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Executive Summary I

Background, Context and Object of Evaluation

Rapid economic growth of the Asia Pacific Region (APR) has provided employment opportunities for 
tens of millions of women and men willing to migrate domestically and/or internationally. Around 40 
million migrants reside in the region while roughly 22 million of the world’s migrants overall originate 
from the region, with an estimated 43 per cent of them moving within the region.1 However, growing 
prosperity also increases the risks of abuse and exploitation along the supply chains of companies 
that look for cheap labour to boost their economic gains.

IOM X Asia was a regional programme funded by the United States Agency for International Development 
(USAID) Regional Development Mission Asia (RDMA) and managed by the International Organization 
for Migration (IOM) Regional Office for Asia and the Pacific (ROAP) to prevent human trafficking in the 
APR. It operated from 2014-2018 in the ten Association of Southeast Asian Nations (ASEAN) member 
states plus Bangladesh, and used a positive messaging approach drawing on Communications for 
Development (C4D) elements and traditional and digital communications mediums to promote safe 
migration practices and to reduce risks of exploitation among women, men, girls and boys. 

Through the use of a variety of communications campaigns that included both online and offline 
elements to strengthen ongoing efforts to counter human trafficking while promoting safe migration, 
IOM worked to achieve the overall IOM X objective to inspire social resilience to human exploitation 
and Trafficking in Persons (TIP) in the APR. While at the end of 2018, the Asia Pacific programme will 
close, the IOM X model will be replicated in Central America and West Africa.

Evaluation Purpose, Objectives and Scope

During the four years of the IOM X Asia programme, numerous post-campaign assessments were 
conducted but no comprehensive evaluation of the IOM X campaign as a whole was commissioned. 
As IOM X phase two ended in December 2018, the present final evaluation looks to document the 
relevance, effectiveness and sustainability of the campaign, and to identify any lessons learned and 
recommendations that can be used to strengthen IOM X’s future work. The impact criterion was not 
included in the present evaluation as the campaign was still active at the time of the evaluation, and 
therefore it is too soon to effectively measure the impact that IOM X may have had. Similarly, the 
efficiency criterion was excluded from the realm of this evaluation in order to focus on the achievement 
of results and their sustainability.

The intended primary users of this evaluation are IOM staff at the different levels (including IOM X 
programme staff), practitioners and other key stakeholders, as well as all users of IOM X materials 
available online2. The evaluation covered both the one-year pilot and the three-year second phase of 
the IOM X campaign, covering activities conducted during the time period of 1 October 2014-30 
September 2018, and covered the programme’s entire geographic scope.  Thematically speaking, the 
evaluation looked at the programme as a whole but used a case study approach to place a specific 
focus on seven primary campaigns in order to examine a comprehensive menu of the different types 
of IOM X campaigns that have been carried out within the region3.

Summary of Key Findings and Conclusions
Relevance

The IOM X model uses a highly participatory design that allows for consultation with stakeholders 
about their needs prior to designing specific campaigns, thus increasing the relevance and utility of 
each campaign. Regular stakeholder engagement and open communication between IOM X and

1 Asia and the Pacific. (2016, April 11). Retrieved December 16, 2018, from https://www.iom.int/asia-and-pacific
2 All IOM X content and resources are available at IOMX.iom.int 
3 The seven campaigns are: The three Roadshows in the Philipines, Bangladesh and Myanmar, Happy Home, Made, How To, and the Thailand 
  YouTube Series: Do you Know Who Made It?
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stakeholders also allowed IOM X to be flexible and to adapt its programming to respond to shifts in 
stakeholder needs and priorities. At the same time, the IOM X programme’s centralized structure may 
have somewhat reduced the programme’s flexibility and responsiveness due to challenges related to 
coordination and procurement at the country level. 
The programme targeted a variety of relevant stakeholders, including aspirant, current and returning 
women and men migrant workers; Civil Society Organizations (CSOs) and grassroots organizations; 
media partners and private sector actors; and government actors at the local, national, and regional 
levels. Even so, there were some key migration actors that were less engaged, which include employers 
(specifically in the manufacturing sector), recruitment agencies, and ASEAN bodies.

While the programme made a concerted effort to integrate a gender equality approach by targeting 
sectors that heavily employ women (such as the domestic work sector) and men (such as the fishing 
sector) and by collecting quantitative sex disaggregated data, there remains room for improvement in 
the mainstreaming of gender equality principles across IOM X activities as some key tools to promote 
gender equality were missing from the IOM X approach. Such tools include gendered needs assessments, 
the consistent use of a gender analysis, gendered reporting, and the collection of sex disaggregated 
qualitative data.

Effectiveness

IOM X used an approach that engaged stakeholders both online and offline in most of its programming, 
which increased its overall effectiveness. Offline activities included, in most cases, baseline research, 
participatory stakeholder workshops, and a launch event, which helped to draw the attention of stakeholders 
and encourage more meaningful interaction around migration issues. Offline engagement was exemplified 
through the Roadshow initiatives.

All IOM X campaigns resulted in an increase among participants of knowledge relating to exploitation 
and safe migration practices. In fact, campaigns, on average, resulted in approximately a 25 per cent 
increase of migration-specific knowledge among respondents. Results around changing attitudes 
were more mixed, with respondents from origin countries demonstrating a positive shift in attitudes 
towards migrants and a safe migration process while many respondents in destination countries still 
upheld negative attitudes and prejudices towards migrant workers. Post campaign metrics tools also 
identified that in most cases, participants were interested in changing their behaviours, but the metrics 
tools were largely insufficient to measure actual changes in behaviour. Data on the strengths, weaknesses, 
and results achieved through each campaign is mixed and oftentimes contradictory, and therefore 
does not provide enough information to determine clear trends around which campaigns were more 
successful than others.  Even so, the IOM X campaigns resulted in some positive unexpected results, 
including its messaging reaching beyond the expected geographic scope of Asia Pacific all the way to 
Africa and the Middle East, and even support to free a migrant worker from forced labour.

Sustainability

Even though the IOM X Asia programme does not have a formal exit strategy in place to facilitate the 
sustainability of results, some of its programming elements were intentionally designed to encourage 
sustainability. The participatory nature of the campaign has led, in some cases, to government 
partners affirming their intention or already including IOM X materials into their programming. In addition, 
the C4D capacity development activities promoted by IOM X have transferred some key skills to 
stakeholders, including IOM staff, to support the continued use of C4D and IOM X materials in their 
future work. In fact, the IOM X programme has served as a successful entry point for IOM to work on 
digital C4D online communications initiatives, by making linkages between IOM and relevant media 
partners and by establishing a strong online following. The fact that all IOM X materials are shared 
online and free of charge also promotes their continued use and replicability of campaigns. The replicability 
of specific campaigns, however, may be somewhat limited by the sector-specific approach used in 
Asia Pacific.
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Another challenge around sustained behaviour change is related to some gaps in the capacities of 
government migration services. In order for IOM X beneficiaries to be able to practice safe migration, 
they need to have access to government services that can support them throughout the process of 
migrating, working abroad, and returning home. These government services require strengthening in 
order to effectively serve current and potential migrants. There is room for further government buy-in 
and collaboration with IOM X activities through IOM Country Offices to support governments to further 
invest in the strengthening of these services.

A summary of the IOM X Asia programme’s main strengths and areas for improvement is as follows:

Key IOM X Strengths:

•   Participatory and evidence-based approach
•   Engagement with a wide array of key stakeholders
•   Flexible programming
•   Successful combination of online and offline activities
•   Positive messaging and links to concrete actions
•   Materials are free of charge and readily available
•   Raised the profile of C4D within IOM and has built the capacity of key stakeholders, including 
    IOM staff
•   Served as an entry point to beneficiary focused media-based campaigns within IOM

Lessons Learned

The following three lessons learned were identified through the IOM X experience in Asia Pacific that 
could help to inform similar programmes in other contexts:

1. Although the use of famous actors or celebrities in online awareness raising campaigns can help  
    to increase viewership and raise much needed attention around important issues, this can also 
    pose risks to the campaign and to the organization if the behaviour and actions of the individuals 
    are not aligned with the values of the organization. For example, through research commissioned 
    by IOM X, it was found out that youth in Thailand are less inspired by mainstream celebrities as 
    role models than they used to be. They are increasingly looking to new ‘influencers’ as trust
    worthy role models. Other factors that must be considered when engaging ‘high profile celebrities’ 
    is the high resource investment (both time and financial). Careful consideration should be made 
    as to whether or not it makes strategic sense. 
2. The IOM X experience in APR found that campaign video content is most effective when it 
    includes specific calls for action and when it is dubbed into local languages, as opposed to using 
    subtitles.
3. The choice of the best platforms and channels for dissemination of IOM X products has to correspond 
    to the most widely used mediums in every given location. Robust baseline research is a valuable 
    way to assess current media consumption trends.

Key Areas for Improvement

•   Limited engagement with some key migration stakeholders including recruitment agents, 
    employers, and local governments.
•   No clear exit strategy to end its work in Asia Pacific
•   Need to strengthen its gender mainstreaming 
•   Insufficient measurement metrics to measure actual changes in stakeholder behaviour

Recommendations

Below is a list of strategic and operational recommendations proposed by the evaluation team to help 
strengthen future IOM X programming. The recommendations were developed in collaboration with 
the Evaluation Reference Group.
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Strategic Level Recommendations

1. IOM X materials should be thoroughly mainstreamed throughout all of IOM’s work.  
2. IOM X programming should focus on fewer but more impactful campaigns that include a stronger 
    offline presence. 
3. IOM X should maximize its engagement with grassroots organizations and migrant networks.   
4. IOM X should conduct an extensive stakeholder mapping exercise prior to designing its future 
    programming to ensure that all relevant and strategic stakeholders are engaged through the 
    campaign, including employers and recruiters.
5. When replicating the IOM X model in the future, the following key elements should be included  
    in the programme design:
     a. Positive and inspiring messaging
     b. Inclusion of all elements of the C4D, evidence-informed and participatory methodology
     c. Participatory and bottom-up approach
     d. Shareability of products
     e. Offline engagement
     f. Focused campaigning that targets the most pressing issues
     g. Linking campaigns with concrete action
6. As IOM X starts to expand globally with a presence in Central America and West Africa, it should 
    explore alliances and partnerships with global migration entities.  
7. IOM X should strengthen its focus on gender equality and integrate mechanisms to ensure a  
    more thorough gender mainstreaming approach throughout its work. 

Operational Level Recommendations

1. IOM X should conduct workshops and information-sharing sessions to build the knowledge and 
    capacity of IOM staff around the C4D approach at the beginning of the overall campaign as well 
    as throughout its implementation.  
2. IOM X should strengthen its metrics to measure changes in behaviour by engaging with sample 
    groups of stakeholders over a longer duration; promoting participatory monitoring; increasing 
    the use of offline engagement techniques; and collecting data through partners and service 
    delivery points.  
3. IOM X should continue to strengthen its online presence and viewership by further linking materials 
    to appropriate distribution platforms. 
4. IOM Management should make a concerted effort to retain members of the IOM X Asia team 
    during the shift to Central America and West Africa so as to build on the technical capacities 
    located within the current IOM X team. In cases where this transfer is not possible, IOM should 
    set up systems to encourage knowledge transfer between the current IOM X team and the future 
    teams.    
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01 Background and Context

1. Background and Context
1.1 Background
IOM  X is a regional programme to prevent human trafficking in the Asia Pacific Region (APR). The total 
budget for this initiative was USD 5,300,000 (1 October 2014 to 31 December 20184) and was fully 
funded by the United States Agency for International Development (USAID) Regional Development 
Mission Asia (RDMA) and managed by the International Organization for Migration (IOM) Regional 
Office for Asia and the Pacific (ROAP). 

IOM X has focused its efforts on the ten ASEAN member states and Bangladesh (due to close migratory 
ties) in order to strengthen on-going efforts to counter human trafficking and exploitation while 
promoting safe migration. The programme leverages the power and popularity of media and information 
technology to inspire young people and their communities to take action against human trafficking.

The origins of IOM X can be found in a former regional, eight-year counter-trafficking campaign 
supported by USAID under the name MTV EXIT. Upon wrapping up in 2014, best practices and 
lessons learned from the MTV EXIT campaign were incorporated into the new programme design with 
IOM. The programme – now known as IOM X – began its operation in October 2014 as a one-year pilot 
which was then followed by a second phase of the programme for three additional years (until the end 
of 2018).

1.2 Context
Rapid economic growth of the APR has provided employment opportunities for tens of millions of 
people willing to migrate domestically and/or internationally. Around 40 million migrants reside in the 
region while roughly 22 million of the world’s migrants overall originate from the region, with an 
estimated 43 per cent of them moving within the region.5

Growing prosperity also increases the risks of abuse and exploitation along the supply chains of companies 
that look for cheap labour to boost their economic gains. When growing labour needs are met with 
income inequality, poverty, natural disasters and limited local opportunities, there is a consequential 
increase of vulnerabilities for workers, especially for migrant workers, as irregular migration facilitated 
by smugglers and the lucrative business of human trafficking can often move people faster than the 
official means of migration to meet demand. It is estimated that that in 2016, 40.3 million people worldwide 
lived in conditions of sexual exploitation, forced labour, forced marriage, debt bondage and/or slavery.  
APR has developed into one of the global hubs for such criminal activity. Human trafficking is estimated 
to generate USD 150.3 billion a year globally, with APR being the most lucrative region, concentrating 
34 percent of this figure.7 In 2016, it was estimated that 24.9 million men, women, and children were 
living in modern slavery in APR.6 Three in five victims of modern slavery worldwide (62 per cent) were 
exploited in APR.8

While trafficking and exploitation affects people – women, men and children – of all ages, socio-economic 
status and educational backgrounds, young people are particularly impacted. According to IOM studies, 
even if a great majority of young people are aware of human trafficking in general, only a small portion 
of those surveyed know more detailed information, such as who is affected and the ways to prevent it. 
It is for this reason that IOM developed the IOM X campaign activities with this target audience in mind. 
This segment of population is also unique in its ever-increasing access to and use of modern digital 
media – another result of the region’s economic growth. Through IOM X, IOM has seized the opportunity 

4 This time period includes a No-Cost Extension to extend the period of implementation from 30 September 2018 until 31 December 2018
5 Asia and the Pacific. (2016, April 11). Retrieved December 16, 2018, from https://www.iom.int/asia-and-pacific
6 Global Estimates of Modern Slavery: Forced Labour and Forced Marriage. (2017). International Labour Organization and Walk Free Foundation, 
  [PDF file]. Retrieved from https://www.ilo.org/wcmsp5/groups/public/---ed_norm/---ipec/documents/publication/wcms_586127.pdf
7 International Labour Organization. 2015. Profits and Poverty: The Economics of Forced Labour. Geneva
8 Global Estimates of Modern Slavery: Forced Labour and Forced Marriage. (2017). International Labour Organization and Walk Free Foundation, 
  [PDF file]. Retrieved from https://www.ilo.org/wcmsp5/groups/public/---ed_norm/---ipec/documents/publication/wcms_586127.pdf
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to reach out to and engage with young people by leveraging both traditional and digital media that 
are innovative, entertaining and appealing to promote awareness on safe migration, trafficking and 
exploitation while increasing knowledge and motivation on the concrete ways in which people may 
make informed decisions.
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Object of the Evaluation

2.1 Object of the Evaluation

The overall objective of IOM X was to inspire social resilience to human exploitation and Trafficking in 
Persons (TIP) in APR. In order to do this, IOM X drew on the power and popularity of media and information 
technology and their capacity to inspire young people and their communities to take action against 
human trafficking to include practicing safe migration. This is in alignment with ASEAN policies on safe 
migration, as it is reflected in the signing of the ASEAN Consensus on the Protection and Promotion 
of the Rights of Migrant Workers in November 2017.9

During the initial one-year pilot phase, IOM X set the following programme goals:

It was expected that these outputs would support more sustained attitudinal and behavioural change, 
specifically: that vulnerable people adopt protective behavioural practices that make them more resistant 
to human trafficking, and that host and origin communities take action at the local level to address 
human trafficking.

