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Abstract 

Stereotypes are over-generalized ideas people have on different cultures. Some stereotypes tend to 

be true, however, it becomes problematic when a specific stereotype is the only way a culture is 

being viewed, while in fact each culture has more to offer than its stereotype. This campaign 

focuses on inter-Arab stereotypes. “We are more than Stereotypes” is a communication campaign 

aimed to break stereotypes Arabs have on each other and help celebrate cultural differences 

instead. The issue addressed by this campaign is how most Arabs sometimes perceive each other 

only based on their stereotypes and cannot see beyond them. Thus, the idea behind the campaign 

is to stray away from the negative stereotypes we tend to associate some Arab countries with, and 

instead, appreciate the diversity, beauty and uniqueness of each culture. After conducting focus 

groups with individuals from each Arab country to be represented in the campaign, I collected 

enough information to answer my main research questions; What are some of the stereotypes most 

Arab countries are associated with and how can we tackle them? Findings of the focus group 

allowed me to create an online campaign that celebrates the cultural diversity of some Arab 

countries, beyond their stereotypes.  

Keywords: 

Inter-Arab Stereotypes, Culture, Communication campaign, Focus Group, Department of 

Communication Arts. 
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Introduction 

“We are more than Stereotypes” is a communication campaign aimed to break stereotypes 

Arabs have on each other and help celebrate cultural differences instead. The aim of the campaign 

is to tackle these stereotypes and try to change them or at least give a better image for some Arab 

cultures, not based on their stereotypes. The research for the campaign was conducted through 

focus groups with individuals from different Arab nationalities present at LAU. The focus groups 

helped me design the campaign based on the information I received from these individuals who 

represented their Arab cultures. The primary objective of the study is to find out about what are 

the preexisting stereotypes Arabs have on each other. The secondary objective is to learn how to 

change these stereotypes and to give a better and more positive image about each Arab culture 

represented. 

I personally chose this topic because I am a Tunisian living in Lebanon, where I sometimes 

did face some unnecessary stereotypical comments. When I first introduce myself as a Tunisian to 

some people, I automatically receive comments like “barcha barcha” or “Couscous”. As if my 

whole culture is based on a song by “Saber El Rbai” or by our food. It mostly becomes problematic 

whenever I go through the airport and I always get flirty comments and looks as soon as the officer 

sees my passport. This is due to the fact that Tunisians in Lebanon are usually known for 

“Prostitution”. It is very demeaning that my identity is reduced to a stereotype and my intellect is 

undermined by the connotations of my nationality as a Tunisian woman. I lived in Lebanon for the 

past 4 years under the MEPI Tomorrow’s Leaders scholarship which also recruits students from a 

variety of countries in the MENA region; Algeria, Jordan, Lebanon, Morocco, Tunisia, Syria, 

Bahrain, Palestine, Libya and Yemen. Thus, I had many interactions with different students from 

different Arab countries, also living in Lebanon, and what we had in common was how our cultures 
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would be undermined or represented by one or two specific stereotypes. My interaction with all 

the other Arab nationalities made me realize how Arabs are so different from each other, with very 

rich and diverse cultures and instead of learning and enjoying each other’s differences, they were 

mostly stereotyped and looked down upon. For this reason, I wanted to start this campaign at LAU 

in order for different students to learn about the diversity and richness of different Arab cultures, 

beyond their stereotypes. 

Literature Review 

The Arab world is a very diverse and complex one, with a multicultural diversity containing 

a huge variety of ethnicity, religion, language, history and tradition. The Arab world consists of 

22 countries; Tunisia, Jordan, Somalia, Egypt, Palestine, Syria, Lebanon, Yemen, Oman, Qatar, 

Morocco, Mauritania, Algeria, Libya, Sudan, the Comoros Islands, Iraq, Saudi Arabia, Bahrain, 

Kuwait, Djibouti, and the United Arab Emirates. Each country has its own charm, and each culture 

is unique in its own way. However, instead of celebrating these differences, sometimes they are 

either being made fun of, misrepresented or stereotyped negatively. Inter-Arab racism has been 

very prominent in the Arab world. This study will further examine some of the inter-Arab 

stereotypes and what has been done to resist them.  

