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This Evaluation Report was requested by the International Organization for Migration, in the framework 

of the project “Preventing unsafe migration from Albania towards European Union Member States- follow 

up campaign”, funded by the Repatriation and Departure Service, Government of the Netherlands. 

The views and opinions in this report are those of the author and do not necessarily reflect the views of the 

International Organization for Migration (IOM) or those of Government of the Netherlands. 

IOM is committed to the principle that humane and orderly migration benefits migrants and society. As an 

intergovernmental body, IOM acts with its partners in the international community to: assist in meeting 

the operational challenges of migration; advance understanding of migration issues; encourage social and 

economic development through migration; and uphold the human dignity and well-being of migrants.  
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IOM – International Organization for Migration 

EU – European Union 

EC - European Commission 

EUD - European Delegation   

GoA - Government of Albania 

MoI - Ministry of Interior 

MESY – Ministry of Education, Sports and Youth  

MHSP - Ministry of Health, Social Protection 

MoFE - Ministry of Finance and Economy 

MEFA - Ministry for Europe and Foreign Affairs 

DAM - Directorate of Anti-trafficking and Migration 

DAC - Directorate of Asylum and Citizenship 

GDSP - General Directorate of State Police 

UAM – Unaccompanied Minors 

VET – Vocational Education and Training 
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IOM with the support of the Netherlands’ Government - the Repatriation and Departure Service, 

undertook the project “Preventing unsafe migration from Albania towards European Union 

member states”- Follow up campaign, that run during the period January – December 2020. It 

aimed at supporting information dissemination and awareness-raising on visa-free regime 

movement, risks and consequences of unsafe migration, as well as encouraging youth to benefit 

from sustainable self-development opportunities, which increase their employability as a secure 

path for a better future. 

The actual campaign, built on the previous two initiatives in 2015 and 2017, covered 12 regions 

in Albania and it was implemented in close coordination with Albanian state institutions 

responsible for migration management. IOM coordinated the project by applying its know-how 

and operated in two directions (1) the preparation of a Campaign Strategy Guide, handed over 

to the Ministry of Interior to be used in the future as a tool to organize awareness-raising 

campaigns for irregular migration (2) the organization of a nation-wide information and 

awareness-raising campaign , with tools highly conducive and a high level of involvement from 

the partners - Ministry of Interior, Ministry of Education, Sports and Youth, Ministry of Health 

and Social Protection, Ministry for Europe and Foreign Affairs and several 

departments/institutions under these ministries. 

The purpose of the evaluation was to (1) to determine the extent to which the objectives of the 

information and awareness-raising campaign have been met and assess the likelihood of 

sustainability upon campaign completion; (2) to identify IOM’s institutional strengths and 

weaknesses in implementing the campaign; and (3) to identify needs for further information and 

awareness-raising activities on prevention of irregular emigration from Albania. The 

methodology was mainly based on desk review, in-depth interviews, evaluation questionnaires 

elaboration and analyzing. 

Based on the evaluation survey findings from 3,687 respondents, the informative materials on the 

regular migration opportunities were highly absorbed. The project was a successful one not only 

3. Executive Summary 
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in terms of achieving its outcomes and meeting the objective, but also due to the fact that during 

a pandemic situation, it was flexibly managed and engaged a large number of public institutions 

in charge making them skillful to sustain this type of campaigns in the future. On the other hand, 

the impact of the previous informative campaigns was actually measured as a success with 

concrete figures in reduction of the number of asylum seekers and illegal border crossing. The 

actual project (which effects take time to be capitalized in reduced figures of asylum seekers or 

illegal border crossings), was considered as a positive tool in regard to EU integration reforms 

accomplishment1.  

The sustainability of these campaigns is one of the main factors to change the migrants’ attitudes 

and the need for economic and employment policies especially for the young generations living 

in rural areas is imperative. Nonetheless it should be done in parallel with bringing the 

information in more frequent intervals and closer to the community directly to the schools, 

community centers involving students, teachers and parents. A crucial role in the sustainability 

of this campaigns would play also the advocacy with government ministries, to allocate a budget 

line specific for raising awareness on migration issues, especially in MoI, MESY, MHSP, MEFA. 

EU countries could also contribute in this process as part of the EU adhesion process.  

Moreover, further promotion and information of the wide population on updated opportunities 

to migrate regularly was assessed. In focus could also be the available services and employment 

opportunities within the country in addition to the options for work or study abroad. 

From the communicative point of view, the campaign was perceived as highly qualitative by the 

interviewees and survey respondents, even though for the future campaigns, is recommended to 

consider the mass media -TV channel as one of the most effective ways of reaching massive target 

audience. Referring also to IOM’s Global Migration Data Analyses Centre, 2018: the most 

successful tools in campaign are the workshops and TV media. Other very effective tools to be 

considered are the interviews in TV or social media from experts of migration, for example on 

VET, on working abroad or also inviting as speaker returned migrants, to share with the audience 

their own migration experience. This can boost the optimism of living in Albania and convey the 

message of finding the best option within the country, resulting in the promotion of the regular 

migration channels. 

  

 
1 REPORT FROM THE COMMISSION TO THE EUROPEAN PARLIAMENT AND THE COUNCIL THIRD REPORT UNDER THE VISA SUSPENSION 

MECHANISM, July 2020 - https://ec.europa.eu/home-affairs/sites/homeaffairs/files/20200710_swd-2020-132-report_en.pdf 

https://ec.europa.eu/home-affairs/sites/homeaffairs/files/20200710_swd-2020-132-report_en.pdf
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4.1. Context 

The history of migration in Albania starts very early, but remembered as a massive wave of 
exodus was the July 2, 1990, when thousands of Albanians entered foreign embassies in Tirana, 
and many others took the risk of traveling abroad by boat. This wave signed the end of the 
communist regime in Albania. The search for freedom was the motivator of around 5,000 citizens 
that left within few days the country. Currently, the Albanians living abroad account to around 
1,5 Million and the main reason for emigration to the EU is related to the economic situation and 
better opportunities for working abroad. In 2010 between Albania and the EU, was established 
the visa liberalization regime or the Schengen Zone and the efforts toward the European 
Integration were intensified. As a precondition for the accession negotiations for membership 
integration, were identified five key areas for reformation: 

o public administration reform, stable institutions and a modern, professional and 
depoliticized civil service; 

o strengthening the independence, efficiency and accountability of judicial institutions; 
o increasing the fight against corruption; 
o increasing the fight against organized crime; 
o ensuring the protection of human rights (including property rights) 

The progress achieved in these priority areas, led to the European Commission (EC)’s 
recommendation of April 2018 to start the accession negotiations with Albania.  

In October 2020 the European Commission published the “Albania 2020” annual report, where a 
positive progress was noted in comparison of 2019 and 2018 figures, in terms of unfounded 
asylum applications that is 2,7% fewer than in 2018 and almost 20% fewer than in 2017. Moreover, 
it is commented also a reduction of 30% in the number of Albanian nationals that were refused 
permission to exit Albanian territory at border crossings, compared with 2018. This decline is 
attributed in the report, mainly to the travellers’ increased awareness on the documents 
required to travel abroad and as specifically quoted: “… in addition to information campaigns, 
thorough border checks, awareness-raising on rights and obligations under the visa-free regime 
and identifying and addressing the underlying reasons, they have sought to improve dialogue 
and cooperation with the countries most affected”. 

Following the recommendation of the European Commission in 2018, where it was requested that 
“Albania considers migration as a core issue and develops a cross-cutting migration strategy”- in June 
2019, the government of Albania approved the “National Strategy on Migration and the Action 

4. Context & purpose of the evaluation 
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Plan 2019-2022”2. This strategy presents the vision, specific goals and objectives, the main 
products expected, the institutional coordination needed and monitoring mechanisms. In the 
action Plan for the implementation of the strategy, under the action B 3.1 a, is stated the continuous 
need for “regular awareness-raising campaigns to inform Albanian citizens of the rules and conditions of 
visa-free travel in the EU, of regular migration opportunities and of the consequences of irregular migration 
(including unfounded asylum applications)”.3 
 

In line with the above, IOM with the support of the Netherlands’ Government - the Repatriation 

and Departure Service, undertook the project “Preventing unsafe migration from Albania 

towards European Union member states”- Follow up campaign, that run during the period 

January – December 2020 aiming at supporting information dissemination and awareness-raising 

on visa-free regime movement, risks and consequences of unsafe migration, as well as 

encouraging youth to benefit from sustainable self-development opportunities, which increase 

their employability as a secure path for a better future. 

IOM Albania had successfully implemented in 2015 and 2017-2018 similar projects tackling issues 

of irregular migration, promoting regular alternatives and the actual project was a continuity of 

these initiatives. The previous campaign (2017-2018) was funded by Governments  of The 

Netherlands and Belgium, and the key results achieved in this campaign included: 900 persons 

from different structures attended activities in 12 regions, with 75 persons participating in each 

of four meetings organized; 360 teachers attended the workshops in 12 regions; 400 students 

attended the info session in 12 regions; 360 persons attended the workshops with Regional 

Committees and Technical Tables including local governments units, other government agencies 

and civil society actors; 48 formal workshops/info sessions in total:  4 workshops in each of 12 

regions organized; 100,000 leaflets produced and distributed in 12 regions (8,333 leaflets in each 

region); 5,101 The Netherlands country destination guides and 5,102 Belgium country destination 

guides printed and distributed in 12 regions and 33,587 organic reaches through the Facebook 

page of IOM Albania through 76 posts on Campaign activities.   