During the second phase of the campaign (1 October 2015 to 31 December 2018), IOM X adjusted its 
goals to include the following:

The campaign uses a mix of Communication for Development (C4D) approaches. Also, a central 
element of IOM X has been the development of media content for television and online platforms, 
digital innovations with leading technology companies and capacity building resources. By the end of 
the fourth year of implementation in 2018, an estimated 683 million people had been reached with a 
mix of campaign interventions such as videos, radio and TV broadcasts, website and social media 
presence, campaign launch events and public sector consultations.

Numerous post-campaign assessments have been conducted along the four years of implementation, 
but a comprehensive evaluation of the IOM X campaign as a whole was missing. As IOM X phase two 
is approaching its end in December 2018, the present final evaluation looks to document the effectiveness 
of the campaign, change created, and lessons learned.

In its four years of existence, IOM X reached 682,896,767 people, launched 239 videos that were 
potentially viewed by 344,795,488 people.10 IOM X held 61 public events, established 47 partnerships 
with actors from the private sector, and received USD 19,823,220 in in-kind contributions.11

(i) Promote greater levels of knowledge among highly vulnerable groups of safe migration  
 options and mechanisms in countries of destination through which to seek assistance, 
 including young migrants and those likely to migrate; and 
(ii) Promote greater awareness among policy makers, media and other civil society partners, 
 and broader populations about human trafficking and how individuals can proactively 
 respond to the issue.

(i) Targeted audiences have more positive attitudes and/ or demonstrate with greater consistency 
 the desired practices through ensuring that diverse target audiences, particularly youth 
 and mobile populations, including vulnerable groups, have the knowledge (awareness) to 
 make informed choices for the prevention of human trafficking (e.g. how to migrate safely, 
 ensure a fair work environment, report suspected exploitation, etc.); and
(ii) Public (including state) institutions increase their engagement of private sector actors to 
 adapt, develop, and use innovative approaches to addressing exploitation and trafficking 
 in persons, including through use of technologies.

9 ILO supports ASEAN safe migration campaign. (2018, December 13). Retrieved December 19, 2018, from https://www.ilo.org/asia/media-cen
  tre/news/WCMS_654571/lang--en/index.htm
10 IOM X Annual Report, Year 4
11 IOM X Annual Report, Year 4

2. The Evaluation Object
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12 Duty bearers are those actors who have a particular obligation or responsibility to respect, promote and realize human rights and to abstain 
    from human rights violations. The term is most commonly used to refer to State actors, but non-State actors can also be considered duty 
    bearers. An obvious example is private armed forces or rebel groups, which under international law have a negative obligation to refrain from 
    human rights violations. Depending on the context, individuals (e.g. parents), local organizations, private companies, aid donors and 
    international institutions can also be duty-bearers.
13 Rights-holders are individuals or social groups that have particular entitlements in relation to specific duty-bearers. In general terms, all 
    human beings are rights-holders under the Universal Declaration of Human Rights. In particular contexts, there are often specific social 
    groups whose human rights are not fully realized, respected or protected. More often than not, these groups tend to include women/girls, 
    ethnic minorities, indigenous peoples, migrants and youth, for example. A human rights-based approach does not only recognize that the 
    entitlements of rights-holders needs to be respected, protected and fulfilled, it also considers rights-holders as active agents in the realization 
    of human rights and development – both directly and through organizations representing their interests.

2.2 Programme Stakeholders

The Programme engaged a wide variety of stakeholders (including project implementation partners, 
duty bearers12 and rights holders13). They include:

a)   Local Non-Government Organizations (NGOs) working to combat trafficking – focused towards 
      victim assistance or advocacy and education;
b)   Multilaterals; Association of Southeast Asian Nations (ASEAN), International Labour Organization 
      (ILO), United Nations Action for Cooperation Against Trafficking in Persons (UN-ACT), United 
      Nations International Children’s Emergency Fund (UNICEF), United Nations Office on Drugs and 
      Crime (UNODC), the United Nations Entity for Gender Equality and the Empowerment of Women 
      (UN Women);
c)   Government Ministries and Institutions fighting trafficking;
d)   National Task Forces or Coalitions fighting trafficking (i.e. National Committee for Counter 
       Trafficking in Cambodia, MAPO in Malaysia);
e)   USAID Missions and US Embassies;
f)    Other USAID-supported Counter-Trafficking in Persons (CTIP) programmes at the national level 
      (i.e. USAID CTIP Cambodia, USAID CTIP Bangladesh, US-PROGRESS ASEAN)
g)   Female migrants, male migrants, aspirant migrant workers, families of migrant workers;
h)   Migrant worker groups, worker unions; 
i)    Ministries and Institutions of Labour;
j)    Employers, recruiting agencies;
k)   Other donors committed to counter human trafficking;
l)    Government Ministries and Institutions engaging youth through Education, Sport and Outreach; 
m)  Creative agencies developing on-air, print, and digital assets;
n)   Digital agencies working on content development, technical development, and marketing for 
      IOM X’s online platforms;
o)   Information Communication Technologies (ICT) companies to explore innovative solutions for 
      counter trafficking efforts;
p)   Public Relations (PR) agencies that help promote awareness of IOM X outputs across all 
      platforms;
q)   Broadcast partners that help to extend the reach of IOM X; 
r)    Youth groups, including unions, associations and other networks;
s)   IOM X personnel and additional staff from the International Migration Organization; and
t)    Social Media Users.
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2.3 IOM X Theory of Change

IOM X RESULTS FRAMEWORK
Programme Theory of Change

THE PROJECT WILL CONTRIBUTE TO INSPIRING SOCIAL RESILIENCE TO HUMAN EXPLOITATION AND TRAFFICKING IN 
PERSONS (TIP) IN THE ASIA PACIFIC REGION (APR).
Indicators:
O1.0 Percentage increase of users of resources to adopt protective behaviours as promoted by IOM X.
O2.0 New developments/ adaptations/ use of innovative tools and technologies for CTIP as a result of public-private collaboration.

O1.1 Increase in positive attitudes, and/or demonstrate 
with greater consistency, the desired practices among 
targeted audiences.
Indicators:
O1.1.1: Percentage of positive attitudes (A), disaggregated by 
M/F O1.1.2: Percentage of intended practice (P), disaggregated 
by M/F O1.1.3: Number of visitors to IOM X online promoted 
resources to take adopt positive CTIP behaviours (such as 
learning about human trafficking on the IOM X website)

O1.2.: Diverse targeted audiences, particularly youth 
and mobile populations (including vulnerable groups), 
have the knowledge to make informed choices for the 
prevention of human trafficking (i.e. how to migrate 
safely, ensure a fair work environment and report 
suspected exploitation)
Indicator:
O1.2.1: Percentage level of knowledge of targeted audiences, 
disaggregated by male/female

O2.2: Participants from Public and Private institutions have the 
knowledge and skills to produce and strategically disseminate 
C4D/ BCC CTIP outreach tools
Indicators:
O2.2.1: Percentage of participants at IOM X PPCDs, trainings or 
workshops who pass the post-event knowledge test about TIP subject 
matter and C4D/ BCC principles, disaggregated by M/F
O2.2.2: Number of targeted beneficiaries (particularly PPCD/ workshop/ 
training participants) with increased knowledge and skills about TIP, and 
C4D/BCC CTIP outreach tools, disaggregated by M/F

O2.1: Increase in public (including state) institutions engaging 
with private sector actors to adapt, develop, and use innovative 
approaches to addressing TIP, including use of technology.
Indicator:
O2.1.1: Number of private sector collaborative actions taken with state 
institutions with regards to participation in, and/or support of, IOM X 
activities. 

RESEARCH AND EVALUATION
A1: Development of factsheets about human trafficking
A2: Compilation and sharing of research findings
A3: Research through FGDs, in-depth interviews, 
workshops, consultations with target audiences and sector 
experts for media content and resources
A4: Development of creative briefs with guidance to inform 
the production of mass media content for counter-trafficking 
communications

MEDIA CONTENT & DISTRIBUTION
A7: Production of YouTube miniseries for prevention of 
exploitation and human trafficking
A8: Production of fishing sector TV programmes (x2) for the 
prevention of exploitation
A9: Production of series of short-form video content (x4) on 
‘mythbusting’ to combat pervasive misunderstandings about 
human trafficking 
A10: Production of a series of short-form video content 
(x3-5) featuring/ modeling positive stories, and to promote 
positive employer behavior

DIGITAL ENGAGEMENT
A22: Website: Development of strong online platforms 
A23: Strengthening engagement with diverse populations 
through language and sector specific content and 
campaigns on Social Media
A24: Online activations (e.g. competitions, crowd-sourced 
videos/ vlogs/ blogs/ hackathons) with an emphasis on 
continuing engagement of workshop and Media Camp 
participants.

MEDIA CONTENT & DISTRIBUTION
A5: Production of a ‘How-to’ Guide on applying a C4D approach
A6: Production of an ‘Introduction to Human Trafficking’ session guide 
tailored to different audiences (i.e. students, private sector companies, 
journalists) 
A11: Production of media content and resources responding to emerging 
trends on the human trafficking and positive counter-trafficking efforts

LIVE ENGAGEMENT
A12: C4D Capacity Development Workshop to take place in Singapore 
with the participation of national stakeholders
A13: C4D Capacity Development Workshop to take place in Kuala Lumpur, 
Malaysia with the participation of national stakeholders
A14: C4D Capacity Development Workshop to take place in Bangkok 
with the participation of regional stakeholders (i.e. Cambodia, Lao PDR, 
Myanmar)

Three IOM X Roadshow models consisting of one of each of the 
following four activities (A15-A21), under 'LIVE ENGAGEMENT’
A15: (3x) Participatory Planning and Capacity Development (PPCD) 
Workshops 
A16: (3x) Media Camps 
A17: (3x) Media Launch events around the public Showcase events to 
promote attend media coverage 
A18: (3x) Showcase public events 
A19: Outreach and distribution of community-generated media content in 
APR (following showcase public events)
A20: National Campaign Press Launch to take place in Singapore
A21: National Campaign Press Launch to take place in Kuala Lumpur, 
Malaysia 
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3.1 Purpose

This evaluation served the dual purpose of accountability and learning. It looked to provide 
evidence-based information on the performance of IOM X and the results achieved (outputs and 
outcomes) by its campaign-based modality. It also looked to provide guidance on the ways in which 
to enhance strategic planning, decision-making and implementation of this USAID-funded 
programme. This was achieved by providing valuable information on lessons learned, good practices, 
replicable innovations and identification of areas for improvement. Finally, this evaluation sought to 
generate findings that help guide future planning and implementation of IOM X or similar social campaigns 
both within IOM and externally. IOM X in Asia Pacific will end in December 2018 but this evaluation will 
inform strategic planning of programme implementation in West Africa, Central America and any other 
additional country level IOM X programmes developed in the future.

The intended primary users of this evaluation are IOM staff, including IOM X programme staff, at the 
different levels, practitioners and other key stakeholders, as well as all users of the IOM X online materials.

3.2 Objectives

The overall objective of this evaluation is to determine the relevance, effectiveness and sustainability 
of the IOM X campaign. The evaluators also included an assessment of human rights, equity and 
gender equality. The specific objectives of the evaluation are:

The impact criterion was not included in the present evaluation as the campaign was still active at the 
time of evalutation, and it is too soon to effectively measure the impact that IOM X may have had. Similarly, 
the efficiency criterion was excluded from the realm of this evaluation in order to focus on the achievement 
of results and their sustainability.

3.3 Evaluation Scope

The evaluation covered both the one-year pilot and the three-year second phase of the IOM X campaign, 
which ran from 1 October 2014 to 30 September 2018. The evaluation covered the entire geographic 
coverage of the programme: Bangladesh, Brunei, Cambodia, Indonesia, Lao People’s Democratic 
Republic, Malaysia, Myanmar, Philippines, Singapore, Thailand, and Viet Nam.

•   To assess relevance of IOM X campaigning from the point of view of beneficiaries/ target audiences, 
    counterparts/communities, etc.
•   To assess the effectiveness of the implementation process of IOM X’s activities and to see if the 
    programme achieved planned outcomes and outputs with regard to prevention of counter-trafficking 
    and exploitation.
•   To assess the sustainability of the results and methods of the campaign in the absence of on-going 
    IOM X support, by identifying the degree to which the IOM X campaign has built on existing local 
    capacities, as well as sharing of learning.
•   To determine the extent to which the IOM X campaign is providing an entry point for the IOM to 
    engage in other social media-focused campaigns, projects, and programmes that use modern 
    technology for engagement of key audiences, by fostering learning and sharing with a view to 
    shift the behaviour of rights-holders and duty-bearers through the use of a C4D model.
•   To generate key lessons learnt and propose recommendations for delivery of digital media campaigns 
    and for further harmonization and capacity development of partners and stakeholders.

3. Evaluation Purpose, Objectives and Scope
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The rationale used for the selection of these particular campaigns was to provide a comprehensive 
menu of the different types of IOM X campaigns (by target audience, countries and campaign activity 
type) that have been carried out in the region.

3.4 Thematic Coverage

More specifically, in addition to looking at the IOM X programme as a whole, the evaluation 
focused on the seven specific campaigns below, divided by main target audience type:

1. Audience: aspirant migrants in source communities
    Campaign scope: targeted communities in a single country

      •   IOM X Bangladesh Roadshow
      •   IOM X Philippines Roadshow
      •   IOM X Myanmar Campaign

2. Audience: aspirant and present employers of migrants in destination communities and, to a 
    lesser extent, migrant source countries
    Campaign scope: ASEAN wide, with a special focus on Indonesia, Malaysia, Myanmar, Philippines,  
    Thailand and Singapore

      •   Happy Home (Open Doors: Malaysia, Singapore, Thailand; Sebuah Harapan PSA: Indonesia)

3. Audience: general audience in destination communities
    Campaign scope: regional, specific focus on Philippines, Singapore and Thailand

      •   Made
      •   How To
      •   Thailand YouTube Series: Do You Know Who Made it?
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4.1. Evaluation Approach and Design

An evaluation is a process that should seek to provide useful, valid and reliable findings derived from 
information supplied by all stakeholders involved, with a view to enhancing the demonstration of tangible 
results, identifying potential improvements as necessary, and making better-informed strategic decisions. 

The evaluation used the following methods and approaches: 
Mixed methods: i.e. qualitative – Key Informant Interviews (KIIs), Story-Telling Sessions (STSs) – and 
quantitative (document review).

Gender-Sensitive: the evaluation integrated gender equality principles in its approach by assessing 
the extent to which the IOM X programme was designed and implemented to reduce gender inequalities.

Participatory evaluation: stakeholders were as directly involved in the evaluation process as possible 
from the evaluation design to the data collection and analysis.

Empowering evaluation techniques: the evaluation took into consideration how activities affect 
power dynamics between groups of people and was conscientious of power disparities between 
stakeholders during the evaluation process. Particularly, specific efforts were made to include vulnerable 
groups throughout the evaluation process by ensuring that they are available to participate and are 
engaged in a way that makes them feel comfortable to share their opinions and experiences.