Blackface is one of the most common racisms being spread around the Arab world. An 

article by The New York Times titled “Blackface, Staple of Arab Comedy, Faces Surge of 

Criticism” gives some examples of how Arab media used Blackface as a source of comedy. An 

Egyptian show shows an actress in blackface playing as a “boorish Sudanese woman” swearing, 

drinking vodka and talking nonsense on a public bus. Another example is Myriam Fares’ music 

video where she painted her body in black, singing in a jungle theme set. In Libya, a hidden-camera 

sketch shows a woman in blackface protecting her “babies” who turn out to be monkeys (Walsh, 
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2019). Usually, blackface is used in the Arab media as a way of mocking Sudanese people, 

stereotyping them as “boorish, lazy, do not speak Arabic properly and with a ridiculous accent” 

(Walsh, 2019). These shows help amplify the tolerance of racism in the Arab world, specifically 

against dark-skinned people, who still in many places are called “abeed” which means slaves or 

servants. The problematic idea widely held that all Arabs are light skinned has resulted in many 

black Arabs bleaching their skin (Mbamalu, 2017).  

Another common trigger to the spread of racism and stereotypes in the Arab world is the 

influx of Arab refugees. During the 2011 revolution in Libya, Tunisia hosted Libyan refugees. 

However, they faced a lot of discrimination by being stereotyped as “stupid”, “rich” and “rude to 

women” (Tunisia, 2014). It has been said that Libyans are triggering price inflation because many 

Tunisians think they are rich. They tend to charge them more money than any other Tunisian 

because Libyans are reputed for being wealthy (Tunisia, 2014). As discussed by Michel Cousins 

(2015) in an article by The Arab Weekly, “Mention the word “Libya” to almost any taxi driver in 

Tunis and there is a torrent of angry invective, ranging from “they’re crazy” to “they support 

terrorists” and “I won’t have a Libyan in my taxi”. Till this day, Libyans face a lot of discrimination 

and racist comments from Tunisians. Another example of discrimination against refugees is the 

Syrian refugee crisis in Lebanon. Lebanese people are known to be very racist towards Syrian 

refugees in Lebanon stereotyping them as the people who are taking their jobs, messing up their 

economy or causing pollution. These stereotypes are usually supported by the Lebanese media, 

politicians and political parties. As best described by Sandra Abdelbaki “Politicians wear 

xenophobia like a mask, promoting it to the public to hide the ugly truth of how their own 

shortcomings affect citizens” (Abdelbaki, 2019). Lebanese media has also played a major role in 

promoting these stereotypes or even creating new ones. The latest claim by MTV Lebanon about 
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Syrian refugees is how they are behind the growing of cancer rates in the country. The website 

released a report citing a doctor who “suggests that the high birth rate of Syrian refugees in 

Lebanon is a “direct reason behind increasing cancer patients” (Albawaba, 2018). Another 

horrendous media scandal was a racist Lebanese song mocking Syrians which was aired on Al-

Jadeed, a Lebanese TV channel. The song includes phrases like "how nice, look at the Syrians on 

the Lebanese lands", "We are now the minority and they are the majority. My neighbor has a room 

with a sink and tap" and "Two people entered a room a few summers ago and now behold the room 

has a dozen and more" (The New Arab, 2018). The racist stereotypes being perpetuated in this 

song are Syrians: “being more privileged in Syria than Lebanese nationals,”, “are overpopulating 

Lebanon by having large families,” or “having a weird accent” (The New Arab, 2018). 

There are many different stereotypes about Arabs existing in different Arab countries, 

whether old or new. However, what matters right now is what is being done to resist these 

stereotypes and break them. UNRWA The United Nations Relief and Works Agency has started a 

project to break down stereotypes between Lebanese people and Palestinians. The project is called 

“Dignity for all” and it aims to combat the dangers of stereotyping by “holding talks at various 

Lebanese schools, where they screen documentaries concerning the 12 refugee camps across the 

country, followed by a debate” (Alabaster, 2011). This project has helped school students change 

their attitudes towards Syrian refugees and realize that they are normal people like them. Another 

great initiative to break stereotypes is the fight against sexual harassment in Jordan by a young 

martial artist called Lina Khalifeh. As women in the Arab world are expected to stay home and 

stay silent, Lina defies this stereotype by fighting against domestic violence by teaching Jordanian 

women self-defense. She founded the SheFighter NGO in 2010 and teaches Jordanian women to 

combat domestic abuse in the country (Sebti, 2016). 
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The Arab world, as diverse as it is, has also led to the diversity of stereotypes most Arabs 

have towards each other. However, there are many projects and initiatives that exist to break these 

stereotypes and resist them, helping to learn and to appreciate each other’s differences rather than 

mocking them. For this reason, I implemented my Communication Campaign titled “We are more 

than stereotypes”, aiming to resist the stereotypes Arabs have on each other and to learn to 

celebrate and appreciate them.  