The actual follow-up campaign, targeted citizens of 12 regions in Albania - Tirana, Durrës, 

Shkodër, Fier, Vlorë, Berat, Korçë, Elbasan, Lezhë, Kukës, Dibër, Gjirokastër, and it was 

implemented in close coordination with Albanian State bodies responsible for migration 

management. IOM coordinated the project by applying its know-how and operated in two 

directions (1) the preparation of a Campaign Strategy Guide, handed over to the Ministry of 

 
2 CoM decision nr 400 dt.19.06.2019 
3 Action B3.1 a. of the action plan of the Strategy.  
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Interior to be used in the future as a tool to organize awareness-raising campaigns for irregular 

migration (2) the organization of a nation-wide information and awareness-raising campaign , 

with tools highly conducive and a high level of involvement from the partners - Ministry of 

Interior, Ministry of Education, Sports and Youth, Ministry of Health and Social Protection, 

Ministry for Europe and Foreign Affairs and several departments under these ministries. 

One of the main recommendations from the previous project evaluation, was: ” ..warning on risks 

is not effective if it is not coupled with alternatives to irregular migration, such as programs of 

regular migration, available opportunities within the country….”4 ,therefore in the focus of this 

follow up campaign ,was the massive information on the different alternatives to irregular migration 

that are available for all citizens, especially at local level.  

4.2. Evaluation purpose 

The objective of the project “Preventing unsafe migration from Albania towards the European 

Union Members states – Follow Up Campaign”, was to increase and maintain a high level of 

awareness and understanding of Albanian population on migration and visa liberalization with 

the EU. The project had two main expected outcomes, each related with project target groups:  

Outcome 1: The improved capacities of authorities in charge of migration management to conduct 

awareness-raising activities, improve prevention of irregular migration.  

Outcome 2: The increased awareness improves the prevention on irregular migration and its 

potential risks 

The final evaluation of the project took place in December 2020 after the activities had been 

finalized in November and aimed:  

o to determine the extent to which the objectives of the information and awareness-raising 

campaign have been met and assess the likelihood of sustainability upon campaign 

completion 

o to identify IOM’s institutional strengths and weaknesses in implementing the campaign; 

and  

o to identify needs for further information and awareness-raising activities on prevention 

of irregular emigration from Albania.  

 
4 Final Evaluation Report of the project “Preventing unsafe migration from Albania towards European 
Union member states”, Rea Nepravishta – July 2018 



 
 
 

10 | P a g e  
 

The evaluation was conducted to support IOM and the donor in assessing progress, to ensure 

accountability; in determining what has worked well and what not, to inform future phases; and, 

to identify knowledge, best practices, and lessons learned. 

4.3. Evaluation scope 

This evaluation covered the entire project activities implemented during the period January – 

November 2020.  A special focus was given to information, structure, the quality, usability, 

consultations and the steps followed in preparation of the “Awareness raising campaign- Strategy 

guide on preventing unsafe migration from Albania towards European Union member states”. 

From July –November the second phase of the project, was implemented through the production 

of the informative materials such as leaflet and spot, as well as in region workshops and online 

activities in social media, covered the 12 regions of Albania and were evaluated based on 

interviews and survey addressed to the whole target group of the activities.  

Due to COVID-19 restrictions, some of the projected activities in the strategy were impossible to 

be implemented and also the evaluation was based in the distance online communications and 

online survey.  

4.4. Evaluation criteria 

The evaluation was based on the evaluation matrix 5 that specified the questions of the five below 

key criteria’s: 

(1) Relevance that was measured keeping in focus the assessment of the consistency of the 

project activities and outputs with the intended outcomes and objectives, meeting of the 

needs of the project beneficiaries, meeting of the needs of the other target 

groups/stakeholders, the gender consideration in the design of the project in order to 

identify the needs and priorities. 

(2) Effectiveness measuring, in terms of achievement of the project outputs and outcomes in 

accordance with the stated plans, reaching as expected the target beneficiaries, the 

gender consideration in the implementation of the project, as well as if the COVID-19 

government restrictions impacted the success of the project activities or not?  

(3) Efficiency in terms of timely delivering of the project activities undertaken and outputs, 

if the project was implemented in the most efficient way compared to alternative means 

of implementation?  

 
5 ANNEX I  
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(4) Impact - which positive/negative and intended/unintended effects were produced by 

the project and did the project take timely measures to mitigate any unplanned negative 

impacts? 

(5)  Sustainability – it was given a big importance to understand the willingness and 

commitment of the governmental structures to ensure that benefits generated by the 

project continue once external support ceases. Were the resources and processes in place? 

Was the project supported by institutions and well-integrated into local social and 

cultural structures? Did the project partners have the financial capacity and were they 

committed to maintaining the benefits of the project in the long run? 

 

 

 

5.1. Data sources and collection 

The final project evaluation took place during December 2020. The content of this evaluation 

report, is based on the information gathered during the below phases that summarize the 

methodology of the evaluation: 

Phase I - Desk research  

Review of program documentation and existing data gathered during the monitoring of the 

campaign from the management team. More specifically the documents consulted were (1) the 

project proposal, (2) the Campaign Strategy (3) the Informative Leaflet (4) the Spot disseminated 

during the outreach activities (5) the Impact Assessment Monitoring Framework of the Strategy 

of the Information Campaign and the indicators as outlined in the project document (6) the 

progress reports sent periodically to all the stakeholders (7) the PM decision nr 6 dt. 26.01.2017 

on the creation of the “Regional anti-trafficking committees in each county” (8) Evaluation report 

of the previous campaign “Preventing of unsafe migration from Albania towards the European 

Union Member States” of IOM during 2017-2018 (9) evaluation brief of the previous campaign 

(10) the visibility figures shared with stakeholders (11) newspapers articles, press releases, 

agendas, minutes of meetings, ToRs of consultants, main correspondence of the project. 

Secondary available sources such as web and social media platforms search, in order to assess 

the promotion of the activities of the project and the level of engagement with the audience, as 

well as other relevant materials to the report. The consulted sites: 

5. Evaluation framework and methodology 



 
 
 

12 | P a g e  
 

IOM Tirana  www.albania.iom.int ; https://www.facebook.com/IOMAlbania ; 
https://twitter.com/iomalbania/status/1323245552641953792?s=21 
https://www.youtube.com/watch?v=CqOADwmttF8&feature=youtu.be 

 

Ministry of Interior https://mb.gov.al/2020/10/24/zgjidh-mundesite-jo-migracionit-te-
parregullt-spot-sensibilizues/  
https://twitter.com/punetebrendshme/status/1318877585057763328?s=21 
https://www.instagram.com/p/CGmpbp8gugn/?igshid=1c516fcmmshf7 
https://www.facebook.com/630197080363788/posts/3718995438150588/?extid=0&d=n 

 

Ministry for Europe and External Affairs https://punetejashtme.gov.al/zgjidhni-mundesite-jo-

migracoinin-e-parregullt/  

As well as social media platforms of Ministry of Education, Sports and Youth, Albanian Border 

and Migration Police, Ministry of Health and Social Protection, Embassy of the Netherlands in 

Albania, EU funded project “Municipalities for Europe”, IOM Migration Data Portal. 

Research of strategies, reports and other documents were consulted including: 

o National Strategy on Migration Governance and Action Plan, 2019–2022 

o EC Albania Report, October 2020 

o Report from the Commission to the European Parliament and the Council third report 

under the visa suspension mechanism, July 2020  

o Evaluating the impact of information campaigns in the field of migration: Jasper Tjaden 

Sandra Morgenstern Frank Laczko IOM’s Global Migration Data Analysis Centre A 

systematic review of the evidence, and practical guidance- Central Mediterranean Route 

Thematic Report Series, 2018.    

o New Trends in Potential Migration from Albania, I. Gëdeshi and R. King, 2019 

o National Survey on Household Migration, 2019 

o INSTAT reports on Population 2020, Migration Trends 2019 

o EC Communication on Enhancing the accession process - A credible EU perspective for 

the Western Balkans, 2020 

 

 

 

 

http://www.albania.iom.int/
https://www.facebook.com/IOMAlbania
https://twitter.com/iomalbania/status/1323245552641953792?s=21
https://www.youtube.com/watch?v=CqOADwmttF8&feature=youtu.be
https://mb.gov.al/2020/10/24/zgjidh-mundesite-jo-migracionit-te-parregullt-spot-sensibilizues/
https://mb.gov.al/2020/10/24/zgjidh-mundesite-jo-migracionit-te-parregullt-spot-sensibilizues/
https://twitter.com/punetebrendshme/status/1318877585057763328?s=21
https://www.instagram.com/p/CGmpbp8gugn/?igshid=1c516fcmmshf7
https://www.facebook.com/630197080363788/posts/3718995438150588/?extid=0&d=n
https://punetejashtme.gov.al/zgjidhni-mundesite-jo-migracoinin-e-parregullt/
https://punetejashtme.gov.al/zgjidhni-mundesite-jo-migracoinin-e-parregullt/
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Phase II – In depth interviews with stakeholders 

Due to the COVID-19 pandemic during the evaluation report preparation, the interviews were 

done online through Skype platform and over the phone or WhatsApp. The members of the 

project managing team were the first to be contacted after the assimilation of the primary 

materials and the preliminary findings were discussed. The team was prompt in clarifying and 

timely sharing all the material requested. 