Human Rights and Equity approach: the evaluation assessed to what extent IOM X was aligned with 
Human Rights principles, to what extent the campaign was designed to promote equity and whether 
its design and implementation included an explicit emphasis in the inclusion of vulnerable groups.

Theory-Based Approach: the evaluation used IOM X’s Theory of Change, (ToC) to draw conclusions 
about whether, and how, different interventions contributed to observed results.14 

Utilization-Focused Evaluation (UFE): the evaluation was designed and executed to enhance its 
usefulness to its intended users and in ways that enhance the likely utilization of the evaluation 
findings and recommendations.15 

Case Studies: seven campaigns/countries were selected using the Most Significant Change (MSC) 
technique and in order to provide a comprehensive menu of the different types of IOM X campaigns 
(by target audience, countries and campaign activity type) that have been carried out in the region. 
These were the IOM X Bangladesh Roadshow; IOM X Philippines Roadshow, IOM X Myanmar Campaign, 
Happy Home (Open Doors: Thailand, Singapore, Malaysia; PSA); Made, How To, and the Thailand 
YouTube Series: Do you know who made it?.

4.2 Evaluation Criteria

The evaluation used the standard OECD/DAC criteria of Relevance, Effectiveness and Sustainability. 
The key evaluation questions used to guide this assessment are the following:

14 This approach is based on two main elements: a) paying special attention to the influence of context in programme results; and b) a focus on 
   understanding contribution rather than proving attribution for results in a context where multiple factors are at play.
15 The UFE process itself helps to strengthen decision making and improve performance and has two essential elements: a) clearly identified 
   and personally engaged evaluation users at the beginning of the evaluation process to ensure that its primary intended uses can be identified; 
   and b) intended uses of the evaluation by the primary intended users guide all other decisions that are made about the evaluation process.

1. Relevance
      1.1. To what extent has the IOM X programme responded to the needs, rights and priorities of 
             beneficiaries, including males and females, and especially the most vulnerable groups?
      1.2. To what extent did the IOM X programme adapt to changes in the implementation environment?

4. Evaluation Methods
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A full Evaluation Matrix (EM) was developed by the evaluation team (annex B). The EM was used as a 
tool for systemizing the data collection process, identifying gaps in evidence, and developing a clear 
evaluative argument. Each question in the EM contains sub-questions and indicators for further specificity 
and to help guide the assessment of each question. The development of methods for data collection 
and analysis has also been based on the EM.

4.3 Modifications to the ToRs

Due to an extremely short timeframe to conduct the evaluation (total of eight weeks), the evaluators 
and the ERG agreed to using primarily remote data collection techniques and the engagement of local 
consultants who speak the local languages of the rights holders.

The evaluators also proposed a streamlined evaluation process that shortened the preparation and 
turn-around time of certain deliverables while ensuring adequate time to prepare all evaluation deliverables.

The evaluators have included some additional added-value elements to the ToRs that include an IOM 
X campaign landscape analysis, a beneficiary survey, and Story-Telling Sessions.

Also, even though the ToRs did not specifically call for an inclusion of a gender and human rights 
approach, the evaluation integrated gender equality principles and assessed the extent to which the 
programme was designed and implemented to reduce gender inequalities cross-cutting analysis. 
Similarly, the extent to which IOM X was aligned with Human Rights principles and whether its implementation 
put an explicit emphasis in the inclusion of vulnerable groups.

4.4 Sources of Data and Data Collection Methods

Eighteen (18) Virtual Key Informant Interviews (KIIs): KIIs were conducted by the evaluation team 
with a purposeful sample of stakeholders. The stakeholder groups were IOM staff (including IOM X 
programme staff), implementing partners such as NGOs and media partners, as well as government 
counterparts.

Six (6) Story-Telling Sessions (STS) with different types of beneficiaries in Bangladesh and 
Myanmar: These STSs were conceived as participatory Focus Group Discussions where the main 
focus was placed on exploring programme effectiveness as opposed to overall programme performance 
by providing participants with an opportunity to discuss how the programming influenced their levels 
of knowledge, attitudes, and behaviour. Three STS were conducted in Yangon, Myanmar, and three in 
Narsingdi, Bangladesh. Each STS was composed of different types of beneficiaries, namely; a) 
returned migrants, b) aspirant migrants and c) a youth group. Also, these groups included a combination 
of beneficiaries who participated in IOM X activities, such as beneficiaries who were exposed to at 
least one IOM X material, and beneficiaries who had not heard of IOM X before. All STSs were organized 
and implemented using an equity and gender-sensitive approach. At the beginning of the STS, the

2. Effectiveness

      2.1. To what extent have expected results been attained and have contributed to advancing the 
             stated goals and objective of IOM X? What factors influenced the achievement or non-      
             achievement of results?
      2.2. Are IOM X engagement metrics for measuring success useful and relevant? What other 
             techniques could be used to better capture this or how could they be improved?

3. Sustainability
      3.1. In what ways has the participation of the IOM country offices, partner organizations, as well 
             as different beneficiary groups, fostered ownership in the campaign?
      3.2. What measures did the campaign take to ensure sustainability? Have these measures been 
             adequate to sustain results?
      3.3. To what extent does the IOM X campaign appear to be replicable in other contexts and 
             under what circumstances?
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Table 1. Total number of stakeholders who participated in the evaluation

evaluators joined the meetings virtually via Skype while a local consultant facilitated the in-person
discussions. The STSs took place in a location where women, men, and minority or marginalized 
groups felt comfortable. The local consultants ensured that the atmosphere in the STS was safe and 
respectful of differences among participants. In order to ensure a healthy environment for STSs, each 
STS did not include more than six participants and did not last longer than 60 minutes.

In total, 36 people participated in the six STSs. Three of these STSs took place during the same day 
in Yangon, Myanmar, with a composition of six participants each. In Narsingdi, Bangladesh, another 
three STSs were conducted on the same day, each of them attended by six participants.

Data Collection Method Number of Stakeholders Women Men

Key Informant Interviews (through Skype, 
Whatsapp, and Facebook Messenger)

18 9 9

36 15 21

54 24 30

Virtual Story Telling Sessions

Total

Document Review and Landscape Analysis: A comprehensive desktop review was done of all available 
documentation, i.e. yearly reports, baseline research and impact assessment reports, donor reports, 
toolkits and training material produced by IOM X, as well as activity reports for media launches, 
conferences, and workshops, in order to understand the specific characteristics of the activities and 
outputs produced by IOM X.

The evaluation draws on multiple lines and levels of evidence to facilitate triangulation and to ensure 
robust evaluation findings. The evaluation looked at multiple lines of evidence, which include the local, 
national and regional levels.

4.5 Methodological Limitations 

The evaluation faced a number of limitations that were identified during the evaluation inception 
phase. Approaches to mitigating these have been integrated into the evaluation design. The limitations 
and mitigation strategies are discussed in Table 2.

Table 2. Evaluation Limitations and Mitigation Strategies

1. Due to an extremely short timeframe to 
    conduct the evaluation (total of 8 weeks),  
    the evaluators were not able to do field 
    visits and conduct in person KIIs.

1. All KIIs (18) were successfully conducted 
    virtually via Skype, Whatsapp and Facebook 
    Messenger.

The tight timeframe also kept the evaluators 
from conducting Story-Telling Sessions 
(STSs) in person.

National focal points provided valuable 
assistance in the organization and conduct 
of the 6 STSs in Myanmar and Bangladesh. 
Also, local consultants having prior experience 
working with IOM were recommended by 
the said focal points as facilitators. In total, 
6 STSs were conducted.

Methodological Limitation Mitigation Strategy

2.2.
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4.6 Sampling 

The evaluation used a purposeful sampling approach where key stakeholders that participated as data 
sources in the evaluation were identified in collaboration between the Evaluation Manager, the Evaluation 
Reference Group (ERG), and the Evaluation Team.  Representatives from all stakeholder groups were 
included as data sources either through Skype interviews or STSs. The purposeful sampling also 
ensured that a roughly equal sample of women and men stakeholders were engaged and that selected 
stakeholders were able to speak about IOM X activities that have occurred in all participating countries 
and across all results levels.

The Story-Telling Sessions focused on the Roadshow initiatives because it was more feasible to 
engage stakeholders in discussions.

4.7 Data Analysis Method

The evaluation used the four analysis methods discussed below to assess primary and secondary 
information obtained through the evaluation’s lines of enquiry to answer the evaluation questions identified 
in the Evaluation Matrix (Annex B).

Contribution Analysis
The evaluation drew on Contribution Analysis, an approach that aims to identify the primary factors 
that have influenced the achievement of programme outcomes.

Equity and Gender Equality Analysis
All evaluation data, findings, conclusions, lessons learned, and recommendations were subject to an 
equity and gender equality analysis, to ensure that the different experiences and perspectives of 
women and men as well as diverse socio-economic groups have been mainstreamed and thoroughly 
considered throughout the analysis process. Additionally, the analysis and synthesis of primary data 
has been grounded in the theoretical paradigm of Intersectionality: studying, understanding and 
responding to the ways in which gender intersects with other identities (such as sex, class, ethnicity, 
age, religion) and how these intersections contribute to unique experiences of oppression and/or privilege.

Methodological Limitation Mitigation Strategy

5. The sample size of the KII and STS 
    participants was small and not representative.

5. Information was cross-referenced against 
    IOM X documentation

The evaluation used the numerous surveys 
conducted prior, during, and following IOM 
X campaign in order to draw quantitative 
data to inform the findings, recommendations 
and lessons learned presented in this report.

3. 

A Virtual Story-Telling Session with 
students having participated in IOM X 
workshops and FGDs in Thailand with 
IOM X was not possible due to a lack of 
participants.

Two of the Story-Telling Sessions in Yangon 
were composed by young students having 
being involved in activities with IOM X in 
Myanmar. While the demographics did not 
correspond to the initially planned STS, this 
mitigated 

4. 4.

As a quantitative data collection method, 
the evaluators proposed a beneficiary 
survey to be shared and relayed by IOM 
X on all its platforms. However, some 
delays in developing the survey led to the 
survey being online just a few days and 
not enough responses were collected for 
a representative sample.

3. 
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Coding and Triangulation
The evaluation team analysed qualitative data by coding qualitative comments and systematically 
allocating them to corresponding evaluation questions. Evidence has been cross-referenced and 
triangulated between multiple lines of enquiry to validate evaluation findings and to ensure that a wide 
array of diverse voices have been taken into consideration in the development of each finding. 

Most Significant Change Stories (MSC) 
This approach provided the evaluators with an opportunity to collect and analyse evidence regarding 
elements of the project relating to community outreach, partnership building, and advocacy initiatives.

4.8 Ethics

The evaluation approach conforms to the ethical principles described in the United Nations Evaluation 
Group (UNEG) Ethical Guidelines for Evaluation (2008). The evaluation is grounded on basic principles 
of utility and necessity. 

The evaluation is guided by utility in that it responds directly to the purposes of evaluating the IOM X 
programme, as specified in the TORs. As such, all processes and products are designed to achieve 
the evaluation objectives. Furthermore, the evaluation approach is grounded in necessity in that it is 
designed and implemented with the expectation of drawing key lessons learned and best practices 
from IOM X in order to make decisions on the future direction and design of Programme replications 
and ensure that the initiative has a lasting impact on the involved countries. The principle of necessity 
guarantees that the evaluation is conducted in a way that minimizes disruption, invasion of privacy and 
exposure to risks of participants. 

All efforts have been undertaken to ensure the evaluation is conducted efficiently and makes proper 
use of time and resources available.

Obligations of the Consultants

The evaluators working on this evaluation demonstrated personal and professional integrity during the 
whole process of the evaluation. The team respected the right of institutions and individuals to provide 
information in confidence, use consent forms, and ensure that sensitive data cannot be traced to its 
source. Further, the team and its members ensured that those involved in the evaluation had an opportunity 
to examine the statements credited to them. The evaluation team and process were sensitive to 
beliefs, manners, and customs of the social and cultural environment in which they worked. Furthermore, 
the consultants did not assess the personal performance of individuals and balanced an assessment 
of management functions with due consideration of this principle.
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Relevance: Alignment with the Needs, Rights and Priorities of Beneficiaries

Key Evaluation Question: 1.1. To what extent has the IOM X programme responded to the needs, 
rights and priorities of beneficiaries, including males and females, and especially the most 
vulnerable groups?

Finding 1. The design of the IOM X programme is based on a highly flexible participatory 
approach and an evidence-informed model that is both recognized and appreciated across 
stakeholder groups.

The IOM X Asia campaign was built using a strong evidence-informed model that drew extensively 
from stakeholder inputs. A stakeholder needs assessment was conducted prior to the development of 
each campaign to make sure that it was responsive to the particular needs and priorities of each campaign’s 
target audience. Stakeholders were also consulted and involved in sharing the messages, content, 
and selection of distribution channels for each campaign. As a result, the campaigns included 
tailor-made interventions that were adapted to local contexts and realities. 

A good example of this is the qualitative research conducted in Thailand. Sidekick, a creative social 
change agency, was contracted in 2017 to carry out market research and analysis on how to address 
negative attitudes towards migrant workers in Thailand – a host country – and find out the best ways 
to encourage Thais to feel empathy for and positively engage with migrant workers.

Stakeholder engagement in campaign design and implementation is best exemplified by the Roadshow 
activity that took place in Myanmar, Bangladesh, and in the Philippines. 

Each Roadshow initiative included:

�   A stakeholder needs assessment;
�   A Participatory Planning and Capacity Development (PPCD) workshop with community 
      stakeholders;
�   A knowledge, attitude, and practice (KAP) pre-survey to determine the knowledge, attitudes 
      and intended practices of the priority target audience  prior to the campaign, as well as 
      media consumption trends;
�   Media camps with stakeholders and a production partner to discuss the characteristics of 
      the media products to be developed and the distribution platforms;
�   A public launch with stakeholders and media; and 
�   A post KAP survey to determine any changes in knowledge, attitudes and intended practices 
      of the targeted audience as a result of the campaign.

On several occasions, IOM demonstrated adaptability and flexibility in its IOM X programme design 
and implementation in response to stakeholder feedback and emerging opportunities. For instance, 
when a youth organization contacted IOM X because they wanted to organize a hackathon in Malaysia, 
IOM X proved to be very quick in sharing content with them and supporting them with this endeavour. 
Another good example of the flexibility of the IOM X design can be found in the changes made to the 
Myanmar in-country Roadshow campaign. Whereas the format of the campaign is typically a community 
-based project, its focus shifted early on due to the nationwide need for a mass communications campaign. 
IOM X’s Myanmar Campaign promoted safe migration information, among other activities, by introducing 
IOM Myanmar’s Miss Migration Facebook chatbot as a resource that provided valuable information on 
how to migrate safely.

Finding 2. The initiative was able to engage with a wide array of stakeholders in the different 
countries through a variety of campaigns. By and large, the right stakeholders were heavily 
engaged. Some examples of stakeholders that were less engaged are recruitment agencies, 
employers, stakeholders from the manufacturing sector, and ASEAN bodies.

5. Findings
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The IOM X campaign was strong at engaging a variety of stakeholders who are involved in issues relating 
to safe migration. The campaign focused primarily on engaging rights holders, including aspirant, 
current and returning women and men migrant workers to help raise their awareness and capacities 
to avoid potential risks and engage in safe migration practices. Both aspirant and returning migrants 
were engaged in many of the IOM X activities such as the Roadshow initiatives. Their inputs regarding 
the most valuable information required to migrate safely were instrumental in the design of materials 
that were aligned with their most urgent needs. 
The campaign also engaged a wider Southeast Asian audience around the rights of migrant workers 
with the intention to promote a culture that encourages safe migration and responsible consumer 
behaviour in order to avoid instances of exploitation. 

