 
there seem to be none so far – whom they followed and 
even analysed later in the course;

-most of them had very little practice in social media content 
creation in general and were surprised to hear about the 
rules and regulations of the sites;

-very few have filmed before and practically none edited a 
film strip (although it is part of the elementary school ICT 



   
RE

VI
ST

A
 IB

ER
O

-A
M

ER
IC

A
N

A
 D

E 
PE

SQ
U

IS
A

 E
M

 E
D

U
CA

ÇÃ
O

, C
U

LT
U

RA
 E

 A
RT

ES
 | 

#1
5 

| I
SS

N
 1

64
7-

05
08

2020, projected an interest in the life of an influencer, 
in final utterances recorded in Teams, we heard about 
concrete plans to develop a home page and Instagram site 
to advertise a budding handicraft business, to use media 
skills to do research on social issues. Another participant 
intends to develop a YouTube channel about Roma life in 
Debrecen, one of the biggest county seats with a substantial 
Roma population, supported by a foundation chaired by the 
parents of the girl who will support their efforts through 
messages tailored to young audiences. 

Themes they liked best at the course:

-Potentials and threats of social media: how to survive 
online presence? Good advice given by an expert in Visual 
Rhetoric;

-Self-branding, explained by an expert of media analysis; 

-Genres of popular media, with examples of how Roma are 

depicted by Maria Baranyi, journalist and coach of Roma origin;

curriculum – a part that requires a computer lab at school, not 
necessarily available in settlements with Roma inhabitants;

-even our doctoral student participant had little digital skills 
in visualisation of ideas and data;

-were highly motivated to express themselves and their own 
ideas – and  where ready  express their minority identity.

Interviews 

During the face-to-face sessions, they were recorded on 
video or, during course blocks 4-5, at online sessions, 
answers to the same questions were captured in the Teams 
environment in a group setting, when presenting their 
last media piece. Interview questions involved their Roma 
identity, knowledge about and attitudes to cultural heritage 
and future life objectives. 

Our girls and women have developed a clear idea about 
their media presence by the end of the course. While the 
first interviews, taken in October and early November 
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10. Figure: Detail of the final online presentation by course participant Tímea Mezei about the Pride of Romas and the power of their traditional Tales
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-How to create effective photos and films, and how to build 
them into a media channel? A prize-winning documentary 
filmmaker and a web design expert explained, showed and 
helped with techniques, tools, and, above all, methods of 
capturing and keeping the attention of your audience. 

Results of the participatory study

Our first research question related to the feasibility of the 
duration of the course. The answer is definitely no. More 
time and face-to-face training is needed to acquire basic 
knowledge and skills as well as a healthy media related 
identity and critical attitude. Intended results of the Roma 
Cultural Influencer Program were artistic and communicative 
representations of Roma cultural heritage: social media sites 
featuring art and media works on current issues of Roma life 
and values of their artistic heritage. 

Therefore, we decided to continue the first course, 30 lesson 
hours in 5 blocks between September 2020 – January 2021, 
executed face-to-face in the first two months and online in 
the last three units of the program. Needless to say, online 
meetings were far less productive and effective, than face-
to-face encounters during media lab practice, peer review of 
the first blog or Instagram entries or watching professionals 
organise a media program during a field trip to a studio.
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Our second research question can be answered in 
affirmative. Young women of the Roma community can 
establish themselves in social media through cultural 
messages, although to gain a popularity similar to female 
influencers who post on cosmetics or fashion will never 
be achieved. This is not their objective, either: our third 
research question describes our intention: we want to 
train the girls to have an appeal and impact among their 
own community – and potentially, also among Hungarian 
youth. To answer this question, we are following the media 
presence of the girls and will evaluate their impact after the 
end of the second part of the training program. 

Our fourth research question, however, may already be 
answered: our influencer trainees have an impact on the 
attitudes and publication practices of mass media covering 
Roma issues. More than twenty media pieces in media organs 
of national coverage were produced about our course and 
the intention of the Roma girls and young women to change 
the image of their community in the media. All reports were 
positive, emphasizing the need for the recognition of Roma 
culture and the potentials of social media in reaching the 
goal of mind change among youth. 

Figure 11. Mrs. Antal, a young Roma entrepreneur arrived with her project the Nonna baby. Her mission is to offer high quality and hand-made toys for 
disadvantaged children and ensure happy childhood for them. She is one of the next Roma Cultural Influencer Training Program’s participants, where she 

will further develop her product page and her social media presence..
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Social impact of the program 

Developing cognitive, affective, or psychomotor skills are 

obviously unable to solve social problems of an oppressed 

minority. Nevertheless, such educational empowerment may 

lead to the formation of a native group of intellectuals who 

may represent the interests of Roma more effectively. On the 

other hand, in times of economic crisis, unemployment hits 

unskilled workers first. Many Hungarian Roma families are 

targeted, and their educational success may help overcome 

their inherited social disadvantages. 