The head of the Steering Committee was next contacted since she was the one leading from the 

Ministry of Interior the project and as well coordinating the preparation of the National Strategy 

of Migration. The Communications Expert that prepared the Awareness Raising Campaign 

Strategy Guide, had a considerable input on the information gathering especially on the 

preparation of this strategy, the stakeholder’s engagement and their commitment, as well as the 

challenges faced during its preparation.  

Moreover, members of the communication team were in an extensive way committed not only to 

share their perspectives on the project, but also in helping during the evaluation process with 

delivering of the evaluation survey link to all their dependable institutions and the actors 

involved in the project implementation, such as Regional Education Directorates, Schools, 

Universities, members of technical tables, civil society, teachers, school directors, journalists, State 

Police Offices, Border and Migration Police, State Social Service, Municipalities, Prefectures, 

Regional anti-trafficking committees in each county, Child Protection Units, Employment Offices, 

Health Offices, Labor Inspectorates, etc. 

Furthermore, the team leader of the related programs - EU funded project “Municipalities for 

Europe” was interviewed. EU Info Centre staff, Centre for information and orientation for social 

rights, migration, VET and carrier in Shkoder were other actors contacted and interviewed. A full 

list of the contacted stakeholders that gave their feedback on the project, is attached in Annex B. 

For each of these interviews, a detailed list of discussion points was prepared, and sent to the 

interviewees through e-mail before the interviews. 

Phase III – Survey & Data analysis 

An evaluation survey with 15 questions was drafted in order to assess the outcome of the 

campaign and the level of the targeted community information absorption that was delivered 

through the leaflets, the spot and the workshops. As well as define the level of change in their 

perceptions or even attitudes toward the irregular migration and the possible opportunities in 

regard. The survey was transmitted through Google Forms platform to 3,687 respondents from 
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12 regions of Albania. The link was sent by e-mail to the communication team that coordinated 

its delivery to all the targeted beneficiaries and further disseminated by them. The survey form 

was created based on the Evaluation section of the “Awareness raising campaign Strategy 

Guide”, but with the novelty of incorporating in one of the questions the informative materials: 

leaflet and spot link. Therefore, the survey served not only for evaluation purpose, but it also 

gave the possibility to get informed to the respondents that did not see them before. The questions 

aimed to make a comparison of the perspectives of the respondents before having seen the 

informative materials and after. 

The data gathered from the survey, were analyzed in details having also in focus the gender 

perspective and the concrete results are presented in the findings section of this report.  

Phase IV – Report writing 

After all the information from previous phases was gathered, then a draft evaluation report was 

prepared and shared with the IOM managing team and project partners. They reviewed and 

provided their feedback that was incorporated in this final report. 

The evaluation methodology, involved the use of several methods for collection of qualitative 

and quantitative data: 

o Desk review of project documentation provided by IOM staff 

o IOM Albania social media (Web Site, Facebook, Instagram, Twitter) page information 

elaboration, as well as observation of websites of Ministry of Interiors, Albanian Border 

and Migration Police, EU funded project “Municipalities for Europe” webpage, etc. 

o in-depth interviews with the involved actors mentioned above 

o 3,687 questionnaires were analyzed and data elaborated 

 

Evaluation Principles 

The evaluation process was guided mainly by the following values: 

o working in close collaboration with IOM staff, the partners and government institutions  

o maximum involvement of different community groups targeted for awareness raising 

o involvement of at least two independent sources to cross-check the information received 

o continuous feedback on methods and content, achieved by consulting communities on the 

evaluation methodology and using their feedback to optimize the final report 

o basing results also on existing evidence 
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o employing contextual and culturally relevant measures 

5.2. Sampling 

The evaluation was based on a “Non-experimental design” strategy, therefore no control group 

was selected. We analyzed the results from the population that received the information through 

the leaflets, the informative spot and from the workshops delivered in person and online. The 

population was randomly selected based on the survey link shared from the communication team 

to all the stakeholders involved in the project implementation, such as the Regional Education 

Directorates, Schools, Universities, members of technical tables, civil society, teachers, school 

directors, journalists, State Police Offices, Border and Migration Police, State Social Service, 

Municipalities, Prefectures, Regional anti-trafficking committees in each county, Child Protection 

Units, Employment Offices, Health Offices, Labor Inspectorates, etc. 

The following figures were presented by the management and communication team on the 

attendance and participation in the activities: 

o 300 persons in 12 Regions of Albania (12 regions*25persons/region from state social 

service, child protection, employment offices, migration booths, health offices, education, 

state police, border police) 

o 1,497 doctors in 12 regions of Albania were reached with message, leaflet and video 

dissemination. 

o 346 high schools in 12 regions of Albania were reached with message, leaflet and video 

dissemination. 

o 77,382 students in high schools in 12 regions in Albania were reached with message, leaflet 

and video dissemination. 

o 5,926 teachers in high schools in 12 regions of Albania were reached with message, leaflet 

and video dissemination 

o 23,595 senior students in high schools in 12 regions of Albania were reached with message, 

leaflet and video dissemination 

o 100,000 copies of leaflet distributed in 12 regions to all structures involved with 

implementation of the campaign from state social service, child protection, employment 

offices, migration booths, health offices, education, state police, border police 

From these target groups, 3,687 community citizens ranging from students to pensioners shared 

their opinion on the influence that the information shared through the promotional materials, 

had in their perceptions, knowledge and behavior. The below graph presents the respondents 

distribution by regions, where we can see that the regions with the highest reach of information 
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and more active citizens in response to the migration issues, were Tirana with 27% and Elbasan 

region with 23%. The third region is Shkodra with 9% and the other regions have comparatively 

low level of response even though the migration behavior change is expected more from the north 

regions of Albania where also the highest level of migration is present.   

 

Graph 1. Nr of evaluation questionnaire respondents by region 

 

5.3. Limitations and proposed mitigation strategies 

The method described in the section above, was somehow obligatory due to the situation of 

physical distancing and lacking the possibility to meet in person or have focus groups with field 

specialists.  

Also to be kept in consideration, is the fact that due to COVID-19 restrictions the number of 

participants on the workshops and timing in disposition was limited and “post activity 

questionnaires” were not fulfilled after these activities took place, therefore it was not possible to 

compare results with the ones from the final evaluation survey.  For the workshops delivered 

online, the same situation applied.     

Another issue was that the outreach in the field through direct activities with students who are 

the final beneficiaries of the messages of the campaign, was not possible during the project period, 

even though the perceptions of the students are registered in the final evaluation survey answers. 
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The evaluation was done during the last month of the project timeline, one month after the 

activities took place and the long-lasting effects of this campaign, could not be captured, therefore 

a longer timeframe is needed. 

 

 

 

6.1 Meeting campaign´s objective and creating sustainability 

There were around 109,000 citizens contacted during the informative campaign that run in the 

period September – November 2020. The COVID-19 related physical distancing measures 

affected at a certain level the project activities but the IOM managing team was very flexible and 

pro-active, making possible that also under strict restrictions everything runs smoothly and in 

the projected time. The communication team played a crucial role during the activities’ 

implementation through timely delivery of the awareness raising materials to the institutions 

under their responsibilities, ensuring this way a multiplier effect of the informative messages. 

The team efficiency was insured from its membership (12 in total) from the project partners (1) 

from Ministry of Interior 8 participants specifically from the General Directorate of Regulatory 

and Compliance for Public Order and Safety, Anti Trafficking Directorate, Projects Directorate 

and Directorate of Integration (2) from Department for Border and Migration 2 participants (3) 

one participant from the Ministry of Education, Sports and Youth (4) one participant from the 

Ministry of Health and Social protection. The informative campaign launched during the project, 

not only overachieved it’s expected results, but it was also referred to, as one of the most positive 

actions taken in Albania in fulfillment of the recommendations on the road toward the EU 

integration process.  In the report of July 2020 from the commission to the European Parliament 

and the Council6 (third report under the visa suspension mechanism), it is stated that:   

 

 

 
6 REPORT FROM THE COMMISSION TO THE EUROPEAN PARLIAMENT AND THE COUNCIL THIRD REPORT UNDER THE VISA SUSPENSION 

MECHANISM, July 2020 - https://ec.europa.eu/home-affairs/sites/homeaffairs/files/20200710_swd-2020-132-report_en.pdf  

6. Findings 

https://ec.europa.eu/home-affairs/sites/homeaffairs/files/20200710_swd-2020-132-report_en.pdf
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The Albanian National Strategy on Migration and its Action Plan for 2019-2022, includes among its 
key priorities the organization of regular awareness-raising campaigns to inform Albanian citizens of 
the rules and conditions of visa-free travel in the EU.  

In 2017 and 2018, the project “Prevention of unsafe migration from Albania to EU countries” funded 
by Belgium and the Netherlands was implemented in co-operation with the International 
Organization for Migration. A similar campaign funded by the Netherlands is being 
implemented in 2020. Return operations are often covered in the national media, including 
interviews with returnees and Albanian authorities, with the purpose of acting as a 
deterrent. Rules on visa free travel and movement to and within the Schengen+ area and 
additional measures taken by the Albanian authorities are published on the website of the 
Ministry for Europe and Foreign Affairs, Ministry of Interior and of the Albanian State 
Police. 

