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

the International Organization for Migration (IOM) – the UN Migration Agency. The designations 

employed and the presentation of material throughout the report do not imply the expression of any 

opinion whatsoever on the part of IOM concerning the legal status of any country, territory, city or area, 

or of its authorities, or concerning its frontiers or boundaries.  

 

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

an intergovernmental organization, IOM acts with its partners in the international community to: assist in 

meeting the operational challenges of migration; advance understanding of migration issues; encourage 

social and economic development through migration; and uphold the human dignity and well-being of 

migrants.  
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1. Executive summary 
 

The project “Preventing unsafe migration from Albania towards European Union member states” comes 

as a continuation of a series of initiatives implemented by IOM Albania which aimed to inform and raise 

awareness among the public in Albania on the following issues: risks deriving from irregular migration, 

improve awareness on asylum, enhance information on the visa liberalization rules, and focus on 

alternatives to irregular migration. The campaigns were designed as a result of the increased number of 

asylum seekers coming from Albania in different EU countries, although Albania has been qualified as safe 

third country since 2012 by Belgium. The present information campaign extended from October 2017 to 

March 2018 was held in close cooperation with the Albanian Authorities who, as demonstrated in the 

findings of this evaluation, have showed their interest and full collaboration in the management of it, 

particularly the Ministry of Interior and Border and Migration Police.  

The project covered all of the 12 regions of Albania and the target groups were Regional Anti-trafficking 

Committees, including representatives from State authorities (Regional Council, Municipality, Child 

Protection Units, State Police, Border and Migration Police, State Social Service, Employment Office, 

Regional Directorate of Education, Health Office, Labour Inspectorate etc.), civil society, teachers, high 

school students, border check points, and the community in public spaces. Interactive information 

sessions were held with this multitude of actors, succeeding to penetrate into the social fabric of each 

region in Albania. Information leaflets were also distributed. The project included a small component of 

media.   

 

The purpose of the evaluation is to determine the extent to which the objectives of the campaign have 

been met, likelihood of sustainability, IOM´s institutional strengths and weaknesses, as well as need for 

further information and awareness campaigns in the future. The methodology was mainly based on desk 

review, in-depth interviews, questionnaires elaboration and focus groups with target groups.  

 

As from the evaluation findings, the project achieved the foreseen results and had a considerable 

effectiveness both in quantitative and qualitative terms. The questionnaires administered immediately 

after the information sessions showed an improved knowledge and awareness on the messages of the 

campaign. The in-depth interviews and focus groups held in the framework of the evaluation 

demonstrated a high acquisition of knowledge from the side of the target groups. It was observed that 

the asylum concept and the rules of visa liberalization regime were well acquired by the interviewed 

people and appears well absorbed by the population targeted by the evaluation. Risks of irregular 

migration are not known in detail, therefore still persists the need for regular campaigns on the topic. 

What comes as a paramount recommendation from this evaluation, seems the fact that warning on risks 

is not effective if it is not coupled with alternatives to irregular migration, such as: programmes of regular 

migration, available opportunities within the country, etc.  

 

The project is distinct for significant multiplier effects, which also shows a good ownership of results by 

local actors. It was implemented during a highly relevant moment regarding irregular migration 
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prevention, because also Albanian Authorities highlighted its importance in front of the public opinion.   

The media component needs a more dedicated and focused project because Albanian media environment 

has certain features that need to be targeted specifically and with flexible approaches. The design of the 

campaign from the communicative point of view appeared of high quality and was well rated by the 

interviewees. IOM Albania seemed to manage the project with efficiency and good coordination skills.  

 
 

2. Background Information 
 

The project “Preventing unsafe migration from Albania towards European Union member states” builds 

on the previous one “Prevention of irregular migration from Albania to Belgium” implemented in 2015 by 

IOM Albania in collaboration with the Government of Albania which focused in the campaign “Say NO to 

Irregular migration to Belgium! Irregular migration and asylum are not a ticket for a better life in 

Belgium!”. The recommendations and lessons learnt from the previous project were carefully taken into 

consideration in the present one. As from the project document, the program of 2015 was based mainly 

on a strong need to restrain the influx of unfounded asylum seeking of Albanian citizens in Belgium, which 

increased significantly in the last years after the visa liberalization regime became operational in 

December 2010. Evidence shows that the majority are economic migrants and not individuals in need of 

international protection1. In addition to this first pillar, it also focused on other three pillars, namely 

awareness on the risks of smuggling, trafficking, exploitation etc. linked to irregular migration, information 

on the visa liberalization rules in the EU countries and ultimately included a component of information on 

regular migration programmes especially for youth and opportunities of development inside the country. 

 

Before 2015, IOM had implemented the Information and Awareness Raising Campaign “90 days. 6 

months. Welcome Home”. The campaign promoted and informed on regular migration in order to prevent 

irregular migration and risks associated with it for vulnerable individuals, in the context of the visa 

liberalization regime between Albania and the EU (Schengen zone). The program targeted the regions of 

Shkodra and Kukes and was funded by the Spanish Government. It was implemented during the period 

2008-2012 through coordinated action of 3 UN Agencies in Albania (ILO, UNDP, UNICEF) and IOM and with 

several national and local authorities such as the Ministry of Labour, Social Affairs and Equal Opportunities 

(MOLSAEO), the Ministry of Foreign Affairs (MOFA), the Ministry of Tourism, Culture, Youth and Sports 

(MTCYS) and the Regional Councils of Shkodra and Kukes. 

 

Hence, the misuse of the visa liberalization regime for irregular entry of Albanian citizens to EU countries 

needed to be further examined in an effort to prevent irregular migration of Albanian Unaccompanied 

                                                           
1 The Convention on the Status of Refugees of 1951 related to international protection defines that “the term refugee 

shall apply to any person who…owing to well-founded fear of being persecuted for reasons of race, religion, 

nationality, membership of a particular social group or political opinion, is outside the country of his nationality and 

is unable or, owing to such fear, is unwilling to avail himself of the protection of that country; or who, not having a 

nationality and being outside the country of his former habitual residence as a result of such events, is unable or, owing 

to such fear, is unwilling to return to it” 
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Minors (UAMs) toward the EU. From the EU perspective as well as that of the Government of Albania, 

prevention2 of unsafe migration is essential to any effort to address irregular migration towards the EU. 

 

In response to this need, an Awareness Raising Campaign for prevention of irregular migration has been 

designed by Repatriation and Departure Service of the Netherlands, Belgian Immigration Office and IOM 

in Albania. It aimed to raise the awareness of the potential migrants, unaccompanied minors (UAMs) and 

their families, general population in the 12 regions of Albania on the serious consequences of irregular 

migration as well as persuade the general public to refrain from applying for asylum in EU, as such 

applications from Albanian citizens will most probably be rejected from the national authorities of the 

receiving countries as Albania is considered a safe country of origin. This aim was to be achieved through 

the development and implementation of a national Information and Awareness Raising Campaign on safe 

migration and dangers of irregular migration, during the years 2017 and 2018.  