The research for this campaign was done through focus groups, exploring these research 

questions; What are the preexisting stereotypes most Arab countries have on each other? And how 

can we tackle these stereotypes and to give a better and more positive image about these Arab 

cultures? 

Methodology 

The methodology used for this campaign’s research study was focus groups. The focus 

groups helped me design my campaign which tackles stereotypes Arabs have on each other and 

try to change them or at least give a better image for some Arab cultures, not based on their 

stereotypes. The primary objective of this study is to find out about what are the preexisting 

stereotypes Arabs have on each other. The secondary objective is to learn how to change these 

stereotypes and to give a better and more positive image about each Arab culture. After receiving 

approval from the Institutional Review Board,  I tested the questions on a friend to make sure they 

are understandable and not too lengthy for the participants.  

The focus groups were divided into 8 groups of different nationalities: Tunisians, Libyans, 

Syrians, Palestinians, Bahrainis, Lebanese, Algerians and Moroccans. Each group was interviewed 

separately, featuring three or four LAU students of the same nationality. These nationalities were 
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selected based on the fact that they are some of the nationalities of the students currently available 

at LAU.  

Unfortunately, due to the quarantine, I was unable to conduct the focus group in person. 

Thus, it was done online, using Zoom. The meetings on Zoom lasted for about 40 minutes for each 

group. The Zoom meetings were recorded, with the participants’ approval of course and only 

viewed by me. I also took notes of their answers on a Word document. Participants were informed 

that their identity will remain anonymous in all reported data and that I will only be using the 

information they are willing to provide me with throughout the focus group discussions.  

As a MEPI student, I lived in LAU dorms with other MEPI students from different Arab 

countries. We are about 150 students from about 10 different Arab nationalities. Thanks to the 

program, I was able to interact with many of these students and have their contacts as we are all in 

one WhatsApp group. That is where I announced my study and asked for volunteers. Many 

students showed interest and asked to participate in my study. I then placed each participant in 

separate WhatsApp groups based on their nationality and started planning for the right time for a 

Zoom meeting. Before each meeting, I sent participants the consent form. Then, during the meeting 

I explained what the campaign is about and informed them that their identities will remain 

anonymous and that they can leave the study whenever they wanted to. Generally, I asked the 

participants about what stereotypes they faced about their own culture and what stereotypes they 

might have on other Arab cultures. Then, I asked them how they would like to challenge these 

stereotypes.  
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Results 

Results of the focus groups are analyzed based on each nationality exclusively, combining 

the answers of all the focus groups. Starting with Morocco, the most common answers about the 

stereotype associated with the country, from the other Arab nationalities and Moroccans 

themselves were: magic, witchcraft, Hashish and prostitution. The way the Moroccan participants 

wanted to tackle these stereotypes was through tourism, culture, food music and art. As for Libya, 

the most common answers about their stereotypes were Gaddafi, oil, war, desert, having a lot of 

money and being very religious and conservative. The way the Libyan participants wanted to 

tackle these stereotypes was through the art scene, humanitarian organizations, activism, their 

traditions and their generosity and hospitality. As for Lebanon, the most common answers about 

their stereotypes were plastic surgeries, materialism, partying, the “open-minded Arabs”, etc. 

However, results slightly differed when comparing the answers from the Middle Eastern countries 

and the North African countries. Countries such as Palestine and Syria considered Lebanese people 

to be very racist for always having a negative idea about them for being refugees in their countries 

or causing “civil wars”. The way the Lebanese participants wanted to tackle these stereotypes was 

through the diversity and beauty of the different places in the country, their food and generosity. 