 

As referring to the first outcome of the project, in terms of improving the capacities of the 

authorities in charge of migration management to conduct awareness raising activities and 

improve prevention of irregular migration, based on the in depth interviews it results that it 

was used the “strategy of involvement” in all activities in order to increase their capacities.  

From the communication with the key counterparty from the government apparatus - the 

responsible persons in the Ministry of Interior and in the Albanian State Police, Border and 

Migration department, we assessed that: 

o They were involved also in the previous campaigns with IOM 

o They were consulted many times and gave their input during the Campaign Strategy 

Guide preparation phases  

o Their head of departments in the ministry and in the subordinate institutions, were fully 

involved during the promotion activities and leaflets sharing. Especially the Border and 

Migration department was very active actor in the leaflets distribution in all the regions. 

The biggest number of leaflets were distributed in Tirana.  

o The public administration officials interviewed, showed a high level of commitment in 

terms of continuity of the campaign especially from the Ministry of Interior, but also from 

the Ministry of Education. 

o The informative materials – the leaflet and the spot were published and are still running 

in their social media platforms, such as Website, Facebook, Instagram and Tweeter of the 

Ministry of Interior, Website and Facebook of Ministry of Interior, Facebook of Albanian 

State Police, ministry of Foreign Affairs and Integration website, Ministry of Health and 

Social Protection Website.  



 
 
 

19 | P a g e  
 

o The officials members of the communication team were fully supportive also in the 

distribution of the evaluation questionnaire to the targeted audience such in the schools, 

universities, state social service, child protection, employment offices, migration booths, 

health offices, education, state police, border police etc. reaching a number of 3,679 

respondents.  

o The Campaign Strategy Guide was handover to the Ministry of Interior representatives 

and they expressed high commitment to use it in annual bases, in preparation of the 

forthcoming awareness raising campaigns. A remark to be considered in this regard, 

mentioned from the interviewed officials, was the budget that needs to be allocated 

yearly for the activities projected in the guide.  

The “Awareness raising campaign strategy guide on preventing unsafe migration from Albania 

towards European Union member states”, was the first activity of the project and was elaborated 

during the period March – June 2020, after the selection of the communication expert, that did an 

excellent work in the preparation of this material. This Guide was prepared at the same time as 

a capacity building tool for the line ministries to enhance its communication with citizens and 

to raise awareness on different issues of strategic importance providing them with a specific 

knowledge on how to elaborate an information and awareness raising campaign, as well as an 

instrument to implement a national wide awareness raising campaign for the prevention of 

unsafe migration. Therefore, the Guide, was ideated in two essential parts: (1) the first one 

including the theory and knowledge-based instructions on how to elaborate a campaign strategy; 

and (2) the second part was a fully elaborated Awareness Raising Campaign Strategy, as a 

complete instrument aiming  to:  

o Inform and raise awareness among Albanian citizens on risks associated with unsafe 

migration, while increasing access to information to existing educational and professional 

development opportunities and jobs 

o Mobilize local stakeholders, universities, youth organizations and civil society 

organizations to get involved and support the objectives of the campaign 

o Change the behavior of citizens and influence informed decisions for regular and safe 

migration to EU Member States.  

Since the guide was prepared during the pandemic period, the activities of the campaign were 

designed according to scenarios - Plan A & Plan B (mitigating plan), depending on the social 

distancing measures. The guide summarizes a set of components of the strategy, such as: What is 

an awareness raising campaign strategy? the components of a Communication Strategy “step 

by step”, aim and objectives, target groups, preparation of messages to bring the change, 



 
 
 

20 | P a g e  
 

communication channels, activities of the campaign, monitoring and evaluation plan, the 

methodology of the specific campaign, socio demographic profile of the potential migrant, 

slogans and key messages, channels and tools and the concrete action plan of the campaign.  

During its preparation, different consultations took place between the expert and the 

representatives of the project partners from the government institutions and they commented 

on the draft several times, till its final version that was handover and based on which the current 

campaign was done. A special consultation was done on the Slogan of the campaign and the 

messages to be delivered, and the Ministry of Interior, as well as other ministries (MESY, MHSP 

etc.) were in favor of keeping the same slogan, as during the 2017 campaign, also for the follow-

up phase, given the fact that such slogan was efficient and numbers of irregular migrants and 

asylum requests in EU MS, resulted lower during 2018. Such slogan is also audience-specific and 

efficient in bringing in behavior change. Therefore, the slogan “Choose opportunities, not 

irregular migration!” was used during the campaign and it is clear, brief, positive and 

understandable.  

The second activity projected under the output one, was a study visit from government 

representatives and IOM Albania staff (project communication team and other public 

officials) in the Netherlands. This activity could not be completed due to the COVID-19 

pandemic, but the communication expert trained the ministry staff on the campaign 

implementation and main pillars in order to improve their knowledge to conduct awareness 

campaigns on irregular migration. 

The first output of the project was very well achieved, even though the second activity projected 

couldn’t be realized due to the restrictions. The government officials interviewed, stressed their 

readiness to apply their knowledge and the skills gained and to engage in similar campaigns 

on yearly bases. 

The second outcome of the project was the improvement of the prevention on irregular migration 

and its potential risks due to the increased awareness of citizens, through the implementation of 

the follow up campaign on preventing unsafe migration from Albania towards the European 

union member states. Building on the awareness campaign strategy guide, during July -August 

a leaflet was produced based on the key messages proposed on the guide document. The 

information on the leaflet was organized in six sections, starting with the information on the 

documents to travel for work, tourism, health, for children under 18 years old, facts about 

Albanian asylum seeking in EU countries, visa liberalization, steps to be followed for a regular 

and successful migration, where to get informed on regular migration, working in EU countries, 

marriages documentation needed, where to find information on study opportunities abroad. The 
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institution that was highly involved in the leaflets distribution was the Border and Migration 

Department that through their offices and support of the Regional Anti Trafficking 

Committees in 12 regions, managed to successfully distribute and share the information with 

93,000 citizens.  The communication team through the workshop activities, in collaboration 

with EU Desks (Municipalities for Europe project) also with Students’ Association and Local 

NGO’s, managed to deliver around 7000 leaflets. From our assessment, also two development-

oriented NGO’s shared the leaflet and the spot in their Facebook accounts. This material was 

also included in online format in the evaluation questionnaire shared online during the period 

05-15 December.   

Below we show a graph of the leaflets distribution per region, where Tirana and Durres were the 

regions with the biggest number of leaflets distribution: 

 

An awareness raising short video 3,3 minutes long was the second informative tool produced 

under the project. The video production was built with a mixing composition of shooting/ 

focusing on living character, animation, including text, statistics, graphic and sound based on the 

recommendation of the communication expert in the campaign strategy guide. The video 

message was more or less similar with the one in the leaflet, but was very dynamic, interactive 

and of high quality, adopted to be used in social media or TV media. The dissemination of 

information through the leaflet and video, due to the COVID-19 restriction took place via 

social media through the social platforms of Ministry of Interior, IOM, Ministry for Europe 

and External Affairs, Albanian state police, NGO’s, etc.  
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A press release was distributed to about 300  media  outlets (written, TV and Social media) in 8 

October 2020 and two national TV’s Kukes and Lezhe, aired the spot during their television pick 

hours. The EU Desks (Municipalities for Europe project) shared the leaflet and the spot in their 

social media platforms. Other actors that helped with the dissemination of the informative 

materials, were the travel agencies in parallel with the social media and workshops. The 

implementation of the Information and Awareness Raising Campaign was projected to be done 

also through the outreach of the target audience in the field. 12 workshops were organized in 

collaboration and the participation of main stakeholders’ networks - representatives of the 

Regional Committee, local authorities, state social service, child protection, employment offices, 

migration booths, health offices, education, state police, border police.  

In Tirana, Lezha, Shkodra, Kukes, Dibra, Elbasan and Korça the workshops were delivered in the 

field in groups of 25 persons/region under restriction measures, meanwhile the workshops with 

representatives of Berat, Vlore, Fier, Durres and Gjirokaster were organized online due to the 

aggravation of the COVID-19 pandemic and the government decisions to abolish this type of 

gatherings. During the workshops, the participants were instructed about further disseminating 

information and sharing knowledge received during the workshops with students and local 

population via mass media or/and direct discussions. All the workshops were posted also in 

social media platforms of IOM and the above stakeholders involved, played “the multiplier 

effect” ensuring the transmission of the messages consistently in other activities organized as 

part of their regular functions and social gatherings with the participation of schools and 

universities representatives, community leaders, local NGO’s, businesses, and other local 

stakeholders. For example, from the interview with the Prefect of the Region in Shkodra 

education institutions declared to have mainstreamed the thematic of irregular migration to the 

dedicated classes they regularly hold at school as part of the civic education hours. Most likely, 

there are chances that some teachers continue to follow this thematic also in the next academic 

year, giving more sustainability to the action. There have been also other initiatives that have 

apparently created some multiplier effect, due to the fact that the topic is highly relevant in the 

Albanian political agenda, therefore the social and institutional context have easily welcomed 

and absorbed its messages. 