 

The Awareness Raising Campaign held during the period October 2017 – March 2018 in 12 regions of 

Albania had the following objectives:  

1. Contribute to the increased awareness and understanding of regular migration: distributing the 

main message “there is no use in applying for asylum as your application will be rejected, and 

irregular migration has serious consequences” 

2. Contribute to the increased awareness and understanding of visa liberalization with the EU3 

The following activities have been implemented: 

1. Elaboration of the Information Campaign Strategy (preparing TORs; hiring consultant, preparation 

of the document) 

2. Preparation of leaflets 

3. Launching event of the Information and Awareness Raising Campaign 

4. Media monitoring/research study: (preparing TORs; hiring of the consultant, preparation of the 

research study); outreach through audio-visual media; media workshop  

5. Workshops with the local government units and other government agencies  

6. Workshops with the civil society organizations  

7. Outreach activities at high schools of Albania and at the community  

8. Workshops with high school teachers 

9. Evaluation of the information and awareness raising campaign  

According to EUROSTAT4 Statistics, the number of Albanian asylum seekers in the EU slightly decreased 

by 10% in the first quarter of 2018 with respect to the last quarter of 2017. A more significant result has 

been registered when comparing the first quarter of 2017 with the first quarter of 2018: there is a 

decrease of 27%.   

                                                           
2 Reference from approved Project Document 
3 Reference from approved Project Document 
4http://ec.europa.eu/eurostat/statistics-explained/index.php?title=File:First_time_asylum_applicants_in_the_EU-

28_by_citizenship,_Q1_2017_%E2%80%93_Q1_2018.png 
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3. Objectives and Scope of Evaluation 
 

The final evaluation of the project taking place in June – July 2018 was planned after the closure of the 

campaign in March 2018 with the aim: 

(i) to determine the extent to which the objectives of the campaign have been met and assess the likelihood 

of sustainability upon campaign completion;  

(ii) to identify IOM’s institutional strengths and weaknesses in implementing the campaign; 

(iii) to identify needs for further information and awareness raising activities on the topic. 

The outline of the final report follows the lines of these three objectives ranging from an elaboration of 

data on the achievement of the two main objectives of the campaign, evidence of multiplier effects, 

likelihood of sustainability and need for follow-up actions, as well as identification of strengths, challenges 

and adequacy of the campaign design.5 

 

4. Evaluation Methodology 

 

4.1 Data collection methods 

 

The evaluation process took place during the period 1 June – 10 July 2018, with a first period of desk 

review and documentation consultation, a second period of institutional stakeholder’s interviews, a third 

period of questionnaires data elaboration, a fourth period of in-depth interviews and focus groups mainly 

in the site visits, and a final period of report writing.  

 

Firstly, the design and content of evaluation methodology is based on desk review and consultation of 

various documents provided also by IOM programme staff: 

 

 Project document and workplan 

 National Information and Awareness Raising Campaign Strategy  

 Media reporting on migration issues in Albania – monitoring/research study 

 Directive 2013/32/EU of the European Parliament and of the Council of 26 June 2013 on common 

procedures for granting and withdrawing international protection 

 The Directive 2008/115/EC of the European Parliament and of the Council of 16 December 2008 

on common standards and procedures in Member States for returning illegally staying third-

country nationals;   

                                                           
5 Reference to approved project document 
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 Leaflet produced in the framework of the Awareness Raising Campaign. All related documents 

produced in the frame of the project implementation such as newspapers articles, press releases, 

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

 Consultation of the IOM social media page, as well as websites of Ministry of Interiors, Albanian 

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

 

Secondly, information and data about the implementation and outcome of the Awareness Raising 

Campaign were collected and cross-checked from various sources in 4 regions of the country decided in 

collaboration with IOM Albania including Kukes, Fier, Shkodra, Elbasan: 

 Primary target groups: school directors, teachers, members of the regional anti-trafficking 
committees, which include a series of local actors under the Prefecture such as: Regional Council, 
Municipality, Child Protection Units, State Police, Border and Migration Police, State Social 
Service, Employment Office, Regional Directorate of Education, Health Office, Labour 
Inspectorate 

 State institution partners: Anti-trafficking and Migration Office at Ministry of Interiors, Albanian 
Border and Migration Police, State Social Service under the Ministry of Health and Social Welfare, 
Regional Directorates of Education, Regional Social Services Offices 

 Partners of related programmes/ initiatives: EU funded project “Municipalities for Europe” 
project staff, EU Info Centre staff, Centre for information and orientation for social rights, 
migration, VET and carrier in Kukes, Terre des hommes project on reintegration of returnees 

 IOM Campaign Team including consultants/donor’s management staff 
 Members of the communities, families, returnees etc.  

 

Evaluation methodology involved the use of several methods for collection of qualitative and quantitative 

data: 

 desk review of project documentation provided by IOM staff 

 in-depth interviews with all involved actors mentioned above 

 statistics collected on implementation of the project at IOM Albania Tirana, Centre for 

information and orientation for social rights, migration, VET and carrier in Kukes 

 400 questionnaires were analyzed and data elaborated 

 focus groups with members of the regional anti-trafficking committee participation in the 

activities organized by project team in cities of Elbasan (15 persons) and Fier (26 persons)  

 2 focus groups with 11 teachers of high school Havzi Nela in Kukes 

 direct observations during the field visits including in Tirana International Airport, Durres Port.  

 IOM Albania social media (Facebook) page information elaboration, as well as observation of 

websites of Ministry of Interiors, Albanian Border and Migration Police, EU funded project 

“Municipalities for Europe” webpage. 

 

4.2 Evaluation Principles 

The evaluation process was guided mainly by the following values: 

 

 working in partnership with government and in collaboration with IOM  staff 
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 cross-check of the data and information received by at least two independent sources in order to 

optimize objectivity and accountability of the analyses 

 participatory processes during the focus groups based on maximum involvement of community 

groups and continuous feedback on methods and content, achieved by consulting  communities 

on the evaluation methodology to be used and using their inputs to organize the discussions, as 

well as taking into consideration suggestions on the way the discussions were organized. 

 drawing upon existing evidence 

 employing contextual and culturally appropriate measures 

 

The evaluation was based on qualitative and quantitative data collection and analysis. The indicators of 

assessment6 were selected by the consultant as being trustworthy and reliable to measure the extent to 

which the foreseen objectives of the project have been pursued. Time is a crucial component in this 

selection: some indicators of achievement do mature in a certain given timeframe. The chosen indicators 

are tailored to the actual timeframe of implementation of the campaign and distance with the present 

evaluation (3 months).  

 

4.3 Sampling selection 

 

Statistics on the activities of the project held in 12 regions of Albania: 

 900 people from several government structures and civil society in 12 regions (75 participants 
in 4 meetings in each region); 

 360 teachers participated in the seminars  
 400 students participated in informative sessions  
 360 persons participated in the seminars in the Regional Committees and Technical 

Roundtables including local government, other agencies and actors from civil society 
 50,000 leaflets distributed (4,150 approx. for each region) + 50,000 reprinted in May 2018 
 48 workshops / information sessions in 12 regions * 4 seminars / region organized with: 

Technical Roundtables of Regional Anti-trafficking Committees, including representatives 
from: Regional Council, Municipality, Child Protection Units, State Police, Border and 
Migration Police, State Social Service, Employment Office, Regional Directorate of Education, 
Health Office, Labour Inspectorate etc.  

