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1.  EXECUTIVE SUMMARY

An evaluation of IOM Public Information Programmes was requested beginning
of 1999 in order to evaluate IOM global strategy for development and implementation
of Public Information Programmes in light of existing projects, and IOM’s expertise
and mandate.  As a practical reference, two case studies have been selected for that
purpose, the IOM information programmes respectively implemented in the Philippines
and in Ukraine in 1998.

The evaluation first examined IOM’s capacity to develop and implement
information campaigns, based on an analysis of IOM experience and on the different
approaches used by other external entities familiar with the management of public
information campaigns.  This demonstrated IOM’s existing capacity to develop and
implement such programmes, keeping in mind the specific expertise required for their
development and implementation.  In addition, it confirmed that the use by IOM of the
information campaigns as a prevention tool is an appropriate choice worth further
exploration and improvement.

In the same perspective, the relevance to IOM’s mandate, as well as the
comparative advantage to have IOM implementing such projects were evaluated. It has
been shown that the information programme activities are fully in line with IOM’s
mandate and that IOM has a comparative advantage in implementing them.  In both
case studies analysed, IOM’s key role in the coordination and management of the
project was firmly recognised by all IOM partners, including NGOs.  However, it
should be noted that the success of such programmes also lies in the capacity to work
with NGOs or communities affected by the problem to be addressed by the campaign.
This is not only of concern for IOM, but also for most of the external cases examined.

Still from a global approach, it has been recognised that the impact analysis of
IOM information campaigns is subject to specific constraints, such as the cost of
conducting an impact analysis (or impact evaluation) of the dissemination of the
information.  If such a cost cannot be included in the budget of a project, it will be
difficult to reach firm and quantitative conclusions on such an aspect.  In the absence of
quantitative analysis, only a qualitative analysis based on information collected among
the partners will provide sufficient elements to draw conclusions on the impact, as has
been the case for the evaluation in the Philippines.  The analysis of external experience
also showed that the impact can be anticipated without a detailed survey if the
information campaign is conducted according to precise steps, such as the definition of
the target groups, the selection of media, the preparation of the messages, the
establishment of indicators.  Therefore, an impact can be precisely measured only if the
donor agrees to invest in such an exercise, even some time after the completion of the
project.  If the donor does not consider such an investment worthwhile, it should not
expect to have a precise and quantified impact analysis of the project.

In addition, the impact is also linked to notions such as the “raising of
awareness” or the “changing of behaviour”.  To measure the change also calls for very
detailed analysis, the costs of which are sometimes not even worth considering.  Finally,
it is important to mention that, in the case of illegal migration or trafficking, the impact
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will be difficult to assess as the topics of illegal migration or trafficking themselves are
very difficult to quantify or even to clearly assess.

It has also been found that IOM has been globally effective in reaching the
objectives of its information campaign programmes developed up to now.  However, it
has also been noted that for the same objectives and project purposes, more complex
approaches/strategies could have been selected for broader results and impact, either at
the level of the research, or of the complementary activities, or for the preparation of
follow-up initiatives.  Recommendations have been made in that regard.  Donor reaction
also needs to be sought on such approaches.

At the institutional level, it has been found that even with the creation of the
Public Information Campaigns Service, there is still a need to better frame the concepts
of Information Dissemination and Information Campaigns in IOM.  Therefore the
elaboration of policy/strategy/guidelines should become a priority for a more integrated
approach.  This will help the field to know more precisely what is behind these notions,
to provide them with useful information for more active promotion and project
development, and to alleviate the pressure put on the Service for technical guidance.

In addition, the Service should work more closely with the Project development
unit in order to comply with IOM format and procedures for project development, and
with the Donors Relation Unit in order to increase the dialogue with the donors
community. It has also been found that the research component of the programmes
needs to be more deeply analysed and promoted as a key element of the information
programmes. Initiatives have already been put in place in that perspective.

Concerning the creation of the Service in the area of public information
campaigns, it has been recognized as an appropriate measure now due to the prevailing
situation in that field and based on past experiences. There is also a need to clarify the
field of intervention, with the respective responsibilities, of the services having strong
information components, such as assisted return or counter-trafficking. The same
applies for information dissemination in general in IOM where other departments/units
are involved, such as the newly created Policy Guidance and Media Unit. Collaboration
between these entities is planned and strongly encouraged.

As a conclusion, it is evident that IOM information campaigns can strongly
contribute as a prevention tool to solving problems in the field of illegal migration or
counter trafficking.  Past and on-going experience in IOM, as well as experience outisde
IOM, has proved the value of the information campaign programmes.  A potential for
further expansion exists that the evaluation strongly recommends be explored.

It is also important to underline that any effort to expand in the field of
information campaigns needs to receive a broader support from the donor community.
Up to now, the approval for funding IOM information campaigns was linked to a strong
political agenda at the donor level. Such a situation should not prevail if IOM wants to
avoid the situation encountered between 1994 and 1997, when no funding was received
for the public information programmes developed during that period.
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2.  HISTORY AND PROGRAMME CONTEXT

IOM’s public information campaigns1 were first implemented as an independent
activity in the early nineties through two projects: in Romania (1992-1996); and in
Albania (1992-1994).  Both were aimed at reducing illegal migration following the
opening of the border of these former communist countries. The Albanian project was a
joint initiative with UNHCR.

To keep pace with the new trends in information dissemination and the increasing
role of information in public affairs management (political, commercial, and social
aspects), additional staff were assigned to IOM’s Public Information Services (PUB) at
Headquarters.  This included the recruitment, in 1994, of an international specialist in
information/communication, who conducted a study on “Communications and Image
Analysis for the International Organization for Migration”2.

PUB was under the direct supervision of the IOM Senior Policy Adviser (DGO).
By the end of 1995 this unit comprised seven positions and was not only tasked with the
management of public information campaigns but also with other activities linked to
information dissemination in general, such as press liaison, external meetings, creation
of an IOM Web Site, development and implementation of a Migration Information
Channelling  project - MIC.  However, some of these activities have been assigned to
other specific units/departments and are not therefore covered by this evaluation.

At the end of 1995, in the specific framework of the public information campaign
activities, PUB finalised the technical basis for IOM public information campaigns
projects still in use today.  However no specific document on the policy, strategy or
guidelines has ever been prepared. Information is spread over various papers and
reports.  IOM’s experience in Romania played a major role in the definition of these
fundamental principles3.

In spite of donors’ interest in financing the Romanian and Albanian projects4, the
series of project submitted between 1994 and 1997 did not receive financial support
(Philippines, Costa-Rica, Haiti, Egypt, China, India, Pakistan are some examples).  No
indication from the donor community was found of the reasons for this decline in
interest, which resulted in a reduction of positions in PUB.

Donor interest revived at the end of 1996, beginning of 1997, as information
campaigns were recognised as one of the tools to prevent illegal migration flows linked

                                                     
1 IOM public information campaigns have been defined as:  “a set of communications activities whose
aim is to provide potential migrants with accurate and reliable information on the legal possibilities for
migration, living conditions in western countries and the risk and consequences of irregular migration.”
For further reference see also Section 3. No distinction will be made in this report between public
information campaigns, or between notions such as  information campaigns, information
programmes/projects, information campaign programmes. These terms will be used indiscriminately from
a global perspective.
2 Cemil Alyanak, “Communications and Image analysis for the International Organization for Migration”,
Forum for the Analysis of Communications and Trends, 1994.
3 See Annex 7 for further reference.
4 Among the donors who participated in the financing of Romania and Albania projects: Switzerland,
Denmark, Finland, Holland, Italy, Norway, US Governments.
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to the increasing phenomenon of “sex trade and industry”— with its associated criminal
networks — and more specifically to combat trafficking in women and children.  IOM’s
two main experiences — Philippines (1997-1998) and Ukraine (1998)5 — confirmed
the appropriateness of such a tool.  However, in both cases, the main target group
during implementation was restricted to potential victims of trafficking, not potential
illegal migrants as was the case in Albania and Romania.

Other IOM offices in Asia also started to discuss and even implement such
campaigns against trafficking, for instance in Vietnam or in Thailand (on-going).  In
Eastern Europe, the success of the project in Ukraine stimulated interest of two main
donors; the US Government and the European Commission in the framework of the US-
EU Transatlantic Dialogue6, and led to the implementation of a project in Czech
Republic. Two other initiatives are also under preparation for Hungary and Bulgaria. It
should be mentioned here that the EU financed an information project in Poland in
partnership with the NGO La Strada Poland, whose sister organisation was our co-
partner in the implementation of the project in Ukraine.

1998-1999 saw the development of similar projects in Central America and in the
Caribbean.  Contrary to the projects in Eastern Europe, they were again integrated in the
more global framework of illegal migration.  Costa-Rica benefited from a four-month
information programme aimed to inform the population about the ‘Amnesty Decree’.
The IOM Regional Office in Costa Rica is currently discussing the implementation of a
project to combat irregular migration in five countries:  Guatemala, Honduras, El
Salvador, Nicaragua and Costa-Rica.  The project developed in November 1998 for
Haiti is still under discussion with the donor.

In Africa, an information campaign against illegal migration is being finalised and
about to be launched in Morocco.  Two other projects were developed at end of 1998
for Egypt and  the South African Region, but have not raised donor interest for the time
being.

1999 saw also the development of information campaigns in different emergency
situations, mainly to handle problems related to the Kosovo crisis7.

At the end of 1998, IOM Management decided to create six Services8 in order to
respond to operational needs in most important fields.  It became evident that there was
a need to reinforce IOM response capacity in the field of public information campaigns.
The Public Information Campaigns Service was created. It has been formally integrated
in the presentation of the year 2000 budget, to be approved by IOM Council in
November, with two official positions.

                                                     
5 For reference see Annex 5 on IOM evaluation of “IOM Public Information Campaigns in the
Philippines”, Feb. 1999 and  Annex 6 on IOM evaluation for Ukraine.
6 See for reference Annex 8 on L’viv Seminar.
7 For further reference on more recent initiatives, see Annex 3.
8 Assisted Return, Counter-Trafficking, Public Information Campaigns, Technical Cooperation on
Migration, Movement, Migration Health
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3.  EVALUATION SCOPE AND METHODOLOGY

Terms of Reference for this evaluation were approved in April 1999 (Annex 1).
The main objective of the evaluation was stated as follows:

“To evaluate IOM’s global strategy for development and implementation of
information programmes in light of existing projects, IOM expertise and IOM
mandate”.

In order to do this, it was agreed to focus on the relevance, effectiveness, impact
and sustainability of the IOM information projects, as well as on the use of resources,
including staffing. Gender aspects had also to be analysed.  To the extent possible, it
was also planned to examine the complementary nature of IOM information campaigns
with other IOM activities.

Furthermore, the terms of reference called for evaluating the process by which
these projects are developed, and more specifically the technical assistance provided by
Headquarters, as well as the different responsibilities for the implementation and
management of the projects,  and for analysing how this process has been affected by
the changes undertaken by the Organization.

The methodology of the evaluation mainly consisted in a broad review of
documentation related to IOM information campaigns and to similar experiences
conducted by other entities. In the documentation review, external and internal technical
references were also compiled and analysed. In addition, many interviews were
conducted in IOM, both at Headquarters and in the field, as well as with specialists of
information campaigns in other International Organizations.  More detailed information
can be found in Annex 2.

Two projects have been selected as case studies for the evaluation. Firstly,  the
information programme implemented in the Philippines — for which an IOM internal
evaluation was conducted at the beginning of the year — and secondly, the information
project in Ukraine implemented in 1998, which was recognised by many partners as a
successful experience and publicised as such by IOM.  It should be noted that to date
IOM has completed six projects (Romania, Albania, Philippines, Vietnam, Ukraine,
Costa Rica), of which two were implemented beginning of the nineties (Romania and
Albania).

Under Section 4 below, the evaluation will try to present common trends in
information campaign projects among external entities analysed, especially at the level
of the global approach for programme design and implementation. Section 5 will
concentrate on the global performance and success of IOM information projects through
an analysis of the evaluation concerns, i.e. relevance, effectiveness, efficiency, cost-
effectiveness, impact and sustainability.  Section 6 will provide additional information
on the development and management of these specific programmes.
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4.  DEFINITIONS AND STRATEGY

It should be noted here that there is no official documentation or guidelines
which groups in an integrated way IOM definition and strategy for public information
campaigns or for information dissemination in general. The following section is a
compilation from different sources. Under section 4.2, the general trends of information
campaign programmes implemented by external entities will be discussed.

4.1 IOM definitions and strategy

In an IOM “Programme Info Sheet”, an IOM information campaign is defined
as “a set of communications activities whose aim is to provide potential migrants with
accurate and reliable information on the legal possibilities for migration, living
conditions in western countries and the risk and consequences of irregular migration9”.

The above definition has been slightly modified to specify more clearly the role
in combating trafficking in women and children, as well as to better reflect the reality of
most projects already implemented or presently under review: “The information
campaign is essentially a set of inter-related and mutually supporting information
activities designed to provide potential victims of trafficking with reliable information
about the realities of living and working abroad, as well as the risks and consequences
of resorting to trafficking10”.

The more recent and ‘official’ reference to public information campaigns is
contained in the presentation of the new Public Information Campaigns Service in the
IOM 2000 Budget where the following definition is given: “…[to] provide potential
migrants with an accurate picture of migration realities, including the pitfalls of
irregular migration. Information is provided to target audiences through mass-media
channels and directly through government structures and partner NGOs. It has been
found that well-orchestrated information campaigns can be indispensable for migration
management, including in emergencies, and for prevention”.

More precisely: “By further developing and implementing information
campaigns, IOM will continue to offer Member governments yet another flexible and
efficient instrument to address irregular movements of persons”.  Finally, in another
paragraph: “Special emphasis will also be placed on combating trafficking in women
through campaigns targeting young women susceptible of falling victims to
traffickers.11” This evaluation will further examine some aspects contained in the
definition, such as the “indispensability” of information campaigns.

Concerning more globally information dissemination12, and as already
mentioned, there is no integrated strategy or definition for information dissemination

                                                     
9 IOM Programme Info Sheet series, ‘IOM Migrant Information Campaigns’,  undated
10 IOM, “Information Campaign against trafficking in women from Ukraine”, project report, 1998, pp. 2.
11 IOM year 2000 Budget, pp. 77, see also Annex 4.
12 A main distinction will be made in the evaluation between information dissemination in general and
public information campaigns.
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activities in IOM. A broad range of objectives and activities can be recorded, as
described in an answer to a written questionnaire:

“1)  Diffuse an objective picture of migrations among the civil society as a whole
(f.i., Argentina    1999);

 2)  Discourage potential flows (f.i. Albania and Haiti);
 3) Warn prospective migrants about the danger of traffickers;
 4)  Promote certain types of flows (f.i. programmes launched by Canada);
 5)  Inform migrants about procedures they should follow (especially during

regularisation   processes, like Costa Rica in 1998 or Argentina in 1999);
 6) Inform the civil society about the extents of bilateral or multilateral agreements

(f..i. Argentina/Chile in 1998);
 7) Denounce discrimination (e.g. Argentina in 1994 or 1999);
 8) Enlighten the receiving society about the real impacts of migration;
 9) Inform migrants on the living standards of the receiving society (including

return cases, f.i. Paraguay 1992);
10) Inform governments about the different aspects of experiences in migration

policies and programmes;
11) Provide information about IOM.13”

Many of the above points also cover the ‘objectives’ of the IOM information
campaigns projects developed up to now.  However, information dissemination with
objectives as described under points 1, 4, 9 or 10 are also often included in other IOM
activities (technical Cooperation projects14 or return/ resettlement projects) or in other
IOM fields/initiatives such as IOM research, web sites, or through the activities of the
newly established Policy Guidance and Media office.  In such cases, and not being
public information campaigns as such, assistance from the Information Programme
Assistant was not expected and requested on a regular basis and is not included as a
specific task of the new Service15.

Conclusion: no single policy and strategy on IOM information dissemination,
including public information campaigns, has been found as officially  published.
Definitions can only be retrieved from individual papers or sources. An unclear
situation can lead to confusion among the units/departments/services in their
responsibilities to manage these activities.

Recommendation:

- Due to the complexity and diversity of the notion of information dissemination
and of the activities falling under that concept, IOM should clarify the
respective role, responsibility and field of intervention of the departments/units
dealing with information dissemination in general.

- as soon as possible and as underlined in the year 2000 budget, the Public
Information Campaign Service should publish (or elaborate if not yet done) an

                                                     
13 Extract from a response to a written questionnaire, see Annex 2.
14 For further reference, see for instance proposed subdivisions in the IOM year 2000 Budget – Annex 4.
15 Such an issue is well reflected in Annex 9. The Division of Finance and Project Control register for
instance under its category “Information Programme (category VC/VD)” projects not covered by the
Service.
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integrated policy and/or strategy for the specific implementation of the IOM
public information campaigns, as well as for its possible contribution to other
information dissemination activities. This will also be useful for presentation of
the public information campaigns initiatives to stakeholders by IOM field
offices.

4.2 Some basic aspects of information campaigns

4.2.1  General trends in the definition and implementation of Information
Campaign Programmes

If the global notion of information can be presented through a very broad variety
of definitions and/or concepts, the notion of public information campaigns can be more
easily contained in a rather simple framework.

A first common trend can be deduced by examining the campaigns usually
organized by the external entities selected for evaluation purposes. All information/
education /communication programmes carried out — the campaigns either being an
isolated initiative or an integrated tool — are addressed, whatever their duration and
size, to combat serious and complex social/human problems, sometimes thousands of
lives being at stake.

� UNHCR - addressed to refugees; mainly used in Emergency/complex situations
as a support tool for management of the problem/crisis.
� UNAIDS - HIV/AIDS-STD: an instrument integrated in a more global approach
for prevention/education; a concept of a “yearly” information campaign.
� US Government - National Youth Anti-Drug Media Campaign; global
population with a specific target on young populations.
� BBC -  Awareness campaign in Afghanistan on health matters; global
population targeted; implemented as a complement to WHO/UNICEF programmes.
� UNICEF - addressed mainly to children and mothers; various types: mine
awareness, vaccination, general health, water and sanitation; use of celebrities as a
support tool facilitated by the positive and well known image of the Organization.
� John Hopkins University, Center for Communication Programs, USA   -
global population; focus on population/family planning and reproductive health.

In addition, all evaluations or impact analyses conducted on the various
programmes agreed on the primary importance and usefulness of information/education
campaigns, and on their evident impact.

Looking at IOM’s primary goal – to combat illegal migration, including
trafficking — there is no doubt that it fits into this first trend.  It has been widely stated
that illegal migration can lead to serious large-scale human rights abuse of migrant
populations, such as in the case of  labour trafficking, or more specifically in the case of
trafficking in women and children for sexual exploitation.

Conclusion:  IOM information campaigns, addressed to combat serious problems
affecting large number of illegal migrant populations or potential migrants, are
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important and useful tools to reach well defined objectives and/or to support more
global strategies.

Such evidence has also been highlighted in the specific case of trafficking by
representatives of governments of East European and Asiatic countries, as well as by
representatives of donors, respectively  during the “EU-US Transatlantic Seminar to
prevent Trafficking in Women” held in L’viv Ukraine in July 199816 and during the
seminar organized in Bangkok in 1999 by IOM. The analysis of the impact of IOM
information campaigns, as well as other evaluation concerns will bring additional
technical elements to the statements made during the seminars. They will be examined
further in the text.   

A second common trend can be seen from an analysis of the global objectives of
the different programmes and of their strategy for implementation, keeping well in mind
the first common trend of all these programmes, e.g. to combat serious and complex
human/social problems17.

Most of them, not to say all, are designed as a prevention tool. As such, either
being more directed towards information dissemination aspects, communication aspects
or towards educational aspects, they try to act on the society and/or on specific target
groups at three main levels: 1) to raise awareness;  2) to change opinion or attitudes;  3)
to change behaviour.

All three levels are operating in the same complex environment that implies
changes in direction of social, cultural and psychological forces or energies.  It is widely
recognised for instance, that a change in social behaviour (this means a change of a
sufficient number of individuals in a society to be recognised as a change in social
behaviour) leading to a strong reduction of the problem to be addressed, can be attained
only after a number of years.  Many examples illustrate this, among others the
protection of the environment, the combat against HIV/AIDS.  It is expected that a
change in behaviour is more difficult to attain than a change in opinion, which is in turn
more difficult than raising awareness18.

In addition, most of the problems cover a broad range of different groups or
communities of different size, but all interacting among them, to the point of becoming
in most cases a concern throughout the world. The problems that IOM tries to address
through the implementation of its programmes are part of this complex environment.
                                                     
16 The seminar organized by IOM has been considered as an evaluation exercise of the information
programmes implemented in eastern Europe, more precisely by La Strada in Poland and by IOM in
partnership with La Strada in Ukraine. See for further reference Annex 8.
17 The objectives and strategy of programmes developed by the other organizations were used as a
reference for comparison with IOM definitions and approaches. For further reference see also Annex 2.
18 Different theories on intervention on social and/or individual changes have been developed in the past
fifty years or so. For instance, the Steps to Behaviour Change model (SBC) posits that “behaviour change
among individuals and groups occur in five stages: knowledge, approval, intention, practice and
advocacy. […]. Research shows that people usually do not take any action – especially with regard to
something new – unless they have sufficient knowledge of it, have a positive attitude towards it, and have
talked to other about it. […]. The research findings indicate that successful communication intervention
design their message not only to provide a direct call to action (for example, visit a family planning
provider) but also to focus on one or more of the key elements of ideation – depending on the position of
the intended audience with regard to the SBC model”- John Hopkins University, “Communication
Impact: Philippines communication outreach accelerates family planning use in 1993-1996”.
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Concerning the three levels mentioned above, the “forces” inside each level
work with a different intensity. This can be presented through the way the information
programmes are usually structured to respond to such an objective:

1) Information campaigns aimed at raising awareness among targeted populations
are usually used in emergency situations, or for sensitive social issues requiring
complex additional interventions, sometimes on a longer term basis. Trafficking,
vaccination campaigns conducted by UNICEF, or mine-awareness campaigns in
emergency are examples.  However, they can remain an integrated element of
broader programmes such in the case of the annual AIDS campaigns organized by
UNAIDS or some IOM technical cooperation projects. They are means of rapid
intervention with a recognised impact and are sometimes viewed as a necessary step
before implementation of other activities. They are organized on a short-term basis
through the use of mass media services with the support of some educational
aspects, such as work with the communities affected, or of technical aspects such as
research, the Organization of seminars/workshops or collaboration with government
entities. Objectives such as ‘to warn migrants’ can be considered as an increase of
awareness.  Most of IOM projects covered by the Service fall under that category.
Usually implemented for a maximum of a year, they require a minimum investment
compared to a broader programme, as is usually the case under point 3 below.

2) The problem of changing opinion or attitude is in between the two ‘extreme’
approaches. In effect, with the objective of raising awareness, such as in the case of
most IOM information campaigns, a change in opinion or in attitude in the targeted
population can be noticed at a sufficient level to be recognised as relevant towards
the solving of a given problem. This was the case of the IOM project in Ukraine.
This level is an important step towards the change in behaviour at the society level,
which can be seen as a move towards an effective solution of the problem, with
strongly reduced negative impacts. The project implemented by IOM in Romania on
a longer term fits into this category, but is also the type of approach where changes
in behaviour can be noted too.

3) If the objective of an information campaign is bring about a change in
behaviour, it can be expected that such a goal will take longer to achieve than in the
two other cases, and will require a more energetic approach, involving additional
complementary activities. This is the case of global information/ education/
communication programmes implemented by John Hopkins University in the family
planning context, or in the case of some health programmes conducted by UNICEF
or UNAIDS. They usually integrate the information campaigns in a broader
approach with an important focus on educational activities. They also have a
stronger technical cooperation component, with the government, NGOs and partners
in general benefiting from such support. The programmes are implemented for an
average of three to four years and require diversified technical expertise as well as
higher level of resources. No programme has been found in IOM with such an
objective and specific approach. However, ‘the Mekong counter-trafficking
programme’ developed recently by IOM Bangkok could fit into this category, even
if the objective and project purposes do not make any reference to a change in
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behaviour.  This three-year programme with a budget of USD 1’600’000, includes
public information campaigns as one of the tools to combat trafficking. Such an
approach is not yet common in IOM.

Conclusion: most IOM information campaigns are directed towards projects trying to
raise awareness even if there was a resulting change in attitude or opinion. It is also
important to note that IOM’s approach fits into what has been presented as very
common trends for public information campaigns.  This should reinforce IOM
credibility in its technical capacity to adequately implement such projects.

4.2.2  Technical Design

The technical design of information campaigns programmes is influenced by the
‘choice’ of one of the three levels.  Two extremes frame the major approaches that
could be used: a short-term or minimal approach to raise awareness, and a longer term
approach requiring two to three times more resources with the objective of changing
behaviour.  In both cases the strategy and means utilised do not differ.  Only the way of
implementing the programmes, more specifically the intensity of the use of the different
means to reach the objectives as well as the inter-relation between their activities,
differs, with projects intended to change behaviour containing a broader variety of
means of intervention. This usually results in different budget levels. Three major fields
of activity are included in both ‘extremes’:

- Research

- Information dissemination

- Other complementary activities, such as community education or
technical cooperation, however all including
information/education/communication components.

IOM privileges the minimal approach with an average budget of USD 350,000
for a one year duration19.  Additional considerations on the three fields of activity will
be developed under Section 5 below.

One point also worth raising is the selection of the target populations. The
decision on a target population is not usually based on the approach selected — i.e.
minimal versus long-term — or on the above fields of activity, but according to the
situation in the field.  The target population or group is usually already defined during
the design phase. The research/preparatory phase can provide additional elements on the
target groups that will be used for preparation of the strategy and of the messages20.
The more precise the target group is, the more precise and appropriate should be the
messages and the analysis of the impact.

In IOM projects, the definition of the target population has been becoming more
and more precise since the completion of the project in Ukraine, even if no precise
strategy/guideline has been found today on how to define them.  However, in addition
                                                     
19 See annex 3 for further reference.
20 In some exceptional cases, the research/preparatory phase can lead to a re-definition of the target group
as has been the case in the IOM Information Programme in the Philippines.
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to the specific target group to be reached, the global population is often mentioned.
Such a reference can be understood by the fact that potential irregular migrants or
potential victims of trafficking are more difficult to define inside the global population
and some vulnerable groups could be omitted.  It is also true that in many cases, an
information programme addressed to a specific target group could however also be
reachable by the entire population.  However, if a target group is well known and
defined, reference to a global population might not be necessary unless the programme
is designed to cover it as well.

Conclusion: By mentioning the global population as a specific target group,
expectations become higher, more difficult to manage (for instance through the
elaboration of different messages for different groups of age), with a more uncertain
impact and with more difficulties in evaluating the impact. A more precise definition
and selection of the target population will render the objectives and the impact of the
programme  easier to apprehend.

Recommendation:  additional analysis should be conducted on the strategy for the
selection of target groups.  Such an analysis should be part of the elaboration of
IOM policy/strategy/guidelines on public information campaigns.

5.  RELEVANCE, PERFORMANCE AND SUCCESS OF IOM PUBLIC
INFORMATION CAMPAIGNS PROJECTS

The sections below will present the different evaluation concerns applicable to
the specific case. As the objectives of most IOM information campaigns are more or
less similar, as well as the strategy for implementation, the global tendency for IOM
information programmes will be analysed as a single project concept. Evaluation
concerns will therefore be examined through the completed projects, in the specific case
through IOM projects in Philippines and Ukraine, and through an analysis of the
technical considerations raised under Section 4 above. Global conclusions and
recommendations will be drawn in that perspective. Relevance, effectiveness,
efficiency, impact and sustainability analysis will be covered.