According to the activities proposed in the beginning of the project, tailor made information 

sessions dedicated to children and young girls about risks of trafficking were projected, but 

due to the physical distancing restrictions, they could not be implemented. Nevertheless, the 

managing team and the communication team, used the network of 5,926 teachers to amplify the 

message dissemination to their students in 12 regions. In total, around 101,000 students of high 

schools and universities were reached, gaining information on alternatives to irregular migration 
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such as vocational education, higher education, career development, employment schemes, 

employment opportunities in both private and public sector in Albania.  

The postings of the leaflets, spot and activities were boosted7 in IOM Facebook. From the 

assessment we have done and in collaboration with the managing team, through the below graph 

we state that it is clearly visible that the outreach of citizens was higher than the targeted in 

the beginning of the project. 

 

 

As it was also proposed in the Campaign Strategy Guide, the primary target of campaign 

audience was the youth aged 14-35 years old.  Based on the evaluation questionnaires that we 

shared during the period 05- 15 December, the main respondents (38%) were from this category, 

meaning that the target was reached and the information totally reached this audience.  

 
7 Boosted posts are ads that can be create from posts on a Facebook Page. Boosting a post may be helpful to get more people to react, share 

and comment on the post. Also, it may serve to reach new people who are likely interested in the Facebook Page but don't currently follow it 
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In terms of gender participation, the majority of respondents toward the migration issues was 

female with 69% and only 28% male citizens. From the population chosen 3% did not answer on 

the gender question. The higher participation of women was also one of the goals of the project 

and it is highly achieved. 

 

The evaluation questionnaire was filled by 3687 citizens in less than two weeks. The impact of the 

campaign one month after it was finished captures their immediate perception and in the below 
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paragraphs, we show the results of the answers that align also their attitudes toward regular and 

irregular migration. 

When asked if they had seen the informative materials before, there is a very slight difference of 

only 2% between the ones that has previously seen them (49%) and the respondents that had not 

seen them (47%), meaning that the communication team has done a very good job in the 

dissemination of the materials in a massive target group.  

 

When it comes to the level of information about the migration issues, only 11% are not at all 

informed and 19 % are very informed. The previous and actual informative campaigns have 

played a very important role in the information on migration issues, therefore a majority of 

70% is moderately informed. 
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In terms of channels used to take information on migration issues, the Internet (website and 

online platforms) is the main tool with 39% not only in the case of the dissemination of the 

information materials from the actual campaign, but also in general terms: 

 

The family connections (23%) seem to be the second channel used to take information about 

regular migration, and the third more efficient tool the TV with 14.8 %. Therefore, the online 

distribution of the leaflets and video spot, was a very good choice from the managing team, 

but the TV spot sharing or interviews from experts on migration could have also given a good 

impact in regard. 
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In terms of perceptions, when asked about the regular migration issues level of information, 

55.3% recognized to be somehow informed and 31.4% very much informed. 

 

But in terms of attitude change, after having received the informative materials on the regular 

migration, 47.1% expressed a partial impact on their decision to migrate regularly from the 

information received, meanwhile 15.6% reflect a higher impact from the materials. 

 

 

 

When they were asked about a possible change in attitude about the irregular migration, 38% of 

respondents showed willingness to skip the irregular ways of migrating and 29.2% are somehow 
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ready to change their attitude. Therefore, we can deduct that this campaign has affected a 

considerable part of the target group aimed since the beginning of the campaign. 

 

 

Aiming the sustainability of the project after its closure, in collaboration with the Border 

and Migration Police Office during the period 24- 31 December, 15,370 promotional 

awareness raising materials will be distributed in the 12 regions. The message “ Choose 

opportunities, not irregular migration” will be  further disseminated through 3000 

masks, 3000 T-shirts, 3000 caps, 2370 A5 blocks and 3000 pens.  
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6.2 IOM’s institutional strengths and weaknesses in implementing the campaign; 

STRENGTHS 

 

o Experienced team in managing the awareness raising campaign due to previous 

engagements in similar projects. 

o High competency of IOM staff in flexibly adopting the project activities to the changing 

situation from the pandemic that hit worldwide since March 2020. 

o Efficiency in the timely implementation of the activities in 12 regions of Albania. 

o Synchronized coordination with the communication team and all the stakeholders in 

order to amplify the multiplier effects from their engagement, resulting in ownership of 

results by local actors and more chances for sustainability. 

o Ability to raise capacities to public institutions officials, through leading by example and 

involving in all the stages of the campaign, making them responsible of the outcomes of 

the project, resulting in creation of a pattern to be followed by them in the coming future 

when they lead the campaigns by themselves. 

o Inter- institutional collaboration with central and local high level and decision power 

authorities. Particularly among the Ministry of Interiors structures, Border and 

Migration Police, Ministry of health and Social Protection, Ministry of Education, 

Ministry for Europe and External Affairs, as well as Regional Committees and 

Municipalities in local level. This is attributed to two factors (1) the presence of a cross-

sectorial Steering Committee specific to this project that facilitates the communication (2) 

the long-lasting institutional relations that IOM Albania has with such structures. 

o High level of responsiveness and real time reporting to all stakeholders on project 

activities, especially to the donor. 

o Cascade information sharing effect through multiple schemes reaching different end 

users. Top -down spread of information within institutional structures such as for 

example: from MoI to Regional committees- Prefectures- to Municipalities in social help 

offices to the end user citizens, or the other scheme from the Ministry of Education, 

Sports and Youth to Education regional offices – to inspectorates –to director of schools 

– to teachers-to end user the students of high schools and universities. 

o Based in the evaluation questionnaire results, the gender component was highly taken in 

consideration including in the selection of the members of Steering Committee, members 

of the Communication Team. 
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o Structured Awareness Raising Campaign based on the Campaign Strategy guide, which 

is important for good quality campaigns. The Strategy had clearly identified target 

audience, goal and objectives, key messages, channels, tools of communication and plan 

of activities. 

o Good choice of informative tools intersected with each other, such as the interactive 

information sessions and the leaflet distributed information both instantly, and lasting 

after the sessions ended or the video spot spread massively and simultaneously through 

different social media platforms. 

o The simple language used on the informative materials and the multiple messages 

bulleted in the leaflets and in the video spot, made it easy to be remembered and attract 

the attention of the users. The simple and positive message expressed through the logo 

was very efficient as well. 

o Effects of the campaign highly appreciated also from outside evaluations in regard to the 

EU integration process of the country. 

o Efficient ownership of governmental structures mainly Ministry of Interiors and 

Ministry of Education during the design and implementation phase of the Awareness 

Raising Campaign added to its authority, trustfulness and enhanced partnership among 

different stakeholders. 

o High relevance of the project 12 regions of Albania, especially in the North where the 
highest number of irregular migration takes part. Preventing irregular migration, 

especially in terms of unfounded Albanian asylum seekers in the EU and visa 
liberalization commitments, have been one of the priorities of the Albanian 

governments. 
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WEEKNESSES 

 

o In terms of sustainability of this kind of campaigns, one issue raised from the public 

official’s members of the communication team, was the limited budget and in terms 

of economical aspect of migration in Albania as well, a representative of Ministry of 

Finance and Economy should have been present in the team to grasp the immediate 

need in this regard. 

o The Awareness Raising Campaign channels of communication were limited due to 

the pandemic restrictions. The social media through online internet platforms was the 

main channel of information sharing. Based also on the evaluation questionnaire 

assessment, the usage of a TV media could have boosted the reach of the message in a 

massive level. 

o The inclusion in the project of many messages gives a diversified and positive 

information but may also make lose some focus on certain topics when 

communicating them to the wide public. 

o The evaluation measures the short/medium term effectiveness of the project, but it 

would be interesting to assess also its long-term effectiveness with time distance from 

the termination of the project. 

 

6.3 Need for further information and awareness raising 

From the evaluation survey, we tried to grasp also the need for more information through a 
question directly asking the comments of the respondents regarding their specific needs for more 
or different information on regular migration. The main comments were:  

o Information on validation of Bachelor and Master degrees. 
o How to obtain work visa? 
o More complete and clearer information regarding pursuing studies abroad 
o Which are the most relevant intellectual migration forms? 
o What does it mean Euro-pass practice?  
o What are the benefits from the pension agreement with Italy? 
o Why you don’t share this information on television and include also the diaspora? 
o The information/rules should be taught in schools to inform students  
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These comments, repeated in a population of 3,687 respondents, give the hint that the community 
needs much more information toward the migration issues especially on the opportunities for 
regular migration, such as the studies and working opportunities.  

Moreover, a specific question was designed to have the respondents’ comments on the 
interventions that should be taken (by the government, development partners, public institutions, 
etc.) in order to reduce irregular migration. The most relevant comments highlighted are: 

o Social policy for youth employment 
o Inform citizens regularly, population awareness 
o Increasing economic well-being, creating new jobs, increasing wages and economic 

assistance. 
o More information in visual media through promotions 
o More diversified information 
o Employment policy with meritocracy 
o This information should be disseminated more widely and more often. 
o The solution is culture. That is, it should start at school and with good examples 
o The government should create jobs in the municipalities.  
o Enforcement of the role of the psychologists in schools and giving him the power to share 

also this information regularly 
o Employment reform, health, education and infrastructure 
o Anticorruption policies especially in the health sector, make hospitalization like in Europe 

with insurance schemes effective  

These comments are enforced also from the answers of the interviewees that relate to the 
comment from the previous evaluation report that “there is the need to bridge the services effectively 
offered within the country with the ability of the (particularly) remote and rural population to access them 
on the one hand; and on the other hand with the accessibility facilitated by the service providers (being 
mostly State, but also non-State actors)”.  