 Meetings with civil society 
 Meetings with teachers 
 Meetings with high school students 
 Meetings at Border Checking Points 
 Meetings with the community in public spaces. 

 

It is to be highlighted that the questionnaires were administered by IOM project staff to all the students 

targeted by the campaign, therefore their immediate perception after the campaign was fully captured.  

The evaluation at a second stage through the focus groups with a total of 52 professionals (15 in Elbasan 

and 26 in Fier) involved the regional anti-trafficking committees in Elbasan and Fier as well as school 

                                                           
6 Indicators listed in campaign strategy 
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teachers in Kukes (11 professionals). The sample was selected following the criteria proposed by the 

consultant: (i) diversity of location (urban, rural, optimizing the coverage between North, Central and 

South Albania (ii) schools and regional anti-trafficking committees in areas mostly exposed to risks of 

irregular migration according to the data provided by IOM; (iii) municipalities with higher number of 

citizens (iv) time availability of relevant stakeholders. 

The final school sample selection was based on the above recommended criteria by the consultant and 

suggestions from IOM Albania as agreed between the consultant and IOM prior to scheduling the site 

visits and finalizing the Evaluation Schedule (Annex A). 

The focus groups organized in Kukes school were organized with different groups of teachers:  

 one group participating in the information session in order to capture their level of knowledge 

and awareness on the two components of the project;  

 one group not having been exposed at all to the campaign in order to identify their need for 

further knowledge and information.    

When it comes to the in-depth interviews, most of the institutional actors at central and local level 

involved in the campaign starting from IOM core staff and consultants, a variety of institutional actors, 

and partners involved in synergic and ongoing programmes were interviewed.   

 

4.4 Limitations of Evaluation 

 

 Because of the closure of the academic year in the month of June, it was not possible to organize 

focus groups directly with the students who are the final beneficiary of the messages of the 

campaign. Nevertheless, the perception of the students is registered in the questionnaires.  

Instead, the focus groups were organized with a sample of teachers participating in the awareness 

raising meetings.  

 The evaluation took place 3 months after the campaign closure, therefore it was possible to 

capture short/medium effects of it. For measuring the long lasting effectiveness of the campaign, 

a longer timeframe is needed.  

 As a results of frequent changes in the Albanian State structures during the last year, some of the 

institutional actors part of the campaign had changed their position in the meanwhile, as for 

instance the portfolio of Ministry of Social Welfare and Youth was divided between three other 

Ministries and the Vocational Education and Training component was assigned to the Ministry of 

Finance and Economy. Thus some representatives were difficult to be reached out for the 

purposes of the evaluation.  

 

 

5. Evaluation Findings 
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5.1 Level of achievement of campaign´s objectives 

 

The overall objective of increasing information and awareness on migration issues among the targeted 

population has been largely achieved. Below is following a more specific presentation on elaborated 

results of the immediate feedback collected through questionnaires right after the information sessions 

in schools as well as a qualitative research through focus groups, in-depth interviews and direct 

observations.  

If we take comparatively the three topics tackled during the campaign – asylum, visa liberalization rules 

and risks of irregular migration – it seems that the first two objectives of the campaign have been very 

well absorbed by the targeted population. Particularly, the misperceptions on the concept of asylum have 

been decreased significantly. As stated by the interviewees covered by this evaluation, it seems that if 

someone is asking for international protection based on unfounded reasons, or is breaking the visa free 

regime rules, she/he is doing it deliberately (not as a consequence of lack of information).  

Regarding the component of consequences of irregular migration, it seems that target groups covered by 

this evaluation know automatically that there are risks, but the economic reasons for migrating prevail 

over the fear of possible dangers. That is why, it seems like this component still needs to be present in 

future campaigns.   

Objective 1: Contribute to the increased awareness and understanding of regular migration:  

distributing the main message “there is no use in applying for asylum as your application will be 

rejected, and irregular migration has serious consequences” 

 

Asylum component 

There was no specific question on asylum in the questionnaires distributed immediately after the 

informative sessions, therefore the following qualitative data is collected mainly through the focus groups 

and the in-depth interviews.  

The focus groups with key informants participating in the technical anti-trafficking committees in Fier and 

Elbasan, who are in daily contact with the situation of communities provide a clear picture of how the 

asylum perception has changed in the last years. As a starting point, during the in-depth interviews with 

institutional stakeholders as well as teachers and schools directors, they recognize that, for many years, 

there is a deeply rooted perception coming from relatives/family members/friends abroad that EU 

countries provide assistance for irregular immigrants in a difficult economic situation. Nevertheless, there 

has been noted a change in the common perception, attributed by the stakeholder mainly to the fact that 

many people have seen their neighbors, cousins, acquaintances, colleagues being returned from EU 

countries after they have been rejected asylum. The majority of the people during the interviews express 

that they know that asylum is more for “people coming from war and conflict situations”.  

In addition, there seems to be some sporadic cases that have been prosecuted by Albanian Police of 

citizens trying to find fake evidence in order to obtain asylum. When these episodes have been spread to 

the wide public through the mass media, this fact has probably had a refraining effect for other people 

who probably intended to do the same in the future.   



   
 

14 
 

Institutional representatives declared the following according to the information they receive from 

communities: if people ask for asylum, it is an informed and aware decision. It is not anymore a decision 

taken because of lack of information or confusion with the concept of “economic migrant”.  

 

Irregular migration consequences 
 
It can be recorded a general high consciousness on the fact that there are risks coming from irregular 

migration, when analyzing the data of the questionnaires dispensed to the target groups before the 

informative sessions of the IOM campaign. When it comes to identifying specifically which are those risks, 

the information provided becomes less detailed.   

  
In order to verify the changing magnitude on risks and consequences perception on irregular migration, 

there were cross-checked the percentages of two questions answered before and immediately after the 

information sessions. The question “How informed are you on immigration issues” administered before 

the information sessions was compared to the question “At what extent the information you received 

today makes you more aware on risks and consequences you face if you immigrate irregularly” answered 

after the information sessions. 

The results show that approximately 71% of the total interviewed persons answered “average knowledge” 

before the info sessions and “very much aware” after the information session. 10% of the interviewed 

people passed from “no knowledge” on immigration issues to “very much aware” on risks and 

consequences demonstrating a strong change in terms of information acquisition after the sessions. 

Moreover, 14% of the interviewed people were declared “very much informed” before the info sessions 

and continued to be “very much aware” after the informative campaign. Finally, approximately 2% of the 

interviewed were declared “no knowledge” before the info sessions and “no knowledge/average 

knowledge” after the info sessions. 3% did not show significant change of alertness remaining at average 

level both before and after the info sessions. 

There can be clearly read two major trends in this survey:  

 the first minor trend is about unchanged perception before and after the info sessions, totaling 

19% of the interviewed (out of which 14% start already from a very good level of awareness, 

reason for which there is no significant change registered after); 

 the second prominent trend shows a considerable change in information and awareness, totaling 

81% of the surveyed people (starting from different levels of basic information). The increasing 

vector of this trend towards a higher level of information and awareness shows a significant 

effectiveness of the campaign.   
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Chart with trends on information change as a results of the campaign 

 
It also should be mentioned that during the interviews, it seems that the information on the fact that 

there are risks coming from irregular migration is self-evident. For this reason, it is important to focus on 

the gravity of the consequences and concrete examples coming from real life situations. 