Examples of campaigns that promoted responsible consumption are the following: 

How To campaign: Millions of people in Asia work in the garment industry. Through this web series, 
launched in July 2017, IOM X went out to find out how challenging this work really is. In each episode, 
contestants were tasked with making an everyday product such as a T-shirt or a shoe in under 40 
minutes. The extremely low cash prize (USD 2) provided to participants, corresponding to the payment 
many workers receive for that work, shed light on the reality of this work and the associated exploitation.

Do you Know Who Made it? campaign: This was a series of eight web videos (plus three promotional 
videos) used to help raise awareness among young Thais that there is exploitation in the manufacturing 
sector, and that they can take action to help prevent it. The campaign was launched in the CentralWorld 
mall in Bangkok, with five of YouTube Thailand’s top Creators.

Key Informant Interviews show that duty-bearers were also engaged through the campaign, particularly 
civil society organizations (CSOs) working on safe migration and counter trafficking in-persons (CTIP), 
such as OKUP in Bangladesh, Project Liber8 in Malaysia, and Hlaing Tharyar Youth Network in Myanmar, 
as well as national governments. IOM X established fruitful partnerships with NGOs and other CSOs 
at the local level in every country. A facilitating factor was IOM X’s responsiveness and openness to 
listening to all stakeholders and working horizontally with partners. National governments were 
engaged in every country before IOM X activities began to ensure buy-in and alignment of IOM X campaigns 
with national priorities.  Even though it was beyond the scope of IOM X to engage directly in strengthening 
government services, some of the campaigns raised interest among national and local governments 
to provide more services to migrant workers. This was the case with the Government of the Philippines 
who expressed a desire to open a Philippine Overseas Employment Agency (POEA) in Maguindanao. 
Local governments were also engaged in the campaigns as part of the Participatory Planning and 
Capacity Development (PPCD) workshops in the Roadshow initiatives in Myanmar, the Philippines and 
Thailand, but there is room for more involvement of local government representatives throughout the 
design, implementation and dissemination processes since it is at the local level where usually the 
recruitment of migrant workers occurs. (This is further discussed in Recommendation #4).

Naturally, IOM X also engaged heavily with local media partners to produce content that was contextualized, 
culturally sensitive, and delivered in local languages wherever possible. IOM X also established 
successful partnerships with the private sector as part of its campaign distribution strategy. Among 
the most high-profile private sector partners were Microsoft, IBM, and Google.

Even though the campaign was engaged with an extensive array of relevant stakeholders, there 
remain some other key migration actors who were not as engaged in IOM X programming. Employers 
and recruitment agencies were generally not brought on as partners or as the target audience of any 
of IOM X’s campaigns. An exception was when employers of domestic workers were reached through 
the Open Doors Campaign. Even though IOM X must work within a limited scope, these are two very 
key migration actors whose engagement may have helped to further advance IOM X’s mandate of 
advocating for safe migration practices. Since these are actors who are often engaged in exploitative 
behaviour and therefore, their engagement could have potentially served to further support migrants 
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in pursuing safe migration practices. Other key actors who could be further engaged in IOM X 
programming include workers from the manufacturing sector and sex workers. Statistics show that
more than seven out of ten victims of forced sexual exploitation worldwide were exploited in the Asia 
and the Pacific region.16

In 2018, IOM X developed the initiative Unexpected Victim, a myth-busting series and landing page 
dedicated to debunking common misconceptions held by the general public regarding trafficking for 
sexual exploitation. The landing page for this campaign received the highest numbers of visits (30,904 
by September 2018) of all IOM X landing pages.

While ASEAN was not brought on as a formal partner of the overall campaign, it was indeed a partner 
for the ASEAN-regional IOM X Happy Home Campaign through the ASEAN Committee on the Implementation 
of the ASEAN Declaration on the Protection and Promotion of the Rights of Migrant Workers (ACMW). 
Endorsement from ASEAN at the overall programme level could have potentially raise the visibility of 
IOM X and promoted the sustainability of results. IOM chose not to seek endorsement for the IOM X 
programme as a whole, given early indications that the sector specific approach to generating highly 
targeted campaigns was outside of ASEAN’s regional mandate. Also, the time and resources required 
for meaningful ASEAN engagement across all IOM X programme activities had not been accounted for 
in the budget. This was therefore considered outside of the scope of IOM X activities.

Relevance: Programme Flexibility and Adaptability

Finding 3:  IOM X used a cross-cutting gender sensitive and equity-focused approach regarding 
the choice of industrial sectors by working in those with the highest prevalence of exploitation 
and trafficking in persons (TIP) and those dominated by either women or men. At the same time, 
there remains room to improve IOM X’s mainstreaming of gender equality principles throughout 
its programming.

When selecting sectors as part of the campaign’s sector-specific design, IOM X used a gender equality 
and equity sensitive approach by selecting those sectors with the highest prevalence of exploitation 
and trafficking in persons and by selecting some sectors that are heavily dominated by women (such 
as the domestic and manufacturing sectors) as well as sectors heavily dominated by men (such as the 
fishing sector). This facilitated the integration of perspectives from both women and men into the IOM 
X campaign process. Another good example of IOM X’s programming focus on issues specific to 
women is the campaign Successful Migration, directed to Cambodian women at risk of being victims 
of forced marriages in China. As part of this campaign, IOM X partnered with the Women’s Media 
Centre of Cambodia (WMC) to create a video to encourage young Cambodian women to seek as 
much information as possible before making the decision to go to China for marriage. To better understand 
the target audience, WMC conducted focus group discussions (FGDs) and in-depth interviews with 
women. The findings showed that the target audience knew very little about migrating to China, but 
that family debt puts great pressure on these women to migrate abroad. WMC also did research on 
which media sources the target audience consumes the most in order to align the final information 
materials with the appropriate distribution channels.

While this is indeed commendable, there remains room to further mainstream gender equality principles 
throughout IOM X’s programming. While quantitative data from KAP surveys is sex disaggregated, 
qualitative data collected through campaign-specific group discussions with stakeholders is not 
consistently sex disaggregated to highlight any differences between the opinions or experiences of 
women and men.  Additionally, gender considerations are not consistently reflected in IOM X reporting. 
There is currently not a specific section dedicated to how the experiences, perspectives, or priorities 
of women may differ from those of men regarding migration issues. While IOM X targeted some of its 
programming towards sectors that are highly female dominated (such as domestic work and manufacturing), 
programming did not necessarily capture whether there are any significantly different situations, 
realities, or challenges typically experienced by women migrants from that of men migrants. While a 

16 International Labour Organization. 2015. Profits and Poverty: The Economics of Forced Labour. Geneva
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16 International Labour Organization. 2015. Profits and Poverty: The Economics of Forced Labour. Geneva

needs assessment is conducted prior to any IOM X programme design, a gender analysis was not 
included, which could have helped to identify any important differences between the experiences and 
priorities of women from those of men. Furthermore, as mentioned above, sex workers could have 
been more fully engaged throughout IOM X programming. Although males can also be victims of 
sexual exploitation, they are vastly outnumbered by females, who account for 99 per cent of all 
victims.17

Question 1.2.1: To what extent was the programme design flexible when required to change and 
adapt to new information and challenges?

Finding 4:  While IOM X was overall very flexible and responsive, some elements limiting the 
adaptability and responsiveness of certain campaigns may be attributed to the centralization of 
the core IOM X team in Bangkok and resulting challenges regarding coordination and procurement 
at the country level.

During the programme cycle in APR, the core IOM X team was based primarily in Bangkok. This 
approach sought to leverage synergies and facilitate real time communication among all units of the 
Programme. However, the centralization of the IOM X team in Bangkok, where decision-making effectively 
took place, was in stark contrast to IOM’s decentralized model and was perceived among some stakeholders 
as a challenge to the optimal functioning of IOM X. Nevertheless, IOM X staff were able to use the 
decentralized IOM model to their advantage in order to have an IOM X presence in each country.  
While communications were generally effective between IOM country offices and the IOM X team, this 
set-up caused some challenges, namely:

17 International Labour Organization. 2015. Profits and Poverty: The Economics of Forced Labour. Geneva
18 Bangkok Post Public Company Limited. (2018, February 6). Thailand tops internet usage charts. Retrieved December 19, 2018, from 
   https://www.bangkokpost.com/business/news/1408158/thailand-tops-internet-usage-charts

Finding 5:  IOM X has been able to foresee and benefit from the fast-growing access to Internet 
among the population in general, the massification of smartphones, and the penetration of 
social media. 

IOM X has successfully been able to harness the potential of emerging digital spaces in Southeast 
Asia, serving at the forefront of C4D digital communications. It is estimated that four out of the top ten 
countries with the highest rate of Internet surfing hours/day are in the region. For instance, in Thailand, 
Internet users spend on average 9.38 hours a day online.18 Through the production of online materials 
and social media engagement, IOM X has established a social media following of around 440,000 
people. This is particularly impressive if we look at the challenge of retaining and continuously engaging 
with this social media following over time, which ranges across different countries, languages and 
demographic groups. 
The programme has also been flexible in using non-Internet based communications mediums (i.e. TV, 
radio) in regions where Internet access is limited while at the same time, keeping an online presence 
(i.e. Maguindanao in the Philippines). Even though baseline research showed that only 11 per cent of 
the population had regular access to the Internet in Maguindanao during the time the campaign was 
being implemented, online statistics show that content produced by IOM X in Maguindanao was seen 
by current migrants from that region working in the Middle East, thus demonstrating the reach and 
potential of IOM X programming.

1)   Limited initial knowledge on C4D and media-based campaigns among IOM staff meant a heavy 
      time investment was required from the IOM X team to ensure that the necessary minimum C4D 
      capacity was in place within each country;
2)   Ensuring buy-in from IOM country Heads of Office was sometimes difficult as IOM X is a new 
      approach that requires some explanation as to how it works and what it is designed to achieve;  
3)   Competing priorities within the IOM offices meant that sometimes IOM X activities were sidelined 
      for other issues considered more pressing and urgent; and
4)   Due to the need to get approval from the IOM X office in Bangkok, activities at the country level 
      sometimes experienced delays in procurement.
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Effectiveness: Achievement of Results and Contribution to Outcomes

Evaluation Question 2.1: To what extent have expected results been attained and contributed to 
advancing the stated goal and objectives of IOM X?  
Finding 6:  IOM X used an approach that engaged stakeholders both online and offline in most 
of its programming, which increased its overall effectiveness.

IOM X complements its online C4D content through offline engagement techniques designed to 
increase stakeholder engagement and overall campaign effectiveness. Most online videos produced 
were accompanied by offline baseline research, participatory stakeholder workshops, and a launch 
event. The in-person elements of the IOM X campaign are useful for drawing the attention of stakeholders 
and encouraging more meaningful interaction around migration issues.  
The IOM X Roadshow campaign included the most extensive offline stakeholder engagement. The 
one-year length of the Roadshow campaign allowed for more sustained and fluid engagement with 
rights holders and other relevant stakeholders such as government officials. This contributed to 
increased ownership and appropriation of the messages as well as a more traceable pathway to 
results. The in-person and highly participatory approach of the Roadshow also facilitated IOM X to 
increase interest and engagement from key institutional partners in the three countries. For instance, 
through the IOM X Bangladesh Roadshow, the Ministry of Labour and Employment in Bangladesh 
demonstrated an interest in displaying IOM X materials at national airports.  
Even though the Roadshow campaign had some important success in terms of engaging government 
actors, there was room for wider engagement with grassroots organizations at the local level, especially 
by specifically targeting migrant worker networks and community-based organizations, where oftentimes 
the recruitment of migrants occurs.  Offline engagement is undoubtedly a key element needed to 
engage stakeholders and IOM X did in general a good job at this.

Effectiveness: Achievement of Results – Outputs

Finding 7: IOM X campaigns on average have resulted in approximately a 25 per cent increase 
of migration-specific knowledge among respondents. Rights holders are generally better able 
to identify migration-specific risks, such as lack of visa services, those sectors where trafficking 
regularly occurs, and the people who are most vulnerable.

All IOM X campaigns resulted in some increase of knowledge among its target audiences.  The Roadshow 
campaigns appear to be particularly successful at transmitting specific knowledge around safe migration 
practices. For instance, in Bangladesh, KAP survey results show that there was a 34 per cent increase 
in understanding among participants that informal brokers (dalals) do not provide visa-checking 
services, which was the primary campaign message.

Campaigns targeting people in destination countries (through the Made and Open Doors campaigns) 
resulted in an increase in knowledge about human trafficking and exploitation-specific knowledge of 
27% in both cases (i.e. in the case of the Open Doors Campaign, this corresponds to the average of 
shifts in levels of knowledge in the three countries covered by the impact assessment: Thailand 17%, 
Indonesia 31%, and Malaysia 32%).

However, this change in knowledge did not necessarily reflect a change in attitudes or increased 
empathy towards migrant workers (this is further discussed in the next finding). The data analyzed 
here comes from IOM X ex-ante and ex-post KAP surveys in each case, which also provided baseline 
data.
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Table 3. Changes in Knowledge within Case Study Campaigns.19

ReachCampaign Increased Knowledge

Bangladesh 
Roadshow 

721,729 viewers online

93,500,000 potential viewers on TV

10,000,000 potential listeners on radio

328,505 viewers at screenings

Knowledge of safe migration 
practices increased by 8%. But 
34% increase in understanding 
that informal brokers (dalals) 
do not provide visa checking 
services

Cotabato 
Roadshow 

9.15 million people reached through 
298 radio broadcasts 
111,671 times video views

Over 23,000 engagement on social 
media

48% found it interesting and 
respondents who learned 
something new

Knowledge about the subject 
increased by 20%

Myanmar 
Roadshow 

9 videos produced

170 million potential views of videos 
on TV and media coverage about the 
campaign

1,449,449 online video views

11,674 landing page visits

This information has not been 
captured or it is not available 
from the desk review

Open Doors

Indonesia, 
Malaysia 
and Thailand

166,459,490 watched Open Doors: 
Singapore online 

8 airings of Open Doors on television

1,393,000 potential views of Open 
Doors on television

An average increase in 
knowledge of 27% in 
respondents in Indonesia, 
Malaysia and Thailand

Made 902,309 people reached

464,726 total views (partial or complete 
viewing)

29,390 engagements (likes, comments, 
shares)

After viewing, 201 people 
were surveyed and 38% 
said they found it interesting. 
Knowledge increased by 
36% (from 57% to 93%)

How To Viewed 1,218,600 times online in 2017 This information has not been 
captured or it is not available 
from the desk review

YouTube 
Series (Do You 
Know Who 
Made it?)

More than 7 million views of the videos This information has not been 
captured or it is not available 
from the desk review

19 Unless specified otherwise, all data presented within the table comes from IOM X ex-ante and ex-post KAP surveys for each campaign.
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Effectiveness: Achievement of Results and Contribution to Outcomes
Finding 8: Data shows that IOM X campaigns targeting migrants or potential migrants resulted 
in significant shifts in viewers’ attitudes towards migration. While some viewers felt less positive 
about migration due to the potential risks, others felt less negative about migration due to the 
campaigns’ empowering messaging about what migrants can do to protect themselves. This is 
in contrast to IOM X campaigns that targeted audiences in destination/host countries (i.e. Open 
Doors and Do You Know Who Made it?) that did not result in significant shifts of viewer 
attitudes.