Based on the comments from both questions, the need for economic and employment policies 
especially for the young generations living in rural areas is imperative. Nonetheless it should 
be done in parallel with bringing the information in more frequent intervals and closer to the 
community, so the necessity for continuous information campaigns especially if transmitted in 
the TV not only in the social media, would be very beneficial.   

A positive trend in migration issues is in direction of the readmissions, with the country swiftly 
honoring readmission requests from EU Member States both of own and of third country 
nationals. The number of persons returned dropped from 18 765 in 2018 to 15,370 in 2019. While the 
return rate was above 100%8 in 2017, it dropped to 66% in 2018 and 50% in 2019. 

The Albanian migration situation as presented in the report from the commission to the European 
Parliament in July 2020, recalls the need for continuous massive awareness raising campaigns 
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(that from the previous years have resulted successful), focusing in analyzed data and some 
crucial components that can be affected by the increased level of informed Albanians: 

o Referring to Frontex data, the number of detections of illegal border crossings of Albanian 
nationals decreased by 55%, from 4,593 detections in 2018 to 2,055 detections in 2019. But 
still, the number of detections of illegal border crossings of Albanian nationals continues to be the 
highest of all the countries analyzed. 

o Furthermore, the number of refusals of entry for Albanian nationals in the Schengen+ area 
decreased by 9% in 2019 (from 21,515 in 2018 to 19,670 in 2019). As in previous years, in 
2019 the most-affected EU Member State in terms of total numbers was Greece. Despite the 
decrease, Albanian nationals were at the top of the list of Western Balkan visa-free nationals to be 
refused entry at the EU external borders in 20198. 

o The number of Albanian nationals found to be illegally staying in the Schengen+ area in 
2019 increased by 6% compared to the year before (from 32,355 in 2018 to 34,410 in 2019) 
after having decreased in 2018 by 14% compared to 2017. The overall number is still one of 
the highest among the countries monitored. Greece and Germany remained the most affected EU 
Member States also in 2019. 

o The number of asylum applications (including repeat applications) in the Schengen+ area 
in 2019 decreased for the fourth year in a row. Between 2018 and 2019 it decreased by 5%, 
with 18,555 applications lodged in 2019 compared to 19,615 applications lodged in 2018 

o While there was a downward trend, Albania remained at the top of all the Western Balkans 
visa-free countries in 2019 in terms of the number of asylum applications lodged by its nationals 
in the Schengen+ area 

  

  

 

Migration is a phenomenon that follows the trends of the globalization. Migration processes differ 

according to the legislations of specific countries and the EU regulations in force. They change 

time after time giving more space or limiting the migration opportunities. Germany for example 

in March 2020 announced “The Skilled Immigration Act” that is a new law which expands the 

possibilities for qualified professionals to go and work in Germany. Now, it is easier for skilled 

workers with vocational, non-academic training from non-EU countries to migrate to Germany 

in order to work.  

 
8 REPORT FROM THE COMMISSION TO THE EUROPEAN PARLIAMENT AND THE COUNCIL THIRD REPORT UNDER THE VISA SUSPENSION 

MECHANISM, July 2020 - https://ec.europa.eu/home-affairs/sites/homeaffairs/files/20200710_swd-2020-132-report_en.pdf  
 

7. Conclusions and Recommendations 

https://ec.europa.eu/home-affairs/sites/homeaffairs/files/20200710_swd-2020-132-report_en.pdf
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Moreover, starting from January 2021, enters in force the Germany Federal Government 

regulation 26 chapter 2 of the Employment Ordinance, giving a privileged access to the German 

labor market for citizens from the six countries of the Western Balkans. Compared to the previous 

regulation there is a new element as follows: Within a calendar year the Federal Employment 

Agency can issue a maximum of 25,000 approvals in total for the six countries. This number 

corresponds to some extent with the number of visas of this category issued for 2019. This post-

regulation is valid until the end of 2023. 

Therefore, since the regular migration is an ongoing process, the updated information in regard 

should be continuous and focused. The project “Preventing unsafe migration from Albania 

towards European Union Member States- follow up campaign”, was a successful one. In terms of 

relevance the project identified, reflected and met the needs of the project beneficiaries and the 

other target groups/stakeholders keeping a close eye on the gender consideration. As it was also 

expressed through the findings section, the project was effective and implemented in accordance 

with the stated plans, over reached the target beneficiaries and it was absorbed massively by 

women (69% of total survey respondents). Even though, the COVID-19 situation restricted the 

mobility and number of participants in the activities in terrain, the managing team was very 

efficient in adopting the alternative channels of communication and timely reached the targeted 

audience through the social media informative materials dissemination. In terms of 

sustainability, during the whole project implementation period, the managing team managed to 

include in all the activities, a large number of public institutions in charge (in local and in central 

level) and made them skillful to sustain this type of campaigns in the future. They published the 

informative materials in their social media platforms and their commitment was also noticed 

during the interviews with the institutions representatives and their perspectives in projecting a 

proper budget to cover similar campaigns and make the informative process sustainable. On the 

other hand, the impact of the previous informative campaigns was actually measured as a success 

also from the reports measuring the indicators expected to be fulfilled in regard to EU integration 

process. The impact of the actual project will need more time to be capitalized in reduced figures 

of asylum seekers or irregular border crossings. As a result, the sustainability of these campaigns 

is one of the main factors to change the migrants’ attitudes. 

For the following campaigns, it is recommendable to keep in consideration: 

o Advocacy with government ministries, to allocate a budget line specific for the awareness 

raising on migration issues, especially in MoI, MESY and MEEA. Albania is continuously 

losing its human capital and policies should focus on how to prevent and how to re-gain 

it. EU countries could also contribute in this process as part of the EU adhesion process. 
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o Further promotion and information of the wide population on updated opportunities to 

immigrate regularly. In focus could also be the available services and employment 

opportunities within the country which often are hard to be accessed by people living in 

remote and rural areas. 

o Creation of reintegration programs for returned migrants especially for the most 

vulnerable groups, to prevent their further tentative for continuous irregular migration.   

o Projection of direct activities outreaching in the field the students who are the final 

beneficiary of the messages of the campaign. During the campaign of 2017-18 was not 

possible due to closing of schools’ season and during the actual campaign it was not 

possible to do these activities due to pandemic restrictions. The multiplier effect works, 

but it would have a much bigger effect if the students are reached directly. 

o In accordance with the Ministry of Education, Sports and Youth to sign an agreement on 

lecturing at least once per year as an extracurricular topic the Migration Issues in high 

schools and Universities, as a specific module (lecturing program) on regular migration 

including options and opportunities. 

o Preparation of a migration guide module also for teachers, university professors and 

school psychologists. 

o Consideration of the mass media TV channel as one of the most effective ways of reaching 

massive target audience. It is usually very costly, but if well managed in very short video 

spots not longer than 0,5 minutes tackling specific topics can be also efficient in terms of 

awareness gaining. For example, one video spot can de dedicated for the study issues, 

another short one for the work opportunities abroad, another one for sharing figures on 

irregular migrants returned etc. Some can be aired through national TV and others 

through local TV’s. According to IOM’s Global Migration Data Analyses Centre (2018) the 

most successful tools in campaign are the workshops and TV media. 

o Other very effective tools to be considered in the future: Interviews in TV or social media 

from experts of migration, for example on VET, on working abroad or also inviting as 

speaker returned migrants, which shares with the audience its own unsafe migration 

experience or otherwise the successful regular migration. This can boost the optimism of 

living in Albania and convey the message of finding the best option within the country, 

resulting in the decrease of irregular migration in overall. 

o Direct activities with community centers with students and parents as well, are strongly 

advised especially in the regions where the migration issues are a big problem such in the 

North Albania. 
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o Meetings with potential migrants and representatives of National Employment Services 

need to be organized also in remote areas to help youth gain an insight about professional 

education, training, employment prospective in the country and labor market demands. 

o Written media should also be considered as an awareness-raising tool through articles 

writing reflecting the risks associated with irregular migration in EU Member States, 

highlighting the reinforcement of travel rules. 
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ANNEX A 

Evaluation Schedule:  

TASK 
STAKEHOLDER/                                        
TARGET GROUP TIME LOCATION 

Desk review (consultation 
of full documentation and 

websites/social media) N/A 1-3 December Tirana 

Methodology design, Evaluation matrix 
produced and report outline (sample 

selection,  target groups and 
stakeholders, design of interviews 
formats, design of the evaluation 
questionnaire in Google Forms 

platform) N/A 4-5 December Tirana 

Survey Link officially sent to the 
communication team for distribution on 

the final target group (10 days for the 
fulfilment from responders) N/A 5-15 December Tirana 

In depth interviews with 
partners/stakeholders and 

management team (data collection and 
elaboration) 