 

Objective 2: Contribute to the increased awareness and understanding of the visa liberalization with 
the EU 
 
In order to provide a clear overview on the effectiveness of the campaign in terms of how the inputs 

transmitted have transformed the knowledge and awareness of the targeted population, the data 

collected records the information of the target groups before and after the information sessions.  

Before the information session, 48% of the interviewed people had no information on the following 

question “If you immigrate in a regular way, there are some rights that you can enjoy as well as some 

obligations that should be respected. Which are the rights and obligations in case you immigrate 

regularly? Please list three to five rights and obligations you have if you immigrate regularly”. The rest of 

the interviewed people focused more on general rights in their answers but less on obligations.  

After the information sessions, to the question “The information you received today, makes you more 

aware on rights and obligations that you have if you immigrate regularly?”, approximately 92% of the 

interviewed people replied “Very much aware”, 4% replied “Much aware”, approximately 4% “Moderately 

aware” and finally less than 1% replied “not at all”.  
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Chart on information acquisition of targeted population after awareness campaign on understanding the rights and 

responsibilities of visa liberalization 

Initially, the survey concluded that 19% of the interviewed population had very few or not at all 

information on rules of the visa liberalization regime. After the info sessions of the campaign, 69% 

declared they are very much aware as a result of the information received. 18% are more aware, while 

13% were declared averagely aware, while less than 1% continued not at all informed. 

In comparison to the results of the previous campaign, it is clear an increased awareness on visa 

liberalization rules among the people surveyed. As from the in-depth interviews, it appears that even in 

cases when people are not very clear on which penalties they face if they break those rules, they are clear 

that the rules are there. According to interviewees, this is also due to the fact that massive returns of 

Albanians from EU countries in the last 2 years have spread the message among the population.  

In conclusion, it seems that the majority of students have very accurate information on the rules and 

regulations they should comply with when traveling to the EU countries. 

 
 

5.2 Multiplier effects 

 
Clearly, there is evidence that this campaign has had outstanding multiplying effects that will be further 

explored below. The first element is the strategic choice of the targets of the action: by involving the 

teachers in the information sessions, the number of students reached by the campaign is multiplied as 

teachers have spread the messages to a number of students during the thematic hours organized at 

school. In Kukes and Shkodra education institutions declared they have mainstreamed the thematic of 

irregular migration to the dedicated classes they regularly hold at school as part of the civic education 
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hours. Most likely, there are chances that some teachers continue to follow this thematic also in the next 

academic year, giving more sustainability to the action.  

There have been also other initiatives that have apparently created some multiplier effect, due to, mainly, 

two reasons: firstly, because the topic is highly relevant in the Albanian political agenda, therefore the 

social and institutional context have easily welcomed and absorbed its messages. As a result of the 

frequent requests of the EU Member States to decrease the number of Albanian unfounded asylum 

seekers in Europe and irregular migrants in general, State authorities, especially the Ministry of Interior 

and Border and Migration Police, have continually warned the citizens to pay attention to the 

consequences of breaking visa liberalization regime. They have also taken additional measures to prevent 

irregular migration7. This political climate has raised the relevance of the campaign. Secondly, IOM has 

thoroughly explored ongoing initiatives where synergies could be created with the present project. More 

concretely, the following multiplying effects have taken place: 

 The EU funded programme “Municipalities for Europe” has created 61 EU Corners in 61 

Municipalities in Albania, being the hugest initiatives that intends to outreach the grassroots local 

level in Albania since the EU adhesion process started. This programme has mainstreamed the 

discussion on irregular migration, related risks, unfounded asylum and visa liberalization rules in 

all the activities with the community in 61 Municipalities of the country. Moreover, that 

programme has distributed the leaflets of the IOM-supported campaign in all 61 Municipalities 

(they were directly observed in the 4 field visits held). In addition to this, the programme has 

produced other 50,000 leaflets of the campaign out of which 30,000 leaflets were distributed 

locally by the staff of these 31 EU Corners.  

 Government authorities (Border and Migration Police) have requested the printing of more 

50,000 leaflets as part of the project, which was approved by the Steering Committee members. 

Leaflets were distributed in rural communities.  

 The activities of the project have been extensively publicized in the websites of the Ministry of 

Interiors and Border and Migration Police. As a result of the present campaign, a high level 

awareness meeting was organized in June 2018 at the Prime Minister´s Office in the Centre for 

Openness and Dialogue presided by the Deputy Minister of Interiors entitled “Choose 

opportunities: not irregular migration” (slogan of the campaign).  

 In the framework of the campaign, the Country Destination Guide for Belgium with useful 

information on migration is being updated and will be circulated in 12 migration offices of the 

country.  

 The Centre for Information and Orientation on Social Rights, Migration, VET and Career8 in Kukes 

is a programme of the German Cooperation GIZ which is intended to help returnees mainly from 

irregular migration situations to reintegrate in Albania upon their return. It aims also to bridge the 

gap between available services and their accessibility for the citizens. Beyond making use of the 

leaflet of the campaign, in February 2018 the GIZ programme has produced another leaflet called 

                                                           
7Order nr. 805 of 01.08.2017 of the Head of the State Police for reinforcing controls in movement of Albanian citizens abroad 
8DIMAK project founded by German Cooperation since 2016. The information centre makes information offered by Germany and Albania 

accessible at one single spot, creating greater awareness of possibilities on legal migration to Germany, and especially on employment promotion 
for the Albanian population 
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“Information on regular migration” which followed the model of the IOM campaign leaflet as 

declared by project staff in Kukes Centre: it included the asylum topic explaining that country of 

origin information on Albania makes it very hard for international protection to be granted; 

accurate information on the rules of visa liberalization regime; legal ways to immigrate to 

Germany including some administrative facilitations for Albanian citizens introduced on 

01.01.2016 and valid until 31.12.2020. Lastly, the leaflet contained also information on several 

forms of irregular migration and many related risks and consequences.  

 Some ongoing positive examples are the reintegration programmes funded by the Austrian 

Cooperation ADA and German Cooperation GIZ and implemented by Terre des hommes in 

Albania9 . The employees assigned by these projects in several regions of the country are aware 

of the messages of the IOM campaign and are informing on daily basis the people and families 

they deal with.  

 

5.3 Need for further information and awareness raising 

 
Asylum 

There has been a substantial change in the perception of asylum since the last IOM campaign held in 2015. 

As from triangulation of data from several interviewees, it seems that most of the population knows that 

asylum cannot be asked for economic reasons, therefore only cases where persecution is substantiated 

have chances for receiving international protection. This change of perception and behavior, apparently 

come as a result of a series of factors that have been registered in the last 3 years, as following: 

 After the first wave of asylum seeking culminating in 2015, it followed a trend of returns of a 

considerable number of citizens from EU countries, that had asked for asylum but their request 

were not considered founded. The example of the returnees that are everywhere in the 

communities, has had the preventive effect for potential asylum seeking people that were most 

probably economical migrants.   