5.1 Relevance

The relevance of IOM information programmes can be defined as the degree to
which the objectives and/or project purposes are appropriate to IOM mandate and also
to the needs of the target populations.

5.1.1  Relevance to IOM’s mandate   

The analysis of the relevance to IOM’s mandate can be summarised by the
following statement:  as long as information campaigns are a tool for IOM to address
issues/problems pertaining to its mandate as an International Organisation, such as
illegal migration or trafficking, they can therefore be considered as relevant. In addition,
it has been recognised during high level conferences and symposia, as reported in the
1999 follow-up of the Programme of Action of the International Conference on
Population and Development held in Cairo, or during the Symposium on Migration
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organized in Bangkok in 1999, that information campaigns are an appropriate tool to
combat irregular migration and trafficking:  “ Governments in both countries of origin
and countries of destination, including through international cooperation, are urged:
[…] – to conduct public information campaigns on migration in both countries of origin
and countries of destination so that racist and xenophobic attitudes in countries of
destination are combated and so that potential migrants fully understand the
implications of the decisions to move.21”

If these projects can be considered as relevant to IOM mandate, it might be
worth looking at the comparative advantage to have IOM implementing them. Even if
the number of projects implemented during the last ten years is relatively low (6
projects implemented; 4 under serious discussions), it is possible to say however that
the IOM expertise in managing information campaigns programmes has been increasing
and reinforcing for the same period (see also for reference Section 1 ‘Background’).

In a more practical context, it was found during the interviews conducted in
Ukraine that having IOM as the main implementing agency was a real asset. The NGO
‘La Strada’ – IOM’s co-implementing partner — stated that without IOM they would
have encountered more problems in collaboration with the Government and in the
protection of their staff due to the sensitive issue of trafficking with its criminal
networks. Such a ‘coordinating’ role was also recognised as very important in the
Philippines.

Conclusion: It is safe to say that IOM does have a comparative advantage to
implement public information campaigns programmes. If such a comparative
advantage has been in evidence, it is important however to underline that it is
commonly recognised, including in IOM through its own experience,  that the
performance of a project will be improved if implemented in partnership with NGOs
or grass-root communities.

5.1.2 Relevance to the needs of the target population

Concerning the relevance to the needs of the targeted populations, it is possible
to mention the following hypothesis based on the essence of an information campaign:
when an information campaign is proposed for implementation, the needs to be
addressed are linked to a lack of information.  If such a hypothesis is not met, the
relevance of an information campaign to the needs of the targeted population can be
questioned.

It is also evident that the lack of information might not necessarily be a ‘known’
need by the target group.  For instance in the case of trafficking, an increase in
awareness means that the target population was not fully aware of its need for further
information in order to help them to make a better-informed choice.  Other needs could
also be identified in the framework of such projects, for instance a reinforcement of the
governmental capacity to handle the problem of trafficking.  However, such needs are
in most cases also linked to a lack of information/research.

                                                     
21 UN General Assembly, “Proposals for key actions for the further implementation of the Programme of
Action of the International Conference on Population and Development”, see annex 2.
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The strategy adopted by IOM covers a preliminary analysis of the situation that
highlights the type of information needed in the field about a given problem (illegal
migration, trafficking…) and the appropriateness of an information campaign. Such a
definition is established in close relation with the selection of the target population.  If
properly conducted such an analysis should give a realistic picture of the needs of the
target groups that should be addressed by the information dissemination or by
educational activities. It is evident that the target group needs also to be appropriately
chosen for relevant results.

Conclusions:

- as long as the issue to be addressed falls under IOM’s mandate, and that the
information campaign programmes are a tool to address it , it can be concluded
that they are relevant to IOM work.

- it is possible to state that IOM information projects implemented up to now were
relevant to the needs of the targeted populations as preliminary studies were
properly conducted.

5.2 Effectiveness of IOM information projects

The effectiveness considers to what extent a project achieved its objectives and
project purposes and produced the expected results.

Looking at the two case studies analysed in the framework of this evaluation, it
was found that both projects were effective in reaching their objectives and project
purposes.  However, in both cases it was recognised that the objectives and project
purposes, and the associated results as listed in the project document, could have been
less generic and better-framed.  A recommendation was also made for the elaboration of
indicators for such programmes.

From a more global perspective, it is possible to analyse the effectiveness at the
level of the three fields of activity developed under section 4.2.2:  1) the research and
preparatory phase; 2) the information dissemination phase; 3) the complementary
activities.

5.2.1 Research and preparatory phase

It is commonly recognised that the research and preparatory phase is as
important as the dissemination. Insufficient research and preparatory phase will
certainly have a negative impact on information dissemination strategy. Different
considerations have to be brought to play at that level.

The implementation of specific research might not be necessary if sufficient
research has already been conducted in order to approach and frame a specific problem.
However, it is important to also look at the quality, reliability, validity and relevance of
the research.  Based on such a preliminary analysis, it will then be possible choose the
type of research needed for gathering the appropriate information.



18

The type of research can vary considerably and a broad range of approaches are
possible, for instance the organization of focus groups alone; the implementation of a
‘mini-survey’, with or without focus groups; the elaboration of a more complex survey.
All these approaches have precise technical constraints that need to be balanced before
taking a decision.  Expertise in such a domain is crucial and is available in IOM, even if
IOM sometimes commissions specialised agencies to conduct complex research.  No
evidence was found of pure research/statistics expertise in the Public Information
Campaigns Service, in its current composition.

The Research Expert of the Technical Cooperation Center in Vienna proposes to
distinguish between three main types of research for IOM public information
campaigns: ‘primary’ research, ‘preparatory’ research and ‘evaluation’ research. IOM
information campaigns are now concentrating on two of them: the preparatory and the
evaluation research. The preparatory research can bring important elements to identify
target groups, media sources, type of message, but is unlikely to reveal new insights
into the trafficking phenomenon, contrary to a  ‘primary’ research.  As reported below
for Ukraine, there were and still are evident needs of additional ‘primary’ researches.
‘Evaluation’ research has also been conducted during IOM information campaigns in
order to analyse the impact of the programme.

As reported during the visit to Ukraine, the Government is still in need of more
reliable statistics on the trafficking problem.  Even if an IOM research on migration
intentions in Ukraine was available and has been used for the preparatory phase, it
might have been possible to discuss the implementation of additional ‘follow-up’
research.  This could have had two positive effects:  firstly, it could have led to a
refining of the definition and monitoring of a follow-up  strategy; secondly it could have
contributed to the reinforcement of the technical capacity of the Government in
addressing the problem of trafficking through research analysis.

A constraint can be the readiness of the donor community to finance research in
the framework of an information campaign, taking into account that research costs
could easily vary from USD 2,000 to 60,000 (and even more) with very different results
and credibility.

In both cases analysed, the project included small ‘preparatory’ and ‘evaluation’
research components as ‘primary’ research was available.  In addition, for the
preparation of the information dissemination phase of the programme, it was conducted
in parallel with other activities, such the organization of brainstorming sessions with
main partners, or broad conferences on the topic to be covered.  At this point, it could
be said that the implementation of that phase was effective.

Conclusion:  the global strategy selected by IOM for the preparatory phase is in line
with common practice.  The two projects analysed confirmed the positive conclusions
about the effectiveness in reaching the objectives of such a phase. However it is
important to keep in mind that success also depends on sound preliminary analysis of
the existing situation and, if necessary, on the willingness of the donor to finance
more in-depth research.
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Recommendations:   

- When analysing the research component, the type and the objectives of the
research to be conducted should be clearly stated, especially if they can bring
indirect benefits, such as the improvement of data collection and analysis in the
framework of capacity building activities.  In addition, by doing so, the risk of
poor research leading to bad project implementation, and as a corollary to a
tarnished image for IOM, is lessened.

- IOM expertise in the field of research should be carefully assessed in order to
provide IOM Field Missions, as well as the Public Information Campaign
Service, with guidance on research activities and with appropriate technical
support. It has been also noted that the possibility of conducting ‘primary’
research in the framework of the information campaign projects should be
further explored, especially in the field of trafficking.

5.2.2 The information dissemination phase

Most of the information campaigns analysed for the purpose of the evaluation
use more or less the same strategy for the dissemination phase.  In the specific case of
IOM, the strategy has been defined through the experience acquired in Romania and has
been reproduced as such since then.  It can be summarised by the following points as
listed in the Information Programme for Romania Final Report22:

1) Inform, don’t threaten or command,
2) Use balanced messages
3) Spur dialogue instead of monologue
4) Use local partners to design and deliver programme messages
5) Use both mass-media and grass-roots channels
6) Build broad, high-level support for the project from the very start.

The above points have been taken into account in the elaboration of all project
documents, as well as during implementation, particularly in Ukraine and the
Philippines.

The means of dissemination do not differ among the information programmes
implemented by the entities used for reference in this evaluation.  They can be
summarised as follows23: ‘basic facts’ brochure; poster campaign; radio and TV public
service announcements; radio call-in, write-in programme; TV documentaries/
programmes; regular newspaper/ magazine column; grass-roots networking; hot-line
support.

As shown either in Ukraine or in the Philippines, a successful strategy and
appropriate means of dissemination in one country might not be as effective in another.
Moreover, it has been recognised and confirmed through interviews and documentation
that the field approach in the definition of the strategy, in the preparation of the
messages, and in the selection of the means of dissemination, has been a key factor in
the effective implementation of activities related to dissemination.  However, the
                                                     
22 For further reference, see Annex  7.
23 IOM, “Prevention of migrant trafficking from the Czech Republic”, draft project document, 28/1/1999.
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strategy was not fully framed during the design of the project and the use of a ‘blue-
print’ project document was considered problematic, as not fully adapted to the field
situation. The ‘blue print’ approach certainly contains most of the key elements of the
project and looks attractive but it does not provide all the necessary elements for smooth
and effective implementation.

Conclusion: the effectiveness in conducting dissemination activities will be
satisfactory only if the project has been developed in the field or with strong field
participation.  In the same way, the use of a ‘blue-print’ for project development has
to be considered with caution, as it does not reflect the real situation in the field.

5.2.3 Complementary activities

The section covers an analysis of the effectiveness of activities conducted in
parallel to research/preparatory and information dissemination phases.  Such a
component is directed more towards educational aspects or technical cooperation
activities.

Educational aspects include, for instance, work at the community level or in the
schools.  In the case of the Philippines, the preparation of a theatre play on the topic of
trafficking and its performance in different targeted communities, women’s
associations, or schools was at least as efficient in reaching the objectives of the project
as the dissemination through media.  The theatre performance was followed by an
audience debate.  A video tape of the play has been recorded and translated into five
major languages in the Philippines to be broadcast in schools nationwide.

In the Philippines and Ukraine, seminars and workshops were considered as an
important tool for raising awareness among the participants and for debating sensitive
topics among the decision makers and the implementing agencies, e.g. NGOs.  In the
case of Ukraine, it has been useful for the Government and other participants due to
their lack of information and experience in managing trafficking and irregular
migration.  They are also useful tools for capacity-building.  In the case of the
Philippines, such activities have stimulated collaboration between different entities
working in the field of trafficking in women.  Increasing knowledge of the problem was
a secondary benefit in that case.

The analysis of the performance of such activities will be specific to each
country.  However, there is no doubt that this kind of activity is an important set of tools
to complement ‘traditional’ dissemination activities. The effectiveness in reaching
expected results at the global objective level will be reinforced.

Conclusion: no evidence has been found in IOM of an integrated analysis of the
complementary activities that could reinforce/complement the public information
campaigns.  In most cases IOM is limiting itself by mainly concentrating its
intervention on information dissemination through media.  Even if changes have
been noticed recently in that direction, no real strategy has been set up to explore
more deeply the potential behind such an integrated approach.
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Recommendation: IOM should continue to explore the possibilities and specificity
of a stronger intervention with its complementary activities. It is important for
IOM to better identify technical aspects and constraints in this field and to
reinforce its expertise, including in the Public Information Campaigns Service, in
order to see how it can make most effective use of these complementary activities.

To quote one staff member interviewed: “…A TV spot can reach millions of
people but it will be forgotten pretty soon if there are no other activities to strengthen
the message, to move the impact further and deeper”.

5.3 Efficiency

Efficiency considers how well resources in general are used to undertake
activities and achieve objectives. It is worth mentioning that in both the Philippines and
Ukraine, management took appropriate decisions to make efficient use of project
resources. However and as mentioned in both evaluations conducted, the resources
assigned to staff costs were not adequately planned before implementation and had an
impact on final costs. In Philippines, the early recruitment of a local programme
manager created savings in the total budget which was USD 187’000. On the contrary,
the effective costs for staffing was higher in Ukraine than what was initially planned in
the budget of USD 268’000 and many of these costs have not been paid by the project
but by IOM. However, even if local recruitment should be given priority, in the case of
Ukraine it was found that the expertise in information/communication adapted to a ‘new
world’ was not easy to find and the recruitment of an international expert was
necessary24.

Such an analysis being closely linked to each specific project, it might not be
appropriate to go more into detail here. Nevertheless, as in the two projects used as case
studies there was a strong link between budget and efficiency, it could be interesting to
have a  global look at the budget levels reported in the different project proposals
developed25 and see if an approximated average can be considered as appropriate to the
goals and intensity of the IOM information campaigns.

It is important to mention that the establishment of a precise budget will depend
on the costs in a country for TV/Radio/printing, as well as the availability of expertise
as underlined in the first paragraph above. The two extreme approaches mentioned at
the beginning of this report will be taken into account: the minimal and the longer-term
approach.

As most of IOM projects’ objectives are aimed at raising awareness, the average
funding of USD 350,000 for the projects developed can be considered as a good
reference.  If the objective is to change behaviour, it can be expected that this will
require a longer-term effort than for raising awareness only.  Such projects can last from
two to four years and might require an indicative budget of some USD 900,000.  They
include usually  more research and educational activities as well as repeated
dissemination activities, with stronger impact analysis/evaluation components.

                                                     
24 For further reference on efficiency, see Annex 5 and Annex 6.
25 For further reference, see Annex 3
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Conclusion: through the analysis of the project documents prepared in IOM,
as well as the exchange of comments on budgetary matters, it can be concluded that
the costs of IOM programmes are globally appropriate to their goal and intensity.  It
has been noted that this type of project requires precise expertise at all levels of
implementation and staff costs needs to be adapted to such a situation.

5.4 Impact of information programmes

Impact analysis considers the extent to which an activity has contributed to the
well-being of the beneficiaries and assesses the change brought about.  Evaluation of an
information project’s impact can be approached from two different angles based on the
type of activity conducted.

The analysis of the impact of the research/preparation phase and of the
complementary activities can be more easily covered by qualitative evaluation tools.
The methodology for the evaluation conducted in the Philippines falls within this
framework.  Due to the specificity of the mass media tool and of the targeted groups,
the analysis of the impact of the information dissemination phase requires a basic
hypothesis and some specific tools that will validate an evaluation of the global impact.

It is worth mentioning that it is widely recognised that information campaigns in
general are an appropriate and important tool to have a visible and successful impact on
a given population (for instance the role of the media as a factor in the development of
youth).  This impact can be either positive or negative, but this mainly depends of the
quality of the message, and therefore on the research and preparatory phase.

As very complex issues are often involved, having sometimes to psychologically
and culturally influence a broad range of the society to see some results, it is clear that
the impact analysis will require different levels of intervention.  The technical model
selected for the information campaigns will also play a certain role.  Many different
theories have been developed over the last fifty years26.

It is possible to conclude therefore that a precise impact analysis will require
complex appraisal methods implying corresponding costs. Different methods can be
used for the same analysis with complementary results.  Among others, it is interesting
to mention:

                                                     
26 The following theories are examples of how communication is perceived in its capacity to affect human
behaviour.  The “Cultivation theory of mass media […] specifies that repeated and intense exposure to
distinctive, deviant definitions of ‘reality’ in television and other mass media messages lead to perception
of that ‘reality’ as normal.  The result is a social legitimisation of the ‘reality’ depicted in the mass media,
which can affect behaviour”.  The “Diffusion of innovations theory […] traces the process by which a
new idea or practice is communicated through certain channels over time among members of a social
system.  The model describes the factors that influence people’s thoughts and actions and the process of
adopting a new technology or idea”.  A third example could be the “Stages of change theory [which]
identifies psychological processes people undergo and stages they reach as they adopt new behaviours.
Changes in behaviour result when the psyche moves through several iterations of a spiral process that
starts with pre contemplation, continues with contemplation, preparation, and action, and finally ends
with maintenance of the new behaviour”. JHU , “Research and Evaluation”  – Theoretical framework -,
working paper see Annex 2
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- the before and after comparison of matched groups;
- the longitudinal sample survey design, in which the same members of the

audience are interviewed before and after the intervention;
- the analysis of intervening effects, which is conducted statistically by means of

multiple regression and path analysis, and the synergistic effects of mass media,
interpersonal communication, and participation in community level activities by
means of interaction analysis27.

The Steps to Behaviour Change model28 states in addition that persons do not
adopt a behaviour instantaneously but rather they go through a series of steps and
analysis before taking an action.  Therefore, depending on the steps reached by the
individuals, the analysis might change.

Conclusions:

- It is widely recognised that an information campaign, when professionally
prepared, has an impact.  The analysis of the level of the impact and its ‘quality’
will be possible using different analytical and statistical tools, requiring
respective resources.

- One tool might not give sufficient valid information, in which case, other tools
will need to be selected in order to complement the analysis.  The audience level
survey conducted by the media is also a useful tool.

- The tools usually proposed for impact evaluation can also be used during the
preparatory phase (for instance in the case of before and after surveys), as well
as a monitoring tool.

- It is important to note that, depending on the quality requirement of the surveys,
the level of expertise and investment might be high compared to its perceived
usefulness, and not considered worthwhile by the donor. If this is the case,
expectations for the impact analysis should be lower.

Finally, to quote the BBC in an evaluation of an information campaign it
implemented in Afghanistan: “…Despite TV and radio’s popularity as an educational
medium throughout the developing world, very little is known about its lasting impact
on target audiences.  It has been regarded by specialist researchers as near to impossible
to distinguish the educational impact of broadcasts from the impacts from their sources,
for instance health workers and teachers 29”.

Concerning the IOM approach, it has been found in both cases studied or in new
project documents developed that three main tools are used for an impact analysis:
before and after mini-surveys; focus groups discussions; write/call-in data analysis.
Based on the above considerations, they can be considered as sufficient, with the
condition of being properly conducted and statistically valid, especially as IOM projects
are mainly intended to raise awareness.

However, and as already mentioned in the evaluation conducted in the
Philippines, the establishment of indicators of achievement at the beginning of the
                                                     
27 John Hopkins University, “Research and Evaluation”, see Annex 2
28 See Footnote 18.
29 British Broadcasting Corporation-BBC: “ BBC AED project: annual report 1995-1996”, pp. 5 section
C, see Annex 2.
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project is also a key element for measuring its impact.  This is commonly recognised as
a main reference for evaluation of a project.

A final word about the conclusions that have been drawn on the impact of IOM
projects implemented up to now.  It is often mentioned in the new projects developed
that “IOM has successfully carried out a number of information campaigns in Romania,
Albania, and the Philippines. These campaigns were targeted at the more general
audience of potential irregular migrants and have brought about a considerable
decrease in the number of outgoing migrants”. Such a statement on an impact is
quite ambitious and even questionable and should be avoided if not well supported.  No
evidence has been found in the different evaluations conducted or in the final reports
that can guarantee the validity of the statement.  It is true that all these projects had
different impacts on migration flows but a ‘considerable decrease’ is not a proven
impact.

Recommendation:  The new Service should make a more precise assessment of
what can be done to measure the impact of its information campaigns, including
the development of indicators of achievement.  It will then be possible to state
clearly at the outset in the project document what the ‘impact analysis’ will be,
and properly inform the donors on expectations at that important level.

5.5 Sustainability and gender awareness

Sustainability can be defined as the durability of project results or the ability of
the project to continue after external support is no longer available.  The sustainability
is therefore closely linked to the impact of information dissemination.   Being either a
raising of awareness or a change in opinion, both attitudes might for instance lead
individuals to have further discussions on the subject covered by the project. In the
project documents recently developed, a project purpose usually makes reference to the
promotion of the sustainability of the project.

In the case of the Philippines, the work carried out by IOM for the information
dissemination phase is still used by schools and communities. In Ukraine, the “la
Strada” NGO uses material developed in the framework of the campaign for some of its
activities.  It is interesting also to note that the Government of Ukraine still uses IOM
research as a reference for trafficking as other research is not available or not
considered as sufficiently reliable. At that point it can also be said that if the projects
were perceived as not having had any impact, there are good reasons to think that the
experience and benefits acquired will not be used to sustain other activities.

Concerning gender awareness, this issue is given attention in the projects,
especially in the case of trafficking where major target groups are women and children.
However, and as mentioned in the evaluation of the Philippines, a better balance should
be reached in order to also impact on men, especially for topics such as trafficking. This
is even more important in societies where, for instance, women having active sexual
experience is socially well perceived. There is usually no reference in the project
document to the relation of power between men and women in a given society.
Trafficking is a concern that covers both genders, such as in the case of family planning
or STD/AIDS prevention campaigns. On the other end, it has also been noted in some
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countries that women are playing a role in the criminal networks and are contributing to
the situation of trafficking. Such an issue is usually not addressed in the campaign.

6.  DEVELOPMENT AND MANAGEMENT OF IOM PUBLIC
INFORMATION PROGRAMMES

This section will examine the IOM project development process for these
projects, the donor reaction to IOM proposals and IOM technical capacity to implement
such projects.  A brief analysis of the interactions between the newly created Services
will be covered.  Previous Recommendations in the report, containing management
aspects, will not be repeated.

6.1  Compliance with the project development process and fundraising activities

Due to its technical nature, development of the information campaign projects
was kept within the unit in charge of these projects30.  In addition, although information
dissemination was not new in IOM — especially in the case of resettlement or capacity
building projects — the approach selected for the implementation of the public
information projects was a new experience.  Although the reasons for such a
delimitation of functions were valid in the early nineties, some adjustments should be
brought to that process to better reflect the reality of the implemented projects and of
the creation of the Service.

Concerning more specifically the PD process, no real reason has been found for
the Public Information Campaign Service to adopt another project format than the
official IOM format based on the logical framework approach.  If each
unit/service/department adopts its own format, there is a risk of not respecting the
logical framework approach in the development of projects and of creating some
misunderstandings among our main donors and partners.  It can be said that the format
used by the Service creates such a risk. The lack of logic in project development has
been noticed in many cases, for instance at the level of the activities and results listed,
or for the establishment of indicators. The regional project recently developed by IOM
Helsinki for the Baltic Countries could serve as reference in using IOM format

Presentation of the budgets developed recently should also be improved, using
more precise format.  For instance, it is impossible to tell for staffing purposes if local
expertise or international expertise will be used, or to know the level of salary. In effect,
a global amount is reported but no duration is mentioned.  It is also difficult to
understand the logic of having a line for a ‘research coordinator’ and a line for an expert
in information dissemination without precisely knowing who will be the overall
programme manager,  or if the research coordinator will be programme manager for the
research phase and the expert in information dissemination for the dissemination phase.
A confusion might also arise between the notions of programme manager, programme
coordinator, research coordinator  and the respective responsibilities.

Usually, a project of this size plans for the recruitment of one programme manager
supplemented by specific expertise through the recruitment of programme assistants or

                                                     
30 See section 1 “Background”
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through consultants. More precisely, a programme manager expert in
information/education/ communication could be expected to have the appropriate
expertise to cover all phases (research, dissemination, complementary activities),
keeping in mind that further technical assistance should also be provided by
Headquarters, by other missions, or even through limited use of consultants.  In
addition, the costs charged for Headquarters’ support should be kept at a minimum,
especially now that both positions in the Service are planned to be covered by the
administrative and discretionary income budgets.

Secondly, coordination for finalising project proposals with the Project
Development unit at Headquarters should be improved due to the change of situation in
IOM information dissemination activities in the recent years. It has been shown that the
PD unit can make useful improvements to a project development process31.

Thirdly, it has been recognised in both case studies that the development of an
information project should be done in the field.  It is understandable why a blue-print is
used for preliminary inputs as no precise reference for discussion/preparation of Public
Information Campaigns is presently available, but it does not mean that it should not be
better adapted to the field situation. Nevertheless, improvements have already been
noticed in the documents prepared this year.

Recommendation: the newly created Public Information Campaign Service should
revise its project development techniques, including at the budget level, in order to
fully comply with existing organization-wide guidelines.  The Project Development
Division can provide appropriate technical background.

At the fundraising level, it has been found that no real coordination exists
between the Donor Relations unit (the former Fundraising Support Department – FSD)
and the Service.  This is explained by the fact that in most cases it was the donor who
asked IOM to implement a public information campaign and FSD intervention for
fundraising was therefore not necessary. However, through the newly created
‘Migration Initiatives’ — where financial needs in priority areas are presented to donors
— the Service’s initiatives and needs are included.

Investing in the further reinforcement of a specific Service has also to be
analysed at the donor relations level. In effect, if donor interest decreases again —
resulting in the absence of funding for projects of this type for more than three years as
it was the case between 1994/1997 — the existence of the Service as an independent
entity could again be questioned.  Since the creation of FSD some three years ago, no
evidence has been found of confirmed donor community interest to carry out
information campaigns as a regular activity.  The projects that did receive funding up to
now were driven by donors with a clear political agenda (for example, US in Ukraine;
EU in Czech Republic; Belgium in the Philippines; Japan in Thailand; Spain in
Morocco).

Conclusion: It is important to clarify the position of the donors who recognise on one
hand the evident benefit of such programmes and on the other do not show a constant
interest for funding them, except if there is a strong political motive on their side.
                                                     
31 An internal evaluation has recently been conducted on the project development process in IOM and is
available under the PAT folder/Evaluation or at EVA unit.
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Recommendation:  The Service should work closely with the Donor Relations unit
to ascertain the level of interest for IOM information campaigns among the donor
community, especially when this tool is addressing irregular migration problems in
general.  In the case of trafficking, IOM should explore the possibility to attract
more donors than what is presently the case.

6.2 The role of the Public Information Campaigns Service

The creation of a Public Information Campaigns Service is a way to formalise a
situation that has been unclear since the decrease in activities some years ago.  The
main goal of the six Services created is to provide technical assistance for the definition
and implementation of respective activities:  “The Heads of these Services are
responsible for developing, clarifying and articulating IOM’s global strategy,
programme policy and responses for their respective Service […]. To varying degrees
and as appropriate, they stimulate, catalyse and support project development in the field
of their Service through the initiation of ideas, maintenance of a strategic overview,
drafting of concept papers, initiation of and substantive contribution to project
document and technical advice […]32”.

The establishment of a specific Service for public information campaigns can be
considered as an appropriate measure. In line with the work carried out in the last three
years and in light of recent developments, mainly in Eastern Europe, the newly created
Service has demonstrated its capacity to provide the requested support.

It is important however to note that the elaboration of the new projects in
Eastern Europe — Czech Republic, Hungary, Bulgaria — also received strong technical
support from the Technical Cooperation Center, especially for the research component,
and from the Regional Office in Vienna for project development.  Another issue related
to the kind of support provided by the Service is linked to the small size of the IOM
Missions in the countries mentioned.  These Missions could not have undertaken all the
tasks required for the preparation of such projects, whatever its level of expertise in
such a field, without impacting on other activities.  It therefore necessitated a high level
of support from the Service and the IOM offices in Vienna and confirmed the
appropriateness of the Service to “stimulate, catalyse and support project development”.
In addition, it confirmed the usefulness of a team approach between the services
themselves and with other missions.