An analysis of the degree in changes in attitude suggests that IOM X campaigns were effective at 
raising awareness among and sensitizing current and potential migrants but less effective at developing 
empathy among respondents living in destination countries.  The Roadshow initiatives resulted in 
positive changes in attitudes among current and potential migrants around safe migration practices. 
The most significant shift was “believing it is not possible to avoid the risk of being exploited" which 
decreased by 62 per cent. In contrast, campaigns targeting people in destination countries, particularly 
through the Open Doors and Made campaigns, were generally less successful at influencing the 
attitudes of respondents and creating empathy among viewers. For instance, after watching Open 
Doors, 42 per cent of all respondents still expressed negative attitudes about domestic workers. The 
Made campaign that was launched in the Philippines was successful at changing the perspectives of 
viewers and fostering empathy but this campaign was launched in an origin country as opposed to a 
recipient country. As a result of the Made campaign, negative attitudes towards garment workers 
decreased by 54 per cent. The most significant shift in attitudes among viewers was in terms of denial 
(not caring about the exploitation of garment workers), which fell from 49 per cent to 11 per cent after 
viewing the series. These findings suggest although IOM X campaigns have been successful at shifting 
attitudes around migration in some instances, more work needs to be done to speak to people in 
recipient countries to address their pre-conceived biases around migrant workers.

Table 4. Changes in Attitude in Case Study Campaigns20

20 Unless specified otherwise, all data presented within the table comes from IOM X ex-ante and ex-post KAP surveys for each campaign. 
   Therefore, the degree of causality between the IOM X specific campaign and the shift in knowledge and attitudes is quite strong.

Changes in AttitudeCampaign

Bangladesh Roadshow Both positive and negative attitudes decreased (from 
56% to 23% and by 27% respectively). The most significant 
shift was “believing it is not possible to avoid the risk of 
being exploited" which decreased by 62%

Cotabato Roadshow Both positive and negative attitudes decreased (by 17% 
and by 45%, respectively). The most significant shifts 
were around trusting relatives who are recruiters and 
about the need verify the legitimacy of a recruiter’s license

Myanmar Roadshow This information has not been captured or it is not available 
from the desk review



20

Findings
Effectiveness: Behaviour Change and Engagement Metrics 20

Made (Philippines) Positive attitudes shifted from 35% to 55%, while negative 
attitudes decreased by 54%. The most significant shift 
was in denial (not caring about the exploitation of 
garment workers) which fell from 49% to 11% after viewing 
the series

How to This information has not been captured or it is not available 
from the desk review

YouTube Series (Do You 
Know Who Made it?)

This information has not been captured or it is not available 
from the desk review

21 (n = 204)

Effectiveness: Behaviour Change and Engagement Metrics

Finding 9: IOM X campaign viewers and participants have expressed a strong desire to change 
their behaviour but measurement metrics are currently largely insufficient to measure actual 
changes in behaviour. The most influential campaign in terms of intended behaviour shift is the 
Made campaign, where 100 per cent of respondents from the KAP surveys expressed a desire 
to change their behaviour.21

Capturing the actual changes in behaviour resulting from online campaigns is a notoriously difficult 
task.  IOM X successfully uses practical engagement metrics to measure the audience reached and 
changes in knowledge and attitude primarily through the following measurement tools:

Open Doors

Indonesia, Malaysia 
and Thailand

After watching Open Doors, 42% of all respondents still 
expressed negative attitudes about domestic workers 
while 18% expressed positive attitudes. Negative 
attitudes were high in Malaysia but decreased significantly 
after watching Open Doors, whereas negative attitudes 
remained unchanged in Thailand and Indonesia

Changes in AttitudeCampaign

1)   Visits to online content and view counts of videos; and
2)   Ex-post knowledge, attitudes and practice (KAP) surveys 

However, measuring actual changes in behaviour as a result of IOM X campaigns is more challenging 
for the following reasons:

•   This kind of measurement requires sustained engagement with stakeholders over an extended 
     period of time (likely 18 months to 2 years). Although this would provide IOM X with an opportunity 
     to follow-up on actual change in practices among beneficiaries, it is challenging to keep in 
     contact with migrant populations that by definition are unstable and on the move. Even in the 
     case of returning migrants, they tend to change telephone numbers often, which limits the 
     possibility to be re-contacted. There is also an inherent financial burden of extending programming 
     through a prolonged ex-post assessment.
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Respondents from all of the campaigns reflected an increased desire to change their current behaviour 
relating to exploitation and migration issues, including changes in attitudes and intended responsible 
consuming behaviours. Current and potential migrants demonstrated intentions to modify their 
behaviour in concrete ways in order to engage in safer migration. For instance, participants in the 
Bangladesh Roadshow reflected a 41 per cent shift in intentions to check documents with OKUP (a 
local CSO), the Bureau of Manpower, Employment and Training (BMET) or its District Employment and 
Manpower Offices (DEMO) before migrating for work. An impressive total of 100 per cent of consulted 
viewers from the Made campaign expressed intent to take at least one step towards the desired 
behaviour change, i.e. practice socially responsible purchasing by doing research about where their 
clothes were made. Respondents in destination countries also expressed intentions to change their 
behaviours.  For instance, after watching Open Doors, an average of 76 per cent of all respondents 
indicated high behavioural intent. A total of 62 per cent of respondents in Thailand and Indonesia 
expressed their intention to report suspicious employers who exploit their domestic workers, whereas 
75 per cent of Malaysian employers indicated their intent to practice this. In addition, behavioural 
intent increased by 30 per cent after watching Prisana. Some of the most mentioned intended 
behavioural changes were to privilege fair-trade companies; advising a friend about not buying from 
companies that exploit workers; and talking to a friend about TIP.  
These intended behavioural shifts among participants of the Open Doors and Prisana campaign are in 
contrast to limited changes in attitudes and empathy towards migrant workers expressed by the same 
respondents, leading one to question the sincerity of reported intended behavioural shifts. Also, this 
could highlight the importance of perceived social norms around an issue that overrides an individual’s 
personal attitudes on the subject matter.

•   IOM X has not engaged with centres that provide services to migrants (i.e. hotlines) to establish 
    how migrants have learned about these services and whether IOM X campaigns played any 
    role. These may be opportunities that could be further explored to expand IOM X’s current 
    measurement metrics to better capture changes in behaviour. However, there are some limitations 
    to the feasibility of this such as potential resistance by service providers to sharing specific 
    baseline figures associated with usage of their services. 
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Table 5. Changes in Intended Behaviour in Case Study Campaigns

Bangladesh Roadshow Changes in intended behaviour shifted overall by only 
1%, but 41% shift in intentions to check documents with 
OKUP, DEMO or BMET before migrating for work. More 
changes in intended behaviour were registered among 
those who already knew that these organizations existed 
(64% vs. 35% among those who did not)

Cotabato Roadshow Overall 11% intended behavioural shift after watching the 
video. E.g. Seek independent advice about an employer; 
ensure a recruiter has a proper licence; etc. However, the 
percentage of respondents that indicated the intention to 
seek further information about risks decreased after 
watching the video 

Myanmar Roadshow This information has not been captured or it is not available 
from the desk review

Open Doors

Indonesia, Malaysia and 
Thailand

After watching Open Doors, an average of 76% of all 
respondents indicated high behavioural intent. A total of 
62% of respondents in Thailand and Indonesia expressed 
their intention to report suspicious employers who exploit 
their domestic workers, whereas 75% of Malaysian 
employers indicated their intent to practice this

Made 100% of consulted viewers intend to take at least one 
step towards the desired behaviour change, i.e. practice 
socially responsible purchasing by doing research about 
where their clothes were made. In total, Behavioural 
intent to practice elements of Socially Responsible 
Purchasing increased by 32%

How to This information has not been captured or it is not available 
from the desk review

Finding 10: Data on the strengths, weaknesses, and results achieved through each campaign 
is mixed and oftentimes contradictory, and therefore does not provide enough information to 
determine clear trends around which campaigns were more successful than others.

Changes in AttitudeCampaign

YouTube Series (Do You 
Know Who Made it?)

This information has not been captured or it is not available 
from the desk review
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for Improvement and Factors for Success

Table 6 below identifies the strengths, areas for improvement, and factors that contributed towards or 
hindered the success of each case study campaign. While there is valuable information identified, the 
data around results is mixed and cannot be used to make an objective judgement as to which campaigns 
were more successful than others. For instance, while the Open Doors campaign reached over 160 
million viewers and attained viral status, post campaign surveys revealed that negative attitudes 
towards migrant workers were not substantially improved as a result of the video. While the Roadshow 
initiatives were very successful at engaging stakeholders offline and at encouraging partnerships with 
institutional stakeholders, measurement metrics do not indicate that this necessarily led to significant 
increased shifts in knowledge, attitudes or behaviour over those of other campaigns that had less of 
an offline presence.  To identify the effectiveness of specific campaigns, one must look at the strengths 
and areas for improvement of each campaign, as identified in Table 6 below. 

Table 6. Case Study Campaigns compared: Strengths, Areas for Improvement and Factors 
  for Success

Bangladesh 
Roadshow 

• 721,729 viewers online
• 93,500,000 potential 
  viewers on TV 
• 10,000,000 potential 
  listeners on radio
• 328,505 viewers at 
  screenings

• IOM X flagship 
  campaign model               
• Used the most 
  flexible and 
  adaptable approach 
• Highly participatory 
  (57 participants in 
  PPCDs)           
• Multiple stakeholders 
  were brought 
  together, including 
  government actors, 
  CSOs, aspirant and 
  returning migrants, 
  journalists

• Some key stakeholders 
  were not engaged such 
  as Dalals (informal 
  recruitment brokers), local 
  government officials, 
  religious leaders

• IOM X should have 
  pre-tested content with 
  members of the target 
  audience (i.e. aspirant 
  migrants with no former 
  exposure to safe 
  migration information) to 
  ensure comprehension      

• Tailor-made and target- 
  audience specific 
  approach that still seemed 
  relevant for the larger 
  audience across the 
  country
  
• The IOM X model is fully 
  replicable and works with 
  any kind of people and in 
  any context. IOM X is like 
  a formula for any kind of 
  communication campaign 

Origin 
country

Philippines 
Roadshow 

Roadshow Philippines 
Online and Offline; Live 
engagement included 
PPCD workshops, 
media camps, and 
public launching event 

• IOM X flagship 
  campaign model               
• Used the most 
  flexible and 
  adaptable approach 
• Highly participatory 
  (57 participants in 
  PPCDs)           
• Multiple stakeholders 
  were brought  
  together, including 
  government actors, 
  CSOs, aspirant and 
  returning migrants, 
  journalists

• A Manila-based creative 
  agency was selected to 
  produce the video. The 
  audience could not relate 
  to the actors nor 
  recognize any locations 
  since they were not from 
  Maguindanao        
                       
• Due to security concerns 
  in the region, the coverage 
  of the campaign activities 
  was restricted to a rather 
  small area

• Messages are more 
  effective when the target 
  audience feels identified 
  with and can relate to the 
  characters and the 
  scenarios and locations 
  are familiar

Origin 
country

Myanmar 
Roadshow 

Online and offline; Live 
engagement included 
PPCD workshops, 
media camps, public 
launch event, and 
Media +Tech for 
Migration Forum

• Strong consultation 
  phase (over 200 
  people interviewed, 
  1,002 aspirant 
  migrants responded 
  to a survey) to 
  determine the 
  themes to put at 
  the center of the 
  campaign.                    
  Myanmar’s Miss 
  Migration Facebook 

• The videos are longer 
  than 3 minutes each, 
  which becomes an 
  obstacle for the easy 
  viewing by rights-holders 
  since this is too long for 
  users' typical attention 
  span for videos shared 
  on social media

• FGD discussions showed 
  that the scripts were 
  realistic and that the 
  participants could identify 
  with them.   
    
• In addition to the video 
  content, IOM X built a 
  dedicated landing page 
  for the Make Migration 
  Work campaign   
  

Origin 
country

Campaign Main 
Target 

Audience

StrengthsOnline vs. Offline 
Engagement

Areas for Improvement Factors that Contributed 
to Success/ Hindered 

Success 
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Open Doors 
(Indonesia, 

Malaysia and 
Thailand)

Online and offline; Live 
engagement included 
a public launching 
event in every country, 
including a very 
high-profile launching 
event in Jakarta.

• Each story in 
  Open Doors was 
  written, produced 
  and directed by 
  local talent in each 
  country, which 
  contributed to 
  greater cultural 
  sensitivity and 
  connection with 
  the audience.  
  More than 84% 
  of respondents 
  found the content 
  interesting, learned 
  something new or 
  will talk to a friend 
  about it  
• Negative attitudes   
  among respondents 
  decreased by 19% 
  in Malaysia, the 
  highest positive 
  shift observed in  
  the three countries

• Negative attitudes 
  decreased slightly (2% or 
  less) in Thailand and 
  Indonesia  
• Thai employers of local 
  domestic workers 
  continued to express 
  significantly stronger 
  negative attitudes than 
  non-employers and 
  employers of migrants

• Greatly covered 
  launching event by the 
  media in all three 
  countries    
• ASEAN endorsement of 
  the campaign increased 
  its reputation and visibility.       
• Open Doors: Singapore 
  became a sensation in 
  Asia. The video, aimed at 
  preventing the exploitation 
  of domestic workers, 
  went viral with over 160 
  million times on Facebook  
  and YouTube from January 
  2017 to September 2018

Host 
countries

Made Online only • The series shows 
  the highest rate of 
  expressed intended 
  behaviour among 
  respondents after 
  watching IOM X 
  material: 100% of 
  respondents 
  expressed their 
  intention to take 
  at least one step 
  towards behaviour 
  change
• A strong 
  consultation 
  process previous 
  to the production 
  with target 
  audience led to 
  effective content 
  and messaging                                                     

• The series worked 
  better with a captive 
  audience but less so with 
  those scrolling through 
  social media (Facebook)                                  
• Most people who visited 
  the campaign's landing 
  page did not watch the 
  video

• Showcasing the series in 
  a specified short-film 
  video website such as 
  Viddsee proved to be a 
  good strategy as 
  demonstrated by average 
  completion rates (viewers 
  who watched the entire 
  video) were 73% 
  (compared to 38% and 
  17% on Viddsee's 
  YouTube channel and 
  Facebook page, 
  respectively)  

Host 
countries

Campaign Main 
Target 

Audience

StrengthsOnline vs. Offline 
Engagement

Areas for Improvement Factors that Contributed 
to Success/ Hindered 

Success 

  chatbot as an 
  interactive 
  information resource 
  for migrating safely

• IOM X has been 
  responsive to the 
  need for translation 
  into local languages 
  with five additional 
  ethnic language 
  versions having just 
  been finalized – and 
  this has been done 
  through dubbing, 
  not subtitles

• Also, more effective 
  messaging can be
  reached through longer 
  exposure during the video 
  to hotline numbers, as 
  well as key messages and 
  services to resort to, as 
  opposed to only a few 
  seconds at the end                                              

• The Media+Tech for 
  Migration forum in Yangon 
  provided a platform for 
  speakers from a mix of 
  tech and development 
  organizations to present on  
  the role of Information and 
  Communication Technology 
  (ICT) for migration, returned 
  migrants using mobile 
  phone applications, and 
  how to best communicate 
  with migrants and their 
  communities
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How To Online and offline • Interactive and 
  entertaining way 
  to raise awareness 
  about labour  
  exploitation that 
  resonated with 
  consumers, 
  especially youth

Not enough monitoring 
information regarding this 
campaign

Showing regular everyday 
young Singaporeans' 
reaction to being paid what 
regular line-production 
workers receive is in itself a 
powerful awareness-raising 
tool that greatly resonates 
with that target audience

Host 
countries

YouTube 
Series: Do 
You Know 
Who Made 
it?