 The fact that some EU countries adopted the accelerated asylum procedure, has refrained 

people from staying longer period in EU countries. This fact, has apparently refrained the wave 

of Albanian asylum seekers abroad.  

 Back in 2015, particularly in Northern Albania (Shkodra region) it was wide spread the 

phenomena of certificates of blood feud which were released by several associations (including 

religious ones) as basis for citizens asking asylum abroad. It was found that several of these 

certificates were false/not valid and Albanian police took measures against the perpetrators. 

Nowadays, this phenomenon has been minimized and only State authorities can release such 

certificates according to precise rules and verifications. This is another element that has 

contributed to decrease of Albanian asylum seekers in the last years.  

                                                           
9 “Improving living conditions and reintegration of Migrant and Returned Children in Kosovo and Albania 2015– 2018” 

   “Improving Living Conditions and Re-integrating Migrant Children in Albania” 
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For the reasons that are listed above, it seems that there is less need for information on asylum with 

respect to 2015 (year of the last campaign). As a recommendation, informative campaigns are always 

useful, but in this moment in time they seem less of a priority than in the past.  

Social dimension 

As evidence shows, in order to counterbalance the tendency for migrating irregularly, the prohibitive 

messages pointing on risks and penalties are not enough. Campaigns that take into account the social 

context and try to highlight positive alternatives aiming at building the future in the country appear to be 

more effective in the long term. During the interviews, most of the stakeholders agree that the country is 

not facing an economic situation which is comparatively more severe to what it was in antecedent times. 

In this line, they tend to attribute the inclination to emigrate mostly to two factors: a) a collective 

inclination towards lack of hope in opportunities offered within the country; it is also perceived a lack of 

trust that Albania will be part of the European Union soon, therefore this will hamper the development 

rhythm of the country. b)some people declare they go to Europe where they have relatives and family 

members with the hope that they can get the residence permits, which can give them accessibility to the 

EU at any time. This category is mostly of citizens of medium/high income who do not have real economic 

reasons for migrating, but rather for having a more secure life. This latter group is also a category of people 

who also target the United States as a country to immigrate to.  

Regarding the above, there appears to be a need to bridge the services effectively offered within the 

country with the ability of the (particularly) remote and rural population to access them on the one hand; 

and on the other hand with the accessibility facilitated by the service providers (being mostly State, but 

also non-State actors). As declared by interviewed stakeholders, by bringing referral and information on 

services closer to the population in need, the tendency to search for alternatives elsewhere outside the 

country may decrease. A campaign based on inviting people to access available services is highly 

recommended side by side with a campaign on risks coming from irregular migration.   

Positive examples 

Albania has recently faced a wave of returned immigrants from abroad (as a result of the financial crisis 

affecting particularly Greece and Italy) which have stories of success in investing in the related 

communities where they live in Albania. There may be delivered two key messages through these 

examples: 

a. emigration to other countries is not necessarily the key to a better life, for this reason people are 

coming back to home-countries 

b. creativity and initiative in the  communities to which they belong in Albania can bring a positive 

change 

Interviewees agree that the population needs messages of trust towards local and central institutions as 

well as to the Albanian society in general.  

Periodic campaigns on warning on risks coupled with alternative solutions 
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In the last 27 years after the fall of the dictatorship regime, Albania is a country hugely exposed to 

emigration, with peaks of irregular migration waves after the fall of the dictatorship regime.  The majority 

of the population in Albania has relatives, family members and friends abroad who can easily serve as 

support net for newcomers. This actually is a pull factor for migration (being it regular or irregular). 

Although the campaign has been successful in achieving its goal and objectives, the need to constantly 

warn people on irregular migration risks is always there. Risks of exploitation, deteriorated economic 

conditions, exposure to criminal and terroristic networks, trafficking and smuggling, abuse, extortion, 

general insecurity, delusion and trauma are the most common phenomena easily to be faced in situations 

of irregularity. As from the opinion gathered during the field missions, interviewees agree that key 

messages on risks of irregular migration are easily absorbable by the audience in the shorter term with 

shorter messages.  

On the other hand, all actors including institutional and community ones tend to agree on one point: it 

seems that warning on risks of irregular migration is not enough for preventing it. People are ready to 

take these risks, if they perceive that there are much better alternatives of living outside, rather than 

inside the country. Therefore, it is of paramount importance to highlight these 2 crucial elements: existing 

opportunities in the country, and ways/programmes to migrate regularly.    

It appears that longer term and more intensive campaigns are needed to make people aware of available 

services and opportunities for development, which implies a more frequent information exposure.  

Interviewees agree that migration is a human right: everyone has the right to move in search of a better 

life. In a global context of porous boundaries, it becomes even more easy to move. Therefore, the best 

choice to manage migration is to adequately channel irregular migration ways into regular programmes 

for migration. This latter also goes to the benefit of the EU Member States to balance requests for 

workforce.  

   

5.4 Appropriateness of campaign’s design and media spread 

 

Campaign design and implementation 

When the interviewees were asked to identify a key message on which they immediately think when they 

visualize the slogan of the campaign, most of them said “avoid irregular migration”. The wording “choose 

opportunities” at the beginning of the slogan seems inviting and positive, and although is not the first 

thing that is perceived in the slogan, it seems to invite people on the final aim intended to be achieved - 

people build their hopes inside the country. This dualism in the slogan – preventing irregular migration 

but offering alternatives in first place – has been rated by the interviewees as very effective and balanced 

between warning and offering alternatives.  

In addition, the slogan is short and this makes it easy to be remembered. Some interviewees expressed 

that they would have preferred the text of the leaflet to be in bullet points, rather than in narrative style. 

This makes people more prone to read all the content and memorize it easily.   
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It seems a very good choice of targets of the campaign from a communicative point of view (please see 

also above in multiplier effects section): the coverage of key actors such as anti-trafficking committees in 

every prefecture including cross-cutting institutional bodies, maximizes the outreach of information that 

has been spread with a pyramidal scheme towards other institutional channels and community channels.  

The kind of interaction promoted during the information seminars organized in the schools and with the 

community was very positively rated, defined by interviewees as the most tangible aspect of the 

Awareness Raising Campaign. It was not a standard Awareness Raising Campaign, where participants are 

subject to theoretical information, but it was designed as a bilateral dialogue communication campaign 

where participants were invited to share their information and knowledge on the issues, debate and argue 

on them, speak about personal experience or those of relatives and friends. This interaction provided 

firstly a climate of trust which made the communication much more impactful. Secondly, it allowed the 

staff of IOM and the Communication Team to have a good starting base from practical examples towards 

filling in the gaps of information that target groups had. In addition, some cases were presented as 

“lessons learnt” for the rest of the audience aiming to avoid following the same path of irregular migration 

and fall in the risks it brings about. All interviewees rated the face to face communication in the 

information campaign as the most relevant, effective and convincing tool to convey the messages, as well 

as appreciated the detailed level of information provided to them. The Awareness Raising Campaign was 

generally implemented by a three/four member team - one IOM staff, one Ministry of Interior staff from 

the Anti-trafficking and Migration Unit, one from the Ministry of Education, as well as Border and 

Migration police representative. The Communication Team was appreciated by the interviewees as having 

the relevant expertise, but also very good communication skills. Participants appreciated and highlighted 

the simple, concrete and straightforward language used by the team, the opportunity to interact and ask 

questions, the practicality of information received and the overall atmosphere and environment of trust 

and openness created during the information sessions. 