Through social media, our course participants may 

disseminate knowledge and change negative attitudes about 

the Roma minority. As I emphasized before, there is very 

little positive media representation of Hungarian Roma, 

especially on their cultural heritage. We hoped to educate 

young people who would be able to alter this situation and 

create relevant, inspiring, and educating media pieces for 

their own community and for the Hungarian public as well. 

This objective was very well received by both the printed and 

digital media: the CUB staff and our Roma journalist expert 

employed for the whole duration of the course, gave over 15 

interviews and our course participants were also frequently 

asked about their experiences and future plans.

Through this intensive media presence, documented partly 

on our Facebook page dedicated for the course, (https://

www.facebook.com/search/top?q=roma%20influencer) 

we made contacts with the Roma Press Agency (http://

romasajtokozpont.hu/) that is an ideal site with a large 

network for our students to learn about socially oriented 

journalism. A new TV channel, Dikh TV (http://dikhtv.hu), 

that has an active presence on social media intends to offer 

our students a chance for media practice (https://www.

facebook.com/dikhtv/, https://www.youtube.com/channel/

UCuyhUWU_RDcs-zmMXYYosDw). 

The final work of our course participants was to create a 

media piece all on their own, from organising the interview 

to filming and editing it for a social media channel of their 

choice, adding text and images where necessary. Through this 

task that their mentors organised for them through previously 

approaching the personality and telling about our course, 

they encountered nationally acknowledged Roma artists, 

designers, teachers, social workers etc., who could serve both 
as role models and as sources of cultural identity. The works 

are online, and their young creators are spreading the news 

about them. We hope that in their local environment these 

films will have an effect and develop and audience for more 

content like these. The course is also sustainable, as most 

tutors are employees of Corvinus University Budapest. The 

Roma media personalities and reporters who acted as guest 

lecturers or mentors have declared their intention to continue 

in Course II, when we support the creation and development 

of a social media site for each participant. 

The major problem we encountered was the pandemic. 
Developing digital skills like filming, editing and post-

production online is very difficult, and so is mentoring based 

on media works. Further problems resulted from difficulties 
of travel (most participants came from outside the capitol, 

the venue of the course at CUB, and had to travel 3-5 hours 

both ways. We secured student hostel accommodation 

for every participant requesting it, paid for both travel and 

accommodation, and provided catering for the course day. 

Tuition fee (a substantial expense for CUB students, was not 

charged of course.

Media lab facilities with technicians to help were also provided 

and they will be offered more extensively in the future. Our 

future influencers only have the basic equipment: smart 

phones and PC access somewhere in their town: at school, 

library or house of culture to produce their media pieces, but 

need to know how they can develop their work to meet the 

requirements of contemporary audiences. We showed them 

free software, tricks of lighting to be done even at home, with 

basic facilities etc., but we want to prepare them to expand 
later and establish a small studio of their own as thousands 

of bloggers and vloggers have done in our country. We hope 

to have some support for giving them some instruments like 

tablets and good microphones to take home and thus enable 

them to produce on the level their skills enable them. 

Research on the first Roma Cultural Influencer Course shows 

that the first encounters of the girls with social media as 

content providers are very diverse - just like our population that 

ranged from secondary school students and unskilled workers 

to university or even doctoral students. Media portfolios of the 

twelve successful participants constitute a valuable dataset for 

case studies. In the second phase of the experiment, we intend 

to follow the creative paths of the first cultural influencers 

of the Hungarian Roma community and establish trends of 

development in media skills, quality of expression and level of 

representation of Roma culture.

News about a training that does not aim at “civilising” or 

“breaking in” Roma youth and channel them to tedious, low-

paying jobs, but coach them to be media personalities, was 

extremely well received at all levels and genres of Hungarian 

media – from national press to special interest, online 

publications. Based on a content analysis of the coverage of the 

course and interviews with the participants, we can postulate 

that even the start of the training of protagonists of Roma 

culture in social media had a positive impact on the attitudes 

and publication practices of mass media covering Roma youth. 

https://www.facebook.com/search/top?q=roma%20influencer
https://www.facebook.com/search/top?q=roma%20influencer
http://romasajtokozpont.hu/
http://romasajtokozpont.hu/
http://dikhtv.hu
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