As for Tunisia, the most common answers about their stereotypes were prostitution, women being 

“too liberated”, democracy, weird and fast accent, barcha barcha, etc. The way the Tunisian 

participants wanted to tackle these stereotypes was through the rich history, the Islamic 

civilization, diverse traditions, and accomplishments. As for Syria, the most common answers 

about their stereotypes were Bab El Hara, war, refugees and being conservative. The way the 

Syrian participants wanted to tackle these stereotypes was through their activism, creativity, 

successful Syrians, rich history, and food. As for Algeria, the most common answers about their 
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stereotypes were violence, misogyny, being loud, and having an aggressive accent. The way the 

Algerian participants wanted to tackle these stereotypes was through their culture, music, and 

activism. As for Bahrain, the most common answers about their stereotypes were oil, riches, and 

being another Khaleeji country. The way the Bahraini participants wanted to tackle these 

stereotypes was through their history, hardworking people, hospitality and family vibes. As for 

Palestine, the most common answers about their stereotypes were the refugees, the occupation, 

their struggles and being a constant conflict zone. The way the Palestinian participants wanted to 

tackle these stereotypes was through their activists, artists, creativity, olive trees and their food. 

Discussion 

The results presented earlier are general results. Each focus group had specific answers; 

however, those were the general most common answers. Though, when it came to actually starting 

to design the campaign, the information received from the focus groups on how to share each 

country’s culture were very broad and general. I needed specific information and facts to use. 

However, it is unreasonable to ask the participants to give me well thought-out facts on the spot. 

For this reason, I asked them to think about some facts they would like to share, and I will get back 

to them. Eventually, about a week later I started to design the campaign and went back to the 

WhatsApp groups of each nationality to ask for assistance with the information I needed to start 

designing the campaign.  

Another limitation of my research was the fact that I only studied 8 Arab countries, while 

the Arab world consists of 22 countries. It is unfair to represent 8 countries and dismiss 16 others 

while discussing a topic about Arab stereotypes and cultures. However, in my defense, I chose the 

countries that are mostly present at LAU, as the target audience of the campaign is LAU students.  
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Overall, the focus groups answered my research questions about the preexisting stereotypes 

and how to tackle them. They provided me with the right information to kickstart the campaign, 

but not enough to design it. Thus, I had to resort to specific people from the Arab nationalities 

represented to gain more intel on the culture. 
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Communication Campaign 

Timeline 

 

Focus 
Groups

• 1st week: conducting focus groups, one or two a day

• (April 3rd till April 10th)

Analyzing 
results

• 2nd week: analyzing results of the focus group and collecting data

• (April 10th till April 17th)

Designing posts 
for the online 

campaign

• 3rd week: designing the posts for each country, preparing a social media plan and 
schedule.

• (April 17th till April 22nd)

Implementing 
online campaign

• 4th week: posting 3 posts a day for each country, every other day. Also conducting 
quizzes on the story feature of Instagram right after posting about each country.

• (April 23rd till April 29)
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Target Audience 

 The target audience for this campaign in general is LAU students. Specifically, when the 

campaign was going to be offline, the target audience would’ve been LAU Beirut students. The 

campaign is supposed to be both online and offline, targeting LAU students. Since the offline 

campaign was going to be an event on the Beirut campus, it would’ve only targeted LAU Beirut 

students. However, since the campaign is currently only online, then it targets all LAU students. 

However, the online campaign reached people beyond LAU, people who were interested in the 

cultural diversity of the different Arab countries represented. 

Objective 

 The objective of this communication campaign is to break stereotypes Arabs have on each 

other and help celebrate cultural differences instead. The aim of the campaign is to tackle these 

stereotypes and try to change them or at least give a better image for some Arab cultures, not based 

on their stereotypes. The purpose is to stray away from the negative stereotypes we tend to 

associate some Arab countries with, and instead, appreciate the diversity, beauty and uniqueness 

of each culture. My ultimate goal from this campaign is for the people exposed to it to associate 

these countries with the positive facts and information they learned, rather than their stereotypes.  

Location and platform 

 The offline campaign was supposed to take place as an event on the LAU Beirut campus. 

However, due to the Coronavirus, I was only able to implement the campaign online. Using 

Instagram as the main platform for the online campaign, the account I used was an already 

preexisting account associated with the Cultural and social Committee by MEPI. As president of 

the committee, I started the Instagram account during the fall semester to tackle the same issue as 

the campaign, as well as to use it to promote some events done by the committee. The name of the 
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account is Asfar as Far, meaning traveling as far. The idea is that the account can help you travel 

far to learn about different cultures, beyond their stereotypes. After receiving approval from the 

rest of the committee members to use the account, I started implementing the campaign. During 

the last week of April, almost every other day is dedicated to a specific Arab country. Each day, I 

post 3 posts about the country and quizzes on the stories. The first post is a teaser to the next posts, 