Online and offline • Six of the most 
  influential Thai 
  YouTube Creators 
  were engaged in 
  the campaign     
  bringing with them 
  the know-how 
  about videos that 
  are highly popular 
  and an engaged  
  fanbase (cumulative 
  following of 13 
  million)   

• Bie The Ska's 
  video was the top 
  trending video for 
  6 days in Thailand                                                           

• Engagement asks 
  were developed to 
  encourage people 
  to engage more 
  deeply with the 
  issue, i.e. a quiz 
  to make landing 
  page visitors  
  reflect on labour 
  exploitation and 
  making invites to 
  friends to visit the 
  page

• There is great disparity 
  between the numbers of 
  views of the videos. While 
  I Don't Want a Father Like 
  this video has gotten more 
  than 5.2 million views, 
  other videos from the 
  series just had much less, 
  which also corresponded 
  to the existing fan base of 
  each creator   
                        
• Not enough monitoring 
  information regarding this 
  campaign

• There is a clear strategic 
  value in collaborating with 
  online influencers. YouTube 
  Creators were able to use 
  their large online followings 
  to help generate buzz, and 
  provide a wider and 
  better-targeted audience 

• Having Ananda Everingham, 
  a high-profile actor and 
  director, host an introductory 
  lunch to speak about his 
  own engagement with IOM X 
  proved to be a powerful 
  draw for the Creators 

Youth in 
host 

countries

Campaign Main 
Target 

Audience

StrengthsOnline vs. Offline 
Engagement

Areas for Improvement Factors that Contributed 
to Success/ Hindered 

Success 

  People who 
  watched the first 
  episode typically 
  went on watching 
  the other four

• Regardless of the high 
  quality of the videos and 
  the relevance of the 
  messaging, the length of 
  the videos (5-6 minutes on 
  average) exceeds people's 
  attention span on social 
  media, and may be too 
  costly for many users to 
  watch

Effectiveness: Unexpected Results

Finding 11: IOM X messages reached far beyond the geographic space of Southeast Asia.

The online sharing of some IOM X video products reached such a scale that they were viewed millions 
of times outside of Southeast Asia in places such as Nigeria, the Middle East, and South Africa. This 
may be attributed to stakeholders from the target audience sharing the video with a broader audience,

Made
(Continued)
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Effectiveness of IOM X campaigns

Finding 14:  Feedback from stakeholders indicates that IOM X online videos are slightly too 
long; are most effective when dubbed into the local language; and can reach a large audience 
when well-known actors and celebrities are engaged.

Stakeholders from focus group discussions and key informant interviews identified three key elements 
that could be improved to make IOM X videos even more effective. Firstly, while stakeholders agree 
that IOM X videos contain relevant, informative and useful information that is presented through clear 
and actionable messages, the length of the videos may be somewhat too long to keep the attention of 
beneficiaries and to be accessible to migrants where Internet video streaming fees are high.  Stakeholders

including migrants working in countries outside of Southeast Asia. For instance, a Filipino Facebook 
user saw a video from the Open Doors series (Singapore) and shared it through their social media 
account, which then snowballed into millions of views.

Finding 12:  Awareness raised by IOM X led to actionable IOM-led advocacy to free a migrant 
from forced labour.

The IOM X campaign was designed primarily to raise awareness of safe migration practices among 
current and potential migrant workers and other stakeholders who are somehow implicated in migration 
dynamics. It was not intended to provide rescue services. However, in one case, a Cambodian worker 
was rescued from forced labour on a fishing boat after he contacted IOM X via Facebook. Immediate 
coordinated action was taken by the Programme staff and relevant IOM Country Offices, which resulted 
in the worker being given back his passport that had been illegally held by his employer. Even if this 
was an isolated case, it speaks volumes to the potential reach of a media-based communications 
campaign and its capacity to help people in distress who have become victims of forced labour and TIP. 

Effectiveness: Alignment of IOM X Activities to the Programme’s Stated Purpose

Finding 13: IOM X activities were well aligned with the overall objective of “contributing to 
inspiring social resilience to human exploitation and trafficking in persons in the Asia Pacific 
region”.

The IOM X campaign was unique from many other migration campaigns in that it was focused on 
empowering migrants and inspiring positive social change as opposed to creating fear by focusing on 
the risks and negative elements of exploitation. This approach helped the campaign to advance its 
overall objective of “contributing to inspiring social resilience to human exploitation and trafficking in 
persons in the Asia Pacific region”.  Some of the specific elements of the campaign that helped 
contribute towards the achievement of its objective include:

•   The positivity of IOM X campaigns and the treatment of the subject of safe migration from a 
    perspective of empowering migrant workers;
•   The simplicity and clarity of the messages in the campaigns to ensure that safe migration 
    practices are accessible to everyone, especially the most vulnerable groups;
•   The use of local content portraying beneficiaries’ realities and grounding the content to what 
    makes sense to them (i.e. use of local languages, local settings, familiar realities and contexts, 
    etc.); 
•   The dual approach of addressing populations both in origin and destination countries, which 
    allowed for the tackling of the problem from both fronts; and 
•   The “packaging” principle of all IOM X products, videos, toolkits, assessments, snapshots, and 
    research material that allows for any institution, organization or individual to access that 
    content for free in a user-friendly format and centralized on one platform.
•   STSs consistently showed that the positive messaging and the actionable behaviours suggested 
    through them did contribute to enhance resilience among rights-holders. 
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suggest creating online videos that are no longer than two minutes. Secondly, stakeholders also 
believe that IOM X videos are most effective when dubbed into the local language as opposed to using 
English or even local language subtitles. Thirdly, the Prisana video series on exploitation and TIP in the 
Thai fishing industry reached a very large audience and generated significant media attention due 
primarily to the use of actors who are famous within local and regional contexts. Stakeholders suggest 
that the use of high-profile actors and celebrities within the local context can be useful to expand the 
reach of IOM X materials.

Sustainability: Ways in which the participation of the IOM country offices, partner organizations, 
as well as different beneficiary groups have fostered ownership in the campaign.

Sustainability of Results

Finding 15: Some government partners have affirmed their intention or are already including 
IOM X materials into their programming, thus facilitating the sustainability of results. 

Some IOM X government partners have demonstrated their intent or are already including IOM X 
materials into their programming. For instance, Myanmar’s Ministry of Labour, Immigration and Population 
supported the rebroadcasting of IOM X materials produced through the Roadshow initiative on public 
radio and through TV broadcasters. The Government of Bangladesh has also expressed an interest in 
the dissemination of IOM X communication materials on safe migration throughout its national 
airports. In addition, the Government of the Philippines has expressed its wish to open a Philippine 
Overseas Employment Administration (POEA) office in Maguindanao, an underserved area where IOM 
X carried out activities, as a result of IOM X awareness raising and government engagement. The 
POEA has its own programmes of sensitization about TIP and safe migration but had not been able to 
operate in the Maguindanao area, mainly due to economic constraints and the security risks prevalent 
in the region. The Government would like to use IOM X materials to help improve the effectiveness of 
its programming in this region.

Finding 16:  IOM X has built the capacity of IOM staff and key stakeholders in their understanding 
and use of C4D approaches, with some IOM offices already using IOM X materials.

The IOM X campaign not only produced C4D materials but also provided capacity development 
support to stakeholders, i.e. 24 trainings (16 C4D specific) for 532 participants (as reported in IOM X 
Year 4 Report), to increase their understanding and use of C4D approaches. IOM X organized a 
number of lectures, orientations, and training of trainers (ToT) sessions with a variety of stakeholders 
including government actors, CSOs, and IOM staff around C4D concepts and how to integrate C4D 
into their work. For instance, in 2016, IOM X produced an “Introduction to Human Trafficking” session 
guide and supporting materials with versions tailored to specific audiences (i.e. students, private 
sector companies, journalists, etc.) that provided a framework for trainings led by IOM X and partners 
and that combined media content and interactive learning activities. Also, IOM X provided a Communication 
for Development (C4D) Capacity Development Workshop with the participation of national stakeholders 
in Cambodia. This workshop allowed for the development of guidelines for a strategic communications 
framework for the CTIP community in the country. This type of workshop was also conducted in Lao 
People’s Democratic Republic (PDR), Malaysia, Myanmar, and Thailand.

All these activities have greatly increased the sustainability of the use of C4D as an awareness raising 
and advocacy approach among stakeholders. Additionally, the Roadshow stakeholder workshops 
included capacity development elements around the C4D process, which left a rich set of skills and 
materials translated into local languages that these participants can then use for strategic planning 
and campaigning in other thematic or geographic areas. IOM X also provided significant support to 
build the capacity of IOM country offices around how to use a C4D approach in their migration 
programming. IOM X materials are now being mainstreamed throughout IOM programming. For 
instance, IOM Philippines has used IOM X materials in training sessions with government officials.
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Finding 17: In order for IOM X beneficiaries to be able to practice safe migration, they need to 
have access to government services that can support them throughout the process of migrating, 
working abroad, and returning home. These government services require strengthening in order 
to effectively serve current and potential migrants. There is room for further government buy-in 
and collaboration with IOM X through IOM to support governments to further invest in the 
strengthening of these services.

The positive messages from the IOM X campaign encourage migrant workers to use regular migration 
as a means for migrating as opposed to the riskier irregular methods that can lead to exploitation. In 
order for migrants to migrate regularly, however, they are required to draw on government services. If 
these government services are weak or non-existent, the messaging from the IOM X campaign may 
be less relevant and actionable. Therefore, in order for the messages from the IOM X campaign to lead 
to sustained behaviour change, government migration services will, in many instances, need to be 
strengthened. The strengthening of government services is a programming area that is already highly 
invested in by IOM. Continued cooperation between IOM X and other relevant IOM programming is 
essential to ensure that safe migration practices are possible and sustained.

Finding 18: IOM X does not have an explicit sustainability plan to promote results upon completion 
of a campaign. Similarly, it does not have a comprehensive exit strategy for its work in APR.

Even though IOM X campaigns are developed and implemented in a highly participatory manner, they 
do not include specific sustainability plans to help stakeholders promote the sustainability of campaign 
efforts and changes in behaviour. Additionally, even though IOM X is designed to be replicable, IOM 
does not have a formal exit strategy for its IOM X work in APR. There is no plan to sustain and/or build 
from results achieved in the region. ASEAN co-branding could have potentially been useful to facilitate 
the sustainability of results.

Sustainability: Replicability and Adaptability

Finding 19: The IOM X Programme was designed to be a replicable model.  All of its materials 
are online and publicly available free of charge. 

The IOM X campaign was designed to be as useful as possible to stakeholders and was intended to 
promote sustainability of its materials by making them publicly available online and free of charge. The free 
online materials include step-by-step and easy-to-use tools to replicate a successful C4D communications 
campaign. Additionally, on a quarterly basis, information from the programme’s M&E system on what works 
and what does not is uploaded and shared with stakeholders, thus further facilitating the replicability 
of the initiative and the sharing of lessons learned. A testament to the usability of these materials can 
be seen through instances when stakeholders used these materials to advance their programming. 
Examples of this are the continued use of IOM X materials by government-owned media in Myanmar, 
as well as the case of the Mizzima TV channel in Myanmar, which began sharing IOM X materials even 
before IOM X requested this. 

Finding 20: IOM X has proven to be highly adaptable and flexible to local contexts and particular 
realities. At the same time, its sector specific approach and sensitivity to local languages are 
elements that hinder its replicability.

The experience of IOM X in Southeast Asia has demonstrated that its flexible design and tailor-made 
approach can be used in a variety of different contexts and settings. Its purposefully flexible design 
allowed for the success of campaigns in places as different as Myanmar, Bangladesh and the Maguindanao
region in the Philippines. This is conducive to replicability, especially regarding the methods used to 
design content. At the same time, the sector specific approach and sensitivity to local culture and 
languages are elements that naturally affect its potential replicability. The tailor-made approach is 



29

29 Findings
Sustainability: Entry Point for IOM

highly valued by stakeholders but means that in many cases, the materials are only relevant to highly 
specific target audiences. 

Sustainability: Entry Point for IOM

Finding 21: The IOM X campaign has been a successful entry point for IOM to work on digital 
C4D online communications initiatives as well as communication campaigns at large.

As mentioned in Finding 16, IOM X supported the capacity development of IOM staff around the use 
of C4D, and IOM offices in APR are currently using IOM X materials to strengthen their programming. 
IOM X’s social media following (of 440,000 people) is also an important gain for IOM that could be 
beneficial for future communications strategies. These important contributions made by IOM X will 
help to strengthen IOM’s ability to further C4D and online communications initiatives and engagement 
with relevant actors throughout its future programming. IOM X’s work has served as an important entry 
point for IOM to further engage in positive messaging in digital spaces.
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The IOM X programme in Asia Pacific has played a crucial role in raising awareness around the importance 
of applying C4D approaches to promote safe migration and has laid a solid foundation for its work to 
be shared and replicated within Asia Pacific and throughout other global regions. Its positive messaging 
and strong engagement of stakeholders has increased the effectiveness of its campaigns and has built 
an online network that IOM can subsequently draw from throughout its future work. By combining 
online campaigns with offline C4D workshops and initiatives, IOM X has not only shared important 
migration messages but has also helped to strengthen the knowledge and technical skills of its stakeholders, 
including IOM staff, on the importance and effective usage of C4D as a development and advocacy 
strategy. This has placed IOM X stakeholders in an empowered position to further use C4D as a means 
to promote their future work.
  
When replicating the IOM model in other parts of the world, it would be important to address some of 
the campaign’s areas for improvement. Current IOM X measurement metrics are insufficient for measuring 
behaviour change among stakeholders. It is very important to be able to measure actual changes in 
stakeholder behaviour as this helps to identify a campaign’s ultimate success and is necessary to 
justify external funding. Future programming will need to find ways to monitor stakeholder behaviour 
over a longer period of time to capture actual changes in behaviour. Additionally, some key stakeholders 
as well as grassroots organizations were not fully engaged in IOM X programming, and gender equality 
considerations were not thoroughly mainstreamed throughout the IOM X campaign. For IOM X 
programming to be as relevant as possible, future campaigns will need to strategically identify which 
stakeholders they plan to engage and develop strategies to more thoroughly engage grassroots organizations. 
Additionally, the specific and often different needs of women and men will need to be captured to 
ensure that programming is addressing the most urgent needs and priorities of both women and men. 
Finally, the IOM X campaign in Asia Pacific did not include an exit strategy to ensure that its efforts 
could continue to bear fruits upon its completion, which does not promote the sustainability of its 
results. However, the C4D training activities, the stakeholder engagement and network development, 
and the accessibility of its campaign materials, encourage the sustainability of IOM X campaigns 
within Asia Pacific.

For a more complete summary of the IOM X campaign’s strengths and areas for improvement, please 
see the list below:

Strengths:

1.  IOM X used a highly participatory and evidence-informed approach to produce greatly 
     relevant and useful information to increase the levels of knowledge and resilience of migrant 
     populations. The use of needs assessments and stakeholder engagement in the design of each 
     campaign ensures that campaigns target the most pressing needs and priorities of migrants and 
     that campaigns use the most appropriate communication media and distribution platforms for 
     effective messaging.   
2.  IOM X engaged with a wide array of stakeholders, (i.e. government actors, CSOs, production 
     companies, private sector actors, and rights-holders including aspirant migrants, returning 
     migrants, and young populations in both origin and destination countries), and produced 
     instances of collaboration and synergies among them.
3.  IOM X has demonstrated to be a very flexible programme that adapts itself to different 
     socio-economic, cultural and technological contexts to ensure that the most relevant messages 
     are designed to target the most important stakeholder needs.
4.  IOM X successfully combines online and offline activities to maximize the effectiveness of 
     its campaigns.
5.  IOM X promotes the use of positive messaging and links its campaigns to concrete actions 
     to promote safe migration practices.