Headquarters involvement in project development can therefore vary between
the countries where information campaigns are planned. In Ukraine, for instance, the
early appointment of a programme manager in Kiev and the  heavy involvement of the
Chief of Mission, due to the project’s high visibility, facilitated the implementation of
the project and gave the possibility to the Information Programme Assistant at
Headquarters to concentrate on new initiatives. In the case of the Philippines,
Headquarters support was no more necessary once a competent local
Information/Education/Communication  Specialist was recruited33.

                                                     
32 Year 2000 draft Budget, pp 11, 12.
33 It should be noted that the Service was not officially created at the time of the implementation of both
projects.
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For projects developed in the framework of the Kosovo crisis (in an emergency
context), the support provided by the Service was important at the first stage of the
crisis and became then limited because of the recruitment of public information
specialists in the field at an early stage.

Concerning the technical support to be provided by the Service, a guideline with
a precise indication of what should be done by the Service and what are the
responsibilities of the IOM missions can be a useful management tool too.  In 1995, a
document based on the Romania experience was prepared containing the main
components of IOM information programmes.  The same document was used again in
September 1999 as a summary presentation of IOM’s Migrant Information
Programme34.  It can certainly be improved with the most recent and successful
experiences.

Other documentation was also prepared in the early nineties, but always with the
Romania experience as background.  These documents have never been completed and
formulated in Guidelines:  for instance, plans of activity; terms of reference for project
staff; info sheets; technical background papers. However, it has been noted that the
issuance of such Guidelines is foreseen in the Terms of Reference of the Service.

In summary, it is recognised that the Service provides the necessary technical
capacity, but it still needs improvement to meet future expansion as this is one of its
recognised objectives. In better organising the elaboration of a
policy/strategy/guidelines for instance, the Service will not only provide IOM staff in
the field with basic references to help them initiate discussions in the country and to
draft the main elements of a project, but it will also give the donor some idea of IOM’s
expertise, which could influence their decision-making. In addition, experience in IOM
as well as in other organizations has shown that monitoring35 of individual projects is
much better done by the field and not by a centralised unit at headquarters as it is
suggested in the case of  the Service in the Terms of Reference of the Head of the
Service36.

Recommendations:

- The issuance of integrated and precise guidelines, including on research, should
become a priority, especially as the Service already has most of the technical
information available.

- The recruitment in the field of competent public information programme
managers in the early stages of project implementation will facilitate the
research/preparatory work in the field, and reduce the pressure on the IOM
Missions and the Service.

- Only in very exceptional cases should the Service be tasked with monitoring
individual project implementation from Headquarters.  Reference in the Terms
of Reference to project monitoring as commonly understood is questionable

                                                     
34 See Annex 7.
35 Monitoring implies also among other activities: preparation of progress reports, workplans, final
reports or self-evaluation reports.
36 See Annex 10 for the Terms of Reference



29

and should be reworded to reflect the monitoring of the overall progress of
information campaigns within IOM.

6.3 Interactions with the other Services

Some final comments are made in this section on the complementary
nature/duplication of activities carried out in the framework of the six Services
established.  Two of them were only a change in title as they were organized as
Departments in the previous IOM structure: Movement:  the former Movement
Management Department; and Migration Health, the former Medical Department.  The
four remaining Services — including the Public Information Campaigns Service — do
not have new functions but have been assigned functions previously covered by other
units, departments or offices in the former operational structure.

Movement and Migration Health are carrying out information dissemination
activities in the framework of their traditional activities.  However, assistance from the
Public Information Campaigns Service is not required on a regular basis because of the
extensive experience in that field inside both Services and because the information
dissemination activities do not fall into IOM category of public information campaigns.

Assisted Returns’ needs for information dissemination activities have been
identified and collaboration between both Services has been noted, for instance in the
framework of the Kosovo emergency.  However, the information  dissemination
activities are often less complex than in the case of the public information programmes
covered by the Service, especially as they do not include research or complementary
activities as defined in the previous sections.

Concerning Counter Trafficking and Technical Cooperation on Migration, this
evaluation has noticed already the unavoidable interactions with the Public Information
Campaigns Service.  These interactions exist because Public Information Campaigns
are tools — instruments — for IOM to comply with its mandate and in that capacity can
be called on whenever appropriate.

Looking at the draft budget for the year 2000, especially at the level of activities
and projects covered, the following information has been noted. For the Technical
Cooperation on Migration Service, the total amount reported for projects is USD
19,605,480, with one official position.  In addition, the different types of projects listed
show the diversity of activities covered by the Service. They can be considered as more
‘traditional activities’ for IOM than the ones implemented by the Public Information
Campaigns or by the Counter Trafficking Services.

The type of projects of the Public Information Campaigns Service listed in the
Budget document are less numerous and more repetitive.  Two official positions and a
total amount for projects of  USD 1,382,060 are reported. Looking at the titles of the
projects, many of them could have in fact been included in the Counter Trafficking
Service, reducing the amount to a quasi non-existent level.  Counter Trafficking is
staffed with one official and an amount of USD 888’270 is recorded.

It is not the purpose of this evaluation to look at this in more depth. However, it
should be borne in mind that these data might raise questions and request for additional
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information in order to have a better picture of the role and coverage of each of the
Services.  Such an analysis will be important, for instance in the case of the Counter
Trafficking, as on 6 projects listed under the Public Information Campaigns Service in
the year 2000 Budget, 4 of them are directed towards anti-trafficking (more or less 2/3
of the projects developed are linked to trafficking issues).

It might be questioned for instance whether it would be more appropriate to
reinforce the Counter Trafficking Service as being part of IOM’s new core functions,
and the topic being high on the political agenda of governments. Moreover, trafficking
is very complex and our response will necessitate in-depth analysis and a wide array of
tools, including information campaigns.

However, aside of the fact that the ‘service approach’ is very new and some time
will be needed for adjustments, the principle behind the service concept is flexible. As
shown in the evaluation, the requests for implementing public information campaigns
are a reality that IOM needs to urgently address. Therefore, the creation of the service in
such a technical field where ‘expertise/knowledge’ in IOM is not yet common, is
justified and the staffing appropriate. A last consideration to bring on the interaction
between the services is the necessity to make the best use of the complementary nature
of the services. A ‘team approach’ becomes essential for an optimisation of the benefits.

Another confusion might also arise in looking at the budget for the year 2000 at
the more global level of information dissemination activities. Indications show that the
management has already taken measures to define the objectives and responsibilities for
the units/departments in charge of/tasked with information dissemination. However
more work needs to be done in the practice to better understand what concretely each of
them will work and how best they complement each other. It has been noticed for
instance in the evaluation the role that the Public Information Campaigns Service can
play globally for information dissemination, but the Policy Guidance and Media can
certainly contribute to the activities of the Service too. A clear definition of
responsibilities and of the complementary nature of these entities is not evident yet.

Conclusion: the Service’s existing level of staffing is appropriate, and this ‘new
phase’ of investment in the field of information campaigns is worth testing.  This will
give the Service time to better organise IOM’s global knowledge and expertise —
among other things through the preparation of a strategy and guidelines — to
provide technical support for implementation of additional activities, with existing or
new approaches, and to analyse donor response and interest.

This conclusion is also based on the hypothesis that the present increase of
interest for the public information campaigns continues and that the difficult situation
which prevailed between 1994/1997 does not impact again the implementation of new
initiatives.  Should this happen again, an analysis should be made on how to best handle
such a negative situation, keeping in mind the flexibility of the service concept.

A decision about the staffing of the Service in the future should be based on
whether the Service manages to expand with the current activities or by exploring new
channels. There are indications that a potential exists at the level of information
campaigns activities.
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7.  CONCLUSIONS AND RECOMMENDATIONS

1) Conclusion: no single policy and strategy on IOM information dissemination,
including public information campaigns, has been found as officially  published.
Definitions can only be retrieved from individual papers or sources. An unclear
situation can lead to confusion among the units/departments/services in their
responsibilities to manage these activities.

Recommendation:

- Due to the complexity and diversity of the notion of information dissemination
and of the activities falling under that concept, IOM should clarify the respective
role, responsibility and field of intervention of the departments/units dealing
with information dissemination.

- As soon as possible and as underlined in the year 2000 budget, IOM through its
Public Information Campaign Service should publish (or elaborate if not yet
done) an integrated policy and/or strategy for the specific implementation of the
IOM public information campaigns, as well as for its possible contribution to
other information dissemination activities. This will also be useful for
presentation of these initiatives to stakeholders by IOM field offices.

2) Conclusion:  IOM information campaigns, addressed to combat serious problems
affecting large number of illegal migrant populations or potential migrants, are
important and useful tools to reach well defined objectives and/or to support more
global strategies.

3) Conclusion: most IOM information campaigns are directed towards projects trying
to raise awareness even if there was a resulting change in attitude or opinion. It is
also important to note that IOM’s approach fits into what has been presented as
very common trends for public information campaigns.  This should reinforce IOM
credibility in its technical capacity to adequately implement such projects.

4) Conclusion: By mentioning the global population as a specific target group,
expectations become higher, more difficult to manage (for instance through the
elaboration of different messages for different groups of age), with a more uncertain
impact and with more difficulties in evaluating the impact. A more precise definition
and selection of the target population will render the objectives and the impact of
the programme easier to apprehend.

Recommendation:  additional analysis should be conducted on the strategy for the
selection of target groups.  Such an analysis should be part of the elaboration of
IOM policy/strategy/guidelines on public information campaigns.

5) Conclusion: It is safe to say that IOM does have a comparative advantage to
implement public information campaigns programmes. If such a comparative
advantage has been in evidence, it is important however to underline that it is
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commonly recognised, including in IOM through its own experience, that the
performance of a project will be improved if implemented in partnership with NGOs
or grass-root communities.

6) Conclusions:

- as long as the issue to be addressed falls under IOM’s mandate, and that the
information campaign programmes are a tool to address it , it can be concluded
that they are relevant to IOM work.

- it is possible to state that IOM information projects implemented up to now were
relevant to the needs of the targeted populations as preliminary studies were
properly conducted.

7) Conclusion:  the global strategy selected by IOM for the preparatory phase is in
line with common practice.  The two projects analysed confirmed the positive
conclusions about the effectiveness in reaching the objectives of such a phase.
However it is important to keep in mind that success also depends on sound
preliminary analysis of the existing situation and, if necessary, on the willingness of
the donor to finance more in-depth research.

Recommendations:

- When analysing the research component, the type and the objectives of the
research to be conducted should be clearly stated, especially if they can bring
indirect benefits, such as the improvement of data collection and analysis in the
framework of capacity building activities.  In addition, by doing so, the risk of
poor research leading to bad project implementation, and as a corollary to a
tarnished image for IOM, is lessened.

- IOM expertise in the field of research should be carefully assessed in order to
provide IOM Field Missions, as well as the Public Information Campaign
Service, with guidance on research activities and with appropriate technical
support. It has been also noted that the possibility of conducting ‘primary’
research in the framework of the information campaign projects should be
further explored, especially in the field of trafficking.

8) Conclusion: the effectiveness in conducting dissemination activities will be
satisfactory only if the project has been developed in the field or with strong field
participation.  In the same way, the use of a ‘blue-print’ for project development has
to be considered with caution, as it does not reflect the real situation in the field.

9) Conclusion: no evidence has been found in IOM of an integrated analysis of the
complementary activities that could reinforce/complement the public information
campaigns.  In most cases IOM is limiting itself by mainly concentrating its
intervention on information dissemination through media.  Even if changes have
been noticed recently in that direction, no real strategy has been set up to explore
more deeply the potential behind such an integrated approach.



33

Recommendation: IOM should continue to explore the possibilities and specificity
of a stronger intervention with its complementary activities.  It is  important for
IOM to better identify technical aspects and constraints in this field and to reinforce
its expertise, including in the Public Information Campaigns Service, in order to see
how it can make most effective use of these complementary activities.

10) Conclusion: through the analysis of the project documents prepared in IOM, as well
as the exchange of comments on budgetary matters, it can be concluded that the
costs of IOM programmes are globally appropriate to their goal and intensity.  It
has been noted that this type of project requires precise expertise at all levels of
implementation and staff costs needs to be adapted to such a situation.

11) Conclusions:

- It is widely recognised that an information campaign, when professionally
prepared, has an impact.  The analysis of the level of the impact and its ‘quality’
will be possible using different analytical and statistical tools, requiring
respective resources.

- One tool might not give sufficient valid information, in which case, other tools will
need to be selected in order to complement the analysis.  The audience level
survey conducted by the media is also a useful tool.

- The tools usually proposed for impact evaluation can also be used during the
preparatory phase (for instance in the case of before and after surveys), as well as
a monitoring tool.

- It is important to note that, depending on the quality requirement of the surveys,
the level of expertise and investment might be high compared to its perceived
usefulness, and not considered worthwhile by the donor. If this is the case,
expectations for the impact analysis should be lower.

12) Recommendation:  The new Service should make a more precise assessment of
what can be done to measure the impact of its information campaigns, including the
development of indicators of achievement.  It will then be possible to state clearly at
the outset in the project document what the ‘impact analysis’ will be, and properly
inform the donors on expectations at that important level.

13) Recommendation: the newly created Public Information Campaign Service should
revise its project development techniques, including at the budget level, in order to
fully comply with existing organization-wide guidelines.  The Project Development
Division can provide appropriate technical background.

14) Conclusion: It is important to clarify the position of the donors who recognise on
one hand the evident benefit of such programmes and on the other do not show a
constant interest for funding them, except if there is a strong political motive on
their side.
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Recommendation:  The Service should work closely with the Donor Relations unit
to ascertain the level of interest for IOM information campaigns among the donor
community, especially when this tool is addressing irregular migration problems in
general.  In the case of trafficking, IOM should explore the possibility to attract
more donors than what is presently the case.

15) Recommendations:

- The issuance of integrated and precise guidelines, including on research, should
become a priority, especially as the Service already has most of the technical
information available.

- The recruitment in the field of competent public information programme managers
in the early stages of project implementation will facilitate the research/preparatory
work in the field, and reduce the pressure on the IOM Missions and the Service.

- Only in very exceptional cases should the Service be tasked with monitoring
individual project implementation from Headquarters.  Reference in the Terms of
Reference to project monitoring as commonly understood is questionable and
should be reworded to reflect the monitoring of the overall progress of information
campaigns within IOM.

16) Conclusion:  the Service’s existing level of staffing is appropriate, and this ‘new
phase’ of investment in the field of information campaigns is worth testing.  This
will give the Service time to better organise IOM’s global knowledge and expertise
— among other things through the preparation of a strategy and guidelines — to
provide technical support for implementation of additional activities, with existing
or new approaches, and to analyse donor response and interest.
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TERMS OF REFERENCE

IOM Public Information Programmes: an overall evaluation

1. BACKGROUND

IOM has been implementing some so called "Information programmes" in different
countries, mainly since 1992 when IOM implemented such projects in Romania and Albania.
Most projects implemented  having been considered successful, donors have also been showing
a greater interest in financing such activities. For this reason, IOM decided to increase its
capacity in delivering such programmes and assigned a specific unit in ERI Department to assess
feasibility and to propose a series of information programmes to be implemented. The unit
remains the technical reference for IOM in that specific field. In addition, being one of the six
priority service areas, a Virtual Task Force - "Migration information analysis and dissemination"-
has been set up, headed by a coordinator, who is in fact the technical expert assigned to that unit
in ERI.

At the end of 1998, an internal evaluation of the IOM information programme in the
Philippines has been conducted. Aside from the recommendations made specifically to the
Philippines project, another meeting called by the DDG late 1998 clearly showed that there was
not really any lessons learned analysis conducted from previous experiences and that the
experience in implementing a given project was not always properly utilized either for the
replication of existing programmes or for presentation to potential donors. Some concerns were
also raised about the necessary level of IOM expertise to properly promote such activities and
about  the technical support that Headquarters should provide to the field, especially at the stage
of the project development process or during  implementation.

For these reasons, it has been agreed to conduct an internal evaluation of IOM's global
approach and strategy for implementation of information programmes. It will try to deepen the
understanding of the particular notion of "information campaigns", to bring new elements for the
analysis of options in implementing such projects and to support policy-making processes in that
specific field.

2. OBJECTIVES OF THE EVALUATION

The main objective of the evaluation can be summarized as follow:

-  To evaluate IOM global strategy for development and implementation of Information
Programmes in light of existing projects, IOM expertise and IOM mandate.

More specifically, the evaluation will focus on the following aspects:

-  To analyze IOM strategy, including its relevance to IOM mandate and expertise, to the needs of
the target groups and to a given situation (for instance information used as one of IOM
response's to trafficking).  The objectives and expected output of the Virtual Task Force will also
be examined. The comparative advantage of IOM implementing such activities will also be
analyzed.
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-  To globally assess the project development process for information programmes. This will
analyze the different steps taken before approval of the different projects. Notions such as
technical support, decision-making, decentralization, field-driven approach will be used as
references.

-  To assess the performance of the IOM approach/strategy, mainly through an analysis of the
effectiveness of projects in reaching their objectives and expected results, based on existing
documentation, as well as through an analysis of the donors response to such projects.

-  To compare the use of resources among the projects. More specifically, this will analyse the
levels of funding of each project versus its activity level.

-  To assess what impact is expected from such projects and if that impact has been reached.

-  To globally assess sustainability as a component of these programmes and their contribution to
capacity building.

-  To assess the gender perspective in the development and implementation of the information
programmes.

-  To explore alternative approaches within the framework of IOM information campaigns.

Complementary to the above mentioned objectives, the evaluation will also concentrate
on the following aspects:

- the evaluation will try to analyze the interactions, as well as the complementarity of IOM
Information programmes with other IOM Programmes, if applicable

- the evaluation will finally analyze how the overall process has been affected by changes
undertaken by the Organization.

3.  METHODOLOGY

3.1  Documentation Review

A precise list of documentation to be reviewed for the purpose of the evaluation will be
discussed with ERI Dpt. as expertise lies within that Department (the Coordinator of the Virtual
Task Force is a staff member). It is supposed for that reason that ERI should be in a position to
provide the evaluator with most of the documentation.  Basically, the review should include:

- The strategy, if any, and/or any relevant paper which can be strategically considered as a
reference;
- All project documents already approved and financed, even if the project has been completed
(for instance in the case of Romania);
- All new project proposals, whatever the level of development of the proposal, including for
instance projects which have not been cleared through the Stop/go procedures;
- Terms of reference and/or any documentation related to the objectives/work of the Virtual Task
Force;
- All activity/evaluation/final reports of completed and on-going projects;
- Any general correspondence related to the Information programmes. At this level priority will be
given to external correspondence, mainly with donors;
- Any specific study or lessons learned analysis conducted by ERI Dpt or other department/field
offices.
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3.2  Case study

Two specific projects will be used as a case study for the evaluation. First, the
information programme implemented in Manila/Philippines, for which an internal/independent
evaluation has been conducted and secondly, the project in Ukraine for which a self evaluation
report has been drafted. A field visit in Ukraine will complement the information contained in the
self evaluation report. No specific survey/study will be done in the framework of this evaluation.

3.3  Interviews

Aside from the interviews which will be conducted during the field visit in Ukraine, a
series of interviews will be organized at Headquarters.  Among others, the following Departments
will be contacted: ERI, PFS.  Members of the Virtual Task Force, plus knowledgeable IOM field
staff will be interviewed as well. There is however the possibility to contact UNHCR as some of
the projects have been developed/implemented jointly with them, plus other external actors.

4.  RESOURCES AND TIMING

All the costs for the evaluation will be borne by EVA Office. It includes travel costs to
Ukraine and DSA. Any additional costs will be properly monitored and discussed (for instance if
the many copies of the report have to be printed).

A first draft report should be finalized at the end of June (depending on Kosovo).
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ANNEX 2: INTERVIEWS AND BIBLIOGRAPHY

I.  LIST OF INTERVIEWS CONDUCTED

1) IOM Headquarters - Geneva:

- Laurentiu Ciobanica, Information Programme Assistant, External Relations and
Information Department

- Elisa Tsakiri, Programme Officer - Public Information Campaigns, External
Relations and Information Department

- Ching Escaler, Deputy Director General
- Jan de Wilde, Director,  Programme and Fundraising Support Department
- Jean-Philippe Chauzy, Chief, Public Information Division
- Brian Gushulak, Director, Medical Services
- Peter Schatzer, Director, External Relations and Information Department
- Dirk De Winter, Senior Regional Adviser, Europe (acting Head of the Return Task

Force-RTF)
- Delbert Field, Deputy Senior Regional Adviser, Europe (acting officer of the RTF)
- Marcella Ballara, Gender Issues Coordinator
- Clarissa Azkoul, Chief a.i., Fundraising Support Division
- Jean Paul Chardin, Chief, Migration Information Management Division
- Rudy Maxwald, Website Editor, External Relations and Information Department
- Liliana Mircescu, Senior Staff Development and Training Assistant (acting Head

of Office in Romania at the time of the information programme implemented there
in 1992/1996)

- Redouane Saadi, Programme Officer, Western Mediterranean Task Force
- Jane Stewart, Chief Financial Reporting, Division of Finance and Project Control
- Simona Opitz, Information Officer, External Relations and information Dpt
- Nicoletta Giordano, Programme Support Officer, Programme Support Division
- Sylvie Breme, Programme Support Assistant (Emergency), Programme Support

Division

2) Kiev and Vienna:

- Frank Laczko, Senior Research Officer, IOM Technical Cooperation Center,
Vienna

- Irena Vojackova, Operations Officer, IOM Regional Office, Vienna
- Steve Cook, Chief of Mission, IOM Kiev
- Natalka Kocan, Programme Officer, IOM Kiev

- Sibel Berzeg, Project Director, Internews Ukraine, Kiev
- Vasil Gubko, State Committee on Border Protection, Kiev
- Mikhailo Lebid, Ministry of Internal Affairs, Kiev
- Yuriy Rohoza, Writer TV 1+1, Kiev
- Mykola Shavel, Public Announcement Service, TV 1+1, Kiev



Annex 2

- Tetyana Tymoshenko, Assistant WID Officer, USAID, Kiev
- Lydia Matiaszek, NGO and Humanitarian Assistance Advisor, USAID, Kiev
- Alla Fedorivna, State Committee of Family and Youth Affairs, Kiev
- Larisa Kolos, State Committee of Family and Youth Affairs, Kiev
- Ruslana Bezpalcha,Programme Coordinator, NIS-US Women’s Consortium, Kiev
- Oksana Horbunova, Project Manager, La Strada Ukraine, Kiev
- Olha Kovalchuk, State Employment Center, Kiev

3) External interviews - Geneva:

- Jacques Frankin, Public Information Specialist, UNHCR
- Suzan Chirney, Communication Assistant, UNAIDS
- Patrick Mc Cormick, Communication Officer, UNICEF

4) Written questionnaire – IOM:

- Jose Pires, Head of IOM Regional Office, Cairo
- Eugenio Ambrosi, Head of IOM Regional Office, Dakar
- Lelio Marmora, Head of Regional Office, Buenos Aires
- Regina Boucault, Chief of Mission, IOM Bangkok
- Fernando Delgado, Chief of Mission, IOM Guatemala
- Carmela Godeau, Operations Officer, IOM Cairo Regional Office

II. BIBLIOGRAPHY

1) IOM references:

- IOM Geneva, “Evaluation of the IOM information Programme in the Philippines”,
Office of Evaluation, April 1999

- IOM Geneva, MC/ 1977 “Programme and Budget for 2000”, final draft, October
1999

- IOM Kiev, “Impact Evaluation: IOM information campaign”, February 1999
- IOM Kiev, “Prevention of Trafficking in Women from Ukraine: Ukrainian

Information Campaign”, project outline, November 1997
- IOM Geneva, “Information Campaign against trafficking in women from Ukraine:

Research Report”, July 1998
- IOM Geneva, “Information campaign against trafficking in women from Ukraine,

project report”, 1998
- IOM, “US-EU Transatlantic Seminar to prevent Trafficking in Women”, L’viv,

Ukraine, July 1998
- IOM Geneva, “IOM Migrant Information Programmes, Summary presentation”,

September 1996
- IOM Geneva, “IOM Migrant Information Campaigns”, Programme info sheet,

undated
- IOM, “Information Programme for Romania: final report”, June 1996
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- IOM, “Migration Information Programme for Romania: Activity report 1992-
1993”, June 1993

- IOM/UNHCR, “Migration Information Programme for Albania: 1992 Report”,
joint IOM/UNHCR Migration Information Programme Unit

- IOM, “Prevention of Trafficking in women in the Baltic Countries”, project
proposal, May 1999

- IOM, “Emergency Information programme for Albania and Kosovo”, project
proposal, march 1999

- IOM, “Transition information programme for Albania and Kosovo (TIP)” project
proposal, undated

- IOM, “Information Programme for Philippine Migrants in the United Kingdom”,
preliminary project proposal, March 1999

- IOM, “Prevention of trafficking in women from and through Bulgaria”, project
proposal, July 1999

- IOM, “Prevention of trafficking in women in the Czech Republic”, project
proposal, April 1999

- IOM, “Emergency Information Programme for the former Yugoslav Republic of
Macedonia”, project proposal, July 1999

- IOM, “Prevention of trafficking in women in Hungary”, project proposal, April
1999

- IOM, “The Mekong counter-trafficking programme”, project proposal, 1999
- IOM, “Information Programme for Thailand”, progress reports, IOM Bangkok,

1998-1999
- IOM, “Summary project outline for the national anti-trafficking information

campaign in Vietnam”, June 1999
- IOM, “Information Programme for the Central Asian States”, project proposal,

January 1999
- IOM, “Information programme for Pakistan”, draft project proposal, 1999
- IOM, “Information Programme for India”, project proposal, June 1998
- IOM, “The information programme for China (IPC): proposed information

dissemination activities”, 1993
- IOM, “Information Programme for Morocco”, project proposal, February 1999
- IOM, “Information Programme for South Africa”, project proposal, September

1997
- IOM, “Migration Information Management System for Egypt”, project proposal,

June 1999
- IOM, “La trata de Migrantes de America Central y el Caribe a los Estados

Unidos”, Propuesta preliminar de proyecto, January 1996/November 1997
- IOM, “Proyecto de informacion para Centro America”, project proposal, June

1999
- IOM, “Public Information Campaign in accordance with Migration Amnesty

Decree No 27457”, project proposal, June 1999
- IOM, “Information programme for potential illegal migrants to the United States”,

preliminary project proposal, November 1998
- IOM Geneva, MC/EX/INF/58, “Trafficking in Migrants: IOM policy and

responses”, May 1999
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- IOM, “International Symposium on Migration: towards regional cooperation on
irregular/undocumented Migration”, Bangkok, April 1999

- IOM, “Migration Initiatives: the Bangkok Declaration and IOM programmes in
South-East Asia”, Fundraising Support Division, July 1999

- IOM, “Evaluation of the Project Development Process in IOM”, Office of
Evaluation, July 1999

2) External references:

a) The John Hopkins University – Center for communication programs

- P.L. Coleman, “Media’s impact on youth development”, JHU-CCP, Unesco
Conference Youth and Communication, March 1999

- JHU – CCP, “Reaching young people worldwide: lessons learned from
communication projects 1986-1995”, Working paper 2, October 1995

- JHU – CCP, “Basic Processes and principles for population/family planning
communication”, working paper – Population Communication Services,
updated

- JHU – CCP, “Research & Evaluation”, working paper,  www.jhuccp.org/r&e/
- JHU – CCP, “Zambia Family Planning Services Project – Information,

education and communication(IEC)”, working paper, www.jhuccp.org/zambia
- JHU – CCP, “Tools to assess family planning counseling, a compendium of

field tested survey instruments from JHU/PCS Executive summary”, Working
paper, www.jhuccp.org/centerpubs

- JHU – CCP, “Communication Impact: Distance education works”, series,
January 1998, www.jhuccp.org/centerpubs/impact

- JHU – CCP, “Communication Impact: advocacy and mass media – a winning
combination for Kenyan Youth”, series, June 1998,
www.jhuccp.org/centerpubs/impact