IOM team members / 
Communication team 

members /Head of 
steering committee/ EU 
for municipality project/ 

Shkoder Prefecture, 
Shkoder Municipality 5-15 December Tirana 

Qualitative and quantitative elaboration 
of the data and statistics of 3687 

questionnaires collected in schools after 
the info sessions.  N/A 15-18 December Tirana 

First draft report prepared, Elaboration 
of the first draft of Evaluation Brief and 
Management response Matrix, update 

of  Evaluation matrix,   and shared with 
IOM team  N/A 18-20 December Tirana 

Review of the evaluation draft report  
and other documents based on the 
input from IOM staff, partners and 

donor 
IOM project Manager 

and team 20-24 December  Tirana 

Final Report, final Evaluation Brief, 
final matrix of Evaluation and final 

Management response Matrix,Review  
IOM project Manager 

and team 25-29 December  Tirana 
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ANNEX B 

List of Contacted stakeholders 

Name Surname Institution  Position 

Alketa Gaxha IOM Project Coordinator 

Danjela Celaj IOM Project Assistant 

Ermal Nazifi IOM 
Project Assistant/Social 

Media 

Miriam Neziri IOM 
Commucation and PR 

Expert 

Merita Gjetani IOM Video Production Company 

Sabrina Benaouda 

Donor- Netherlands’ 
Government - the 
Repatriation and 
Departure Service,   

Eeke Altena Dutch Embassy Tirana   

Rovena Voda 

Ministry of Interior 
(Head of the Steering 

Committee) 
Former Deputy Minister of 

Interior 

Silvana Banushi Ministry of Interior 

General Director, MoI 
Department of regulations 
and conformity for public 

securits 

Rozalba Merdani 
Ministry of Education, 

Youth and Sports 

Representative of Ministry 
of Education, Sport and 

Youth  

Emanuela Tollozhina 
Ministry of Health and 

social protection 

Chief of Sector, Ministry of 
Health and Social 

Protection 

mailto:merita.gjetani@landmark.al
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Artan Spaho ASP 

Specialist, Green Border 
Sector, Department of 
Border and Migration 

Police 

Behar Tafa 
Albanian State Police 

Department for Border and 
Migration, Director 

Mimoza Qyra Ministry of Interior 

Coordinator, Anti 
Trafficking Directorate, 

Ministry of Interior 

Ermina Allushi Ministry of Interior 
Directorate of Projects, 

MoI 

Orgesa Dana Ministry of Interior 
Directorate of Projects, 

MoI 

Sadleva Bodo Ministry of Interior 
Directorate of Integration, 

MOI 

Adela Hodaj Ministry of Interior 

Coordinator, Anti 
Trafficking Directorate, 

Ministry of Interior 

Ina Zhupa Ministry of Interior 

Coordinator, Anti 
Trafficking Directorate, 

Ministry of Interior 

Migena Kore Ministry of Interior 
Directorate of Projects, 

MoI 

Majlinda Angoni 
Shkodra Region 

Prefecture Prefect 

Jolanda Trebicka 
Municipalities for 

Europe Team Leader 
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ANNEX C 

List of documents reviewed 

1) The project proposal, 

(2) The Campaign Strategy  

(3) The Informative Leaflet 

(4) The Spot disseminated during the outreach activities  

(5) The Impact Assessment Monitoring Framework of the Strategy of the Information Campaign 

and the indicators as outlined in the project document  

(6) The progress reports sent periodically to all the stakeholders 

(7) The PM decision nr 6 dt. 26.01.2017 on the creation of the “Regional anti-trafficking 

committees in each county” (8) Evaluation report of the previous campaign “Preventing of 

unsafe migration from Albania towards the European Union Member States” of IOM during 

2017-2018  

(9) Evaluation brief of the previous campaign  

(10) The visibility figures shared with stakeholders  

(11) Newspapers articles, press releases, agendas, minutes of meetings, ToRs of consultants, 

main correspondence of the project. 

The consulted sites: 

IOM Tirana  www.albania.iom.int ; https://www.facebook.com/IOMAlbania ; 
https://twitter.com/iomalbania/status/1323245552641953792?s=21 
https://www.youtube.com/watch?v=CqOADwmttF8&feature=youtu.be 

 

Ministry of Interior https://mb.gov.al/2020/10/24/zgjidh-mundesite-jo-migracionit-te-
parregullt-spot-sensibilizues/  
https://twitter.com/punetebrendshme/status/1318877585057763328?s=21 
https://www.instagram.com/p/CGmpbp8gugn/?igshid=1c516fcmmshf7 
https://www.facebook.com/630197080363788/posts/3718995438150588/?extid=0&d=n 

 

http://www.albania.iom.int/
https://www.facebook.com/IOMAlbania
https://twitter.com/iomalbania/status/1323245552641953792?s=21
https://www.youtube.com/watch?v=CqOADwmttF8&feature=youtu.be
https://mb.gov.al/2020/10/24/zgjidh-mundesite-jo-migracionit-te-parregullt-spot-sensibilizues/
https://mb.gov.al/2020/10/24/zgjidh-mundesite-jo-migracionit-te-parregullt-spot-sensibilizues/
https://twitter.com/punetebrendshme/status/1318877585057763328?s=21
https://www.instagram.com/p/CGmpbp8gugn/?igshid=1c516fcmmshf7
https://www.facebook.com/630197080363788/posts/3718995438150588/?extid=0&d=n


 
 
 

41 | P a g e  
 

Ministry for Europe and External Affairs https://punetejashtme.gov.al/zgjidhni-mundesite-jo-

migracoinin-e-parregullt/  

As well as social media platforms of Ministry of Education, Sports and Youth, Albanian Border 

and Migration Police, EU funded project “Municipalities for Europe”, Migration Data Portal. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

https://punetejashtme.gov.al/zgjidhni-mundesite-jo-migracoinin-e-parregullt/
https://punetejashtme.gov.al/zgjidhni-mundesite-jo-migracoinin-e-parregullt/
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ANNEX D 

Bibliography 

National Strategy on Migration Governance and Action Plan, 2019–2022 

EC Albania Report, October 2020 

Report from the Commission to the European Parliament and the Council third report under 

the visa suspension mechanism, July 2020  

Evaluating the impact of information campaigns in the field of migration: Jasper Tjaden Sandra 

Morgenstern Frank Laczko IOM’s Global Migration Data Analysis Centre A systematic review 

of the evidence, and practical guidance- Central Mediterranean Route Thematic Report Series, 

2018.    

New Trends in Potential Migration from Albania, I. Gëdeshi and R. King, 2019 

National Survey on Household Migration, 2019 

INSTAT reports on Population 2020, Migration Trends 2019 

EC Communication on Enhancing the accession process - A credible EU perspective for the 

Western Balkans, 2020 
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ANNEX E 

EVALUATION QUESTIONNAIRE 

AFTER THE IMPLEMENTATION OF THE CAMPAIGN 

 

LOCATION: _______________________________________________________________ 

DATE:  

AGE:  

SEX: 

1.          Have you previously seen the attached materials? (attached with link the leaflet and 

the video spot) 

 Y                                                                           N 

2           If yes, where you have seen any of the materials before? 

School 

University 

Coffee shop 

Facebook 

Website 

Regional/Local Education Directorate 

Regional/Local Employment Directorate 

Border Cross Point  

Other please 

specify 

3.           How informed do you feel about migration issues? 
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1 2 3 4 5 
Not at all Not Undecided Somewhat Very much 

 Really    

 

1  2  3 

Not  Moderatel
y 

 Very 
informed 

At all  informed   

Informed 

4.Where do you get 
information about 
regular migration 
from? 

 

 

 

 

   

 

 

           Family  TV 

 

 

 

 

 Internet 
 Government 

information 

 Newspapers 

 Other(please 

write) 

 

 

 

Friends 

Radio 

At 

school 

 

5.          If you followed the materials from question 1 (leaflet and spot), do you feel more 

informed about regular migration issues after the presentation? 

1 2 3 4 5 
Not at all Not Undecided Somewhat Very 

much  Really    
 

6.          Do you feel more informed about visa liberalization issues after the presentation of 
the informative materials? 

1 2 3 4 5 
Not at all Not Undecided Somewhat Very 

much  Really    
 

7.       In case you are thinking about migrating irregularly, would the information you 

were provided from the materials change your mind? 
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8.       Did the information provided through the materials, make you more or less likely to 

migrate regularly? 

1  2  3 
Not  Moderately  Very 

much At all  More likely  More 
likely More likely     

 

9.Would you share the information taken with your family or friends? 

 Y                                                                           N 

10. What other information on regular migration might be of interest to you? Please comment 

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________ 

11. In your opinion, what interventions should be taken (by the government, development 

partners, public institutions, etc.) in order to reduce irregular migration? Please comment: 

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________

_____________________________________________________________________________________ 

Thank you very much for your help today.  

Your answers are completely anonymous  
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ANNEX F 

Terms of reference 

 

TEMRS OF REFERENCE 

 

FOR THE CONSULTANCY CONTRACT OF Ms. Xaira Shurdha  

 

1. Nature of the consultancy: Under the overall supervision of the IOM Head of Office in 
Albania and direct supervision of the Project Coordinator, the successful candidate 
will be responsible to evaluate the information and awareness raising campaign. 

