
VIDEO CONCEPT - YOUTUBE MINISERIES INDONESIA 

TITLE - TBC 
  
IOM X is seeking a production company to produce a series of short videos that meets the 
criteria outlined in the table below. 
 
The suggested content for this video series is to follow an Indonesian woman (possibly a 
celebrity, but at minimum someone with a great personality and experience hosting on camera) 
who has never been to Hong Kong before to there to meet current Indonesian migrant workers. 
Ideally, this woman will be young and personable and the audience will enjoy following her as 
she journeys from Indonesia to Hong Kong, modeling how a first time traveller has to figure 
everything out on her own. The audience will then follow her as she meets with various current 
Indonesian migrant workers living in Hong Kong.  
 
In this way, the video series will profile experiences of current Indonesian migrant workers living 
in Hong Kong and will elicit tips about living abroad and how to seek recourse or help when 
faced with exploitation.  
 
Each video can profile different Indonesian migrant individuals or groups living in Hong Kong 
sharing their experiences on the five following categories:   

1. Living space (eg. How do they live? Where do they live? etc.)  
2. Payment (How are they paid? How much? Any hidden costs? etc. ) 
3. Homesickness (Do they experience it? How do they deal with it? etc.) 
4. Aspirations (What do they want for their future? How are they planning to get there? Are 

they practicing financial management? etc.) 
5. Other negative experience (Have they experienced any exploitation in their new 

country? How did they seek help? What would they recommend to others?) 
 
Note: Hong Kong is a logical first choice for destination country since there is an IOM office there and 
many Indonesian migrants but Singapore could also be a possibility.  
 

Target audience Indonesians living in Indonesia who aspire to migrate & Indonesian 
migrant workers living in destination countries (like Singapore and 
Hong Kong), aged 18-35 

Number of videos 5 short videos 

Length 5 mins each video 

Languages Bahasa Indonesia 

Quality Suitable for digital distribution (particularly YouTube and Facebook) 



Genre Documentary and/or testimonial.  
 
Other elements like dramatization, comedy, and others are welcome 
to ensure this video series is creative, appealing and interesting for 
the target audience.    

Desired change 
the video will 
have 

After watching the video, viewers should recall the key message and 
the promoted resource. - Draft and needs to be re-worked.  

Call to action TBC 

Tone The IOM X identity is characterized by focusing on positive, hopeful 
themes such as: learn, act and share with a youthful vibe. 

Avoid ●  Shocking imagery (i.e. guns, chains, drugs) 
● Violence 
● Race-based stereotypes 
● Gender-based stereotypes 
● References to specific countries, brands, companies or 

individuals 
● A lot of text GFX in any language.  

Suggested Talent ● Celebrities (To tie all the stories together)  
● Current migrants living in Hong Kong or Singapore  

Distribution of the 
video 

● Online platforms (particularly YouTube) 
● In addition to being hosted on IOM X YouTube page, each 

video could be posted on the migrant(s) being profiled on their 
facebook page so that the videos are sure reach their network 
of friends, of which some are probably representative of the 
target audience.  

Delivery of final 
video 

April 2018 

Background 
information 

Every year, approximately 500,000 Indonesian Migrant Workers are 
deployed each year. There are presently 6.1 million Indonesian 
migrant workers overseas in 178 countries around the world.1  
Historically, the majority of migrant workers were women, but in the 

                                                
1 http://www.ilo.org/wcmsp5/groups/public/---asia/---ro-bangkok/---ilo-jakarta/documents/publication/wcms_381566.pdf 



last few years this has shifted with approximately 57% of migrants are 
female and 43% are male.2 

About 40-50% of Indonesian migrants work as domestic workers, 
housekeepers, or caretakers. Other common sectors include working 
on plantations, in fisheries, or in manufacturing and construction.3 The 
main destination countries include Malaysia, Taiwan, the Middle East 
(Saudi Arabia and UAE), Hong Kong and Singapore. 

Indeed, albeit their substantial contribution to the host and origin 
country especially in the form of remittances, many Indonesian 
migrant workers often lack social protection and are exposed to 
significant risks, including human trafficking. 

Seeing as the most influential and trusted sources of information are 
interpersonal sources (such as other migrant workers) and that 
informal networks are strong amongst Indonesian migrant workers, 
especially domestic workers in Hong Kong and Singapore, these 
videos aim to amplify these interpersonal sources so they can share 
their tips and advice more broadly with aspirant migrants to prepare 
them for work in a new country and with current migrants to help them 
out in case they are experiencing something similar.  

 

                                                
2 http://www.ilo.org/wcmsp5/groups/public/---asia/---ro-bangkok/---ilo-jakarta/documents/publication/wcms_381566.pdf 
3 http://www.ilo.org/wcmsp5/groups/public/---asia/---ro-bangkok/---ilo-jakarta/documents/publication/wcms_381566.pdf 