- JHU – CCP, “Communication Impact: Philippines communication outreach
accelerates family planning use in 1993-1996”, series, August 1998,
www.jhuccp.org/centerpubs/impact

- JHU – CCP, “Promoting Family Planning through Mass Media in Nigeria”,
IEC field report No 5, July 1996, www.jhuccp.org/pubs/field_reports/fr5/contents.html

- JHU – CCP, “Promoting reproduction health in Uganda: evaluation of a
National IEC Program”, IEC Field report No 7, December 1996,
www.jhuccp.org/pubs/field_reports/fr7/contents.html

- JHU – CCP, “Haki Yako: a client provider information, education and
communication project in Kenya”, IEC Field report No 8, December 1996,
www.jhuccp.org/pubs/field_reports/fr8/contents.html

- JHU – CCP, “Intheir own words: a qualitative study of family planning in
Jordan”, IEC Field Report No 6, October 1996,
www.jhuccp.org/pubs/field_reports/fr6/contents.html

- JHU – CCP, “Promoting sexual responsibility in the Philippines through
music: an enter-educate approach” (summary), Occasional paper,
www.jhuccp.org/occasone.stm

http://www.jhuccp.org/r&e/
http://www.jhuccp.org/zambia
http://www.jhuccp.org/centerpubs
http://www.jhuccp.org/centerpubs/impact
http://www.jhuccp.org/centerpubs/impact
http://www.jhuccp.org/centerpubs/impact
http://www.jhuccp.org/pubs/field_reports/fr5/contents.html
http://www.jhuccp.org/pubs/field_report/fr7/contents.html
http://www.jhuccp.org/pubs/field_reports/fr8/contents.html
http://www.jhuccp.org/pubs/field_reports/fr6/contents.html
http://www.jhuccp.org/occasone.stm
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- JHU – CCP, “Qualitative research for family planning in Africa: focus-group
participants help shape programs in Africa” (summary), Occasional Paper,
www.jhuccp.org/occastwo.stm

- JHU – CCP, “Programs for young people”, presentation of programs,
www.jhuccp.org/media.stm

- JHU – CCP, “Reproductive health, new perspectives on men’s participation”,
Population Reports, Series J No 46, October 1998, www.jhuccp.org/pr

- JHU – CCP, “Closing the condom gap”, Population Reports, Series H No9,
April 1999, www.jhuccp/pr

- JHU – CCP, “Reaching men worldwide: lessons learned from family planning
and communication projects, 1986-1996”, working paper No 3,
www.jhuccp.org/pubs/working_papers/wp3/contents.html

- JHU – CCP, Asia division, homepage: www.jhuccp.org/asia/asiahp.stm

b) other external sources

- Cemil Alyanak, “Communication and image analysis for the international
Organization for Migration”, Forum for the analysis of communications and
trends, 1994

- UNAIDS, “World Aids Campaign 1998”, misc. papers
- UNAIDS, “World Aids Campaign 1999”, misc. papers
- British Broadcasting Corporation – BBC, “BBC Afghan Education Drama

Project” Annual report, 1995-1996
- British Broadcasting Corporation – BBC, “Producers’ Guidelines”, 1996
- USG, “National Youth Anti-Drug Media Campaign”, different reports available,

for further reference see  www.mediacampaign.org/publications/index.html
- UNHCR, “Albania – mass information sitrep No 1”, June 1999
- USAID, “Communication, Management and Training”, PHN Center,

Communication, management & Training Division, misc. papers,
www.info.usaid.gov/pop_health/archieve/cmt.htm

- Edouardo Talero and Philip Gaudette, “Harnessing information for
development: a proposal for a World Bank Group strategy”, World Bank, March
1996

- WHO, “La dracunculose ou ver de guinée”, WHO Groupe des maladies
transmissibles, educational material, 1999

- UN – General Assembly, “Proposals for key actions for the further
implementation of the Programme of action of the International Conference on
Population and Development",”A/s-21/5/Add.1

- K. Gunpai, “The creative conceptualisation communication campaign plan for
Thai irregular migration”, IOM/Chulalongcorn University, September 1998

- The Asian Research Center for Migration, “Report on the information
programme for Thailand: the risks of irregular migration”, IOM, September
1998

- Ghent University, “A pilot Psycho-social programme proposal against trafficking
in women, Philippines network against trafficking in women: Final Report”,
October 1998

http://www.jhuccp.org/occastwo.stm
http://www.jhuccp.org/media.stm
http://www.jhuccp.org/pr/j46edsum.stm
http://www.jhuccp/pr
http://www.jhuccp.org/pubs/working_papers/wp3/contents.html
http://www.jhuccp.org/asia/asiahp.stm
http://www.mediacampaign.org/publications/index.html
http://www.info.usaid.gov/pop_health/archieve/cmt.htm
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COUNTRY OBJECTIVES PROJECT PURPOSES POPULATION
TARGETED

DISSEMINA-
TION TOOLS

AFRICA
Egypt — Migration
Information
Management System
for Egypt (3
components)

Date:  June 1999
Budget:  To be
determined with
Egyptian authorities

Under development
& discussion

Assist Egyptian emigration and Manpower
authorities in setting up an integrated
information management system and provide
the operational capacity that will enable them
to meet migration challenges in a
comprehensive, effective and self-reliant
manner.

•
trengthen the institutional capacity and technical
capability of Egyptian authorities to collect data
and information on Egyptian nationals abroad and
other migration issues of interest.

•
pgrade the information management system of the
Ministry for Migration and Manpower to act as a
viable tool for migration information data
processing and analysis.

•
eliver information on migration issues of interest
to Egyptian audiences abroad and in Egypt.

Over 3 million
Egyptian expatriates

Morocco —
Information
Programme for
Potential Irregular
Migrants from
Morocco

Date:  February 1999
Budget: 237,000 $

Funding approved

Raise awareness of migration realities among
potential migrants from Morocco and balance
misconception about trafficking in order to help
dissuade the undocumented migration from or
through Morocco to Spain, and as a consequence
to Western Europe.

•  Gather and produce relevant information
(economic, demographic, trends and networks)
on migration realities.

•  Set up an information dissemination system,
consisting of mass-media and networking
activities that will disseminate relevant
information to target audiences in Morocco.

•  Provide programme information through
selected channels on a regular and systematic
basis.

•  Monitor the impact of the information on target
audiences.

•  Moroccan potential
irregular migrants

•  Other nationalities
that use Morocco as
transit country for
illegal passage to W.
Europe

•  Radio programmes
•  TV spot campaign
•  Discussion tours
•  Brochure and poster

campaigns
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South Africa —
Information Programme
for South Africa

Date:  February 1998
Budget:  427,000 USD

Under discussion

Raise general awareness of nationals from south
African countries such as Mozambique,
Zimbabwe, Botswana, and Namibia about the
realities of migration;

Show the risks and consequences of irregular
migration in order to dissuade irregular migration
to S. Africa.

About 3 million
illegal migrants
(mainly African
nationals).

•  Write-in or call-in
radio programmes

•  Soap operas
•  Discussion tours
•  Regional

information
centres
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COUNTRY OBJECTIVES PROJECT PURPOSES POPULATION
TARGETED

DISSEMINA-
TION TOOLS

LATIN AMERICA
AND THE
CARIBBEAN
Haiti — Information
Programme for Potential
Illegal Migrants to the
United States

Date:  November 1998
Budget:  582,000 USD

Under discussion

To increase awareness of migration realities
among Haitian potential migrants.  Thus, to
counter balance misconception in order to
contribute to the reduction of irregular migration
from Haiti.

•  To provide high migrant-producing areas in
Haiti with accurate and reliable information
on the realities of migration and life abroad.

•  To warn would-be Haitian migrants of the
risks and consequences of irregular migration
and to highlight existing legal possibilities so
that potential migrants can make realistic and
responsible migration decisions.

Segments of the
Haitian population
likely to produce
potential migrants
and persons
considering illegal
migration through
the services of
traffickers.

•  Call-in
•  Write-in radio

programmes
•  Pamphlets
•  Posters
•  Instructional

videos
•  TV documentaries

and debates

Costa Rica – Public
Information Campaign in
accordance with
Migration Amnesty
Decree No. 27457

Date:  June 1999
Budget:  232,000 USD
Duration:  6 months

Completed

To execute a campaign providing brief, clear and
appropriate information to the nation on the
advantages and requirements of the Migration
Amnesty to create the conditions necessary for
obtaining maximum response and support from
foreigners from Central America residing
unofficially in Costa Rica, thus contributing to the
effective furtherance of the Regime of Exception.

•  Make the target population and Costa Ricans in
general aware of the Amnesty Decree, i.e. the
procedures, time limits, requirements, cost, etc.

•  Encourage the target population to avail
themselves of the Amnesty.

•  Ensure wide coverage of the target population
and a favourable response to the Amnesty
notice and regularisation of their situation as
migrants.

•  Ensure information coverage and general
support by Costa Ricans and both government
and Civil Society organizations with a view to
implementing the Amnesty.

Central American
nationals residing
unofficially in Costa
Rica

•  Radio publicity,
mainly rural
broadcasts with
national coverage

•  A Press
Conference
introducing the
Amnesty Decree
and its Regulation

•  Public notices in
the national and
rural press

•  Production and
distribution of
printed material

•  30-second
commercials spots
on radio and TV.
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Guatemala —
Information Project for 5
Central American
countries (PICA)
Date:  June 1999
Budget:  2,654,000 USD
Duration: 2 years

Under development

Aumentar el grado de conciencia sobre las
realidades de la migración y los riesgos de recurrir
a traficantes y combatir el concepto erróneo que
tienen los migrantes potenciales de Centroamérica
sobre la migración irregular, a fin de ayudar a
combatir el tráfico de migrants en los países de la
región.

Proveer a las áreas con alta producción de
migrantes en Centro América con información
exacta y confiable sobre migración, inclluyendo
las posibilidades legales existentes y las
realidades de la vida en el extranjero par que
los migrantes potenciales puedan tomar
decisiones realistas sobre una eventual
migración.

Alertar a lost migrantes potenciales irregulares
sobre les riesgos y consecuencias de recurrir a
lost traficantes de migrantes de tal manera de
desvirtuar esta situación como alternativa de
migración.

Audiencias de
migrantes
potenciales en los
paises
centroamericanos
Mujeres y ninos será
un subgrupo
especial, como el
segmento de
población más
vulnerable a ser
víctima de los
traficantes

•  Documental de
televisíon

•  Campaña de
mensajes
televisivos

•  Radio
•  Impresos
•  Carteles y vallas
•  Videos

instructivos
•  Folleto

Realidades
•  Contactos

directos

Sub-Region — La Trata
de Migrantes de America
Central y el Caribe a lost
Estados Unidos

Date:  November 1997
Budget: 683,000 USD

Dropped

Dar a conocer mejor las realidades de la migración
y contrapesar así las ideas erróneas sobre la trata
de migrantes que dominan entre migrantes
potenciales de Centroamérica y el Caribe, de
manera que se facilite la lucha contra la trata de
migrantes a partir de países de la rgión.

•  Alertar a migrantes potencialies sobre los
riesgos y las consecuencias de la trata de
migrantes, con el fin de desacreditar este tráfico
como posibilidad de migración.  Poner de
relieve las posibilidades legales existentes y las
realidades de la vida en el extranjero, de
manera que los migrantes potenciales puedan
adoptar decisiones migratorias más realistas.

•  Preparar medios especificos de información que
puedan alcanzar eficazmente a los migrantes e
influir sobre sus ideas acerca de la trata de
migrantes.

Los segmentos de
boblación que
contengan migrantes
potenciales en
países de
Centroamérica y el
Caribe y que puedan
pensar en recurrir a
la trata de migrantes
como medio de
migración.

•  TV y radio
•  Material impreso
•  Carteles
•  Videos

instructivos
•  Correo directo
•  Seminarios de

prensa y visitas al
extranjero de
periodistas
centroamericanos
y del Caribe

•  Consejos directos
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COUNTRY OBJECTIVES PROJECT PURPOSES POPULATION
TARGETED

DISSEMINA-
TION TOOLS

ASIA
Sub-Region —
Information Programme
for the Central Asian
States

Date:  January 1999
Budget:  257,000 USD

Dropped

Contribute to rendering the out-migration of
Russian-speakers from Asian States to the
Russian Federation more orderly and planned.
Help curb the outflow of Russian-speaking
migrants, mostly ethnic Russians from the
Central Asian States.

•  Raise awareness of potential Russian-speaking
emigrants of resettlement arrangements and
the social and economic realities of their
intended host society through the provision of
objective information.

•  To help curb the outflow of Russian-speaking
migrants, mostly ethnic Russians from the
Central Asian States.

Russian-speaking
nationals in the
Central Asian States
(Kazakstan,
Kyrgyzstan,Tajikistan,
Turkmenistan,
Uzbekistan)

•  30-minute TV
documentary

•  15-20 minute call
/write-in radio
programme on
Russian-speaking TV

•  Informal discussion
tour

•  Newspaper columns,
ads and interviews

•  Support promotional
material: brochures
and flyers

•  Networking with
national NGOs in
Russia and in the
Central Asian States.

India — Information
Programme for India

Date: June 1998
Budget:  427,000 USD
                   (p.a.)

Dropped

Raise general awareness of nationals from India
about the realities of migration and balance
misconceptions and show the risks and
consequences of irregular migration in order to
dissuade irregular flows from migration-prone
regions of India.

Potential migrants
from India

•  Write/call-in radio
programmes

•  Radio soap operas
•  Discussion tours
•  Regional information

centres
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Pakistan — Migration
Information Campaign

Date: march 99
Budget:  400,000 USD
Duration: 1 year

Under discussion

Contribute to the EU’s efforts to decrease the
pressures caused by irregular migration through
raising awareness of potential migrants from
Pakistan of the risks and consequences of
irregular migration.

Raise awareness among targeted groups of
Pakistanis and Afghans in Pakistan of the
realities of irregular migration to the EU and the
risks and consequences thereof.

Potential irregular
migrants to EU states

•  TV soap operas
•  Discussion tours
•  Support promotional

material

Vietnam — National
Anti-Trafficking
Information Campaign in
Vietnam

Date:  June 1999
Budget:  600,000USD

Under implementation

Contribute to an increased awareness of the
problem of trafficking in women and children
among risk groups and the general public, with an
aim to decrease the number of trafficking victims.

An intense national anti-trafficking campaign
will be carried out in the 11 provinces most
severely affected by trafficking in women and
children.  Anti-trafficking activities will be
encouraged in the remaining 50 Provinces.
Public awareness and understanding of the
problem will be increased.

High-risk groups of
potential victims of
trafficking and the
general public

•  Information material
•  Training curriculum

for trainers and
activists

•  Training of trainers
•  Curriculum for

workshop on anti-
trafficking activities

•  Curriculum for one-
day seminars on
trafficking in women

•  Trafficking seminars
for media and
Women’s Union
‘Movement Staff

•  Information
Campaigns in
selected Provinces
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Sub-Region — The
Mekong Counter-
Trafficking Programme

Budget:  1,602,400 USD
Duration:  3 years

Funding being sought

Contribute to the establishment of a counter-
trafficking mechanism, in order to strengthen the
cooperation and capacity of governments and
NGOs in the Mekong region to prevent
trafficking and protect the victims of trafficking.

Contribute to the empowerment of communities
and individuals vulnerable to trafficking, as well
as the empowerment of victims of trafficking, in
particular women and children, with the effect of
reducing their vulnerability to being re-trafficked.

•  To build and institutionalize the capacity of
national networks of government agencies and
NGOs to provide trafficking prevention and
protection assistance for vulnerable
communities and victims of trafficking.

•  Raise the awareness of the hazards of
trafficking in communities and regions
vulnerable to trafficking.

•  Provide targeted communities, families and
individuals vulnerable to trafficking with
human resources development and income-
generating alternatives to irregular migration

   and trafficking.

•  Provide rescue, recovery, return and
reintegration assistance to victims of
trafficking.

•  Sensitize and build awareness in policy-
decision makers, concerned organizations and
the public on the incidence, causes and
strategies against trafficking through forum
activities.

•  Conduct in-depth research and studies on the
issue of trafficking and irregular migration, in
order to generate knowledge crucial to the
other project purposes and objectives, and to
address central knowledge gaps as to
trafficking.

Trafficked human
beings, in particular
women and children,
communities
vulnerable to
trafficking,
government agencies
and NGOs concerned
with the prevention of
trafficking or the
protection of the
victims of trafficking.

•  Radio broadcasts
•  TV spots and

documentary
•  Leaflets, counter

trafficking brochure
and a regular
newspaper column

•  Posters
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COUNTRY OBJECTIVES PROJECT PURPOSES POPULATION
TARGETED

DISSEMINA-
TION TOOLS

EUROPE
Albania — Emergency
Information Programme
for Albania

Date:  May 1999
Budget:  439,000 USD
Duration:  8 months

Implemented

Assist refugee populations with their immediate
and longer-term concerns in order to maximise the
effectiveness and outreach of ongoing
humanitarian assistance and, at a later stage, return
operations.

•  Quickly and efficiently assess the information
needs of the refugee population and to find the
most effective means of delivering such
information.

•  Identify actual implementation partners among
local and foreign government entities, relief and
humanitarian international organizations and
NGOs, media representatives and set up efficient
data collecting, sharing and dissemination
mechanisms.

•  Produce information materials as required by the
overall communication strategy of the programme.

•  Considerably raise the information levels of
victims of trafficking as to the

•  Facilitate the work of Government entities, and
national and international relief agencies by
providing concrete information on their work for
the refugee community

•  Transmit information on medical and health
centers created by the international community
assisting the prevention of the spreading of
contagious diseases amongst the target
population and the host country population.

Victims of the
conflict in Kosovo
and displaced ethnic
Albanians in the
Balkan region,
notably in Albania
and, to the extent
possible, in host
countries abroad.

•  Radio broadcasts
•  TV spots and

documentary
•  Leaflets, counter

trafficking
brochure and a
regular newspaper
column

•  Posters (mainly in
support of the
radio broadcasts)

•  Direct
dissemination
activities
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Albania and Kosovo —
Transition Information
Programme

Budget:  400,000 USD

Ongoing

Facilitate the strengthening of media capacity
through the provision of professional journalistic
training and the creation of a centre in which to
gather and produce information in order to ensure
balanced and unbiased reporting and the
subsequent dissemination of this information
throughout Kosovo.

Local journalists
•  IOM-sponsored

radio programme
in Albania

Albania and Kosovo —
Emergency Information
Programme for Albania
and Kosovo

Date:  March 1999
Budget:  411,000 USD
Duration: 9 months

Merged with previous
one

Assist  in carrying out its emergency and
humanitarian assistance plan in Kosovo,

Help to communicate the aims and priorities of the
emergency and humanitarian assistance to the
refugee and displaced persons population;

Reach a wide public of Albanian-ethnic population
in Kosovo  but also in Macedonia, Montenegro,
Greece, Italy, Germany, Sweden, Switzerland,
Luxembourg, Holland, Belgium, the United
Kingdom as well as the United States of America
and Canada.

•  Inform  the refugees and the internally displaced
population in the region and Kosovo about the
most urgent information concerning centres of
physical, medical, psychological and food
assistance provided by the international
community, Italy and  NGO’s operating in the
field and elsewhere in that region;

•  Transmit information on medical and health
centres created by the International Community
assisting the prevention of the spreading of
contagious diseases amongst the target
population and the host country population;

•  Transmit necessary information to refugees and
internally displaced population of shelter and
food aid in the region in order to prevent
casualties;

•  Transmit targeted information involving local
communities and the refugee population
strengthening their selfhelp

•  Transmit regular information on orderly
immigration and admission procedures to EU
Member States, USA, Canada, Australia but also
to neighbouring countries on the Balkans in
order to prevent irregular illegal immigration to
the EU Countries;

•  Transmit specific information to voluntary

Refugees and
internally displaced
populations in
Kosovo and the
Balkans

•  Radio programme
•  TV documentaries
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agencies and networks in order to increase the
impact of European Emergency Assistance;

•  Transmit targeted information to potential
victims and vulnerable groups in order to
prevent them from further tragedies;

Former Yugoslav Rep.
Of Macedonia —
Emergency Information
Programme

Date:  July 1999
Budget:  243,000 USD
Duration: 6 months

Implemented

Set up a continuous and reliable information and
communication flow for the benefit of the Kosovo
refugee population that would assist the overall
return effort.

•  Assess the information needs of the refugees
population in FYROM.

•  Establish a humanitarian emergency information
mechanism that will be accessible primarily by
the refugee population in FYROM as well as by
IOs, NGOs, the press and others currently
assisting with the humanitarian efforts in the
region.

•  Establish a communication mechanism between
refugees in FYROM and IDPs in Kosovo with
the refugee population in Albania and other host
countries in or outside the Balkan region.

•  Facilitate the virtual ‘family reunification’ of
refugees in FYROM and IDPs in Kosovo with
their relatives in third countries.

Kosovo refugees in
FYROM, IDPs in
Kosovo

•  Creation of a
Return Web site

•  IOM registration
database

•  Electronic chat-
room/bulletin
board

•  Internet access and
mobile telephone
in 3-4 sites in
Kosovo

•  One radio
netowork

•  Mobile ‘Phone
Cab for returned
refugees and IDPs
throughout
Kosovo

•  Network of
qualified refugees

•  Database created
on basis of
information
received from
Kosovo refugees
assisted under
IOM/UNHCR
HEP programme.
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Sub-Region —
Prevention of Trafficking
in Women in the Baltic
countries

Date:  May 1999
Budget:  462,000 USD
Duration: 1 year

Funding being sought

Contribute to national capacities of Latvia,
Lithuania and Estonia to prevent the trafficking in
women by focusing on strengthening human
resources within the governments and NGO’s and
to increase public awareness of the problems of
trafficking in women.

•  Based on research activities to reveal a
comprehensive view on the current situation in
trafficking and on the processes underlying it in
the Baltic States;

•  Contribute through research activities to the
formulation of public policies aimed at
preventing trafficking in women;

•  Provide opportunities and information, which
will generate a healthy policy debate on issues
relating to trafficking in women and create a
better awareness of the need to address it.

•  Provide hand-on experience with issues related
to trafficking issues;

•  Increase public awareness on the consequences
of trafficking;

•  Develop the capacity of Government officials
who are involved in activities related to
trafficking issues and to strengthen their
representative institutions ability to deal with
trafficking from a policy, legislative and
practical perspective;

•  Strengthen fora for regional co-operation;

•  Facilitate the harmonization of systems and
processes relating to trafficking in women, with
the member states of the European Community;

Trafficked women
and potential
victims of
trafficking;
Government staff of
the Baltic States, in
particular other
agencies and NGO’s
working on anti-
trafficking activities

•  Printed material
•  Special Radio and

TV programmes
•  Network of

collaboration and
an information
exchange system
between NGO’s
inside every Baltic
country.

•  Training of Govt.
officials and
activities of NGOs
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Bulgaria — Prevention
of trafficking in woman
from and through
Bulgaria

Date:  July 1999
Budget:  295,000 USD
Duration:  1 year

Under implementation

Increase understanding of the realities of migration
among potential women victims of trafficking and
relevant authorities in Bulgaria in an effort to help
stem the rising tide of trafficking in women from
Central and Eastern Europe, in line with the goals
of the U.S.-EU Trans-Atlantic Agenda.

•  Ascertain baseline facts concerning trafficking in
women from and through Bulgaria and develop
specific means of information, using a gender
perspective, that will reach the potential, target
group and influence their perception of
migration realities.

•  Warn potential irregular women migrants of the
risks and consequences of illegal migration,
especially trafficking, so as to discredit it as a
migration alternative.

•  Establish a consultative mechanism in form of a
permanent consultative committee among
relevant Bulgarian government officials, as
well as, local and foreign consular officers and
Bulgarian NGOs, in order to increase
institutional capacity on all levels and promote
sustainability of the project’s activities.

The main target
groups of the
information project
for Bulgaria will be
young Bulgarian
women, potential
victims of
trafficking in
communities
identified as being
vulnerable to
trafficker
exploitation and
woman who have
been trafficked to
and are being
trafficked through
Bulgaria for sexual
exploitation. A
second no less
important target
group will be that of
relevant Bulgarian
authorities dealing
with migration and
gender issues

•  Training and
discussion tours

•  Seminars and
workshops with
Government
officials

•  Basic facts
brochure

•  Poster campaign
•  Radio and TV

public service
announcements

•  Radio call/write-in
programme

•  TV documentaries
•  Regular

newspaper/mag.
column

•  Grass-roots
networking

•  Hot line support
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Czech Republic —
Prevention of trafficking
in women

Date:  March 1999
Budget:  381,000 USD
Duration: 1 year

Under implementation

Increase understanding of the realities of migration
among potential women victims of trafficking and
relevant authorities in the Czech Republic in an
effort to help stem the rising tide of trafficking in
women from Central and Eastern Europe.

•  Develop specific means of information that will
reach the potential, target group and influence
their perception of migration realities.

•  Warn potential irregular women migrants of the
risks and consequences of illegal migration,
especially trafficking, so as to discredit it as a
migration alternative.

•  Establish a consultative mechanism among
relevant Czech government officials, as well as,
local and foreign consular officers and Czech
NGOs, in order to increase institutional
capacity on all levels and promote sustainability
of the project’s activities.

The main target
group will be young
Czech women,
potential victims of
trafficking in
communities
identified as being
vulnerable to
trafficker
exploitation and
woman who have
been trafficked to
and are being
trafficked through
the Czech Republic
for sexual
exploitation. A
second no less
important target
group will be that of
relevant Czech
authorities dealing
with migration and
gender issues.

•  Training and
discussion tours

•  Seminars and
workshops with
Govt. officials

•  Basic facts
brochure

•  Poster campaign
•  Radio and public

service
announcements

•  Radio call/write-in
programmes

•  Regular
newspaper/mag.
column

•  Grass-roots
networking

•  Hot line support

Hungary— Prevention
of trafficking in women
in Hungary

Date: July 1999
Budget:  300,000 (Euros)

Under finalisation

Increase understanding and raise awareness about
the dangers of trafficking in migrants and to assist
potential victims and relevant authorities in
Hungary, within their strategy to prepare for EU
membership, to prevent trafficking in women from
Central and Eastern Europe.

•  Develop specific means of information that will
reach the target groups in order to influence their
perception of trafficking.

•  Provide target audiences with concrete, credible
and objective information on individual means of
self protection, assistance resources and
fundamental human rights in order to empower
them and provide them with a realistic basis for
decision.

•  Assist relevant Hungarian Government officials,
local and foreign consular officers and Hungarian
NGOs in increasing their institutional capacity to
deal with trafficking in a concerted and
comprehensive manner.

The main target group
of the Hungarian
Information
Campaign will be
young Hungarian
women vulnerable to
trafficker exploitation.
A second no less
important target group
will be relevant
Hungarian authorities
dealing with
migration and gender
issues.

•  Training and
discussion tours

•  Awareness
building seminars
and workshops
with Govt.
officials and
national NGOs

•  Brochure
•  Poster  campaign
•  Radio and TV

public service
announcements

•  Radio call/write-in
programme

•  TV
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documentaries/pro
grammes

•  Regular
newspaper/mag.
columm

•  Grass-roots
networking

•  Hot line
United Kingdom —
Information Programme
for Philippine Migrants
in the United Kingdom

Date:  May 1999
Budget:  201,000 USD

Dropped

Increase awareness of Philippine migrants in the
UK, particularly the women, on migration policies
and programmes of the UK Government and
contribute to global understanding and prevention of
irregular migration and trafficking in ethnic women
and child migrants.

•  Develop specific means of information that will
reach Philippine migrants in the UK effectively,
educate them on their human rights as migrants and
influence their perception of migration realities.