and somewhat provocative, to attract the attention of the followers and have them be anticipated 

for the next posts. For example, the first country was Morocco, so the first post was “Morocco is 

more than Witchcraft” with the hashtag #WeAreMoreThanStereotypes. The second post featured 

a series of posts all containing facts and information about the culture of each country being 

represented that day. For example, for the Morocco one, the second post featured some unknown 

interesting facts about the country on the first slide, the beautiful cities on the second slide, 

traditional clothes on the third slide and traditional food on the last side. The reason for this specific 

order is to not show the shallow way of representing cultures, through foods or clothes, but instead, 

through a combination of cultural diversity. The third post features a picture of an individual from 

the country being represented, with their testimony in the caption. The testimony usually includes 

a story about the person dealing with stereotypes or how they want people to view them beyond 

their stereotypes. The reason why I chose this specific type of post is because Instagram users love 

to look at smiling and happy pictures of people and read about personal stories. If all the posts only 

included words and texts, the followers might lose interest. Right after sharing these posts, I 

included a few quizzes on the story feature of Instagram, asking about some of the information 

mentioned in the posts, as well as new interesting ones. At the end of the quiz, I used the “question” 

feature on the stories to ask, “what more can you share about this country?”. The reason why I 

used the quizzes is to find out if the followers are engaging with the campaign and to see if they 
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were actually learning about what I posted. The final question on the stories is to see if my goal 

was achieved, and that is to think of the country based on something positive and not based on 

their negative stereotypes. 

Results 

By the last post, overall results showed: 

 410 followers 

 1140 profile visits 

 7,470 impressions (total number of times all the posts have been seen) 

 983 reach (number of accounts reached) 

 780 actions taken 

Specifically, the posts that received the most engagement were the testimonies. Particularly, the 

first testimony by the Moroccan participant Hiba. Her post received the most engagement from 

the whole campaign:

 165 likes 

 15 comments 

 25 reshares 

 3 saves 

 158 profile visits 

 661 accounts reached 

 821 impressions 

→This can be due to the fact that it was the beginning of the campaign, people are curious about 

it and Hiba’s post being the first testimony shared. 

The second most successful post was the facts collection on Libya, which was the fourth 

country of the campaign. The first slide of the post was about some facts about Libya, the second 

slide was about Libyan food, and the third slide was about Libyan traditional clothes. This post 
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had the most reshares (32) and saves (23). However, this post specifically caused a bit of an issue 

as one person commented under the post that the picture I used does not represent their traditional 

clothes. Other Libyans joined the comment battle saying that it actually is representative. Maybe 

the controversy behind it is what made the post successful and reach more people. 

Overall, when combining all the reshares of all the posts for the campaign, it equals to 140. 

Which means that the posts were reshared 140 times by people who thought they were worth 

sharing about.  

As for the stories, results varied. For the Morocco quizzes, about 62 people answered and 

46 got the answer right on the first question. For the Palestine quizzes, 76 people answered and 59 

got the answer right on the first question. For the Bahrain quizzes, 44 people answered and 26 got 

the answer right on the first question. As for the Libya quizzes, 64 people answered and 43 people 

got the answer right on the first question. For the Syria quizzes, 82 people answered and 55 got 

the answer right on the first question. Overall, the Syrian quizzes received the most answers. 

 Eventually, the campaign received more attention and engagement than I expected. It 

reached many users, beyond LAU. People truly showed a lot of interest in it. There are some 

followers whom I do not personally know who contacted me to compliment me on the campaign, 

to ask me to do their country next, or to offer their help.  

Limitations 

 The major limitation for this campaign is the coronavirus which prevented me from 

organizing an offline campaign, an event at LAU Beirut. Another limitation is the fact that I was 

only able to represent 5 countries while the Arab World consists of 22 countries. I chose these 

countries specifically because since LAU students are the target audience for the campaign, I 
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figured I shouldn’t focus on Lebanon, since most LAU students are Lebanese, but rather focus 

on other Arab cultures that LAU students might not know enough information about or might 

have some specific negative stereotypes about (like Palestine and Syria). I also tried to choose 

countries from each region; North Africa, Middle East, and the Gulf. 