Media 

The project produced a media monitoring report which served as a good mapping for linking irregular 

migration and the way it is reported in the Albanian media. Some of the conclusions and 

recommendations of such report coincide with the views collected in the present evaluation regarding 

the media sector. Apparently, the media outlets agendas on reporting news and chronicles are decided 

top-down by owners of the media companies. Therefore, there is a political inclination regarding which 

news/chronicles to be reported and the way they are reported. In addition, unless the thematic has a 

scoop or a sensational character, it is hard for the topic to be covered by the journalists. The real problems 

of irregular migration that the campaign targets are not part of the agendas of the media outlets because 

of the two reasons explained above. The only aspect that appears more appealing to be covered by some 

media outlets is the fact that Albania is losing its population rapidly and people are very eager to leave 

the country. They link this with the poor living conditions and lack of opportunities in the country. It could 

be assumed that this kind of negative reporting could be part of pushing factors towards irregular 

migration.  
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In addition, the media component seemed to be a minor (few activities compared to the rest of the 

project) component of the campaign. The Media Monitoring Report produced towards the end of the 

campaign appeared a good tool to map the situation, and was disseminated in the workshop with the 

journalists held in Tirana. Nevertheless, due to the difficulties that the Albanian media entourage 

presents, in order to have a huge media effectiveness, it seems necessary to have a dedicated and focused 

programme targeting only media and employing a very specific strategy tailored for the context.  

Regarding use of social media, all the activities of the project have been reflected in the Facebook page 

of IOM Albania. It is not possible to make a comparison with the level of reaction of the social media users 

with the previous year to the campaign because IOM did not have a Facebook page (while the page of the 

last campaign of 2015 had been closed). As from the number of reached people in Facebook page 

registered by IOM staff during the campaign, it seems that the peak was achieved with an awareness 

raising event organized with civil society in Tirana. Furthermore, the other 4 top events that have 

registered more reaches are linked with meetings with students at the high schools in Vlora, Fier, 

Roskovec and Gjirokastra. This trend shows that events where young people participate include a higher 

employment of social media. This is a valuable indicator for this project that has as main target group the 

youth.  

 

6. Challenges in the implementation of the Awareness Raising Campaign 
 

Social and financial dimension 

The same as in the previous project, there is a crucial assumption that should be taken into consideration 

when assessing the effectiveness of the Awareness Raising Campaign. Notwithstanding progressive 

development, Albania still remains affected by high unemployment rates and poverty conditions, a fragile 

social welfare state, with remote communities isolated from access to available services since a long time. 

The main revenue of Albanians according to official statistics comes from remittances of Albanian 

immigrants abroad. In this regards, all interviewees expressed in different forms the concern that it is 

difficult to pass the message against irregular migration in contexts where other alternative forms of 

economic development are perceived as distant and/or insufficient and lacking. This is the reason why 

some of the prohibitive messages delivered by the campaign had the risk to be perceived by the 

community in an negative way, provided that in some cases irregular migration seems the only way out 

of deprivation. The social dimension was adequately taken into consideration by the staff and the 

prohibitive and alarming messages were balanced by positive messages of possible alternatives of regular 

migration in to EU countries. 

In addition, a representative of the Ministry of Finance and Economy was not present as part of the 

Communication Team during the meetings of the campaign. Because every social and economic 

intervention is coupled with a cost, the messages delivered linked with opportunities in Albania as 

alternatives to irregular migration, are not supported by a reference to related budget allocations. As a 

result, the lack of the Ministry of Finance in the campaign, makes the alternative opportunities to 

migration less credible in front of the community.  
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Changes in the Albanian State structures 

As a result of frequent changes in the Albanian State structures during the last year, some of the 

institutional actors part of the campaign had changed their position in the meanwhile. This factor may 

decrease the effectiveness of the campaign because the capacity they have built does not serve the 

purpose of the campaign.  For instance, in 2017 right after the elections of June, the Ministry of Labour 

and Social Welfare was broken up and transformed into a new sector inside the existing Ministry of Health, 

which became Ministry of Health and Social Welfare. This clearly shows that the government has de-

prioritized the issues of labour and social welfare in the country.     

 

7. Strengths and weaknesses of IOM and the Awareness Raising Campaign 
 

 Strengths 

1. The campaign had at least 6 identified episodes of multiplier effects: this shows ownership of 

results by local actors and more chances for sustainability. In some cases, this replication 

examples were initiated independently by the involved stakeholders 

2. High efficiency of IOM Office which was able to organize and manage the project effectively with 

limited staff, and time covering all the 12 regions of Albania. Its previous experience and capacity 

in this type of projects made possible to put the campaign in place adequately and in full 

coordination with all actors.  

3. Very good coordination of IOM Office for achieving engagement in the project of high level 

authorities, particularly among the Ministry of Interiors structures and Border and Migration 

Police. Two factors seem to have contributed in this regards: the presence of a cross-sectorial 

Steering Committee specific to this project that facilitates the communication, and long lasting 

institutional relations that IOM Albania has with such structures.   

4. Communication between IOM Albania and the donor has been smooth, and the information has 

been provided in advance, or when requested, on the spot. Reporting on the activities of the 

project has been continuous, including well organized and useful information. It appears that this 

methodology of communication and reporting has allowed the donors from Netherland to closely 

follow the project.   

5. The choice to include certain targets of the campaign seems very positive from a communicative 

point of view: the coverage of key actors such as anti-trafficking committees in every prefecture 

including cross-cutting institutional bodies, maximizes the outreach of information that has been 

spread top-down towards other institutional channels and community channels.  

6. It was executed by a diversified Communication Team, which managed to provide clear 

information in a concrete and detailed language aware of the needs of the community. A 

combination of communication tools such as the interactive information sessions and the leaflet 

distributed information both instantly, and lasting after the sessions ended. The information 

sessions were rated as tailored to the characteristics of the target group.  
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7. The Campaign included a multitude of messages which made the understanding of the target 

groups interrelated and comprehensive.  

8. The Awareness Raising Campaign was guided by the Communication Strategy, which is important 

for good quality campaigns.  The Strategy had clearly identified target audience, goal and 

objectives, key messages, channels, tools of communication and plan of activities.  

9. Ownership of governmental structures mainly Ministry of Interiors and Ministry of Education 

during the design and implementation phase of the Awareness Raising Campaign added to its 

authority, trustfulness and enhanced partnership among different stakeholders. 

10. It was observed during the evaluation that the selection of the members of Steering Committee, 

members of the Communication Team, as well as targets of the action has respected the gender 

balance principles. In some cases, during the information sessions, gender sensitive issues were 

also tackled by the Communication Team.  

11. The campaign adds value to the European agenda of the country for the adhesion process. It is 

highly relevant to the commitments that Albania has undertaken to follow in its path towards 

adhesion to the European Union. 

12. The project is highly relevant in the 12 regions of Albania and in the period it was held. . Preventing 

irregular migration, especially in terms of unfounded Albanian asylum seekers in the EU and visa 

liberalization commitments, have been top priority for the Albanian governments, particularly 

since the start of the project (summer 2017). Similar messages to the campaign have been 

conveyed also by Albanian government representatives. Therefore the campaign has found a 

fertile terrain where to grow.  