•  Highlight existing legal possibilities and the realities
of return and reintegration in the Philippine society
so that distressed and/or irregular migrant can make
realistic return and reintegration decisions.

•  Warn irregular migrants of the risks and
consequences of trafficking in women and
children, so as to discredit them as a migration
alternative.

The main audience of
the information
programme will be
the 80,000 Philippine
migrants in the UK,
which are likely to
include distressed and
irregular migrants.
Special attention will
be given to locating
and reaching
distressed and/or
irregular female
migrant audiences,
particularly those that
are likely to resort to
the services of
traffickers.

•  Call/write-in radio
information
dissemination

•  Monthly magazine
campaign
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EXTRACT OF THE YEAR 2000 DRAFT BUDGET

1.   pp 3 and 4:

Service approach

1. It has been the practice in the past to present the programme and budget categorized along broad
programme groups by geographical regions.  In order to focus more clearly on the Organization’s concrete
services across geographic divides, the budget document for the year 2000 sets out an overview of the
Organization’s activities in the following six functional areas:

(i) Assisted Returns

(ii) Counter-Trafficking

(iii) Migration Health

(iv) Movement

(v) Public Information Campaigns

(vi) Technical Cooperation on Migration

2. By concentrating on these services, the Organization will be able to address the migration needs of its
stakeholders through effective and efficient delivery of practical solutions to migration issues.

Structural adjustments and reorientations

3. The emphasis on services has entailed a number of structural adjustments and reorientations to better
manage the work of the Organization.

4. In 1997, the Council endorsed the Administration’s proposal to move to a field-oriented structure,
which would enable the Organization to better develop and implement effective migration programmes of
relevance to migrants and governments. This structure has since been put in place. However, as migration
issues continue to take on new dimensions in different parts of the world, and the Organization needs
flexibility to respond to this, the Administration is proposing to reallocate resources to enable it to deal
effectively with the evolving migration challenges.

5. In the field: Experience gained from a decentralized structure so far has shown that not all Sub-
regional Offices have the same level of project activity and therefore do not have the same role in
programme development, implementation and administration. Therefore, while maintaining the Sub-
regional field structures, the Administration is proposing to shift some resources to priority field locations.
Moreover, because of the confusion caused by the term “Subregion”, the Administration proposes that the
Sub-Regional Offices now be referred to as Regional Offices.

6. At Headquarters: To better serve the field, certain adjustments and regroupings in the structure are
proposed. The Headquarters structure is now composed of six main pillars: Services, Programme Support,
External Relations, Executive Group, Administrative Support and Communications Support. The
significant adjustments are: (a) the institutionalization of the Services; (b) the creation of a Policy Guidance
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and Media Unit in the Executive Group; (c) the re-establishment of an Emergency and Post Conflict unit in
Programme Support; (d) the creation of a Chief Information Officer position; (e) the creation of a Regional
and Diplomatic Contacts Unit in External Relations to replace the Regional Expertise Group and (f) the
grouping of Evaluation and Internal Audit functions.

2.  pp.  11 to 13

Services

1. In order to be able to offer the Organization’s special competencies to governments, to the institutions
of civil society and to migrants, the Administration proposes to institutionalize the six services in the
Organization’s structure.  These services are:

•  Assisted Returns

•  Counter-Trafficking

•  Migration Health

•  Movement

•  Public Information Campaigns

•  Technical Cooperation on Migration

2. The Heads of these Services are responsible for developing, clarifying and articulating IOM's global
strategy, programme policy and responses for their respective Service in consultation/coordination with
other IOM staff, Member States, International/Regional Organizations, academic institutions, NGOs and
other relevant actors. To varying degrees and as appropriate, they stimulate, catalyze and support project
development in the field of their Service through the initiation of ideas, maintenance of a strategic
overview, drafting of concept papers, initiation of and substantive contribution to project documents and
technical advice. In addition to acting as a clearing-house for projects and project-related material, they
provide assistance and guidance to the field offices in implementing, monitoring and evaluating of
projects/programmes, as well as in identifying opportunities for new projects/activities in their service area.
Where applicable, they ensure adequate coordination of their roles in recognition of the synergies and
cooperation that exist between different services.

3. Description of the main functions of each service is provided here, while the nature of the operational
projects/programmes as well as strategic objectives are included in the respective service area chapter of
the Operational part of the Budget in this document.

4. The service for Assisted Returns is responsible for setting standards and policies, as well as
establishing support mechanisms for return activities. The Organization has, over the years, provided pre-
departure, voluntary return and post-arrival assistance to rejected asylum seekers, migrants in irregular
situation, migrants stranded in transit, stranded students, refugees and temporarily-protected persons after
protection has been lifted. The service will further strengthen the existing operational frameworks through
increased liaison with governments and donors. It will also be responsible for the establishment of
procedures to streamline IOM’s activities in this area.

5. The Counter-Trafficking service is responsible for developing IOM’s global and regional policies and
strategies on counter-trafficking measures in coordination with governments, regional and international
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governmental and non-governmental organizations. It will establish an effective framework for sensitizing
potential victims to the danger of irregular migration and trafficking, as well as government officials to the
plight of such victims. Information campaigns will be used as one of the tools to raise public awareness of
the problem of trafficking and the dangers inherent in trafficking and other forms of irregular migration.
Training will be provided to relevant officials to prevent and deal with the consequences of trafficking.

6.     Migration Health service supports medical programmes throughout the Organization by providing
technical advice, policy and standard setting, monitoring and evaluation of medical activities. In order to
meet its responsibilities, it coordinates activities closely with the field offices. Additionally, it collaborates
closely with government health authorities, as well as relevant intergovernmental, national and non-
governmental organizations to respond to constantly changing needs of the migrants. This may entail
control of infectious diseases, assistance for the management of non-communicable diseases including
mental health issues, as well as migration health education programmes. In addition to migrant health
related functions, it is concerned directly with the health of IOM staff. This includes determining fitness for
employment of new staff members, evaluating staff and dependants health insurance claims, occupational
health, providing medical briefings before and debriefings after staff missions and dealing with specific
issues such as stress and vaccinations.

7. The Movement service is responsible for setting standards and policies, as well as establishing support
mechanisms for transportation activities. It has oversight function over migrant transport and provides
operational backup to field offices in situations that require central coordination or expertise not readily
available. It also maintains relations with airline companies and negotiates agreements with them at the
Headquarters level and provides assistance to field offices in reaching agreements with the carriers locally.
It is tasked with the development and maintenance of operational systems to compile statistical data
organization-wide.

8. The Public Information Campaigns service establishes policy, guidelines and procedures for the
dissemination of information to a range of countries and target groups on the effects of migration, the harsh
realities of irregular migration and possibilities for regular migration. It provides substantive technical input
in the form of communication expertise to IOM field offices in designing and implementing public
information campaigns as well as ensuring overall methodology and content is consistent and complies
with individual campaign strategies and with IOM’s global policy and objectives for public information
campaigns. It maintains close links with Member States and other organizations in order to adapt to the
changing needs of information dissemination.

9. The Technical Cooperation on Migration service assists in designing activities to complement national
and international efforts in the field of migration management through cooperation with and training of
relevant agencies. This includes the development of strategies in managing available resources or in
devising responses to meet emergency needs. Further services to be provided are the establishment of broad
project initiatives which seek to enhance management capacities of governments in migration policy,
legislation and administration as well as strengthening the national management capacities in sectors
essential for a country’s development.

3. pp. 75 to 82
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Public Information Campaigns

Programme / Project Staff and       Office
Costs Programme   Costs Total Costs

V.1.1 Information Programme for Potential Irregular Migrants
from Morocco                 20,590                 82,410               103,000

V.1.2 Information Campaign to Prevent Trafficking in Women
in Bulgaria                 38,760                 38,760

V.1.3 Emergency Information Programme for Kosovars in
Albania and in the FYR of Macedonia                 52,300                 63,000               115,300

V.1.4 Information Campaign to prevent Trafficking in Women
in the Czech Republic                 76,000               224,000               300,000

V.1.5 Information Campaign to prevent Trafficking in Women
in Hungary                 50,000               125,000               175,000

V.1.6 Kosovo Technology Assistance Initiative (KTAI)               150,000               500,000               650,000

Total               387,650               994,410            1,382,060

Introduction

IOM designs and implements information campaigns, which provide potential migrants with an accurate
picture of migration realities, including the pitfalls of irregular migration. Information is provided to target
audiences through mass-media channels and directly through government structures and partner NGOs. It
has been found that well-orchestrated information campaigns can be indispensable for migration
management, including in emergencies, and for prevention.
By further developing and implementing information campaigns, IOM will continue to offer member
governments yet another flexible and efficient instrument to address irregular movements of persons. One-
year campaigns targeting the potentially large number of irregular migrants will be carried out in Thailand
and in Morocco.
Special emphasis will also be placed on combating trafficking in women through campaigns targeting
young women susceptible to falling victims to traffickers. These campaigns are being carried out in 1999 in
Bulgaria, Hungary and the Czech Republic. The first two of these campaigns are part of the United States
and the European Union transatlantic dialogue to combat trafficking in women.  A similar campaign is
under way in Vietnam.
In the immediate future, through its participation in a number of regional mechanisms and in close
cooperation with member Governments, IOM will continue to develop the outreach of its public
information activities. Regional campaigns are under development for a number of countries in Central
America and the Caribbean as well as in Southern Africa and in the Baltic States.  A similar approach will
be pursued within the framework of the EU High Level Working Group on Asylum and Migration to which
IOM has provided substantive input.  Afghanistan and Pakistan have been identified as priority areas and
projects are currently under development.
Building on successful past experience, IOM will integrate information dissemination activities in larger
packages of migration services to member Governments. One such area is Kosovo where information will
play an important role in supporting IOM’s demobilization and technical capacity programmes.  Similar
projects will be developed for the Netherlands to assist the global return efforts of the Dutch Government.
•  Information Programme for Potential Migrants from Morocco

This programme seeks to sensitize potential migrants departing from Morocco of the risks and
consequences of irregular migration towards Europe. Under this activity, information campaigns will be
launched to inform all those considering irregular departures of the risks and degrading inhuman conditions
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they may be subjected to. It is hoped that the information passed on will help potential migrants take
objective decisions as far as their migration intentions are concerned, whether these are carried out by the
migrants themselves or through networks.

Budgeted Resources: $US 103,000

•  Information Campaign to Prevent Trafficking in Women in Bulgaria

This project aims to increase awareness of the dangers and consequences of trafficking among Bulgarian
women and the national authorities with the view of discouraging and preventing trafficking. Through this
project, credible information on trafficking will be communicated to selected target groups through a
number of mass and informal media. Additionally, a mechanism will also be established among
government officials, NGOs, and consular officers to increase their awareness of the issue and strengthen
their institutional capacity to counter trafficking.

Budgeted Resources: $US 38,760

•  Emergency Information Programme for Kosovars in Albania and the FYR of Macedonia

This activity, started in 1999, provides humanitarian emergency information to displaced Kosovars in
Albania and in the FYR of Macedonia. The project consists of producing radio broadcasts three times a
week with news, advice, call-in questions and answers and bulletin-board-on-the air for such purposes as
seeking lost relatives and reunification of divided families. In addition, IOM will transmit information
about Kosovar refugees in other countries as well as messages designed to advise the refugee population
about the risks inherent in involvement with traffickers. The target group will consist of victims of the
conflict in Kosovo and displaced ethnic Albanians in the Balkan region.

Budgeted Resources: $US 115,300

•  Information Campaign to prevent Trafficking in Women in the Czech Republic

This project aims to increase understanding of the dangers and consequences of trafficking among Czech
women and relevant authorities in the Czech Republic in an effort to discourage and prevent trafficking in
women in, from and through the Czech Republic. The project will consist of an information campaign that
will provide objective and credible information to selected target groups through a number of mass and
informal media. The project will also establish an overall mechanism among Czech government officials,
consular officers and Czech NGOs in order to increase their awareness of the issue, strengthen their
institutional capacity to counter trafficking and promote the sustainability of the project’s activities.

Budgeted Resources: $US 300,000

•  Information Campaign to prevent Trafficking in Women in Hungary

This project aims to increase understanding of the dangers and consequences of trafficking among
Hungarian women and relevant authorities in Hungary in an effort to discourage and prevent trafficking in
women in, from and through Hungary. The project will consist of an information campaign that will
provide objective and credible information to selected target groups through a number of mass and informal
media. The project will also establish an overall mechanism among Hungarian government officials,
consular officers and Hungarian NGOs in order to increase their awareness of the issue, strengthen their
institutional capacity to counter trafficking and promote the sustainability of the project’s activities.

Budgeted Resources: $US 175,000
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•  Kosovo Technology Assistance Initiative (KTAI)

The KTAI project will facilitate the establishment and development of an enhanced communication and
information system within Kosovo that will allow displaced nationals and local communities to obtain and
exchange information in a more regular manner. It will likewise facilitate communications for national and
international aid providers. Over time, through the development of a trained cadre of local technicians, the
KTAI infrastructure will evolve to a national run mechanism, continuously providing Kosovo society with
an increased communications capacity.

Budgeted Resources : $US 650,000

Counter-trafficking

Programme / Project Staff and       Office
Costs Programme   Costs Total Costs

VI.1 Trafficking Prevention Assistance               147,830               218,210               366,040

VI.2 Assistance to Victims of Trafficking               115,080               407,150               522,230

Total               262,910               625,360               888,270

Introduction

In addressing the challenges of trafficking in migrants, IOM is particularly concerned about:
•  those migrants who are, or have been, deceived or coerced into situations of economic exploitation,

which unfold through forced labour, forced servitude, coercion, debt bondage, or other infringements
upon their human rights;

•  the problems that trafficking and smuggling pose for the management of migration to governments of
receiving as well as transit and sending countries, because orderly migration and several types of
national legislation, including migration legislation, are not respected.

In view of the Organization’s mandate, perception of the problem and concern, the objective of IOM’s
counter-trafficking projects is to curtail these processes, protect the rights of migrants caught up in the
practice and preserve the orderly migration systems.
Countries all over the world are increasingly affected by trafficking, and this is reflected in different
political fora and regional migration discussions. The Bangkok Declaration and the Manila Process have
expressed the need to address trafficking and smuggling in a comprehensive way, establishing the
necessary interregional support and capacity; the European Commission’s Communications to the
European Council and the European Parliament have established different actions in the fight against
trafficking in women and the governments in Europe implement cooperative efforts in this regard; the
Puebla Process has ranked irregular migration, trafficking and smuggling as the most important issue,
which needs appropriate solutions; in Africa, several governments and organizations have expressed their
needs and priorities in terms of the struggle against irregular migration and trafficking in migrants; the
establishment of anti -trafficking/smuggling legislation in several countries in all regions also underlines
the priority given to different responses to reduce this problem.
IOM has been involved in the above discussions and has organized its response to the problem posed by
trafficking and smuggling in a programmatic way (“Trafficking in Migrants: IOM Policy and Responses”.
Document MC/EX/INF/58). During the year 2000, IOM will expand its counter-trafficking activities to
different regions and will put increasing emphasis in responding to governmental needs and expressed
priorities, as well as fostering regional discussions on the subject oriented towards the implementation of
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practical solutions. In this connection, particular emphasis will be given to the prevention of trafficking and
assistance to victims, in close cooperation with governments of concerned countries.
Projects and programmes in this service are classified under the following sub-headings:
•  Trafficking Prevention Aassistance - recognising the need to prevent trafficking before it actually

happens, information campaigns are carried out to raise public awareness of the problem of trafficking
and alert potential victims of the dangers inherent in trafficking and other forms of irregular migration.
Campaign methods include radio and TV broadcasts, community fora and distribution of information
material. These campaigns are based on research into the motives and causes of migration, and on the
level of information of potential migrants.

•  Assistance to Victims of Trafficking - IOM offers voluntary and dignified return to victims of
trafficking and provides a flexible reintegration package by making available medical care facilities,
counselling and educational and vocational training in order to assist in the setting-up of income-
generating activities. Returnees are monitored with a view to improving services through further
research initiatives, advocacy, information and evaluation.

•  Trafficking Prevention Assistance

Programme / Project Staff and       Office
Costs Programme   Costs Total Costs

VI.1.1 STOP II Programme – Italy                 53,000                 53,000

VI.1.2 Translation and Production of Video Tapes on Trafficking
for Sexual Exploitation – the Philippines

                10,400                 10,400

VI.1.3 Measures to Prevent and Combat Trafficking in Women
and Children for Sexual Exploitation – Albania

                77,640                 50,000               127,640

VI.1.4 Anti-Trafficking Campaign and Training of officials in
Vietnam

                  6,790               168,210               175,000

Total               147,830               218,210               366,040

•  STOP II Programme – Italy

Working closely with the EU experts and the Italian Ministry of Interior, IOM is an integral part of a
committee tasked to improve tracing and transferring of relevant information on trafficking and traffickers
between Italy and participating member countries.
This feasibility study on “Rapid Information Transfer aiming at preventing and Combating Trafficking in
Women and Children for Sexual Exploitation in the European Union”, initiated by the Italian Ministry of
Interior, the EC and IOM, builds on the experiences and results of the IOM study, carried out in
cooperation with the European Commission’s STOP Programme on the Analysis of Data and Statistical
Resources on Trafficking in Human Beings available in the EU and other Selected Countries.

Budgeted Resources: $US 53,000

•  Translation and Production of Video Tapes on Trafficking for Sexual Exploitation – the
Philippines

The project, being implemented in the Philippines, aims to translate, reproduce and distribute about 50,000
copies of a video play in five local languages which will be used by migration related agencies,
organizations, local government units and the academe to actively address the worsening problem of sex
trafficking. It will also serve as a preventive educational tool for audiences at grass-root level.

Budgeted Resources: $US 10,400
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•  Measures to Prevent and Combat Trafficking in Women and Children for Sexual
Exploitation - Albania

This project seeks to strengthen the IOM information campaign in Albania to prevent irregular migration
and trafficking of Kosovar and Albanian women and children. It will also seek to identify a network of
agencies assisting victims of trafficking as well as to jointly set up a mechanism to organize and assist the
voluntary return and reinsertion of the caseload.

Budgeted Resources: $US 127,640

•  Anti-Trafficking Campaign and Training of Officials in Vietnam

The Vietnam Women’s Union and IOM, which have been active partners since 1995, have developed a
national anti-trafficking information campaign targeting eleven of the most severely affected provinces.
Some 6600 trained activists will use door-to-door campaigns, public meetings and other strategies to pass
on the anti-trafficking message at grass-root level. Furthermore, through the training of movement staff of
the Vietnam Women’s Union the remaining provinces shall be encouraged to develop the same anti-
trafficking activities. In addition a number of journalists from the involved provinces will be trained in
order to produce and distribute a variety of anti-trafficking information material and to arrange the media
coverage.

budgeted Resources: $US 175,000

•  Assistance to Victims of Trafficking

Programme / Project Staff and       Office
Costs Programme   Costs Total Costs

VI.2.1 Return of Trafficked Migrants from Bosnia and
Herzegovina                 66,000               154,000               220,000

VI.2.2 Return and Reintegration of Trafficked Women and
Children from Thailand                 25,080               197,150               222,230

VI.2.3 Reception and Reintegration of Trafficked and other
Vulnerable Vietnamese Women and Children                 24,000                 56,000                 80,000

Total               115,080               407,150               522,230

•  Return of Trafficked Migrants from Bosnia and Herzegovina

The project will put in place mechanisms and procedures for the orderly, safe and dignified return of
trafficked migrants mostly to countries of central and eastern Europe, in particular women who have been
entrapped in the sex industry, from Bosnia and Herzegovina. In co-operation with the UN Office of the
High Commissioner for Human Rights (UNHCHR) and other project partners, IOM will assist such
migrants in need of return assistance with pre-departure counselling and return transportation to their home
countries, coupled with other protection and information activities.

Budgeted Resources: $US 220,000
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•  Return and Reintegration of Trafficked Women and Children from Thailand

In pursuance of the priorities established following the fourth UN Conference on Women in Beijing, IOM
will continue to be involved in undertakings that will help address the increasing problem of trafficking in
women and children. A project has been designed to return victims under exploitative situations from
Thailand to selected countries in the Mekong region. IOM in collaboration with partner agencies will
arrange for the transport of the trafficked persons and provide a flexible reintegration package by making
available medical care facilities, counselling, educational and vocational training to assist the women in
setting up income generating activities. As a follow-up measure, IOM and participating NGOs will monitor
the returnees with a view to improving activities under the project through further research initiatives,
advocacy, information and evaluation.

Budgeted Resources: $US 222,230

•  Reception and Reintegration of Trafficked and other Vulnerable Vietnamese Women and
Children

The aim of this project is to receive, counsel and reintegrate a target group of trafficked and other
vulnerable Vietnamese women and children who have returned to the province of Lang Son from China. In
cooperation with the Lang Son Women’s Union and the border police, returnees will receive medical
assistance, counselling and vocational training for sustainable reintegration.

Budgeted Resources: $US 80,000
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EXECUTIVE SUMMARY

A preliminary project proposal intended to promote information on migration
and trafficking among Overseas Filipino Workers and potential migrants was
finalized in September 1996. The project officially started in April 1997 for an initial
duration of 14 months thanks to a financial contribution of the Belgian and Finnish
Governments, respectively of USD 159’744 and USD 25’440. It was implemented in
close collaboration with a Belgium-Philippines bilateral project against trafficking.
An internal evaluation of the project was requested in 1998 by SRO Manila and RAO
at Headquarters.

Concerning the project document, the preliminary project proposal is the only
reference and can be considered poorly designed.  Among other things, it was too
general, especially as regards the objective and project purposes, with no specific
results, or indicators, and the general strategy and presentation of the context was
vague.  It is important to stress that poor project design is not good for IOM’s
credibility and its capacity to implement such projects, whatever the perceived
success might be, and hypothetically reduces the interest of a broader range of
potential donors.  Moreover, due to the vagueness of the preliminary project proposal,
it would be hazardous to state that the project scope and implementation strategy are
fully relevant to the situation in the Philippines.  The project was found to be of
relevance to IOM global mandate and to three of the six IOM service areas in which
IOM aspires to play a lead role.

In order to compensate for the weaknesses of the project document and to give
a better reference to the evaluation exercise, the effectiveness of the project
implementation has been examined from different angles.  Briefly, the choice of well-
known radio stations and of famous anchorpersons was a positive element in
implementing this kind of information dissemination.  Major criticism concerns the
briefness of the first broadcast (15 minutes).  Some guests had the impression that the
topics debated were not adequately covered and that problems were raised but no
solution examined.  However, they also acknowledged that the information format
was currently the best way to raise these concerns in the Philippines. The
communication strategy was elaborated and refined through the organization of two
formal Consultative Committee meetings, grouping the major partners of the project
as well as external participants.  All the main partners, including the donors,
confirmed their satisfaction with the formal arrangements for project implementation.
It is also worth underlining the very interesting parallel activities that were conducted
during project implementation in order to reach the provinces more effectively:
organization of an ‘information caravan’, distribution of 20,000 leaflets, performance
of a short play on the theme of trafficking, organization of Basic Orientation
Seminars, printing of more than 10,000 leaflets for distribution in the schools and
communities.

At the level of project efficiency, it can be concluded that the results justified
the costs incurred.  Before implementation of main activities, a preliminary financial
analysis was made and appropriate expenditure levels were ascertained.  In addition,
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the expenses made versus the planned results of an activity were regularly evaluated
by the Coordinating Committee.  The use of local resources was also promoted.

A ‘change in attitude’ is commonly expected from an information programme.
For this reason, the sustainability of the project is an important concern.  During the
evaluation many interviewees raised the question “what next?”, “what follow-up
activities are planned?”.  On the basis of available material, it would appear that no
integrated follow-up activities or programmes have really been explored.

Not having any precise reference in the project document, the impact analysis
is affected in the same way as the analysis of other evaluation concerns.  It is virtually
impossible to draw conclusions of the project’s impact on the global population of
Overseas Filipino Workers.  In addition, most OFWs do not face major problems
abroad. As far as potential migrants are concerned, most Filipinos could fall into this
category.  It would thus be difficult to measure the impact without a broader survey.
It is however possible to state that the impact was positive if we target the analysis on
potential migrants in the communities or in the schools reached by the project, and if
we consider that communities and schools are the right places to reach a maximum of
potential migrants.

At the partners level, the creation of the Consultative and of the Coordinating
Committees was crucial to the success of the project, especially given their conflicting
views.  It is recognized that collaboration with IOM has been globally successful and
joint implementation of activities was a result of such a positive impact.  It is worth
making reference here to a potential impact on foreign governments, especially if we
consider migration and trafficking of Filipinos as part of their concerns.  However,
apart from the donors, there was no evidence that a foreign government had increased
awareness of the problems as a result of the IOM information program.

Special mention should be made of the professionalism of IOM Manila’s
operational management during the implementation.  In addition, the level of the
financial and administrative management was good. However data collection on the
project activities should be improved.  Gender aspects were given careful attention.

Overall, there is no doubt that this project has been implemented successfully.
However, particular attention should be paid to the recommendations and lessons
learned contained in this report which could certainly enhance the success of future
IOM initiatives or broaden interest in them, and with a minimum investment (see
Sections 5 and 6).

SUMMARY OF RECOMMENDATIONS

1) An in-depth analysis of the situation in a country should be made before finalizing
the documentation for presentation to donors, so that: 1) they have a project with
well-defined project purposes adapted to that local situation; 2) activities not
directly linked to usual information dissemination, but in line with the overall
objective of the project, are considered for inclusion in the project.  A field driven
approach is necessary for project design and monitoring so that it can be
integrated more effectively into the field situation.
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2) It would be appropriate to make a deeper analysis of the barriers to calling in or
writing letters to IOM or to the radio stations. This could lead to the
implementation of additional audience development initiatives, such as the
establishment of a ‘toll free number’, especially for the targeted audience in the
Provinces which do not often have extra resources to spend on phone calls.

3) The possibility to translate the drama episodes into different dialects to be
broadcast by local radio stations in the Provinces should be explored in order to
reach a wider audience in rural areas.  The Survey should indicate the Provinces to
be addressed in priority, with their corresponding dialects.

4) IOM must develop good indicators of achievement for the information campaigns
in order to have from the outset adequate reference for management of
information projects, including monitoring and evaluation.  Additional indicators
to those proposed in the TOR of the evaluation need to be developed and selected.

5) It is strongly recommended to explore the possibilities for increased collaboration
with the recruitment agencies as many of them can play a key role in exploring
solutions to combat trafficking. They can also provide useful and relevant
information on work situations abroad, including specific problems in some
countries.

6) More active collaboration should be explored with two important NGOs:  The
Episcopal Commission for the Pastoral Care of Migrants and Itinerant People
(ECMI) for their impressive network covering the country and for their
diversified activities, and the Scalabrini Migration Center for the research
component. Both could also be very useful for analysis of further interventions
after the completion of the current information project.

7) IOM should give recognition to the work done by other partners and not give the
impression of having appropriated any ideas and/or benefits with the intention of
not giving credit where credit is due. We need to be visible but also we have to
avoid unnecessary competition or uncooperative attitudes from partners. Local
managers (Head of SROs, COM, Head of Mission) should brief IOM staff on
external relations aspects of their work and make them aware that their daily
actions do affect how IOM is viewed by others in general.

8) Data collection mechanisms should be established from the outset in order to have
a more solid basis for relevant monitoring of the project as well as for further
analysis, including elaboration of new projects or evaluation of the existing one.
This recommendation covers, for instance, more regular reporting from partners or
sub-contractors, reliable in-depth surveys, database for visits or phone calls to the
radio station.