6. Conclusions
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Areas for Improvement

1.  Current IOM X measurement metrics are insufficient to measure actual changes in stakeholder 
     behaviour.
2.  IOM X had limited engagement with some key migration stakeholders including formal 
     and informal recruitment agents, employers (including those in the manufacturing sector), as 
     well more sustained involvement of sex workers.
3.  IOM X could have further engaged with grassroots organizations, migrant networks, and 
     local governments where oftentimes illegal recruitment of migrant workers takes place.
4.  In addition to the C4D workshops, training of trainers, capacity building for practitioners and 
     the replicable nature of all of IOM X materials since 2014, the programme did not have a 
     clear exit strategy to end its work in Asia Pacific.  This will likely hinder the sustainability of 
     results. Local and national governments, CSOs, CBOs and other key stakeholders could have 
     potentially been further engaged to ensure that IOM X campaigns and materials will continue 
     to reap results in Asia Pacific. 
5.  IOM X integrated some gender equality considerations but the programme could further 
     strengthen the mainstreaming of gender equality and women’s empowerment elements 
     throughout its approach.

6.  All IOM X campaign materials are free of charge and readily available on its website, making 
     the programming highly shareable and replicable in other parts of the world. 
7.  The IOM X campaign has effectively raised the profile of C4D within IOM and has built the  
     capacity of key stakeholders, including IOM staff, on its importance and how to effectively 
     integrate it into future programming.
8.  IOM X has served as an entry point to beneficiary-focused media-based campaigns within 
     IOM by building a strong online following, demonstrating what kinds of campaign products and 
     messages can be shared, and by developing a network of media practitioners that the IOM can 
     draw from in its future work.
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The following section identifies some specific lessons that were learned during the course of the IOM X 
programme that could inform similar initiatives in other contexts.

1.  Use of high-profile celebrities: Well-known local celebrities were used by the IOM X campaign 
     for its Prisana video. Although the use of famous actors or celebrities in online awareness raising 
     campaigns can help to increase viewership and raise much needed attention around important 
     issues, IOM X decided to only pursue the engagement of high-profile actors in its subsequent 
     campaigns on a select basis, in part, due to some of the risks and costs associated with this 
     approach.  Since the high-profile individuals effectively become spokespersons for the campaign, 
     this can pose risks to the campaign and to the organization if the behaviour and actions of the 
     individuals are not aligned with the values of the organization. Through research commissioned 
     by IOM X, it was found out that youth are less inspired by mainstream celebrities as role models  
     than they used to be. They are increasingly looking to new ‘influencers’ as trustworthy role 
     models. Other factors that must be considered when engaging ‘high profile celebrities’ is the high 
     resource investment (both time and financial). Careful consideration should be made as to whether  
     or not it makes strategic sense. 

2.  Video Effectiveness, Calls for Action and Direct Translation: The IOM X experience in Southeast  
     Asia found that campaign video content is most effective when it includes specific calls for action 
     and when it is dubbed into local languages, as opposed to using subtitles.

3.  The choice of the best platforms and channels for dissemination of IOM X products have 
     to correspond to the most widely used mediums in every given location.
     Even if one of the strengths of IOM X is to be at the avantgarde of new technologies and the  
     rapidly growing use of these around the world, it is important to also keep relying on traditional 
     mediums such as TV, radio and newspapers in those areas where Internet access is not available 
     and the use of social media is not yet widespread. 

7. Lessons Learned
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The evaluation team has identified a number of key recommendations that stem logically from the 
evaluation findings and conclusions for IOM to consider in order to strengthen its future IOM X work 
as well as C4D efforts more broadly. Although IOM X activities in APR will be ending in December 
2018, the campaign will be replicated, albeit with some variations, in Central America and West Africa. 
The following recommendations were developed in collaboration with the IOM X Asia Evaluation 
Reference Group and are presented in order of priority. Recommendations are divided between strategic 
level recommendations and operational level recommendations. Recommendations are actionable, 
and identify the specific target group for action.

Strategic Level Recommendations
Strategic Recommendation 1. IOM X materials should be thoroughly mainstreamed throughout 
all of IOM’s work.  Due to IOM X’s innovative nature, online presence and use of participatory 
processes, it is a very attractive and engaging entry point for IOM to engage with an online audience, 
strengthen partnerships with CSOs and government actors, and use a C4D approach to advocate for 
positive behaviour among rights holders.  IOM management should therefore ensure that IOM X C4D 
guidance materials are thoroughly mainstreamed throughout all of IOM’s work. The mainstreaming of 
the said materials is already taking place in the regions where IOM X has a presence but it should be 
expanded across the organization at the global, regional, and country levels. Due to the significant 
benefits that this can have on IOM’s work, this has been identified as the top strategic recommendation.

Target Group for Action: IOM management

Timeline: Immediate action

Strategic Recommendation 2. IOM X should focus on fewer but more impactful campaigns that 
include a stronger offline presence.  IOM X in APR has set an important precedent presenting a 
variety of different types of campaigns that can be used for different employment sectors, in different 
countries and cultural contexts, and targeting different groups of beneficiaries. While it is valuable to 
have established this precedent to demonstrate the reach and flexibility that the campaign can 
achieve, in future IOM X work, IOM X programme designers should focus on a smaller number of campaigns 
with a stronger offline presence so as to potentially lead to an even greater impact among beneficiaries. 
When IOM X is replicated in Central America and West Africa, a sector-specific approach will not be 
used.  Therefore, it will likely be easier to design more focused programming where resources can be 
invested in more thoroughly engaging participants in the offline elements of the campaigns. These 
offline elements are very important for participatory planning, developing stakeholder buy-in, and 
creating conditions where participants can truly internalize the campaign messages. All future IOM X 
campaigns should include both online and offline engagement elements. IOM X management should 
ensure that enough financial and human resources are allowed to the offline elements of the campaign. 
Further focusing its programming and fostering the offline campaign elements will help to ensure high 
quality programming and the achievement of results. This is why this recommendation has been 
placed high on the list of strategic priorities.

Target Group for Action: IOM X programme management

Timeline: Immediate action

Strategic Recommendation 3. IOM X should maximize its engagement with grassroots organizations 
and migrant networks. IOM X in Southeast Asia successfully engaged grassroots organizations 
through its participatory planning approach. However, this level of participation could be taken one 
step further to achieve an even deeper level of engagement. One way of doing this could be to further 
engage migrant networks in the actual development and production of materials following best C4D  

8. Recommendations
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practice. By working with grassroots organizations and migrant networks, IOM X could provide technical 
support and training to migrants to support them in making their own C4D materials rather than working 
through an established media company. The approach could be based on the “Wapikoni Mobile” model 
used in Canada that supports Indigenous youth to express themselves through digital communications 
mediums. To learn more about the “Wapikoni Mobile” model, please see: http://www.wapikoni.ca/ 
home. This approach could help motivate migrant workers to openly talk about their experiences and 
share the C4D materials through their informal networks. Migrants could also potentially be engaged 
in participatory monitoring techniques as it is already occurring through the Migrants as Messengers 
program being run by IOM in West Africa. IOM X programme designers in Central America and West 
Africa should further explore this approach and try to integrate participatory productions techniques 
into the programme design wherever possible. Using a truly participatory approach is one of IOM X’s 
most valued programming elements and can hugely influence the quality of results. For this reason, 
this strategic recommendation has been placed in the top five recommendations. 
Target Group for Action: IOM X programme management

Timeline: Immediate action 

Strategic Recommendation 4. IOM X should conduct an extensive stakeholder mapping exercise 
prior to designing its programming in Central America and West Africa to ensure that all 
relevant and strategic stakeholders are engaged through the campaign, including employers 
and recruiters. When IOM X expands to Central America and West Africa, it will be important to 
conduct an extensive stakeholder mapping exercise prior to designing its programming to ensure that 
it is targeting the most relevant and influential stakeholders to promote safe migration. In the Southeast 
Asia programme, IOM X engaged employers and recruitment agencies to a lesser extent. However, 
these actors may be quite central to the migration dynamics in Central America and West Africa. An 
extensive stakeholder mapping exercise would provide IOM X programme designers in these two 
regions with the needed information to make informed and strategic decisions around which stakeholders 
to engage and on which ones to place a strategic focus. Engaging the most influential stakeholders is 
a key element of any advocacy campaign and, therefore, this recommendation is included in the top 
five strategic recommendations. 

Target Group for Action: IOM X programme management

Timeline: Immediate action

Strategic Recommendation 5. When replicating the IOM X model in the future, the following key 
elements should be included in the programme design: 

•   Positive and inspiring messaging
•   Inclusion of all elements of the C4D, evidence-informed and participatory methodology
•   Participatory and bottom-up approach
•   Shareability of products
•   Offline engagement
•   Focused campaigning that targets the most pressing issues
•   Linking campaigns with concrete action

These programming elements were identified by the evaluation as the key strengths of IOM X’s 
programme in Southeast Asia and should, therefore, be included in any campaign replication. IOM X 
programme designers and the management team should ensure that the IOM X campaign overall as 
well as every specific future campaign includes all of the elements listed above. It is essential that 
future IOM X campaigns build from the successful elements that were used in the original Southeast 
Asia model.  For this reason, this recommendation has also been included within the top five strategic 
recommendations.

Target Group for Action: IOM X programme management

Timeline: Immediate action
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1.  Planning and Programme Design: During the baseline data collection process and the participatory 
     planning processes, IOM X should use a gender-specific needs assessment to identify the specific
     needs, priorities and realities of women and men. This assessment should also include an analysis  
     of the existing gender inequalities between migrant workers and within the migration experience 
     and should identify ways that the IOM X campaign could address the unequal power dynamics 
     between women and men within migration spaces. This kind of assessment would need to be 
     done in each location, as the realities facing women and men are different from context to 
     context. TGender analysis guidance22 from UNDP may be a useful resource when conducting  
     gender assessments.  
2.  Programme Implementation: Once the specific needs, priorities, and experiences of women 
     migrant workers have been identified through a gender assessment, IOM X should ensure that 
     programming is designed to reflect these priorities.  Programming should both specifically 
     address issues that are most pertinent to women (i.e. address the specific forms of exploitation 
     or dangers that are most relevant to women through female-targeted campaigns) as well as 
     integrate gender equality perspectives throughout its more general campaigns.
3.  Data and Reporting: In addition to collecting sex disaggregated quantitative data, all IOM X  
     qualitative data collected through stakeholder meetings or other mediums should be sex 
     disaggregated. This kind of disaggregation of information is extremely useful for identifying any 
     specific needs, priorities, or realities of women. There should be a dedicated section in all IOM 

Strategic Recommendation 6. As IOM X starts to expand globally with a presence in Central 
America and West Africa, it should explore alliances and partnerships with global migration 
entities. Now that IOM X will have a presence in more than one region, it is well placed to explore 
alliances with global migration entities that could potentially endorse or co-brand the campaign. IOM 
already has a strong working relationship with regional inter-governmental bodies in Central America 
and West Africa and could therefore potentially benefit from a stronger global alliance. Endorsement 
from global actors may be particularly useful to support any advocacy elements within the IOM X 
campaign but may be less necessary for those campaigns focusing on changing migrant behaviour. 
Before engaging with any global actors, IOM X should conduct a strategic assessment, weighing the pros 
and cons of engaging with and receiving endorsement from the entity, as engagement can oftentimes 
be time consuming and resource heavy. 

Target Group for Action: IOM X programme management

Timeline: Immediate action

Strategic Recommendation 7. IOM X should strengthen its focus on gender equality and 
integrate mechanisms to ensure a more thorough gender mainstreaming approach throughout 
its work. Gender equality considerations were addressed to some extent within IOM X Asia programming 
but could be significantly strengthened in future programming. In APR, IOM X produced campaigns 
that were targeted towards employment sectors that are heavily occupied by women and gathered 
quantitative sex disaggregated data. However, the programme did not consistently conduct gendered 
needs assessments or conduct gender analyses; collect sex disaggregated qualitative data; or 
specifically report on gender equality considerations. By not integrating these important gender 
elements, the programme may not have had enough information to effectively address the unique needs 
and priorities of women, and design programming to intentionally reduce gender disparities and transform 
gender relations between women and men.

Future IOM X programming should include a stronger focus on gender equality during planning 
and programme design; programme implementation; and data collection and reporting. Specific 
recommendations on how to do this are identified below:

22 UNDP Gender Analysis Guidance: https://info.undp.org/sites/bpps/SES_Toolkit/SES%20Docment%20Library/Uploaded%20October%202016/ 
     UNDP%20Guidance%20Note%20how%20to%20conduct%20a%20gender%20analysis.pdf
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Target Group for Action: IOM X programme management

Timeline: Immediate action 

Operational Level Recommendations
Operational Recommendation 1. IOM X should conduct workshops and information-sharing 
sessions to build the knowledge and capacities of IOM staff around the C4D approach at the 
beginning of the overall campaign as well as throughout its implementation. The IOM X experience 
in APR reflected that IOM staff generally lacks knowledge on the IOM X campaign and the C4D 
approach.  To address this, IOM X provided capacity development workshops to inform IOM staff 
about the purpose and approach of IOM X as well as the benefits of the C4D approach. IOM staff was 
also provided with support around how to engage with and use the C4D approach within its own work. 
Now that IOM X materials have been developed, this approach should be further ramped up in Central 
America and West Africa so as to further strengthen IOM’s understanding and use of C4D techniques. 
Due to the widespread benefits of this training to IOM, this has been selected at the top operational 
recommendation.

Target Group for Action: IOM X management and staff

Timeline: Immediate and intermediate action

Operational Recommendation 2. IOM X should strengthen its metrics to measure changes in 
behaviour by engaging with sample groups of stakeholders over a longer duration; promoting 
participatory monitoring; increasing the use of offline engagement techniques; and collecting 
data through partners and service delivery points.  A more detailed description of each proposed 
method is provided below:  

     reports that discuss gender equality and any differences between the needs and experiences 
     of women and men. Even if the data indicates no significant differences, this should be mentioned, 
     as this is an important finding in itself.

•   Engaging with sample groups of stakeholders over a longer duration: In order to measure 
    actual changes in behaviour among stakeholders, it is necessary to be able to remain in contact  
    with them over a medium-term duration so as to identify whether the campaign has led to any 
    specific behavioural changes. Due to resource implications, it is not possible for IOM X to engage 
    in this type of follow-up with all of the stakeholders reached through its campaigns. However, it 
    could identify specific sample groups of stakeholders that could be used as representational 
    proxies and then engage with them over a six-month to two-year duration. This sample group 
    could be used to follow-up on both online and offline initiatives.
•   Promoting participatory monitoring: IOM X’s engagement with grassroots organizations and 
    migration networks could include an element of participatory monitoring where stakeholders, 
    including migrants, are trained and empowered to capture and document their own changes in 
    knowledge, attitudes, and behaviour as a result of their engagement with an IOM X campaign.  
    Stakeholders could be trained on how to do this through the participatory workshops as well as 
    any deeper engagement with rights holders around story telling.
•   Increasing the use of offline engagement techniques: It is inherently easier to follow-up with 
    stakeholders who have been engaged through offline programming elements than online 
    elements. This is largely due to the personal connection that has already been established 
    through in-person meetings and due to a higher degree of stakeholder buy-in as a result of the 
    time spent engaging in in-person activities. As a way to increase its ability to measure changes 
    in behaviour, IOM X should increase its use of offline engagement techniques and include post 
    campaign monitoring activities that could include re-convening focus group discussions and 
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Being able to measure changes in behaviour stemming from online and offline initiatives is a very 
important element of IOM X’s work, as this information both serves to drive its strategic planning and 
to justify the campaign’s value among donors. Because of this, the recommendation around measurement 
metrics is placed as one of the top operational recommendations.