 

Weaknesses 

1. The Awareness Raising Campaign was slightly limited in communication tools in comparison 

to the needs of the population for information. Other effective tools such as posters, small 

promotional videos in social media etc., could have made the information even more 

widespread.  

2. The inclusion in the project of many issues has positive aspects (see above in strengths), but 

may also make lose some focus on certain topics when communicating them to the wide 

public.  

3. Regarding the alternatives to irregular migration message, the presence of representatives of 

Ministry of Finance and Economy inside the Communication Team could have been a valuable 

asset.  

4. Journalists are subjected to editorial agendas regarding the types of messages to deliver in 

the articles they write and chronicles they make. For this reason, they seem among the most 

difficult target group to be dealt with. Probably, a dedicated project focused only on media 

and journalists could target this category better.   

5. The evaluation measures the short/medium term effectiveness of the project, but it would be 

interesting to assess also long term effectiveness with time distance from the termination of 

the project.  
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8. Conclusions and Recommendations: 
 

Promote regular ways of migration 

Interviewees coincide that, as long as there are different levels of economic development within an area 

of (almost) free movement, is it unavoidable to refrain migration (as a matter of fact there are also 

considerable movements of population within the EU itself depending on where the employment 

opportunities are higher). On the top of this, immigrating is an important right that citizens have and that 

should be used in a regular way. In this regard, the most effective way to refrain people from migrating 

irregularly is not through prohibitive measures, but rather through regular migration programmes and 

opportunities that people can avail. Receiving countries could also benefit from these programmes so as 

to balance their need for workforce.   

The evaluation also captured the long term effectiveness of previous campaigns held by IOM on this topic: 

it was easy to capture the shift in perception with respect to the evaluation of the 2015 campaign. It can 

convincingly be affirmed that the concepts of asylum and visa liberalization rules are mostly absorbed by 

the targeted population.  

For the reasons explained above, it is recommendable for the following campaigns: 

 Create new programmes of regular migration that are beneficial for both migrants and States, 

including dedicated programmes for young people that want to study abroad. The condition to 

turn back in Albania upon completion of studies could be an option. 

 Promote and inform the wide population on existing ways to immigrate regularly. This serves to 

prevent irregular migration from the start, or reintegrate those people which have returned in 

the country after a negative experience.  

 Interviewees refer that administrative procedures for migrating regularly in the EU countries, 

especially for work reasons, are quite laborious and difficult to access. The same as in the German 

case10, it is recommendable to provide administrative facilitations for the citizens coming from EU 

candidate countries, especially those with high migration rates. Bilateral agreements between 

countries could be one option.  

Access to available services and concrete migration policies 

There definitely appears to be a particular tendency to leave the country in the last five years in Albania 

– being it through regular or irregular migration. Campaigns based on alarming and prohibitive messages 

are useful, but they could be less effective in targeting the core of the problem. More sustainable 

campaigns may focus on: 

                                                           
10According to the data received in the Centre for Information on Migration, VET and Career, the German legislation has facilitated since 

01.01.2016 the procedure for Albanian citizens to migrate regularly to Germany with an employment contract: such contract does not need to be 

approved by the Immigration Office, but is sufficient to present it to the German Embassy to Tirana when applying for a visa.    
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 demonstrating which are the available services and employment opportunities in the country 

which often are hard to be accessed by people living in remote and rural areas particularly stroke 

by poverty and unemployment;  

 there is still need to continue conveying messages of self-commitment of the population on two 

sides: firstly, unlike common stereotype, European countries are not providing “miracle” 

treatment to deprived people; and secondly, the country cannot develop if the people decide to 

leave and not concentrate the efforts herein.   

 building hope inside the country: one way could be by showing positive stories of former migrants 

having returned in the country and started up initiatives or new businesses 

 as interviewees witness, in some cases people try several times to migrate (either regularly or 

irregularly) through different ways. This happens because in order to afford migration the first 

time, people have sold almost all of their goods (house, stockbreeding etc.). Once they return, 

they are left with nothing. For this reason, it is important to design reintegration programmes for 

returnees so that upon return people are not left alone and retry migration by all means. 

Reintegration programmes are highly recommendable in these cases, especially those targeting 

the most vulnerable groups 

 the upcoming National Strategy for Migration should be carefully coupled with a reasonable 

budget. If Albania is constantly losing its human capital, policies should focus on how to re-gain it.  

EU countries could also contribute in this process as part of the EU adhesion process.  
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ANNEX A 
EVALUATION SCHEDULE 

 

Task Target group/stakeholder Time Place 

Desk review (consultation 

of full documentation and 

websites/social media) 

 

n/a 1, 4, 5 June 

 

Tirana 

Methodology design and 

report outline (sample 

selection, definition of sites, 

target groups and 

stakeholders, design of 

interviews and focus groups 

methods)  

 

n/a 6, 7June Tirana 

In depth interviews with 

partners/stakeholders and 

management team 

(data collection and 

elaboration) 

 

IOM staff 

-Alma Jani 

-Alketa Gaxha 

-Ermal Nazifi 

8 June Tirana 

In depth interviews with 

partners/stakeholders and 

management team 

(data collection and 

elaboration) 

 

Communication Consultant  

-Miriam Neziri 

Media Consultant 

-Sonila Pema 

Programme manager and staff of 
“Municipality for Europe” project 
-JolandaTrebicka 
-AldaDekovi 
 

11 June Tirana 

In depth interviews with 

partners/stakeholders and 

management team 

(data collection and 

elaboration) 

 

Ministry of Interiors 

-MimozaQyra 

Border and Migration Police 

-YlliKumrija 

Officer at State Social Service 
-ErmiraGjata 

 

12 June Tirana 
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Fields visits in Elbasan 

region, focus groups, in-

depth interviews, direct 

observation 

 

Focus group with members of 
regional anti-trafficking 
committee 
In-depth discussion with staff of 
State Social Service office in 
Elbasan 

13 June Elbasan 

Qualitative and quantitative 

elaboration of the data and 

statistics of 400 

questionnaires collected in 

schools after the info 

sessions. 