9) IOM Philippines should adopt a more integrated approach for exploring and
establishing future fields of intervention, especially in the case of the Philippines
where migration problems to be solved, actors, beneficiaries, partners are
numerous and relations among them complex.  In that respect, and in order to
better justify the coherence of the proposals made, a possible approach could lead
to the elaboration, as a first step, of an IOM activity framework document. This
document could be discussed with the Government and with some donors.  As a



                                                                                                                                             ANNEX 5

second step and based on discussions held, precise assessments or feasibility
studies should be conducted and coherent project or programme proposals
prepared for submission to the Government and donor community.

10) In view of IOM plans to implement similar information programmes in other
countries, ERI should conduct a ‘lessons learned analysis’ of all the activities
implemented, of the complementary activities that an information programme can
generate and of follow-up programmes or projects which could be proposed.  In
addition the definition of ‘Headquarters’ support role’ needs to be clarified.
Project document finalization, particularly adapting the project to the local
context, definitely lies in the hands of the field missions.

11) A budget for a project of this type, allocating more than 50% to staff and office
costs, might not be positively considered by the donors community. Project
developers should pay more attention to such a distribution of costs, for instance
by assessing if additional activities can be included in the operational part of the
budget without necessarily increasing staff costs.  The budget may be better
balanced in this way and the use of resources properly shared between staff and
office costs and operational costs.

LESSONS LEARNED

1) One major lesson learned is certainly IOM’s need to increase its technical
capacity in conducting assessment or feasibility studies.  These would provide the
basis for well-defined, delimited, coherent, integrated and precise project
documents and would anticipate additional fields of activity generated by a
project. IOM’s credibility, especially in implementing so-called non-traditional
activities such as information campaigns, would certainly be enhanced.

2) The respective roles of IOM Headquarters and field missions should be clarified
in order to meet expectations and to avoid project proposals that do not reflect the
field situation. The notions of technical support per se, project ownership and
joint responsibilities continue to need refining.

3) When proposing project extensions or new project proposals, IOM should adopt
an integrated approach and write project proposals in accordance. Proper
assessments, feasibility studies or elaboration of an IOM activity framework are
some useful tools in this respect, especially in countries with diversified needs of
international assistance at the migration level.

4) Clear indicators of achievement need to be established before or at the start of
project implementation. Negative conclusions could have been reached
concerning effectiveness had the evaluator not gone more deeply into the
complex context and the activities conducted, or had drawn up more general,
hypothetical, but realistic results or indicators, such as 100,000 migrants1 did not
choose the illegal channels following IOM information programme.

                                                          
 1 100,000 represents  more or less 1% of the total population of OFWs and only 50% of the legal new
hires per year . It could have been possible to measure it by asking POEA to give to each new migrant
coming to their office a confidential questionnaire to be forwarded to IOM when completed, and
containing questions such as “Did you envisage illegal migration?   Did you hear about IOM’s
information programme?  Did you choose legal channels following IOM information programme” etc.
For confidentiality, these questionnaires could be anonymous
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1.   EVALUATION RATIONALE

This evaluation has been conducted in the framework of a global evaluation of
IOM public information campaigns conducted by the IOM’s Office of Programme
Evaluation.  The Ukraine information campaign has been selected as a case study,
together with the information campaign programme conducted in the Philippines. The
format of the report is that utilized for IOM self-evaluations in line with IOM evaluation
guidelines. The following methodology has been used:

- a documentation review including progress reports, the self evaluation conducted in
December 1998, internal as well as external exchange of correspondence, L’viv
seminar report, as well as the research and surveys conducted in the framework of the
project;

- a series of interviews conducted in IOM Vienna Regional Office and in Ukraine.
Meetings were organized in Kiev with IOM staff and with representatives of: the
Government of Ukraine, the media who collaborated with IOM, La Strada, NIS-US
Women Consortium and a main donor.

The field visits took place at the end of September 1999.

2.  THE PROJECT AND ITS CONTEXT

For many years, IOM has been very active in trying to address the problem of
trafficking in human beings in an effective way.  Much research has been conducted
either in Asia or in Eastern Europe.  In addition to activities concerning the reintegration
of victims that have been organized mainly in Asia, IOM information campaigns have
been considered as an important step to combat trafficking by providing accurate
information on the phenomenon.  All these activities have been implemented in line with
different international conferences and fora organized in the last five years, where
trafficking was recognised as a growing problem that needed to be addressed (for instance
the Fourth World Conference on Women in Beijing or the European Conference on
trafficking in Women).

The Ukrainian Information Campaign project was proposed in the framework of
the EU/US Trans-Atlantic Initiative and in line with the CIS Conference on Migration.
The project proposal was presented in November 1997 in a EU/US meeting held in
Luxembourg and was subsequently approved for funding by the US Government for an
amount of USD 270,000.  Initially it was a one-year project but, due to political pressure
to finalize the campaign as soon as possible, the donor requested IOM to shorten
implementation to six months.  This had an impact that has been highlighted in the
matrices below.

The main implementing partner was the NGO ‘La Strada Ukraine’ which widely
contributed to the success of the dissemination activities.  Strong collaboration was also
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established with the NIS-US Women Consortium.  At the government level, active
collaboration was established with the Ministry of Internal Affairs, the State Committee
on Border Protection, the State Committee of Family and Youth Affairs, the State
Employment Center and with the office of the Ombudsperson of Ukraine.  The active
collaboration with Internews Ukraine — a project financed by USAID — is also worthy
of mention.

Concerning the situation of trafficking of women and children in Ukraine, it was
evident that there was a real problem in the country either for Ukrainian women wishing
to migrate and falling prey to trafficking networks, or for women coming from
neighbouring countries and transiting through Ukraine, a ‘road’ used by criminal
networks.  It was also clear that the information for an ‘informed choice’ was not easily
available, not to say not at all available.  It is important to remember the situation of the
country ten years ago when information from abroad was completely under political
control and not objectively presented, creating a false perception of life abroad among
society.

For the target groups, emphasis was placed on women, particularly potential
victims of trafficking.  However, in a second phase (especially through the second TV
documentary), special attention was placed on young women between 18 and 25 years
old.  It should be recalled here that the high unemployment rate in Ukraine mainly affects
women.  Due to the high level of interest among the population in the rather unknown
issue of trafficking, the dissemination activities not only raised awareness among women
but among the population in general.  Many men have provided testimonies too, insisting
on the importance of the information provided. The Government of Ukraine also
benefited from the activities of the project as a specific target group.

The overall objective of the project was to:  “increase understanding of the
realities of migration among potential women victims of trafficking and relevant
authorities in the Ukraine in an effort to help stem the rising tide of trafficking in women
from Eastern Europe and the NIS and in line with the goals of the EU/US Trans-Atlantic
Agenda and the CIS Conference on Migration“.  Three project purposes were proposed:

1) Develop specific means of information which will reach the potential target group
and influence their perception of migration realities.

2) Warn potential irregular women migrants of the risks and consequences of illegal
migration, especially trafficking, so as to discredit it as a migration alternative.

3) Establish a consultative mechanism among relevant Ukrainian government
officials, local and foreign consular officers and Ukrainian NGOs, in order to
increase institutional capacity and promote sustainability of the project’s
activities.

Unfortunately, the results expected under each objective were insufficiently
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developed and no indicators of achievement were proposed.  This meant that the
evaluator had to propose some indicators for the analysis developed in the matrices
below.

3.  MAJOR EVALUATION FINDINGS AND POTENTIAL SUCCESS

Globally, the information campaign conducted in Ukraine can be considered as
very successful.  Most of the activities were conducted in an effective way and in an
adequately defined framework, either at the level of the target groups or at the level of the
preparation and dissemination strategy.  Even if the impact was not precisely quantified
through the ‘before and after’ surveys, there has been much evidence of it, either through
the use of hot-line, comments reported in the Press or in discussing the issue with the
Government and with the media who collaborated on project implementation.  The high
level US-EU Trans Atlantic Seminar to prevent trafficking in Women —organized by
IOM in L’viv in July 1998, and considered by the participants as an evaluation of the
information campaigns conducted in Poland (financed by EU and implemented by ‘La
Strada Poland’) and in Ukraine — also recognized the importance and obvious impact of
the information programme conducted by IOM.

It is also worth noting that, one year after completion of the core activities of the
dissemination phase, the material produced by the project is still widely used by NGOs or
the Government.  This material includes the research, surveys, poster, and the brochures.
It is safe to say that an extension of these activities is still appropriate and worth
exploring with the donor community.  It is also clear that other activities can be built on
the success of the programme and they have been, and are still being, explored by IOM
Kiev.

The project activities were relevant to IOM’s mandate.  In addition it can be stated
that IOM’s growing experience in implementing information campaigns in the field,
particularly on irregular migration and trafficking, gave it a comparative advantage in this
domain. ‘La Strada Ukraine’ considered its collaboration with IOM as extremely
complementary and useful.  La Strada used its extensive experience in work at the grass-
roots level, while it saw IOM as being more involved at the institutional level as an
international organization (for instance relations with the Government and donors,
institutionalization of co-ordinating mechanisms, etc.).

As a final point, it is important to underline that the success of the project is also
linked to IOM’s capacity to rapidly respond to unexpected constraints.  For example, the
donor’s request shortly after its approval of the project to complete the one-year campaign
in only six months forced IOM to use additional resources to meet the deadline.  This
requirement necessitated stronger technical support from Headquarters, the temporary
assignment of one professional seconded by IOM Regional Office in Brussels, high
involvement of the Technical Cooperation Center in Vienna for the research, as well as
the time spent by the IOM Chief of Mission in Kiev due to the project’s high visibility.
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Moreover, the ‘costs’ related to the increased involvement of other IOM Officials were
not reflected in the project budget, which was therefore lower than the real costs.

4. LESSONS LEARNED

Concerning the last paragraph above, it is important to revise the project objectives, the
strategy and the budget when a request from a donor has a serious impact on the
implementation.  Such costs should not be borne by the Organization, even if such a
contribution is welcome, but should be charged to the project through a budget revision to
be approved by the donor and IOM before implementation begins.  This will avoid
pressure on other IOM offices and, more importantly, it will better reflect the true cost of
such projects.
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MATRIX 1 A:  EFFECTIVENESS OF THE PROJECT

       Analysis through project results and indicators

A. Overall Objective : To increase understanding of the realities of migration among potential women victims of trafficking
and relevant authorities in the Ukraine in an effort to help stem the rising tide of trafficking in women from Eastern Europe
and the NIS and in line with the goals of the EU/US Trans-Atlantic Agenda and the CIS Conference on Migration.

N.B. the sentences listed under indicators [I] are in fact not real indicators. They are extracts from statements made in the project document at
the objective/project purposes level and are only used here as an indicative reference (the project document did not list any indicator).
.

Planned Results [[[[R]]]]
& Indicators of Achievement [[[[I]]]]

Verification of progress
towards achieving results and
towards Indictors – findings

Analysis of Effectiveness Conclusions/Recommendations

[I] Increased understanding of
the realities of migration
among potential victims of
trafficking and relevant
authorities in the Ukraine.

[[[[I]]]]  Results of survey
conducted by NIS-US
Women’s Consortium and
La Strada, indicated that
activities conducted within
the framework of the
information campaign had an
impact upon the level of
awareness and attitudes of
members of the target group.

[I] An estimated 3.5 million
people were provided with
information from the
activities of the campaign
(established through media
surveys and through the
number of printed material
distributed).

The project has been effective in
collecting and disseminating
appropriate information, in
attaining credibility, and in
having an impact upon people’s
attitudes and convictions.

It has been possible to note also
that attitudes among certain
groups of the population are still
influenced by the outputs of the
project nine months after the end
of the information campaign
(especially people in contact
with NGOs or the local
governmental authorities).

It is difficult however to
precisely determine with
numbers to what extent the
project helps to stem the rising
tide of trafficking (also taking
into account that there is no
precise data on the size of the
phenomenon), but it can be said
that it contributed and still
contributes.

Information campaign in
Ukraine has proved to be an
important and even
necessary  part of the
answer to preventing
trafficking in women, in
terms of increasing public
awareness (including in the
Government) and
empowering people with a
means to make informed
decisions.
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MATRIX 1 B:  EFFECTIVENESS OF THE PROJECT

                                            Analysis through project results and indicators

B.  Project Purpose 1: To develop specific means of information which will reach the potential target group and influence their
perception of migration realities.

Results [[[[R]]]]
& Indicators of Achievement [[[[I]]]]

Verification of progress
towards achieving results and
towards indicators – findings

Analysis of Effectiveness   Conclusions/Recommendations

[[[[R]]]]  Strategy paper developed
including a plan of action with
relevant time frames for
carrying-out an information
campaign in the Ukraine

[I]  Research and data
collection/analysis available
for the finalization of the
strategy.

[I] A coordination Committee
established for the finalization
of the strategy

[I] An analysis of the means of
dissemination adapted to the
situation in Ukraine is
available.

IOM has conducted research
on migration intentions in
Ukraine. The report was
finalized in July 1998. Focus
group and interviews have
also been organized in the
framework of the ‘before
and after’ surveys in order to
better frame the strategy and
the type of messages.

Discussions have been on-
going since the beginning of
the project with the main
partners (La Strada Ukraine
and the NIS-US Women’s
Consortium composed of
136 women’s NGOs in
Ukraine ), as well as with the
Government of Ukraine. It
led to the formal creation of
the National Council for an
institutionalization of the
campaign.

Concerning an analysis of
the means of dissemination,
it has been found that it took
place during the preparation
phase of the campaign.

The research conducted is still
used as a main reference on
migration in Ukraine by the
Government. It has been finalized
while the  campaign was starting
due to the strict and short deadline
requested by the donor. However,
data collection and focus group
discussions organized before the
campaign have been sufficient to
finalize the strategy.

In addition, a proper and cost
effective analysis has been made
for the selection of means of
dissemination. The cooperation
with Internews Ukraine on a no-
cost basis has been a great
achievement in that respect.

The context of the local
environment ( political, social and
economic) have also been well
apprehended. In addition, since the
beginning of the project, IOM has
been successful in attracting the
attention of women’s NGOs and of
Ukrainian governmental bodies to
the issue thereby increasing their
role and participation.

The contributions of the various
institutions and organizations have
been properly defined either in a
formal way (for instance with La
Strada Ukraine) or through a more
informal collaboration (for
instance with the State Committee
on Border Protection).

The complementary nature of IOM
as an Internal Organization and  La
Strada as an NGO  has been
optimized in their daily
collaboration.

If the reasons behind a
request for tight deadlines
from the donor can be
understood, the donor
should be aware that such a
request/constraint could
have been detrimental to
proper  preparation of the
research and of the  data
collection/analysis. This
could have had major
negative consequences in
the finalization of the
dissemination strategy and
in an effective
implementation of the
campaign.

It might be worth
underlining  as a conclusion
that the research conducted
in the framework of the
information campaign
project is still used by the
Government or other
institutions in the country
as a reference on
trafficking.
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B. Project Purpose 2 : To warn potential irregular women migrants of the risks and consequences of illegal migration, especially
 trafficking, so as to discredit it as a migration alternative.

Results [[[[R]]]]
& Indicators of Achievement [[[[I]]]]

Verification of progress towards
achieving results and towards
indictors – findings

Analysis of Effectiveness Conclusions/Recommendations

[[[[R]]]]: Information campaign
targeted at potential irregular
women migrants and relevant
government and consular
officials developed and
implemented in the Ukraine in
collaboration with project
partners

[[[[I]]]]:  A noticeable increase in
the number of potential
victims visiting/calling IOM
or the partners of the project.

[I]:  Governmental entities
organized themselves in order
to increase its response to the
problem of trafficking.   

The definition of the target
group has been subject to
analysis through the research
and surveys conducted, as
well as through discussions
with the partners. In the
beginning of the campaign,
the potential victims of
trafficking, as well as the
‘population’ in general
(including members of the
Government) were targeted.
In a second step, accent was
put mainly on young girls.

The type of messages to be
disseminated was also
analyzed, as well as the
means of dissemination. A
cost effective approach was
also used in that process.

All activities conducted by
the project were widely
publicized for maximum
benefit. IOM also established
a network with journalists
who wrote on their own
initiative articles on the IOM
information campaign.

It has been recognized during
interviews with Government
Representatives that the IOM
information campaign played a
major role in increasing
awareness of the real problem
of trafficking among
governmental entities.

The project has been effective
in reaching this project
purpose. All specific activities
linked to the dissemination of
messages have been found
useful and appropriate. This
includes: the PSA prepared by
Internews; the two
documentaries done for TV
broadcasts; the TV talk
shows/magazines; radio
broadcasts; the brochures and
the posters (500’000 posters
and 100’000 brochures have
been printed and distributed
all around Ukraine).

Concerning the TV
documentaries, the approach
was different between the two
films. For that reason, it can be
expected that some partners or
the audience found one more
appropriate than the other.
However, no strong criticism
has been raised against them.
Concerning the poster and
leaflets, the picture has been
criticized by some
international women’s
organizations. However, the
Ukrainian women’s
organizations found it
appropriate to Ukraine reality.

The daily use of the hot-line
(managed by La Strada NGOs)
by many women looking for
information should be noted.
An evident increase has been
recorded during the campaign.

In line with the
recommendation made
above on the tight deadline
for the project
implementation requested by
the donor, it is important to
take into consideration
factors such as the time
required for information to
disseminate and for impact.
By reducing the duration,
the effectiveness and impact
of the messages can be
diminished.

The campaign was successful
in raising public awareness
throughout Ukraine with
regards to trafficking in
women from this country
and in making this an issue
of active public debate. The
enthusiasm of media
partners as well as their
interest in the issue of
trafficking contributed also
to the success of the
campaign.
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B. Project Purpose 3: To establish a consultative mechanism among relevant Ukrainian government officials, local and
foreign consular officers and Ukrainian NGOs, in order to increase institutional capacity and promote sustainability of the
project’s activities.

Results [[[[R]]]]
& Indicators of Achievement [[[[I]]]]

Verification of progress towards
achieving results and towards
indictors – findings

Analysis of Effectiveness Conclusions/Recommendations

[[[[R]]]]: Consultative committee,
comprised of relevant
government and consular
authorities, concerned
international organizations and
NGOs in-country established.

Contacts have been established
with relevant Government and
Consular authorities, other
international organizations,
and NGOs.

The activities conducted within
the framework of the
information campaign have
been a catalyst for initiatives on
the prevention of trafficking in
women under the responsibility
of the Office of the
Ombudsperson and of the
Presidential Co-ordinating
Committee on Corruption and
Organised Crime Control. They
presented a new Ukrainian
legislation on trafficking in
women and children to the
parliament in 1998.

The formal establishment of the
Consultative Committee did not
take place as planned.

It could be considered that the
project has been less effective
in reaching the expected results
for this project purpose, For
instance, the Ombudsperson
encountered some difficulties
in promoting further initiatives,
mainly due to organizational
problems inside the
Government. The Consultative
Committee was not established
at the end of the project.

However, it should be noted
that the reduced timeframe for
implementation, and as a
consequence the heavy
workload, forced the
management of the project to
set up clear priorities. The
formal creation of the
Committee was not considered
as a main issue as consultations
between actors of the project
were working properly under
IOM leadership.

The initiatives of IOM’s
information campaign have
been instrumental in putting
Ukraine in the forefront
amongst countries of Eastern
Europe addressing the problem
of trafficking in women.

The experience in Ukraine
clearly showed the role that
an IOM information
campaign can play in
putting all actors together
and in exploring ways of
intervention and
collaboration. Even if the
results could be considered
as not fully  achieved as
initially planned, they can
be considered as very
important in a country
where nothing was in place
before.  As an illustration of
that contribution,  the
groundwork done by the
information programme
strongly contributed to the
establishment of the
National Council to Combat
Trafficking in Women,
supported now by a joint
IOM/OSCE project.
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MATRIX 2:  OTHER EVALUATION CONCERNS

General Analysis and Recommendations

CONCERN   (If necessary, please refer to definition in the Evaluation Guidelines) CONCLUSIONS/ RECOMMENDATION

Relevance: Given its social, economic and geopolitical situation, Ukraine is
particularly hard hit with the problems associated with trafficking in women. In
addition, the initiatives conducted before the IOM project did not manage to raise
awareness about the problem. Therefore, an information campaign that adequately
presented the problem and that brought a real increase in public awareness is a
necessary and crucial part of the answer towards prevention of trafficking  in women.

It can easily be concluded that the
project was relevant to the situation
in the country, to the target groups
needs of information and to IOM
mandate in general.

Impact : The before and after surveys showed that the project had an impact on the
target groups as well as on the global population. In addition, it has also been
confirmed during the field visit done by the evaluator some months after the
completion of the campaign. In looking at some results of the second round of
polling, we can note: 56% of respondents expressed greater knowledge about
methods of trafficking; 42% of respondents indicated an increase in awareness about
the risks associated with employment offers abroad; 41% more individuals felt that
prostitution abroad is of high risk, and 20% less individuals felt that work abroad is
not an adequate solution for attaining a better life. It should be noted that the after
survey was conducted only after a short period of time following the end of the
dissemination phase due to the tight deadline requested by the donor. Finally, it is
worth making reference to the conclusions of the L’viv seminar organized in July
1998, where the global impact of the information campaign is underlined. The impact
of the campaign has also been formally recognized by the donor in a letter addressed
to IOM Director General.

The impact analysis of an
information campaign of this type is
not easy to conduct as it is linked to
notions such awareness raising or to
decisions taken by individuals.
However, as the objective was more
directed towards providing accurate
information and towards prevention,
it can be expected that, if the
campaign is properly prepared and
conducted with appropriate
messages, the impact will be evident
in a country such Ukraine where the
needs of information are obvious.

Efficiency: The implementation of the information campaign has been efficient in the
use of specific project resources, as already mentioned in the case of the
collaboration with Internews. The costs for the TV documentaries were also in line
with the usual costs for such a product. All the posters and leaflets produced have
been distributed and the NGOs raised already their interest in receiving additional
material. In addition, due to the tight deadline, it required a tremendous amount of
human resources from other IOM offices and from the Chief of Mission in Kiev,
contributions which have not been charged to the project. A small distinction could
however be made here. As already said, it is possible to state that the funds allocated
to the project and the project itself have been efficiently managed, but it is also
possible to say that the way IOM Headquarters and IOM Kiev operated and the use
of all resources was not the most efficient. The fact that a Chief of Mission spent
60% of his time to support the implementation of the project due to the tight deadline
requested by the donor (and accepted by IOM) can be questionable. The same
applies for the long-term secondment of an IOM staff member from another IOM
office. It should be noted that the Chief of Mission was not appointed in Ukraine
when the project was approved in November 1997. A better analysis of the staffing
situation should have come from IOM Headquarters that piloted the preparation of
the project from the beginning.

When a project is planned for one
year, the costs related and the way to
allocate them are calculated within
that duration. To ask for shorter
deadlines after the approval can also
lead to additional costs due to the
pressure in finalizing the necessary
steps for implementation of an
information campaign. If such a
request comes from the donors, it is
important to inform them of the
potential financial consequences of
their decision and to have their
agreement for covering additional
costs if needed.  In addition, as long
as IOM accepts the request, it should
take appropriate measures to avoid
unnecessary pressure on the COM or
a long-term secondment of an IOM
staff from another IOM Office.
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CONCERN (IF APPLICABLE)  CONCLUSIONS/RECOMMENDATIONS

Validity of design : The project document gave a good picture of what was expected
from the information campaign. The project document did not take account of the fact
that the duration was reduced from one year to six months as the decision was taken
right after its approval. It is important however to mention that the description of the
results and of the indicators of achievement could have been better developed in order
to facilitate the monitoring and evaluation of the project.

It could have been appropriate to
raise the issue of the duration with
the donor before commencing the
implementation in order to be ready
to face additional costs for the
implementation of the project.

Causality : The fact that the phenomenon of trafficking was unknown in the country,
the project really raised concerns and a great interest among the population in Ukraine.
Therefore the results obtained through the dissemination activities were increased by
the considerable interest among different levels of the society.

Sustainability:   Information material continues to be read or viewed in cities and
regions of Ukraine long after the information campaign has ceased. The hot line is still
functioning and data and other information obtained are used by La Strada in further
efforts to increase awareness and to implement new initiatives.

In order to build upon the success of
the information campaign, active
participation of IOM in follow-up
programmes should be further
explored in fields such as:
- Information/education
- Return and reintegration
- Micro-enterprise development
- Micro-credit schemes
- Assistance to victims of

trafficking abroad
- Capacity building for the

Government.
Other fields of intervention can also
be listed, for instance the work that
IOM Kiev is presently doing at the
level of the border controls, knowing
that such controls are difficult to put
in place on borders where trafficking
is organized.
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IOM TECHNICAL REFERENCE

N.B.  The following document is in fact a broad extract of the Final Report of the
Romania information campaign published in 1996. The same text has been presented in
1996 and September 1999 with the following title “IOM Migrant information
Programmes, Summary presentation”, and in January 1999  with the below title.
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PART 1: BACKGROUND AND ACTIVITIES

Information programmes are sets of inter-related and
mutually-supporting information activities designed to
provide potential migrants with information about the
realities of migration and life abroad, as well as of the
risks and consequences of irregular migration.
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WHAT ARE IOM’S INFORMATION PROGRAMMES?

Essentially, information programmes are sets of inter-related and mutually
supporting information activities designed to provide potential migrants with
reliable information about the realities of migration and life abroad, as well as of
the risks and consequences of irregular migration.
Information plays a crucial role in an individual’s decision to migrate, in
particular when irregular, often hazardous migration to developed countries, is
perceived as an easy solution to economic and social problems.
Many potential migrants have distorted perceptions of life abroad and are
unaware of the legal, practical, social and economic difficulties involved in
irregular migration. Few have realistic information about the conditions that
await them in their intended country of destination or the policies that will affect
them upon arrival.
IOM information campaigns can help deter irregular migration by:
1. Warning potential migrants of the consequences of irregular migration,

trafficking and illegal hiring practices.
2. Providing potential migrants with information concerning the legal

possibilities for migration.
Properly targeted information serves as the basis for realistic and responsible
decisions. In the case of migration, information can effectively influence
spontaneous flows and irregular departures.
So far, IOM has carried out two such programmes in two Eastern European
countries from which massive departures of migrants to the West were
occurring: Albania and Romania.
The Programme in Albania responded to an emergency. Its message was
dissuasive in nature and mainly addressed at those considering immediate
irregular departures from Albania. It was implemented jointly by IOM and the
United Nations High Commissioner for Refugees (UNHCR) from 1 March 1992
until June 1995.  A total funding of $802,500 was ensured through contributions
from Norway, Switzerland, Denmark, Finland, Italy, the Netherlands and the
USA.
The Programme for Romania was an ampler information effort with a longer-
term approach to a problem with potential to grow over time. It targeted a wider
audience through the use of several information products and media. The
programme started in February 1992 and ended in June 1996. It was
implemented through the IOM office in Bucharest and was entirely funded by
the Swiss Federal Office for Refugees. Total funding from 1992 to end of 1994
was approximately $1,500,000.
IOM research and contacts with migrants showed that, over the course of the
programmes, migrants’ outlook on migration became a more realistic one.
Potential migrants in both countries became more aware of the difficulties and
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restrictions involved and of the social and economic realities of western
countries.
The number of outgoing migrants decreased considerably as compared to the
one at the onset of the programmes. Data on the number of departures, figures
on asylum-seekers in Western countries as well as the number of visas issued
by western embassies in both countries testified to such a situation. While such
a decrease cannot be directly attributed to the impact of the information
programmes alone, they were an essential contributing factor.

WHAT ARE THE STAGES OF AN INFORMATION PROGRAMME?

Information programmes have three main stages:
1. Research: find out the facts about migration from Romania;
2. Strategy formulation: devise an overall communication strategy; and
3. Activities: distribute information to mass audiences through specific

information vehicles.