Conclusion 

In conclusion, the significance of the campaign is to reveal that each Arab culture has much 

more to offer beyond their stereotypes. The online campaign helped achieve the goal of informing 

the people exposed to it with new and positive facts and information about the countries 

represented. I can proudly say that the people who engaged with the campaign learned something 

new and hopefully will not only associate the countries with their negative stereotypes.  
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Appendix 

Focus Group Questions 

1. Tunisian group: 

a. What are some stereotypes you have faced about being Tunisian? 

b. What are some common stereotypes about Tunisians you know of? 

c. Do you agree with some of these stereotypes? 

d. How have these stereotypes impacted you? 

e. When hearing about these stereotypes, how would you challenge them, or what 

would you want people to know about Tunisians? 

f. What are some stereotypes you know about: 

i. Lebanese  

ii. Moroccans 

iii. Palestinians 

iv. Khalijees 

v. Libyans 

vi. Syrians 

2. Lebanese group: 

a. What are some stereotypes you have faced about being Lebanese? 

b. What are some common stereotypes about Lebanese people you know of? 

c. Do you agree with some of these stereotypes? 

d. How have these stereotypes impacted you? 

e. When hearing about these stereotypes, how would you change them, or what 

would you want people to know about Lebanese people? 
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f. What are some stereotypes you know about: 

i. Tunisians 

ii. Moroccans 

iii. Palestinians 

iv. Khalijees 

v. Libyans 

vi. Syrians 

3. Moroccan group: 

a. What are some stereotypes you have faced about being Moroccan? 

b. What are some common stereotypes about Moroccan people you know of? 

c. Do you agree with some of these stereotypes? 

d. How have these stereotypes impacted you? 

e. When hearing about these stereotypes, how would you change them, or what 

would you want people to know about Moroccans? 

f. What are some stereotypes you know about: 

i. Tunisians 

ii. Lebanese 

iii. Palestinians 

iv. Khalijees 

v. Libyans 

vi. Syrians 

4. Palestinian group: 

a. What are some stereotypes you have faced about being Palestinian? 
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b. What are some common stereotypes about Palestinian people you know of? 

c. Do you agree with some of these stereotypes? 

d. How have these stereotypes impacted you? 

e. When hearing about these stereotypes, how would you change them, or what 

would you want people to know about Palestinians? 

f. What are some stereotypes you know about: 

i. Tunisians 

ii. Lebanese 

iii. Moroccans 

iv. Khalijees 

v. Libyans 

vi. Syrians 

5. Libyan group: 

a. What are some stereotypes you have faced about being Libyan? 

b. What are some common stereotypes about Libyan people you know of? 

c. Do you agree with some of these stereotypes? 

d. How have these stereotypes impacted you? 

e. When hearing about these stereotypes, how would you change them, or what 

would you want people to know about Libyans? 

f. What are some stereotypes you know about: 

i. Tunisians 

ii. Lebanese 

iii. Moroccans 
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iv. Khalijees 

v. Palestinians 

vi. Syrians 

6. Syrian group: 

a. What are some stereotypes you have faced about being Syrian? 

b. What are some common stereotypes about Syrian people you know of? 

c. Do you agree with some of these stereotypes? 

d. How have these stereotypes impacted you? 

e. When hearing about these stereotypes, how would you change them, or what 

would you want people to know about Syrians? 

f. What are some stereotypes you know about: 

i. Tunisians 

ii. Lebanese 

iii. Moroccans 

iv. Khalijees 

v. Palestinians 

vi. Libyans 

7. Bahraini group: 

a. What are some stereotypes you have faced about being Bahraini or Khaleeji? 

b. What are some common stereotypes about Bahraini or Khaleeji people you know 

of? 

c. Do you agree with some of these stereotypes? 

d. How have these stereotypes impacted you? 
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e. When hearing about these stereotypes, how would you change them, or what 

would you want people to know about Bahraini or Khaleeji? 

f. What are some stereotypes you know about: 

i. Tunisians 

ii. Lebanese 

iii. Moroccans 

iv. Syrians 

v. Palestinians 

vi. Libyans 

8. Algerian group: 

a. What are some stereotypes you have faced about being Algerian? 

b. What are some common stereotypes about Algerians you know of? 

c. Do you agree with some of these stereotypes? 

d. How have these stereotypes impacted you? 

e. When hearing about these stereotypes, how would you change them, or what 

would you want people to know about Algerians? 

f. What are some stereotypes you know about: 

vii. Tunisians 

viii. Lebanese 

ix. Moroccans 

x. Syrians 

xi. Palestinians 

xii. Libyans 
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