Final report writing  

 

n/a 14,15,16,17,18 

June 

 

Tirana 

Fields visits in Kukes region, 

focus groups, in-depth 

interviews, direct 

observation, collection and 

elaboration of statistical 

data in the related offices 

 

Regional Border and Migration 

Police 

-BashkimShehu 

State Social Services 

-BeharijeGeca 

Regional Education Directorate 

-FarieZeneli 

Centre for Information and 

Orientation on Social Rights, 

Migration, VET and career 

-LauretaCenaj 

-JonidaMici 

Focus group with teachers at 

“HavziNela” high school 

19June Kukes 

Fields visits in Fier region, 

focus groups, in-depth 

interviews, direct 

observation, collection and 

elaboration of statistical 

data in the related offices 

 

Focus group with members of 

regional anti-trafficking 

committee in Fier Municipality  

Discussion at Centre Murialdo 

 

22June Fier 

Fields visits in Shkodra 

region, in-depth interviews, 

direct observation, 

collection and elaboration 

of statistical data in the 

related offices 

 

State Social Services Shkoder 

-Valbona Tula 

Terre des hommes re-integration 

project 

-Julian Jana 

Regional Education Directorate 

- Frida Kopliku 

26June Shkodra, 

Lezha 
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EU Info Centre Shkodra 

-Shehiada Piraniqi 

State Social Services Lezhe 

-Marta Fekaj 

In depth interviews with 

partners/stakeholders and 

management team 

(data collection and 

elaboration) 

Final report writing 

Border and Migration Police 
Durres Port 
-Lindita Nushi 
Terre des hommes re-integration 

project 

-Jezerca Tigani 

28 June Tirana 

Final report writing n/a 29 June, 2 July Tirana 
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ANNEX B 
LIST OF INTERVIEWEES 

No Name and Surname Position Institution and location 

1 Alma Jani Head of Office IOM, Tirana 

2 Alketa Gaxha Project Coordinator IOM, Tirana 

3 Ermal Nazifi Project Assistant IOM, Tirana 

4 Miriam Neziri Communication  Consultant  Freelance  

5 Sonila Pema Media Monitoring Consultant Freelance 

6 Mimoza Qyra Coordinator at Anti-Trafficking 
and Migration Directorate 

Ministry of Interiors, Tirana 

7 Ermira Gjata Specialist State Social Services Tirana 

8 Ylli Kumrija Head of Readmission Sector Border and Migration Police 

9 Lindita Nushi Director Regional Border and 
Migration Police Durres 

10 Bashkim Shehu Former Director (acting during 
the campaign) 

Regional Border and 
Migration Police Kukes 

11 Beharije Geca Specialist State Social Services Kukes 

12 Farie Zeneli Specialist Regional Education Office 
Kukes 

13 Laureta Cenaj Officer Centre for Information and 

Orientation on Social Rights, 

Migration, VET and career 

Kukes 

14 Jonida Mici Officer Centre for Information and 

Orientation on Social Rights, 

Migration, VET and career 

Kukes 

15 Jolanda Trebicka Director EU funded “Municipality for 
Europe” project 

16 Alda Dekovi Staff member EU funded “Municipality for 
Europe” project 

17 Valbona Tula Head of Office State Social Services Shkodra 

18 Julian Jana Social Worker Terre des hommes project at 
State Social Services Shkodra 

19 Frida Kopliku Head of Office Regional Directorate of 
Education Shkodra 

20 Shehiada Piraniqi Former Head of Office (acting 
during the campaign) 

EU Info Centre Shkodra 

21 Marta Fekaj Head of Office State Social Services Lezhe 

22 Jezerca Tigani Head of Mission Terre des homes Albania 

23 Alexander Smits, Sabrina 
Benaouda (contacted by 
e-mail) 

Donor Representatives from 
Netherlands 

Government of Netherlands 
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ANNEX C 
 

LIST OF DOCUMENTS REVIEWED 

 

 Project description document and workplan 

 National Information and Awareness Raising Campaign Strategy  

 Media Reporting on Migration Issues in Albania – monitoring/research study 

 Directive 2013/32/EU of the European Parliament and of the Council of 26 June 2013 on 

common procedures for granting and withdrawing international protection 

 The Directive 2008/115/EC of the European Parliament and of the Council of 16 December 2008 

on common standards and procedures in Member States for returning illegally staying third-

country nationals;   

 Leaflet produced in the framework of the Awareness Raising Campaign. All related documents 

produced in the frame of the project implementation such as newspapers articles, press 

releases, agendas, minutes of meetings, ToRs of consultants, main correspondence of the 

project.  

 IOM social media page, as well as websites of Ministry of Interiors, Albanian Border and 

Migration Police, EU funded project “Municipalities for Europe” webpage, etc.  
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ANNEX D 
TERMS OF REFERENCE 

Terms of reference for Consultant: Rea Nepravishta 

Conduct final evaluation and impact assessment of the campaign implemented on prevention of irregular 

migration from Albania to Netherland and Belgium during the period October 2017 – March 2018 in 12 

Regions of Albania in the framework of the project “Preventing unsafe migration from Albania towards 

the European Union member states” implemented by IOM Tirana  

I. Programme Background: 
Established in 1951, IOM is the leading inter-governmental organization in the field of migration and works 

closely with governmental, intergovernmental and non-governmental partners. IOM is dedicated to 

promoting humane and orderly migration for the benefit of all. It does so by providing services and advice 

to governments and migrants.  

Under the overall supervision of the Head of Office and direct supervision of the Project Coordinator, the 

successful candidate will be responsible to conduct the final evaluation and impact assessment of the 

campaign “Choose opportunities, not irregular migration!” implemented during the period October 2017 

– March 2018 in 12 Regions of Albania.  

Moreover the Consultant will work closely with the project staff and the national communication expert 

that was responsible for developing the Campaign Strategy. 

II. Core Functions/Responsibilities: 
 

The consultant will be responsible for the following tasks: 

A. Review of program documentation and existing data: Review, as necessary, of archived material 
related to the program and the campaign, in particular the Campaign Strategy, informative leaflet 
prepared and disseminated during the outreach activities of the campaign and pre and post 
evaluation forms completed by participants. The desk review should in particular consider the 
Impact Assessment Monitoring Framework of the Strategy of the Information Campaign 
document and the indicators as outlined in the project document. 

B. Field visits and interviews: In site visits in selected regions of Albania to carry out: 
 The post campaign assessment survey with participants in school awareness raising  
 activities;  
 In depth interviews with project partners, members of technical tables, civil society, 

teachers,  
 school directors, journalists etc. in the regions; 
 In depth interviews with national stakeholders members of the project, donor, Project 

Steering  
 Committee and Communication Team members participating in each activity. 
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For each of these interviews, the consultant should develop and present his/her ideas for the content and 

format of the survey/interview forms that will be applied to capture the information required, as well as 

the method to be used in administering them and tabulating the results. Field visits to selected sites and 

direct contacts with the beneficiaries of the campaign will be arranged in coordination with the project 

team. 

 
III. Expected outputs (Deliverables) 
The Consultant will be responsible for producing the following documents: 

1. Draft Final Impact Assessment Evaluation Report: The consultant will provide a draft report for 
review by IOM and project partners by 2 July 2018.  

2. Final Impact Assessment report addressing and incorporating the inputs resulting from the review 
of the draft report will be provided to IOM by 10 July 2018. 

 
IV. Desirable Competencies  
Behavioural 

a) Takes responsibility and manages constructive criticism; b) works effectively will all stakeholders; 
c) promote continuous learning; communicates clearly; d) takes initiative and drives high levels of 
performance management; e) plans work, anticipates risks, and sets goals within the area of 
responsibility; f) displays mastery of subject matter; g) contributes to collegial team environment; 
h) incorporates gender-related needs, perspectives, and concerns, and promotes equal gender 
participation; i) displays awareness of relevant technological solutions; j) works with internal and 
external stakeholders to meet resource needs of IOM. 

Technical 

a) Effectively applies knowledge of migration management issues within the organizational 
context. 
 

V. Timeframe 
 

The work will be conducted during the period 1 June 2018 to 10 July 2018 for a total of 20 working 

days. 