RESEARCH

IOM undertook extensive field research in Albania and Romania.  Its purpose
was to establish migrants' profiles, perceptions and motivations; the general
public’s migration information levels;  the most efficient and cost-effective
media for information dissemination; the types of message most likely to be
effective;  and, the credibility of dissemination channels. Surveys and focus
groups were the main means of research.
Initial research however, is not enough, it must be followed up to ensure the
programme meets changing realities. Two nation-wide surveys were carried out
in Romania in February/March 1992 and in July-August 1993. A further study
on the growing phenomenon of transit migration in Romania was carried out in
August 1993.
A similar research effort was conducted by IOM in Albania as part of a four
country study in November/December 1992. It consisted of a nation wide-
survey on a sample of 1000 persons supported by six focus group discussion.
A final micro-survey was carried out in June 1995. The quantitative information
from the surveys was complemented with qualitative data obtained from focus
groups.
Focus groups consisted of conversations lasting two hours or more with about
ten individuals, moderated by an experienced interviewer trained in interpreting
and utilising an interactive group process for a productive, focused dialogue.
Each individual was drawn from different age groups and backgrounds
(men/women, employed/unemployed, ethnic majority/minorities, urban/rural,
etc.). IOM focus groups facilitated understanding of the larger context (political,
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social or institutional) in which those involved consider the problem of migration
to exist.
Focus groups also provided an excellent forum for public message testing. The
flexibility and spontaneity inherent in the focus group process allowed
exploration of numerous issues: "The West is not what you think, it has its own
problems;" "Life is tough in the West;" "As an immigrant you will be isolated;"
"You will miss the people close to you;" "In the West you will earn more, but life
is more expensive there;" "Not everybody will endure the hard work in the
West;" "Albanians/Romanians are a cut above other nationalities that tend to
migrate;" "You can be detained and sent back." Focus groups also analysed
message delivery mechanisms (testimonials by famous nationals, advertising,
etc.) and any other ideas needed for a comprehensive communications
strategy.
The benefit of this research is twofold:
1. It enables IOM to design an effective, highly-targeted information campaign.
2. It helps policy makers understand and manage the complex and changing

field of migration. The value of precise demographic and psychographic
information about potential and actual migrants cannot be underestimated.
A detailed understanding of such profiles provides the basis for adequate
policies and response measures by those addressing the issues. Knowing
whether migrants are skilled or unskilled, educated or illiterate, young or old,
make a difference to attempts made to assist them. Equally important is an
understanding of the motivations and aspiration of migrants and potential
migrants; whether the seek temporary or permanent residence abroad,
whether their motivation is principally economic, ethnic, religious or political
and what their attitude is towards schemes which aim to assist, detain or
return them to their places of origin.

STRATEGY FORMULATION

The results of the research enabled IOM to devise an overall communications
strategy. Such a strategy defined the basic message that IOM would pass on to
its audiences, the choice of communication channels and the overall co-
operation framework. The following acted as the guiding principles of the entire
campaign:

INFORM, DON’T THREATEN OR COMMAND.
The basic message of the programme was not “Don’t migrate!” but rather
“Migration is your decision. Make sure you know what’s in store for you.”
IOM research showed that balanced messages which provided audiences with
factual, relevant information and invited them to take their own decisions would
be more efficient in making irregular migration an unattractive option, than a “do
this/don’t do that” message.

USE BALANCED MESSAGES.
A successful campaign had to mix negative and positive messages and
combine rational arguments with emotional ones. A message that directly
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discouraged would-be migrants from emigrating to a specific country could
have the opposite effect: “They are trying to hide something from me. It must
then be worth going there.”
The preliminary research showed clearly that information perceived by the
target groups as essentially negative, for example: “don’t emigrate to the West
because you will be sent back/ you will not get a job/ you will be socially
shunned” was only effective if coupled with information that was positive “there
are a growing number of opportunities for you here/there are ways of going
abroad that do not involve unnecessary risks”.

SPUR DIALOGUE INSTEAD OF MONOLOGUE.
The general tone of IOM’s information activities was that of a frank, candid
dialogue with migrants. Audiences would be encouraged to express their own
concerns and points of view and participate in message production. The
experience of numerous communication projects ran by various organizations
and international bodies throughout the world showed that process was just as
important as content.
Migrants were encouraged to address the information disseminators directly
with their own questions and comments about migration. Dissemination
activities were designed so that permanent direct contact was ensured with the
migrant community and feedback was provided on the utility and the nature of
the information supplied.

USE LOCAL PARTNERS TO DESIGN AND DELIVER PROGRAMME MESSAGES.
Programme messages were disseminated by credible, respected and well-
known spokespersons with whom targeted audiences could easily identify.
These included national and community notables and actual migrants who
presented their own experiences abroad. They were backed by minimal
contributions from political leaders, migration experts, government (immigration
and otherwise) officials.

USE BOTH MASS-MEDIA AND GRASS-ROOTS CHANNELS.
The research revealed that the potential migrant community was extremely
diverse: professionals, low-income, unemployed, college graduates, university
and high-school students, self-employed, professionally mobile. It was obvious
that no single medium would reach all audiences. Consequently, programme
messages were sent through several complementary channels, even if some
reached only niche audiences. IOM opted for a combination of main media -
radio, print and punctual activities on television - supported by intensive
grassroots dissemination and networking.
Dissemination channels were chosen in such a way so as to ensure that the
information reached the migrants in their daily environment (home, workplace)
or in places of high visibility and access without migrants having to go to
considerable effort to procure it.
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BUILD BROAD, HIGH-LEVEL SUPPORT FOR THE PROJECT FROM THE START.
Information projects can have certain controversial sides. Targeted individuals,
policy-makers, community notables, national and international NGOs, key
multipliers and other factors influencing public opinion might fear that such
programmes would be disguised attempts to manipulate people through the
use of propaganda. In order to build support for the project it was therefore
important to identify and work with both supporters and opponents of such
programmes.
Programme managers briefed policy-makers, foreign representatives and the
NGO community through informational meetings, video screenings and press
conferences in order to ensure their support for the programme from the outset.

[……]
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PART II: RESULTS AND LESSONS

“Before I began listening to your radio programme, I
had a lot of dreams about the West. I wanted to move
there permanently. Now, I realise the West is not the
open-door paradise that I imagined. It was a painful
discovery. But I can see clearly now. One day, I may
thank you for that.”

(Excerpt from a letter sent in by a listener to “Migration
Today”, IOM’s twice-weekly radio programme on Romanian
national radio.)
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RESULTS

In order to assess the impact of its information efforts, programme staff
constantly monitored and analysed a number of quantitative and qualitative
indicators.
On the quantitative side were statistics and figures on migration dynamics such
as the number of Romanians or Albanian taking up legal residence in other
countries; the number of Romanian asylum-seekers in Western countries; the
number of visas, both immigration and non-immigration  issued by embassies
of main immigration countries, the number of apprehensions of irregular
Albanian and Romanian migrants, etc.
On the qualitative side were testimonies obtained in focus group discussions
and through daily contacts with migrants; in-depth interviews with actual and
potential migrants; mini-surveys and content analysis of incoming mail.
The quantitative data helped define the overall picture of migratory trends while
qualitative data provided insight into migrant perceptions and mentality. Pooled
together, all this data shows quite convincingly that the departure fever has
cooled off.
More concretely, the information programmes produced the following results:

I. FEWER OUTGOING MIGRANTS
Two of the most relevant indicators of migration trends were the number of
asylum seekers world-wide and the number of legal departures from the two
countries. Chart 1 shows that, in the case of Romania, compared to the relative
‘calm’ of the Communist period, there was a considerable increase in the
number of asylum seekers in 1990 followed by a peak in 1992 when a record
number of more than 116,000 Romanian asylum seekers were registered
world-wide. Three years later, in 1995 the number of asylum seekers dropped
considerably and asylum seeking reverted to pre-1990 levels.

[…….]

1I. HIGHER AWARENESS
IOM’s information programmes have raised the awareness of potential migrants
and of the general public to the realities of migration and life in the West.
Through its surveys, focus group discussions and daily contacts with potential
migrants, IOM could ascertain that potential migrants in Romania and Albania
no longer see migration as a necessarily easy way out of the present hardship.

[……….]
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THE LESSONS

IPR has been an invaluable learning exercise. Although it is difficult to
concentrate more than four years of activity in Romania in a few lines, the
following paragraphs will provide some insight into IOM’s experiences in
Romania, its achievements, its frustrations, the day-to-day difficulties inherent
to all communication work and its thoughts for the future.

THE NEED FOR INFORMATION WAS HUGE
The amount of migration-related information requested by Romanians has been
immense and testifies to the timeliness of the programme. The interest of
Romanians in the practicalities of emigration proved to be insatiable. Whether it
was video, audio or print materials, or whether information was transmitted
using personal contact, the demands on IOM have been tremendous.
In the first few months of the programme, the IOM office in Bucharest was
literally under siege by migrants and has seen throughout the programme a
strong demand. Information requested and supplied included that on migration
legislation, relevant policies and procedures of western countries, visa
procedures, family reunion, work abroad, asylum, irregular departures and
medical treatment, western consumer prices, average salaries, inheritance and
divorce law.

MIGRANTS LISTENED
It is commonly believed that audiences listen only to what they are prepared to
hear, that is, news regarded as ‘positive’. However, over the course of several
years of campaigning, IOM has discovered that migrants listen to professional
advice even if the message is perceived as essentially negative or dissuasive. If
the information is considered objective and balanced, if it is factual and reveals
aspects directly relevant to migrants, the message sinks in. The fact that the
messenger was a neutral and authoritative international organization was also
key.
It is also commonly held that the decision to migrate is often nothing more than
a ‘gut reaction’ and not a careful weighting of alternatives. IOM’s experience
tends to show that if information is provided to migrants in the right format and
through the right channel potential migrants will make good use of it.

DIALOGUE GOT THE MESSAGE THROUGH
IOM has constantly pursued an open-door information policy. Migrants were
encouraged to come forward with their own questions and concerns. The
accent fell not so much on offering prepared answers but on listening and
answering specific needs.  Migrants may not be well informed as regards
migration legislation and visa procedures but they know very well what they
want in terms of information. By letting migrants input on the content and the
format of the information to be supplied, IOM was able to meet actual demand
and also get its own messages across. Getting migrants on board and helping
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them make their own decisions is a more efficient way of influencing
perceptions and mentalities than ‘paternal’ advice.

BALANCED MESSAGES WERE MORE PERSUASIVE.
IPR found out that the most important thing to its audiences was not whether
the message was a positive or a negative one; It was its perceived neutral,
unbiased character.
If the information did not try to minimise the already obvious benefits of
migration but placed them in a wider context together with the risks and
disadvantages, it was perceived as credible and had a far better impact on
audiences than purely negative messages.
While some Romanians’ migration plans concentrated on the very immediate
future, most took a more long term approach, especially those that had families
and were considering emigrating together or bringing them out at a later stage.
IPR has found out that the majority of those considering emigration made plans
and used as much information as possible about their future. Contrary to
conventional wisdom, most migrants do not like to move on a hope and a
prayer. If there is information made available to them they tend to use it.
Two messages that worked particularly well were: “Migration is not a quick fix to
immediate economic hardship”, and “To succeed you must bring along the
adequate ‘baggage’: qualifications, language and professional skills and
minimum means of support.”
By not closing the door in the face of prospective migrants and placing the ball
in the migrants’ court by saying, “Yes, emigration is possible if you do this or
have these skills”, such messages could defuse some of the urgency of
migration and turn constraints into a more distant achievement but nevertheless
within the reach of the migrants.

GRASSROOTS ACTIVITIES BUILT TRUST AND CREDIBILITY
Migrants were very appreciative of direct contact and seeing that migration
experts take time to listen to their problems and answer their questions in
simple everyday language. The one-on-one, down-to-brass-tacks counselling
that IOM offered was highly appreciated. It was particularly flattering to see
migrants ask frank questions about irregular migration and black market work.
Many admitted that they came to IOM precisely because embassies were not to
be trusted with such requests. It was a very heartening sign of trust.
Although limited in terms of the audience it could reach, such contacts had
extremely good impact.

CONTINUITY OF EFFORT WAS ESSENTIAL
An information campaign is not so much about supplying the ‘right’ information
but about supplying it on a repeated basis. Repetition was, in many ways, more
important than diversity of content. Any message, if repeated long enough,
ends by sinking in.
On the other hand, responsible migration decisions are not taken overnight.
Information must be given time to work as it cannot act like a bolt of revelation.
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Just telling ‘the truth’ may not be enough. Migrants may not yet be ready for the
truth or may simply find it unpalatable. The truth has to be broken to them
gradually and repeatedly. In a sense, IPR was about more than just information.
It was also about education. Having the time to carry it out has proved crucial to
the success of the programme.

[………]

A FEW THOUGHTS FOR FUTURE INFORMATION PROGRAMMES

As it turns the page on the Information Programme for Romania, IOM draws
upon the experience of its over four years of activity to distil principles and
guidelines for future information programmes elsewhere. Such principles
include:

TRY TO MANAGE AND REDIRECT MIGRATION, DON’T TRY TO TERMINATE IT
Information programmes should not be regarded as a miracle solution to
migration problems. Their objective is not to terminate migration, a highly
unrealistic objective for any activity, be it law enforcement, economic
development or aid. Rather, their short-term aim is to redirect irregular outflows
to regular channels.
[……….]

INFORMATION CAMPAIGNS: PART OF A BIGGER ‘SOLUTION’
Information campaigns can increase their efficiency if they are part of a bigger
‘package’ of activities that address the complex issue of out-going migration.
When they are implemented as stand-alone programmes, without the support
of other more ‘migrant-friendly’ activities, information programmes tend to look
as too small a tool for the job. Return programmes, training and exchange
schemes, targeted development programmes and most important, legal
migration possibilities should be part of such a package.

[………]

MIGRANTS’ PERCEPTIONS AND EXPECTATIONS: THE BASIS OF EFFECTIVE
COMMUNICATION.
Information dissemination will only be effective if it is rooted in reality. For
example, negative information about the sanctions against undocumented
asylum seekers will only be effective if it matches the personal experience of
migrants, potential migrants and their close friends or relatives; equally, positive
information about the possibilities opening up at home as a result of foreign aid,
trade investment or training schemes will only work if these are substantiated in
reality.
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[……]

A FINAL WORD

IOM was entrusted with a straightforward task: to disseminate clear and
credible information about migration opportunities and to dispel myths about
conditions in many receiving countries among people emerging from a long and
brutal tyranny. Devising a methodology and implementing it at a time when
Europe was and still is witnessing the largest movement of people since the
Second World War has required imagination and energy.
It has also required a steady hand to steer between dreams and waking up.
Communication is never a simple task and it is even less so when a revolution
in mind set has to accompany the oft-quoted political and economic upheavals
of the post-communist era in Europe. This has been a very challenging
assignment.
IOM was present in Romania and in Albania. It has learned to listen and to
inform, and it has spurred dialogue. Its messages have trickled down to
ordinary men and women who seek answers either to simple questions or
confused feelings. Whatever the request, an honest attempt has always been
made to provide a satisfactory response.
As a result of these efforts, common perceptions and images about migration
have changed and become more realistic. No doubt, the difficult transition
period that both countries are going through means that economic hardship will
still be a part of the everyday life of many Albanians and Romanians. Some of
which will still be looking beyond national frontiers for a solution to their
problems.
No information programme can improve the day-to-day life of its addresses; nor
create wealth overnight. But, as both Information Programmes have shown,
they can offer choice where there was none to be had and lay the basis for
informed, responsible decisions on the part of migrants. It is no small
achievement.
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Annex 7b put together some samples of technical documentation provided on a specific basis by the
Public Information Campaigns Service. Many of these documents have been used also during the period

preceding the creation of the specific service.

RESEARCH METHODOLOGY

This is a brief overview of the suggested methodology to be applied during the research stage of the
Information Programme for Morocco (IPP). It provides details on the nature of the information to be obtained;
the suggested means of obtaining it; the ways to process and distribute it and on a possible division of labour
between field and HQ.

What information are we looking for?

Basically, the information needed in order to carry out a migrant information programme falls into two broad
categories:

•  Psycographics:

- who the potential and actual migrants are; and
- what they think;

•  Rates and data:

- rates charged by the media outlet(s) that will be used throughout the
   campaign  for air time and production; and
- media profile: who the audience of the station is, its location and size.

Psycographics
Psycographics should specify the following in relation to our intended audience:

- geographical position (regions/areas where most migrants come from);
- age group;
- education level;
- social and cultural background;
- reasons for wanting to migrate/work abroad;
- disincentives to migration/work abroad
- expectations as to working abroad;
- information levels;
- sources of information,
- credibility of information sources.

Rates and data
Information on rates and data should specify:

- what particular radio station(s) have an audience that is closer to our
   intended audience or is most likely to include it;
- which is the particular format of the radio programme that will
   ensure the most impact to our messages and who will produce and
   anchor it;
-  what are the prices per minute of air time charged by these stations.

Where do we find the information?

In an ideal world, the information should be out there waiting for us to put it together and analyse. More
realistically, the information already available on overseas employment/migration dynamics and mentalities is
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likely to be scarce or divided between numerous sources. It is also quite likely that some information we would
have to find ourselves.

That is why I see this information gathering process as a two-tier effort:

a)  On the one hand, we should gather any information already available from various sources. Such sources
would include:

- National authorities ( Interior, Labour, Immigration);
- National statistics institutes;
- NGOS that deal with the issue;
- Academics;
- Migration experts;
- Journalists and media people in general;
- Migrants, either potential or actual.

The more information we can get from these other sources, the smaller our effort will need to be. And the
rounder our point of view.

b) On the other hand, we would need to find some information ourselves. This should be both quantitative
(surveys) and qualitative (focus groups and personal interviews).

Mini-Surveys
Sample location.
Usually, the sample is designed so as to reflect the structure of the entire population: there will be a
certain percentage of blue-collar, a certain percentage of white-collar, another of rural, of academics,
of high school graduates, students and so on. I suggest that, from the very beginning we conduct our
survey in those areas/region are known to have high numbers of potential overseas workers/migrants.
In other words, instead of finding the psycographics of the entire Filipino population we only go after
the potential overseas worker/ migrant community.

Sample size
 The standard sample is of 1,000 persons, representative of the entire population. That may be too time

consuming and too expensive for our research budget: $5,000 for two such surveys (one at the onset
of the programme and the other in its final stages), data processing included. That is why, in our
project proposal, we have budgeted only two mini-surveys on a sample of 200 subjects. Of course if
we can do more for $1,500 per survey, then all the better.

Polling
 Polling happens as follows. We prepare a simple, concise and anonymous questionnaire with 20-30

questions tailored to our purposes (see attached). A number of pollsters is hired locally. Four or five
(usually students looking for extra cash is what we’ve usually employed on similar exercises for a
daily rate of $100 - field should check local prices) should be enough to interview 200 subjects,
between them, in one day. In a one-hour meeting, they are provided with basic training on the overall
purpose of the survey and basic polling techniques. Each is given 40-50 questionnaires and sent to do
the interviews in areas/regions previously identified as having high numbers of potential migrants.

Focus groups, interviews
Surveys offer only rough, numbers-oriented information. In themselves, they will not provide us with
a clear picture of what we need to find out. It is necessary to complement survey data with further,
qualitative information - especially on migrant attitude and mentality - obtained from individual
interviews and focus groups.

Focus groups
Focus groups are discussions lasting two hours with ten to twenty individuals considered potential
migrants and conducted by a trained moderator. Besides offering insights into migrant attitudes and
expectations, they are extremely good vehicles for testing campaign messages (overseas employment
is risky; there are health risks - AIDS - attached to irregular migration; there are legal migration
channels; find out more about regular migration possibilities etc.).
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There are a number of international entities that do focus groups for a price, usually $2,000 per group
of 20-25 persons, others even lower. We haven’t budgeted any expenses for this, but this is the sort of
job that we can ‘farm out’ to our project partners. POEA seems well suited to carry out this task,
considering its daily contacts with overseas workers. It shouldn’t be too difficult for them to get
together one or two groups of potential overseas workers and talk to them in an informal setting.

Individual interviews
Always a good alternative to focus groups and an important source of information as many migrants,
feeling more comfortable with a more relaxed, one-on-one format provide information more easily.
They are also easier to arrange as they can be carried out anywhere. They don’t have to be too many,
10 interviews could provide a gold mine of insights.

I can not stress enough the importance of qualitative information. While quantitative data provides us
with ‘visible’, apparently more scientific evidence, it is nine times out of ten the qualitative data that
provides the basis for communication work.

Both quantitative and qualitative research should be carried out at the onset of the programme and on
programme completion, as much as possible on the same samples or with the same individuals so that
we can accurately monitor changes in perception and programme impact.

How do we process it?

Data entry
 When all the questionnaires are returned, the data is entered locally in a data base prepared for the

purpose. Data input should and can be done by one or two locally hired typist in one or two days. For
two hundred questionnaires you can hire a local person with moderate typing skills to input the results
in a data base in two days. Once the data is inside, you can send me a copy of it and I will query and
analyse it here at HQ.

Report writing
Once analysed, the survey data will be polled together with the information from the other sources that
is gathered locally into a research report, at HQ. We have experimented with local printing before but
the quality and the terms of delivery were far from satisfactory and ultimately more expensive than
printing in Switzerland or, even better, in France. We have control over the process and we can give
the report the institutional image that similar efforts elsewhere have (the MIP reports). This report
would then form the basis for the implementation stage of the programme and would also be shared
with donors and other interested parties.

Who does what?

So that we can be more efficient in our efforts, I suggest that from an early stage we assign specific tasks and
responsibilities throughout the research stage. Of course this is just a list of suggestions so feel free to make
yours if you consider necessary.

Questionnaire
Attached you will find a questionnaire based on the ones IOM has used for similar projects elsewhere.
Please adapt and add any questions/components that you feel may help us with our research. Once we
agree on a final version, we will do some basic layout work on it here in Geneva to put it in a user-
friendly format. Then we’ll email it to you so that you can print out the number of copies necessary
and distribute it to the pollsters.

Polling
All tasks related to polling (pollster recruitment and training, interviewing) should be carried out by
IOM Manila.
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Data base
Structure
As soon as we agree on a final version of the questionnaire I will design a data base that will be used
to input the data.

Data Input
Data input should be carried out by locally-hired typists. It is both faster and less expensive than in Geneva.

Further research
Collecting information from other sources, interviewing migrants, journalists, experts, government
officials should be carried out by IOM Manila.

Analysis and report drafting
Once the data is punched in locally, it will be processed and analysed at HQ. Together with other
information you will gather and make available to me from other sources I will draft a final research
report which we will print at this end. Copies will be sent to IOM Manila and a small number kept
here for distribution to interested parties.

Further contacts/discussions
Once you will have identified the specific radio station(s) we will be working with, if necessary, I can come
over to Manila for technical discussions on programme structure and production.

I hope all this provides you with a general framework for the research stage and I look forward to your
comments. Please feel free to modify as you see necessary from the front line.

With best regards,

Laurentiu CIOBANICA

24 September 1996.
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INTERNATIONAL ORGANIZATION FOR MIGRATION (IOM)

Information
Programme for

Morocco
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TERMS OF REFERENCETERMS OF REFERENCETERMS OF REFERENCETERMS OF REFERENCE
PROGRAMME COORDINATORPROGRAMME COORDINATORPROGRAMME COORDINATORPROGRAMME COORDINATOR

(Morocco)(Morocco)(Morocco)(Morocco)

General Duties

1. Represent the overall interests of IOM in Morocco and act as the official representative of IOM in all matters related to
global IOM activity and the specific activities of the Information Programme for Morocco (IPM).

2. Under the overall guidance and with the support of the Mass Information Campaign Coordinator at HQ, the incumbent
will have overall responsibility for the efficient implementation of all activities carried out in Morocco within the
framework of the Information Programme for Morocco (IPM).

3. The incumbent will be the highest administrative and managerial authority of the programme in Morocco and its chief
spokesperson.

4. The incumbent will be responsible for all relations with relevant Moroccan authorities, bodies and institutions on issues
pertaining to the information programme.

Specific duties

1. Identify potential implementation partners from relevant Moroccan Government bodies that can assist with the
dissemination effort. Jointly define specific tasks and areas of assistance. Prepare memoranda of understanding that
would form the basis of IOM collaboration with Moroccan bodies. Monitor timely execution and quality of delivered
services. If necessary, and within the allocated financial resources, identify other dissemination partners, besides those
listed in the project document, that can enhance the outreach of the programme’s messages.

2. Identify relevant sources of information in Morocco for the programme’s research stage. Set up regular data-gathering
mechanisms that would assist the initial research stage and, over the longer term, help monitor the impact of the
programme’s activities. Provide collected information on a timely basis to the Programme Coordinator in Spain and to
relevant parties at IOM HQ.

3. Identify relevant production entities and media and in Morocco that would produce information materials and
disseminate the required information to target audiences in Morocco. Under the guidance of IOM’s Mass Information
Campaign Coordinator select the media best suited to the profile of the target audience(s), have the best impact and are
the most cost-efficient. Commission work to media production and dissemination entities within the allocated budget.
Monitor quality of end product and timely delivery of all information materials.

4. Monitor the activities of the programme in Morocco Spain and ensure compliance with the overall communication
strategy of the programme and the deadlines set down in the approved plan of action.

5. Exchange information on a permanent basis with the Programme’s Coordinator in Spain on the progress of the
programme. Assist the latter in all areas related to programme implementation.

6. Hire adequately skilled information assistant to carry out current information gathering and production tasks as
specified by the approved terms of reference. Monitor, coordinate and evaluate the work of the information programme
assistant.

7. Prepare regular (monthly) reports on programme’s progress for coordination with programme coordinator relevant
departments at HQ and shared with donors and implementation partners.

8. Act as the programme’s chief spokesperson in Morocco. Inform about and promote the activities and overall purpose of
the programme with relevant Moroccan government bodies, NGOs and major media.

9. Such other duties as may be assigned.

Qualifications

University degree, preferably one in the following fields: political and social sciences, history, law management,
international relations communications. Substantial working experience in communications and public information work;
proven cross-cultural management and communications skills. Ability to prepare clear and concise reports: ability to
supervise staff and to coordinate administrative activities. A minimum of two years experience in the region. Extensive
knowledge of Moroccan media and Moroccan Government bodies.
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MIGRANT INFORMATION CAMPAIGNS

Info Sheet

BACKGROUND

Worldwide, governments are faced with unprecedented numbers of people moving across their borders in search of asylum,
work and a new life. Many of these people, potential migrants, have distorted perceptions and are unaware of the legal,
practical, social and economic difficulties involved in spontaneous and disorderly migration. Few have realistic information
about the conditions that await them in their intended country of destination or the policies that affect them.

Their ignorance is put to profit by a growing number of individuals or criminal groups that have turned irregular migration
into a very profitable business. Furthermore, it is evident that irregular flows adversely affect legitimate migration processes
and perpetuate a cycle of irregular movements. Irregular migration also undermines fair labour practices in receiving
countries.

Information plays a crucial role in the decisions of an individual to migrate, in particular when irregular, and often
hazardous departure to developed countries is perceived as an easy solution to different economic and social problems.

In order to deal with spontaneous, irregular movements of people, IOM has designed and implemented comprehensive and
credible information programmes.

An IOM information campaign is a set of communications activities whose aim is to provide potential migrants with
accurate and reliable information on the legal possibilities for migration, living conditions in western countries and the risks
and consequences of irregular migration. Information campaigns can also target employers who hire irregular migrants in
receiving countries.

When properly targeted, information serves as the basis for realistic and responsible decisions. In the case of migration it
can effectively influence spontaneous flows and irregular departures. Better information leads to better migrant
management.