 

Objective: The evaluation will aim: (i) to determine extent to which the objectives of the 
information and awareness raising campaign have been met and assess the likelihood of 
sustainability upon campaign completion; (ii) to identify IOM’s institutional strengths 
and weaknesses in implementing the campaign; and (iii) to identify needs for further 
information and awareness raising activities on prevention of irregular emigration from 
Albania. The evaluation is being conducted to support IOM and the donor in assessing 
progress, to ensure accountability; in determining what is working and what is not, to 
inform future phases; and, to identify knowledge, best practices, and lessons learned.  
 

Target: This evaluation will cover the entire project implementation period, and all 12 
regions of Albania that are covered by the evaluation.  
 

IOM Project to which the Consultancy is contributing:  
The consultancy contributes to the successful implementation of IOM Project: Preventing unsafe 
migration from Albania to European Member States: Follow Up Campaign funded by 
Repatriation and Departure Services of the Netherlands. The project goal is to increase and 
maintain a high level of awareness and understanding of Albanian population on migration and 
visa liberalization with the EU. The project focuses on two areas of engagement 1) Improve 
capacities of authorities in charge of migration management to conduct awareness raising 
activities, improve prevention of irregular migration and 2) Increase awareness improves the 
prevention on irregular migration and its potential risks in particular for women and UMC’s. 
 

2. Tasks to be performed under this contract: 
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The Consultant will a) Review project documents and relevant literature, and produce inception 
report, including at minimum an Evaluation Matrix, and explaining the use of remote data 
collection: This should be submitted to the evaluation manager for review and approval following 
the document review phase, for comments and discussion with the evaluator to finalize plans. b) 
Collect data and present of the preliminary findings to the project management and other relevant 
stakeholders. c) Draft Evaluation Report for review by IOM and project partners. d) Prepare a 
Final Evaluation Report in English addressing and incorporating the inputs resulting from the 

review of the draft report. e) Prepare a two-page Evaluation Brief summarizing key findings, 
conclusions and recommendations for the main intended evaluation users. f) Draft 
Evaluation Management Response Matrix by including the recommendations as well as 
an indicative timeframe or deadline for implementation, using the IOM template for 
management response.  
 

3. Tangible and measurable output of the work assignment. 

The Consultant will prepare a final evaluation report in English. The report should meet good 

language standards, being grammatically correct, proofread and laid out well, consisting of 

20 to 30 pages of the main text (without annexes). The report will follow the same presentation 

logic and include, at a minimum: executive summary, list of acronyms, introduction, 

evaluation context and purpose, evaluation framework and methodology, findings, 

conclusions and recommendations. Annexes should include the TOR, inception report or 

evaluation matrix, list of documents reviewed, list of persons interviewed or consulted, data 

collection instruments, as well as any other relevant information. 

 

4. Realistic delivery dates and details as to how the work must be delivered. 

• Draft Evaluation Report – 20 December 2020 

• Final Evaluation Report- 29 December 2020 

5. Performance indicators for evaluation of results (value of services rendered in relation to 

their cost). 

 
The consultant will be evaluated based on the quality of the report, the ability to respond to the 
evaluation questions as provided in the Evaluation ToR, and the ability to include and maintain 
continuous relationship with stakeholders relevant to the evaluation.  
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ANNEX I : Evaluation matrix 

 

Evaluation 

criteria 
Evaluation questions 

Sub-

questions 
Indicators / Data Document review 

 

Interviews Survey  Reports  

Relevance Are the project activities and 

outputs consistent with the 

intended outcomes and 

objectives? 

 -Public administration staff in 

charge of migration 

management has access to the 

Campaign Strategy Guide for 

use in future awareness 

campaigns. 

- Evaluation survey data 

analysis information 

-Percentage of participants in 

campaign events by sex and 

age who have an increased 

awareness on irregular 

migration and opportunities 

for regular migration 

-Interviewed feedback 

- Number of leaflets 

disseminated 

-Number of  reaches in social 

media 

 

-TOR’s of the 

communication 

expert 

- Project proposal 

 

- National Reports  

-   The Campaign 

Strategy Guide 

 

22 

interviewees 

3,687 

respondents 

8  
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Does the project still respond 

to the needs of the project 

beneficiaries? 

 -Interviewed feedback 

- Survey data information 

-   The Campaign 

Strategy Guide 

 

- Project proposal 

 

 

22 

interviewees 

3,687 

respondents 

  

Does the project still respond 

to the needs of the other target 

groups/stakeholders? 

 -Interviewed feedback 

- Survey data information 

-   The Campaign 

Strategy Guide 

 

- Project proposal 

 

 

22 

interviewees 

3,687 

respondents 

  

To what extent was gender 

considered in the design of the 

project, including the use of 

gender analysis (gender 

sensitive needs assessment) to 

identify the needs and 

priorities? 

 -Percentage of participants in 

campaign events by sex and 

age who have an increased 

awareness on irregular 

migration and opportunities 

for regular migration 

- Percentage of evaluation 

survey respondents by sex 

and age 

 22 

interviewees 

3,687 

respondents 
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Effectiveness Have the project outputs and 

outcomes been achieved in 

accordance with the stated 

plans? 

 - Dates of activities 

performed 

- Timeline of the 

project 

- Interviewed feedback 

- Survey data 

information 

-   The Campaign 

Strategy Guide 

 

- Project proposal 

 

 

22 

interviewees 

3,687 

respondents 

2  

Are the target beneficiaries 

reached as expected? 

 -Public administration staff in 

charge of migration 

management has access to the 

Campaign Strategy Guide for 

use in future awareness 

campaigns. 

- Evaluation survey data 

analysis information 

-Percentage of participants in 

campaign events by sex and 

age who have an increased 

awareness on irregular 

migration and opportunities 

for regular migration 

-Interviewed feedback 

 

-   The Campaign 

Strategy Guide 

 

- Project proposal 

 

 

22 

interviewees 

3,687 

respondents 

2  
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- Number of leaflets 

disseminated 

-Number of  reaches in social 

media 

To what extent was gender 

considered in the 

implementation of the project, 

including in terms of how 

differences, needs, roles and 

priorities of women, men and 

other relevant groups were 

considered? 

 -Percentage of participants in 

campaign events by sex and 

age who have an increased 

awareness on irregular 

migration and opportunities 

for regular migration 

- Percentage of evaluation 

survey respondents by sex 

and age 

-  Interviewed feedback 

- Survey data information 

 22 

interviewees 

3,687 

respondents 

  

 To what extent did the 

replacement of face-to-face 

meetings by online activities 

due to COVID19-restrictions 

affect the effectiveness of the 

campaign? 

 -  Interviewed feedback 

- Survey data information 

- Number of leaflets 

disseminated 

-Number of  reaches in social 

media 

 22 

interviewees 

3,687 

respondents 
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Efficiency Were the project activities 

undertaken and were the 

outputs delivered on time?  

 - Dates of activities 

performed 

- Timeline of the 

project 

- Interviewed feedback 

- Survey data information 

-   The Campaign 

Strategy Guide 

 

- Project proposal 

 

 

22 

interviewees 

3,687 

respondents 

2  

 Was the project implemented 

in the most efficient way 

compared to alternative means 

of implementation? 

 - Interviewed feedback 

 

 22 

interviewees 

   

Impact Which positive/negative and 

intended/unintended effects 

are being produced by the 

project?   

 - Interviewed feedback 

- Survey data 

information 

 

- National 

Reports 

referring to 

the figures 

of citizens 

impacted 

by the 

project   

22 

interviewees 

3,687 

respondents 

2  

Did the project take timely 

measures to mitigating any 

unplanned negative impacts? 

 - Interviewed feedback 

 

 22 

interviewees 

   

Sustainability Are structures, resources, and 

processes in place to ensure 

that benefits generated by the 

 -Public administration staff in 

charge of migration 

management has access to the 

 22 

interviewees 

   



 
 
 

53 | P a g e  
 

 project continue once external 

support ceases? 

Campaign Strategy Guide for 

use in future awareness 

campaigns. 

- Interviewed feedback 

 

 

Is the project supported by 

institutions and well-

integrated into local social and 

cultural structures? 

 -Public administration staff in 

charge of migration 

management has access to the 

Campaign Strategy Guide for 

use in future awareness 

campaigns. 

- Publication of 

informative materials 

in the social media of 

different ministries 

- Interviewed feedback 

- Percentage of 

participants in 

campaign events by 

sex and age who have 

an increased 

awareness on 

irregular migration 

 22 

interviewees 
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and opportunities for 

regular migration 

-  

Do the project partners have 

the financial capacity and are 

they committed to maintaining 

the benefits of the project in the 

long run? 

 -  Interviewed feedback 

- Level of participation 

and inclusivness of 

the local and central 

level partners in the 

activities 

 

 22 

interviewees 

   

Cross-cutting 

issues 

 

Are the central and local 

governmental institutions 

engaged during activities ? 

 - Interviewed feedback 

- Level of participation 

and inclusivness of 

the local and central 

level partners in the 

activities 

 

 22 

interviewees 

   

How was the communication 

flow between different 

governmental partners and 

IOM staff? 

 - Interviewed feedback 

- Level of participation 

and inclusivness of 

the local and central 

level partners in the 

activities 

- Frequent 

feedback 

reports 

from IOM 

staff to the 

22 

interviewees 

 1  
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 partners 

and donors 

        