Information programmes can, of course, be stand-alone activities or one component of an overall strategy for effective
management. Such an overall strategy could include other IOM services such as voluntary return, training and reintegration
programmes for unsuccessful asylum seekers or be integrated with other initiatives from concerned governments such as
fast track procedures, readmission agreements, development and technical co-operation, possibility for orderly (temporary)
migration, targeted aid projects, trade and investment flows.

OBJECTIVES

•  To dissuade disorderly migration through realistic depiction of life abroad, particularly conditions faced by irregular
migrants.

•  To warn traffickers of the consequences of illegal trafficking and hiring practices.

•  To warn employers of their consequences when they hire irregular migrants.

•  To point out the legal possibilities for migration.

•  To raise general awareness of migration legislation and immigration procedures.
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PROPOSED ACTIVITIES

In order to reach its diverse audience, IOM proposes a variety of campaign options using  national and international mass
media as well as grassroots, direct contact campaigns.

A. MASS MEDIA
TELEVISION
•  TV documentaries on migration produced by foreign televisions or as IOM-sponsored productions presenting

the plight of the migrant. These are broadcast on national television channels.

•  Weekly or monthly TV magazines aired in prime time offering positive news about a specific country,
attempting to alter the mistaken perception that only emigration can lead to better living conditions. Such
magazines combine positive messages about increasing possibilities back home with negative messages on
irregular migration. These TV magazines can contain segments on how to start private businesses, how to
manage personal money, how to benefit from constructive government initiatives and programmes set up by
international organizations; a migration corner on orderly migration possibilities, etc.

•  Televised debates with panels comprising foreign embassy representatives, migration experts, IOM officials
and potential migrants; interviews with IOM officials and articles in the printed press; participation of local
IOM officials in round table/seminars on migration help to clarify migration issues from several different
standpoints.

•  TV public service announcement spots in high rotation campaigns depicting consequences of irregular
migration are a persuasive tool for influencing migration decisions. Such 15-30 second spots will be aired on
stations in a two-stage, high-rotation, prime-time campaign.

RADIO
•  Weekly or monthly radio programmes can be formatted as write-in or phone-in programmes during which

listeners seek concrete, simple answers. Radio programmes of this type offer the advantage of good impact,
low visibility, flexibility as to subject matter and length and a more personalised contact.

•  Feature radio interviews with migration officials and experts, foreign representatives, returnees and migrants
in which they relate their personal experiences and give practical advice on the situation abroad facing
potential migrants and, over time, on opportunities at home can be distributed as audio news releases
worldwide to local, national or short-wave stations.

•  Radio public service announcement spots in high rotation campaigns. These 15-30 second audio spots
contain short, clear messages on the consequences of irregular migration.

PRINT
In simple, easy to understand language, printed materials describe the realities of migration and the
consequences of irregular departures. Issues of major migrant and public interest, presented on a country-by-
country basis can include sections on family reunification, legal employment, study abroad, etc.

•  Migration magazines filled with migration-relevant information and sold at newsstands are a very effective
and convincing tool. They contain articles cover on many aspects of a migration decision: how to, whether to,
where to get information, traps, dangers, etc. The variety of topics makes a magazine appealing to a wide
audience. Selling it at newsstands gives it greater value and ensures its wide exposure.

 

 

•  Brochures, handbooks and fact sheets dealing with the same topics but in a more specific manner can be
distributed through the IOM office, local NGOs, consulates, schools or inserted into local newspapers.
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POSTERS
•  Posters or billboards with simple, high-impact messages showing the consequences of irregular migration,

placed in public places frequented by potential migrants, bring the message to the streets. They can also give the
local IOM office as the point of contact for anyone seeking further information and counselling.

B. DIRECT CONTACTS
SEMINAR TOUR
A grassroots approach consists of a “Migration Questions & Answers” seminar tour of major cities accompanied by
a “Migration Questions and Answers” workbook/booklet.

•  These two-hour seminars are designed to bring the “message” to the people; to provide the population with
concrete, legal information and to do so, in person, in their place of residence. These IOM seminars are
organised in consultation with national authorities. They are conducted by an IOM official. They can be
supported by audio visual aids. At the end of each seminar, attendees receive the “Migration Questions and
Answers Booklet” to reinforce the seminar’s message.

NETWORKING

Local NGOs, human rights groups, national and international volunteers, journalists, lawyers, elected officials,
trade union leaders, academics, other opinion makers and community notables  can complement and amplify
programme messages and add further credibility and local perspective to programme messages.

•  Key multipliers () can be briefed during seminars or round tables thus creating a corps of influential people
knowledgeable about the realities of migration. IOM can sponsor trips abroad by national journalists who
subsequently inform the general public back home on the realities of life as an immigrant, regular and
irregular.

•  Counselling the potential migrant community  through existing IOM offices, in respective countries, helps
answer specific questions in a face-to-face locale.

STEPS TO A CAMPAIGN

In order to devise an efficient information programme, IOM proposes the following methodology:

Step 1: Contacts with representatives of concerned governments and IOM officials to assess the nature of the
migration problem. Concurrently, modalities for collaboration should be established. Contacts are carried out by
IOM representatives both by headquarters and mission staff.

Step 2: Time-effective research is a necessary tool in the development of an information strategy. It serves to
establish migrant profiles, i.e. who plans to leave and why they want to.  A successful campaign is founded on
the motives and expectations of those most likely to leave. And then a local media assessment is essential to
determine which media and what message can be produced most cost-effectively.

a) Migrant profiles
Potential migrants’ motives need to be ascertained. Research must also determine which sectors of the
population wants to emigrate, the reasons they cite, the destinations they choose and the credibility of their
information sources.

Research is carried out  on a small scale or a larger one, depending on existing data, reliable information
and resources through nation-wide surveys, on the large side, or using focus groups, on the small one.
These focus groups are discussions lasting two hours with ten to twenty individuals considered potential
migrants. This research process should be repeated one year after programme in order to evaluate impact,
programme efficiency and allow for necessary corrections and fine tuning; also, at the end of the
programme, for programmes exceeding one year.
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b) Media assessment
The purpose of this preliminary activity is to determine those channels best suited for the dissemination of
specific programme messages (radio, television, debates, poster campaign, seminar tours, etc.) within a
specific budget. Local prices are assessed so as to ensure the cost-effectiveness of the programme.

Step 3: Campaign design. Design of information campaign materials is executed by MIC staff in co-ordination
with all interested parties (IOM Sub-regional Offices), field missions, government authorities).

Step 4: Project implementation. Information campaign implementation varies from project to project. In some
cases much of the co-ordination is done from HQ. In other cases an information project manager is assigned to
the field for project supervision. For smaller projects, the IOM chief of mission is called upon to direct all
implementation.

Regardless, every stage of an information programme is executed in close co-ordination with the relevant
authorities of host and receiving country(ies).

Step 5: Final evaluation.  An end of programme evaluation is carried out to assess the efficiency of the
programme. A final report is presented to donors.

Finally, the dissemination of realistic and reliable information is desirable even after programme termination.
Therefore, the final evaluation proposes ways in which the information dissemination efforts can be continued
using national governmental or non-governmental bodies, human right groups and organizations as
dissemination channels thus continuing IOM’s efforts after the programme’s official closing.

STAFF

IOM’s capacity to design and implement efficient, cost-effective information programmes rests on the capacity
and tested experience of its staff.

IOM’s External Relations and Information (ERI) staff is a team of dedicated communications, design and
migration professionals that will help you design the information products and the information campaign best
suited to your particular needs. They deal with all matters relating to the technical side of the programme, namely
the production and/or supply of information materials and the definition of an overall communication strategy.
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INFORMATION PROGRAMME FOR CENTRAL AMERICA

TERMS OF REFERENCE FOR PROGRAMME STAFF

Staff required for programme implementation:

CENTRAL AMERICA

1. PROJECT OFFICER
International, Sandra Acuña (?)
Summary terms of reference:

1. Co-ordinating the implementation of IOM information activities in the region’s countries and acting as liaison officer
with the programme co-ordinator.

2. Identifying national and international implementation partners (immigration authorities, migration research and
monitoring bodies, NGOs, interest groups dealing with migrants, national and international media) in order to jointly
carry out planned activities.

3. Direct participation in programme activities - debates, seminars, workshops, conferences, radio and television
programmes - in order to disseminate programme messages and information to target audiences.

4. On-going monitoring and assessment of programme activities; making recommendations for the improvement or further
development of the programmes.

5. Regular liaison with national and international media with a view to explain and promote programme activities, IOM’s
mandate and preoccupations.

Estimated projectized costs:         Minimum 50% of annual salary

2. REGIONAL REPRESENTATIVE, CHIEFS OF MISSION, IN CHARGE OF IOM  MISSIONS IN THE
REGION:)
Internationals and locally-hired (?) in all (seven) IOM mission in the region

Summary terms of reference:

1. Maintaining and developing liaison with governmental authorities, international organizations, non-governmental
bodies, other national entities with respect to IOM information activities in the region.

2. Appraising appropriate governmental contacts for IOM activities in the region in order to ensure understanding of
programme objectives and secure support for programme implementation.

3. Regularly advise and report on government priorities in the field of migration, national  policies affecting the activities
of IOM and specific request from governments regarding information dissemination activities; preparing proposals for
appropriate action.

Estimated projectized costs:  To be determined, on a case-by case basis, by RLA

3. INFORMATION/ADMINISTRATIVE ASSISTANT
Two locally-hired staff in countries with highest volume of trafficked migrants.

Summary terms of reference:

1. Under the co-ordination of the project manager, produce information materials and reports as required by programme
activities.

2. Ensure dissemination of programme materials to target audiences.
3. Assist in translation of information materials from English (and French) into Spanish.
4. Carry out regular data processing assignments: create, manage and update data bases with information on trafficked

migrant profile, and information requests.
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5. Carry out all current administrative tasks related to information dissemination activities.   

Estimated projectized costs:  100% of annual salary: app $10,000 X 2 = $20,000

4. SECRETARIAL SUPPORT
Locally-hired by IOM field missions in the region
Summary terms of reference:

1. Secretarial and administrative duties as required by programme activities;
2. Routine correspondence, meeting arrangements and office routine duties.
3. Preparation of programme reports, research and information materials and other duties as may be assigned.

Estimated projectized costs:          15- 20% of annual salary: $ 1,500

GENEVA

1. PROGRAMME CO-ORDINATOR
International, Laurentiu CIOBANICA
Summary terms of reference:

1. In co-operation with IOM’s senior management, Regional Bureau for Central American and the Caribbean and other
relevant departments in IOM, devise overall programme strategy, define programme messages and implementation time
frame in accordance with IOM’s strategic goals, donor requests and programme objectives.

2. Planning, directing and supervising all information activities related to programme implementation.
3. Direct and supervise budgetary, financial and administrative activities pertaining to programme implementation;

exercising financial control over expenditures incurred.
4. Participate in Devise specific information products;
5. Liaise and report to national authorities on programme implementation and progress.
6. On-going monitoring and assessment of programme activities; making recommendations for the improvement or further

development of the programme.
7. Produce regular programme evaluation and analysis reports to be submitted to interested governments.

Estimated projectized costs: 50% of annual salary - app. $55,000

2. COMMUNICATIONS SPECIALIST
International, Cemil ALYANAK
Summary terms of reference:

1. Assessment of all aspects of national media, local means of communications and costs in order to ensure an efficient
impact of programme messages.

2. Definition of a basic communications strategy in collaboration with the Programme Co-ordinator.
3. Identification of the most effective dissemination mechanisms and media in the region’s countries.
4. Supervision and execution of specific information products: TV and video material, radio programmes, print, etc.
5. Regular advice on all aspects regarding public relations, promotion of IOM institutional image and communication

related to information activities.

Estimated projectized costs: 20% of annual salary: app. $27,000
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Extracts of the US-EU Transatlantic Seminar To Prevent Trafficking in
Women, held in L’viv in July 1998

The extracts include donors’ main conclusions on the problem of trafficking and the use
of information campaigns, as well as the statement made by Elisa Tsakiri, Project

Coordinator of the IOM Information campaign in Ukraine.
-----------------------------------------------------------------------------------------------------------

Concluding Remarks (Summary)

Marguerite Rivera Houze
Deputy Assistant Secretary, Bureau of Population,
Refugees, and Migration, U.S. Department of State

1. The purpose of this U.S.-EU trafficking in women seminar

- The information campaigns are complex and multi-partner undertakings.   The
seminar is successful in that it has brought everyone together.  As the info campaign
and the seminar demonstrate, the need is there, and the will is there.

- It is important to build the capacity of the NGOs as well as to strengthen the
government institutions in dealing with the problem of trafficking in women.

- Information campaign is but one approach to trafficking in women.  We must also
pay attention to the root causes of the problem.  We have to be able to provide
economic alternatives to those women affected.  However, economic development is
an issue larger than what we can tackle in this room.

- Information campaigns help improve the status of trafficked women, change
perception/awareness of the violence/exploitation they suffer.  It helps strengthen the
link between local and federal officials in law enforcement.  There is a great need to
extend information campaigns to local, grass-root level.

- I listened carefully to the comments by the Ukrainian officials in this seminar, and
have been impressed by the attention the GOU paid to this issue, and their
understanding of the issue.

- We would like to replicate this joint U.S.-EU effort in other areas.  To certain extent
we can replicate the methodology used in these campaigns, but each new campaign
should be tailored to local conditions.  But important thing is that we now have the
basic blueprint, and we have very clear direction of what works and what not.

- The USG has been using its own embassies to widely disseminate information.  There
is also recognition that this is something they would be interested in supporting.

- Most significant is perhaps the role of NGOs in bridging and strengthening the links
between protection and enforcement elements.

2. What does it mean for the New Transatlantic Agenda (NTA)
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- The transatlantic migration dialogue is one aspect of our cooperation and partnership
with the EU.  We have come a long way to make that dialogue mature, substantive,
and operational, and this merits future attention.

- We see that instead of a single, joint campaign which requires significant
coordination, the parallel approach works well.

- I’m impressed by the interventions of the participants to the seminar.
- We’re pleased with the results of the project.
- We are equally pleased with the direction of the U.S. dialogue with the EU.

Concluding Remarks

Pernilla Bengtsson
Member of the Cabinet of Commissioner Anita Gradin

I first would like to say how happy I am to have been able to participate in this important
seminar.  It has been both informative and inspiring. The knowledge on trafficking in
women gathered and shared over these few days will be most valuable for our future
work. To listen to your contributions and the presentation of the first results of the
campaigns has also been very encouraging. We have actually been able to talk about
what we have done, and not only, as is often the case, what we shall do. It is therefore a
very positive message that I will be able to take back to Mrs. Gradin.

I know that behind these achievements there are enormous individual efforts, both in
carrying out the campaigns, as well as in organising this seminar. I would therefore like
to take the opportunity to thank and congratulate all for your work and the results that
you have been able to achieve. I would especially like to thank La Strada and IOM for
their impressive results over these three months.

Let me now turn to the campaigns. As many of us have pointed out, it is difficult already
at this stage to evaluate the real impact of the campaigns – how many girls we have
actually prevented from becoming victims of trafficking.

However, there are some first results and conclusions which have been identified and
which will be most useful to build on for the future.

The most important result is of course that we have been able to achieve our basic aim,
i.e. awareness raising. Both among the general public, as well as among the identified
target groups. Interviews made before and after the campaigns have shown that the girls
targeted were more aware afterwards of the risks involved in accepting a job abroad.
Attitudes seem to have changed. It is however still too early to see if behaviours have
also changed.
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Another important result of these campaigns is the many trigger effects they have had
within the countries concerned. Examples of this are new legislative proposals to make it
easier to prosecute people involved in trafficking. We have also seen examples of the
creation of permanent structures within the national administrations as well as within the
police in order to work on these issues. Trafficking in women is starting to get the same
attention as the trafficking in drugs. These are important and lasting results of the
information campaigns.

We have also gained increased knowledge, both about the risk groups and about the
traffickers and their methods. Much of this information can be used when organising
future information campaigns. However, as many have underlined, in order to be
efficient, the specific outline and content of the campaign has to be country specific.

These are important first results of our campaigns. I also believe that we can already draw
some general conclusions concerning the working methods that will be useful for the
future.

Media actions have proven to be most efficient when it comes to increasing the general
awareness among the public, as well as within the target groups. We have seen that the
short prevention films produced, which give examples of real cases, have had an
important impact. Information given in schools have also been most useful, especially
since the highest risk group are girls between 15-19 years old.

However, we have also learned that in order for an information campaign to have a
deeper and lasting effect, it is essential to also involve local NGOs and the national
authorities. The information campaigns have to be carried out in partnership with all
relevant actors. We have seen good examples of this during these campaigns.

We know that local NGOs are irreplaceable when it comes to making personal contact
with girls at risk, and to provide a first port of call for help. Their work needs to be
supported by all means.

We also saw that in order to get legitimacy, credibility and the necessary structures for
the campaign, co-operation and support from the national administrations is crucial. Such
involvement is of course also important in order to facilitate the co-ordination of the
various actions.

To conclude, let me turn to the future and where we go from here.

This evaluation meeting has shown that important results can be attained in preventing
trafficking through information campaigns. It has also once again shown the extent of the
problem of trafficking and therefore the great need to continue to support actions in this
field. I can assure you that we will continue to fight against trafficking in women and we
are, like the United States, determined to continue to support further information
campaigns in this field.
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However, the questions of which countries to be involved, as well as in what form and
together with which partners, still need to be discussed further, both within the EU, and
with our U.S. partners.

In the meantime, the EU will continue to support to NGOs working in this field, both
within and outside the EU. Mrs. Gradin will also present a new follow-up communication
on Trafficking in women this autumn.

We also know that the Presidency of the EU has put Trafficking in women high up on its
political agenda. A seminar on trafficking in women is already prepared for the 1-3
October in Vienna. This seminar will involve participants from both the EU and third
countries, national authorities, as well as NGOs.

Finally, on behalf of the European Commission I would like to express our satisfaction
with the co-operation with the United States within the Transatlantic Agenda. We have
come a long way since we started to discuss these issues in The Hague in April 1997.
This co-operation has proven to be especially important in exchanging information and
identifying best practices. I am also convinced it has helped to mutually strengthen the
impact of our individual efforts and to further promote the issue of trafficking in women
on the international arena.

To conclude I hope that we all leave this conference encouraged and strengthened in our
fight against trafficking in women. I at least, feel that I have gained both new energy and
new ideas that I will bring back to Brussels. I am convinced that the work we have
carried out here in Ukraine and in Poland will make a difference for the girls concerned.
However, in order to succeed we have to continue our common fight against this serious
violation of human rights which cannot be tolerated.

Evaluation of the Information Campaign in Ukraine

Elisa Tsakiri
Project Coordinator, IOM

Although the broad strokes of our evaluation efforts were outlined to you in yesterday’s
presentation I would like to elaborate on two particular aspects. One is that of the
methodology we have been using throughout this campaign. The other is the inherent
limitations of evaluation exercises in general and a suggestion for possibly surpassing
them.

First, the methodology. Our approach is an eclectic one combining time-tested, textbook
methods and constant adaptation to the realities on the ground. This combination has
enabled us to deal efficiently with the majority of our research undertakings. It has also



                                                              ANNEX 8

enabled us to put together and refine our institutional methodology over the course of the
years and several information campaigns throughout the world.

For IOM evaluation is an evolving, almost on-going endeavor and not an end-of-the-
project appendix. Information campaigns require at least two rounds of research: before
and after the dissemination. This is because, contrary to other type of programmes, in
information campaigns you always start from something, a zero level so to speak, against
which future variations need to be measured.

In fact, for certain programmes we have carried out as many as four rounds of full-scale
evaluation backed by constant monitoring of a number of indicators. This was the case of
the information programme IOM has implemented in Romania over the course of four
and a half years. These evaluations were not just an academic exercise imposed
arbitrarily at regular intervals. They were a necessity. Changes in information levels or
current mentalities can sometimes translate into actions. But all too often they are “silent”
changes that require digging to come to the surface.

We have found out that there is no miracle research mechanism that can single-handedly
handle answers to all evaluation questions. That is why we use a package of evaluation
techniques. The components of such a package may be more or less numerous, according
to the complexity and the implementation schedule of the programme, but they are
usually four in number:
•  Nation-wide surveys
•  Focus groups
•  Individual interviews with members of our target audiences
•  Input from experts, academia or statistical bodies.
Between themselves, these mechanisms provide the breadth and depth of information
necessary for a thorough evaluation.

We have also made it a matter of principle to work closely or altogether sub-contract
research work to several research partners. These are usually national research institutes
or research professionals for the nation wide surveys that require specialised knowledge
of sampling techniques and statistical analysis. Their excellent knowledge of grass-roots
reality, their connections and credibility with target audiences have, on the other hand
made NGOs ideally suited for focus group research and individual interviews. Finally, we
collect statistical data and other technical information from a number of government
bodies and agencies.

This was also the case in Ukraine where the nation-wide survey was commissioned to a
professional researcher that also acted as the coordinator of the entire research effort.
NGOs like La Strada and the NIS-US Consortium have carried out two rounds of focus
groups and mini-surveys but also provide us with excellent qualitative information that
was essential in shaping out our implementation strategy. We once again take this
opportunity to thank them for their invaluable contribution.
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Finally, to the extent available, information on migration dynamics and other statistical
data was kindly provided to us by a number of Ukrainian Government bodies and
ministries. While by no means perfect, this package ensures that the information at our
disposal has as few gaps as possible and provides a solid basis for action.

As was mentioned yesterday, we believe that our evaluation of the information campaign
carried out in Ukraine is not a final one. This is due to the relatively short implementation
period of the campaign but also due to certain inherent limitations of any evaluation
exercise.

On a strictly theoretical level almost anything can be measured. On a practical level this
is seldom the case. The reasons are time, money and the very nature of the information to
be obtained.

Most of the information disseminated through information campaigns is meant to change
prevalent or even deep-rooted convictions. This change may sometimes require
considerable periods of time that extend long before the end of a specific information
campaign. Naturally, we all want to see results as soon as possible. But it is worth
bearing in mind that these results may simply not be there at he end of the information
campaign. We have often found out that an evaluation carried out six or even twelve
months after the campaign had ended was a more reliable indicator of what had been
accomplished.

Money is an important constraint too. A mini-survey on a sample of two hundred persons
can sometimes give sufficient indication of how well an information campaign worked.
Yet although size is no indication of relaibility, it will certainly be less reliable that
nation-wide surveys carried out by several research teams working in parallel: or by a
detailed analysis of data from different sources. This is an exercise that comes at a cost.
And which raises an important question for donors and their implementing partners. They
need to decide to what extent money provided for research activities isn’t better spent on
dissemination.

The nature of the information to be obtained is a further complicating factor. This is
particularly true in the case of migration intentions which audiences old and young alike
regard as a delicate and personal issue. We have found this all the more so in the case of
trafficking. At the same time, most people, especially young ones that change their
attitude and mentalities find it difficult to admit it publicly, even with anonymous polling
for fear that this may portray them as ignorant or undecided.

All too often we tend to forget that evaluation is a complicated undertaking that all too
often requires specialised knowledge and capacity. And that implementing partners,
while adequately provided for the immediate tasks of the implementation may not always
have the capacity or the skills to carry out regular evaluation activities.

Moreover, in the specific case of trafficking in women an effective evaluation would
require constant monitoring of a number of indicators that have relatively little to do with
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the dissemination work itself: number of outgoing Ukrainian women, number of
Ukrainian women apprehended by police and immigration authorities in countries of
destination, number of Ukrainian women assisted abroad by embassies or consular
offices or through other assistence structures and others.

That is why a possible solution might be for all those concerned by these issues to share
the burden of the research and evaluation effort. Implementing agencies, donors,
Governments of host countries as well as those of the countries of eventual destination.
By pooling the information of their specialised agencies, concerned Governments may
provide a far more comprehensive picture of the real impact of any information effort
than may ever be available to one single implementer.

Secondly, an evaluation carried out by several shareholders can ensure that the final
verdict has more credibility and objectivity.

And finally, just as trafficking requires a global approach, it makes sense for the
evaluation to be carried out on a centralised basis. This could even be a separate self-
contained project carried out by an independent third party that could see beyond the
confines of any individual project. Small, short-term evaluation exercises appended at the
beginning and end of each individual information campaign are far less likely to provide
valid data or, even more importantly the big picture that we are all trying to obtain.



Annex 9 : Table of financial situation of approved projects - FPC category of Information Programmes (Category VC/VD)
30 September 1999
N.B. It should be noted that some projects listed below are not covered by the Public Information Campaigns Service even if registered under information programmes category

PROJECT PROJECT C/FWD BALANCE
CATEGORY CODE DESCRIPTION FRM 1998 INCOME EXPENSES 30 SEP 99
A1VC VC 661-CBE SEX TRAFFICKING VIDEO - MANILA 0 (47,051) 46,601 (450)
A1VC VC 673-800 SEMINAR & INFO CAMPAIGN FOR LANG SON, VN (5,893) 0 6,025 132
A1VC VC 677-800 ANTI-TRAFFICKING CAMPAIGN IN VIETNAM 0 (250,000) 0 (250,000)
A1VC VC 687-CBE PHILIPINES RADIO INFORMATION-PHILIPPINES (48,699) (344) 38,622 (10,421)
A1VC VC 788-424 MOBILE INFO REFERAL/COMMUNITY (MIRCAS) (63,853) (240,000) 386,644 82,791
A1VC VC E42-ILE IOM/INS TRAINING COURSE - ILEA 0 (13,787) 5,756 (8,031)
E1VC VC 660-CUS CZECH INFORMATION CAMPAIGN 0 (400,018) 99,982 (300,036)
E1VC VC 662-CUS BULGARIAN INFORMATION CAMPAIGN 0 0 8,148 8,148
E1VC VC 678-243 INFO CAMPAIGN TRAFFICKING WOMEN HUNGARY 0 0 0 0
E1VC VC 933-800 INFO CAMP. PREVENT. TRAFF. WOMEN UKRAINE (35,509) 0 39,001 3,492
E2VC VC 564-800 ASSIST TO DISPLACED PERSONS IN ALBANIA (50,000) 0 44,920 (5,080)
E2VC VC 655-STR DISTN OF ZAVICAJ MAG TO BOSNIAN NATIONAL 0 0 484 484
E2VC VC 665-800 EMERG INFO PRGM FOR KOSOVARS IN ALB & MA 0 (399,898) 210,479 (189,419)
E2VC VC 669-CIT PREVENTION OF TRAFFICKING - KOSOVO/ALBAN 0 (273,547) 11,488 (262,059)
E2VC VC 674-800 STOP II 0 (9,770) 60,320 50,549
E2VC VC 675-CPT TRAINING LEADERS FRM IMMIGRANT ASSOC'NS (3,071) (26,750) 20,919 (8,901)
E2VC VC 679-CIT DATA BASE ENHANCE - KOSOVO REF IN ITALY 0 (99,024) 112,758 13,734
E2VC VC 681-CGR INFO CEN GREECE SUPP ACTIVITIES - GREECE (846) 0 20,344 19,498
E2VC VC 689-CIT INFORMATION PROGRAMME FOR ALBANIA (53,856) (267) 22,377 (31,745)
E2VC VC C40-265 SURVEY OF KOSOVO-ALBANIANS IN GERMANY 0 0 31,217 31,217
E2VC VC E43-CGB WORKSHOP ON TRAFFIKING WOMEN IN ALBANIA 0 (5,660) 4,946 (714)
L3VC VC 664-CUS PUBLIC INFORMATION CAMPAIGN - COSTA RICA 0 (233,000) 180,439 (52,561)
A1VD VD E30-800 REG. CONF. ON IRREG. MIGRATION - MANILA 0 (50,000) 0 (50,000)
A1VD VD E41-800 INTER SYMPOSIUM ON MIGRATION - THAILAND 0 (206,264) 165,220 (41,045)

TOTAL (261,727) (2,255,380) 1,516,690 (1,000,417)
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