Target Group for Action: IOM X programme management and staff

Timeline: Immediate and intermediate action.

Operational Recommendation 3. IOM X should continue to strengthen its online presence and 
viewership by further linking materials to appropriate distribution platforms.  IOM X should 
continue the good practice of working with stakeholders to identify those online platforms that they 
use most and aligning their C4D materials with these platforms.  For instance, videos published 
through social media should all be under two minutes since viewers using this platform are typically 
not willing to dedicate more time or financial resources to watch videos of a longer duration. In 
contrast, viewers using the Viddsee platform are expecting to spend more time watching videos and 
are therefore more ready to watch longer videos. In offline community-based settings, stakeholders 
are likely willing and interested to watch full-length TV shows and movie-length videos. Media 
consumption trends and patterns differ greatly from context to context, even within the same country.  
For this reason, obtaining information from stakeholders prior to identifying the format of the communication 
material and its distribution platform is essential. 

Target Group for Action: IOM X programme management and staff

Timeline: Immediate and intermediate action.

Operational Recommendation 4. IOM Management should make a concerted effort to retain 
members of the IOM X Asia team during the shift to Central America and West Africa so as to 
build on the technical capacities located within the current IOM X team. In cases where this 
transfer is not possible, IOM should set up systems to encourage knowledge transfer between 
the current IOM X team and the future teams. During the course of the IOM X campaign in APR, the 
IOM X team has developed valuable technical skills that would be extremely useful in the programme’s 
replication in Central America and West Africa. In order to continue to build from the experiences in 
Southeast Asia, IOM should make a concerted effort to retain members from the Southeast Asia IOM 
X team during the shift to Central America and West Africa, as opposed to losing this expertise through 
staff turn-over.

Even though retaining these human resources would be highly valuable to IOM, the current IOM hiring 
processes are somewhat restrictive and may not facilitate an easy transition between contexts.  Additionally, 
there are some unique skills (particularly around language and context-specific knowledge) that the 

    telephone outreach. The offline programming elements don’t necessarily need to be as elaborate 
    as those used in the Roadshow initiatives, as long as some degree of offline engagement occurs.  
•   Collecting data through partners and service delivery points:  Another good way of potentially 
    gathering post-campaign monitoring data could be to work with partners to establish mechanisms 
    so that they can collect appropriate monitoring data. For instance, government agencies providing 
    services to migrants could potentially integrate monitoring data into their procedures. These 
    agencies could potentially ask migrants questions around how they learned about the services  
    and whether they have heard of IOM X. This form of data collection has the potential to provide 
    attribution to IOM X for changes in migrant behaviour. This approach has already been used in 
    some countries in Southeast Asia. For instance, IOM in Cambodia is currently collecting this kind 
    of information during exit interviews at service centers. The degree of success of this kind of 
    approach would depend largely on the willingness and capacity of the partner to collect and 
    share this information with IOM.
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IOM X staff would need to have to function in Central America and West Africa. If the transition of 
current staff is not possible, then IOM should develop mechanisms to support the transfer of knowledge 
and technical capacities between IOM X staff from Southeast Asia and the new staff in Central America 
and West Africa. These transfer of knowledge processes are currently underway but should be maximized 
to ensure that knowledge and technical skills are transferred to the greatest extent possible.  These 
transfers should target not only the IOM X management staff, but also all of the local staff that will be 
working with IOM X in these new contexts.

Target Group for Action: IOM management and human resources staff

Timeline: Immediate action



39

39 ANNEXES

ANNEXES
Annex A

Annex B

Annex C

Annex D

Annex E

Annex F

Annex G

Terms of Reference (TORs)

Evaluation Matrix

Data Collection Tools

Documents Reviewed

IOM X Campaign Results Matrix and Related Indicators

People Interviewed

Information on the Evaluation Team



40

ANNEX A 40Terms of Reference

ANNEX A: Terms of Reference
FINAL EVALUATION FOR THE IOM X CAMPAIGN

Commissioned by: IOM Regional Office for Asia and the Pacific.

Evaluation context

Background

IOM X is a regional programme to prevent human trafficking in the Asia Pacific region. As an initiative 
fully funded by the United States Agency for International Development (USAID) Regional Development 
Mission Asia (RDMA) and managed by the International Organization for Migration (IOM) Regional 
Office for Asia and the Pacific (ROAP), IOM X has focused its efforts on the ten ASEAN member states 
and Bangladesh (due to close migratory ties), strengthen on-going efforts to counter human trafficking 
and exploitation while promoting safe migration. The campaign leverages the power and popularity of 
media and information technology to inspire young people and their communities to take action 
against human trafficking.

The origins of IOM X are rooted in a former regional, eight-year counter-trafficking campaign supported 
by USAID under the name MTV EXIT. Upon wrapping up in 2014, best practices and lessons learned 
from the MTV EXIT campaign were incorporated into the new program design with IOM. The 
programme – now known as IOM X – began its operation in October 2014 under a one-year pilot. 
Thereafter, the IOM X campaign has been implemented for three additional years under a second 
phase of the programme.

Context

Rapid economic growth of the Asia Pacific region has provided employment opportunities for tens of 
millions of people willing to migrate domestically and/or internationally. It is estimated that some 40 
million migrants reside in the region while roughly 22 million of the world’s migrants overall originate 
from the region.

With growing prosperity come increased risks of abuse and exploitation along the supply chains of 
companies that look for cheap labour to boost their economic gains. When growing labour needs are 
met with income inequality, poverty, natural disasters and limited local opportunities, this serves to 
increase vulnerabilities for workers, especially for migrant workers, as irregular migration facilitated by 
smugglers and the lucrative business of human trafficking can often move people faster than the 
official means of migration to meet demand. It is estimated that 45.8 million people worldwide live in 
conditions of sexual exploitation, forced labour, forced marriage, debt bondage and/or slavery. Asia 
and the Pacific region have developed into one of the global hubs for such criminal activity.

While trafficking and exploitation affect people – women, men and children – of all ages, socio-economical 
status and educational backgrounds, young people are particularly impacted. IOM studies indicate 
that a great majority of young people are aware of human trafficking in general, but only a small portion 
of those surveyed know more detailed information, such as who are affected and the ways to prevent 
it. It is therefore that IOM X has developed its campaign activities with this target audience in mind. 
This segment of population is unique also in its ever-increasing access to and use of modern digital 
media – another result of the region’s economic growth. This development has provided IOM X with 
the opportunity to reach out to and engage with young people by leveraging both traditional and digital 
media that are innovative, entertaining and appealing to promote awareness on safe migration, 
trafficking and exploitation while increasing knowledge and motivation on the concrete ways in which 
people may make informed migration decisions.
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(i)   Greater levels of knowledge among highly vulnerable groups of safe migration options and 
      mechanisms in countries of destination through which to seek assistance, including young  
      migrants and those likely to migrate, as well as;

(ii)   Greater awareness among policy makers, media and other civil society partners, and broader 
      populations about human trafficking and how individuals can proactively respond to the issue.

It was expected that these outputs would support more sustained attitudinal and behavioural change, 
specifically: that vulnerable people adopt protective behavioural practices that make them more resistant 
to human trafficking, and that host and origin communities take action at the local level to address 
human trafficking.

During the initial pilot phase, IOM X set the following programme goals:

(i)   Targeted audiences have more positive attitudes and/ or demonstrate with greater consistency 
      the desired practices through ensuring that diverse target audiences, particularly youth and 
      mobile populations, including vulnerable groups, have the knowledge (awareness) to make 
      informed choices for the prevention of human trafficking (e.g. how to migrate safely, ensure a 
      fair work environment, report suspected exploitation, etc.).

(ii)   Public (including state) institutions increase their engagement of private sector actors to adapt, 
      develop, and use innovative approaches to addressing exploitation and trafficking in persons, 
      including through use of technologies.

Central to the campaign, that uses a mix of Communication for Development (C4D) approaches, has 
been the development of media content for television and online platforms, digital innovations with 
leading technology companies and capacity building resources. By the end of the third year of implementation 
in 2017, an estimated 347 million people had been reached with a mix of campaign interventions such 
as videos, radio and TV broadcasts, website and social media presence, campaign launch events and 
public sector consultations.

Numerous post-campaign assessments have been conducted along the four years of implementation, 
but a comprehensive evaluation of the IOM X campaign as a whole is missing. As the IOM X phase two 
is approaching its end in December 2018, an end evaluation to document the effectiveness of the 
campaign, change created, and lessons learned will be needed.

Evaluation purpose

This evaluation will serve the dual purpose of accountability and learning. It looks to provide 
evidence-based information on the performance of IOM X and the results achieved (outputs, 
outcomes and impact) by its campaign-based modality. It wi ll also give guidance on the ways in which 
to enhance strategic planning, decision-making and implementation of this USAID-funded 
programme. This will be achieved by providing valuable information on lessons learned, good practic-
es, replicable innovations and identification of areas for improvement. Findings will help guide future 
planning and implementation of IOM X or similar social campaigns both within IOM and externally.

Evaluation scope

The evaluation will cover both the one-year pilot and the three-year second phase of the IOM X campaign, 
covering the time period of 1 October 2014 - September 2018. More specifically, in addition to looking 
at IOM X campaign as a whole, the evaluation will focus on the below seven campaigns, divided by 
main target audience type:

During the second phase of the campaign, IOM X adjusted its goals to include:
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1) Audience: aspirant migrants in source countries Campaign scope: targeted communities in a  
    single country

The rationale used for the selection of these particular campaigns was to provide a comprehensive 
menu of the different types of IOM X campaigns (by target audience, countries and campaign activity 
type) that have been carried out in the region.

The IOM X campaign will be evaluated in accordance with the IOM evaluation guidelines /UNEG 
evaluation standards.

Evaluation criteria

The overall objective of this evaluation is to determine the relevance, effectiveness and sustainability 
of the IOM X campaign. The specific objectives of the evaluation are:

•   Made
•   How To
•   Thailand YouTube Series 

•   IOM X Bangladesh Roadshow
•   IOM X Philippines Roadshow
•   IOM X Myanmar Campaign

3) Audience: general audience in demand countries
    Campaign scope: regional, specific focus on Philippines and Thailand

•   Happy Home (Open Doors: Thailand, Singapore, Malaysia; PSA)

2) Audience: aspirant and present employers of migrants in demand countries and, to lesser extent, 
    migrant source countries
    Campaign scope: ASEAN wide, with a special focus on Indonesia, Malaysia, Thailand and Singapore

•   To assess relevance of IOM X campaigning from the point of view of beneficiaries/target audiences 
    and counterparts /communities, etc.
•   To assess the effectiveness of the implementation process of IOM X’s activities and to see if the 
    programme achieved planned outcomes and outputs with regard to prevention of counter- trafficking 
    and exploitation
•   To assess the sustainability of the results and methods of the campaign in the absence of on-going 
    IOM X support, by identifying the degree to which the IOM X campaign has built on existing local  
    capacities, and a potential exit strategy that builds on local resources and capacities, as well as 
    sharing of learning.
•   To determine the extent to which IOM X campaign is providing an entry point to other social  
    media-focused campaigns/ projects/ programmes that use modern technology for engagement 
    of key audiences, by fostering learning and sharing.
•   To generate key lessons learnt and propose recommendations to deliver digital media campaigns 
    in and for further harmonization and capacity development of partners/ stakeholders.

Guiding principles and values

The evaluation process must adhere to the IOM Data Protection Principles, United Nations (UNEG) 
norms and standards for evaluations, and relevant ethical guidelines.

The individual consultants/team or institution working on this evaluation must demonstrate personal 
and professional integrity during the whole process of the evaluation. He/she/the team must respect 
the right of institutions and individuals to provide information in confidence, use consent forms, and 
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•   Synthesize and verify the reported outcomes (intended and unintended) and assess their value 
    and merit.
•   Assess the factors influencing the successes and challenges.
•   Assess the extent the interventions executed by IOM X have achieved its purpose.
•   Assess the reach and engagement of the IOM X campaign (Basic numbers on size of online 
    community, reach, website traffic etc.)
•   Assess whether IOM X engagement metrics for measuring success are useful and relevant
•   Assess to what degree the campaign has achieved its desired outcomes? (Desired vs achieved 
    outcomes; To what degree have these outcomes been documented and verified? What is the 
    level of confidence in the data?)
•   Assess the effectiveness of IOM X monitoring and reporting systems and tools in collecting and 
    presenting campaign data and results

ensure that sensitive data cannot be traced to its source. Further, the team and its members must 
ensure that those involved in the evaluation have an opportunity to examine the statements credited 
to them. The evaluation team and process must be sensitive to beliefs, manners, and customs of the 
social and cultural environment in which they will work. Furthermore, the consultants are not expected 
to assess the personal performance of individuals and must balance an assessment of management 
functions with due consideration of this principle.

The evaluation team is entitled and expected to discuss matters relevant to this evaluation with 
relevant persons and organizations. However, it is not authorized to make any commitments on behalf 
of IOM. The evaluation team does not represent the International Organization for Migration in any 
capacity.

All intellectual property rights to the result of the service referred to in the contract will be exclusive 
property of IOM, including the right to make modifications and hand over material to a third party. IOM 
may publish the end result under the creative commons license in order to promote openness and 
public use of evaluation results.

Evaluation questions

Relevance

•   Assess the extent to which the IOM X campaign has responded to the needs, rights and priorities 
    of IOM country programmes, partner country stakeholders and beneficiaries, including men and 
    women, and especially the most vulnerable groups.
•   Assess changes in the implementation environment – e.g. transformation of digital space especially 
    as it related to video distribution patterns, and the extent to which IOM X adapted to these 
    changes.
•   Assess whether the campaign design was flexible when required to change and adapt to new 
    information and challenges.

Effectiveness

•   Assess the ownership and participation process within the IOM X campaign, e.g. how the participation 
    of the IOM country offices, partner organizations, as well as different beneficiary groups have 
    been organised.
•   What measures did the campaign undertake to ensure sustainability? Have these measures been 
    adequate?
•   Assess the replicability of the campaign. (e.g. Has the has the campaign been replicated? How 
    have the campaign practices been adapted? Has the campaign proved to be effective in different 

Sustainability
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 The above list is for reference only.

The evaluation will address six campaigns/countries where IOM X has supported counter-trafficking 
campaigns in 2014-2018. IOM will provide a list of partners and a list of key informants at the start of 
the evaluation process. Migrants, aspirant migrants, community members, stakeholders and professionals 
working in the communities should be extensively consulted. The evaluation team should propose a 
design based tools and methods already available, while ensuring that this design suits the specific 
objectives of this context and evaluation.

The team is expected to review IOM X’s relevant internal documents on the campaign period, including 
-but not limited to- project proposal documents, quarterly reports submitted by IOM to USAID, Knowledge, 
attitude and practice (KAP) impact assessments, annual reports, post-event reports, M&E annexes 
and financial records. The team will be responsible for collecting data with minimum involvement of 
partners or IOM staff. However, IOM will facilitate the data collection and field visits required for this 
exercise.

Evaluation deliverables

Deliverables and schedule

The evaluation team is responsible to submit the following deliverables:

    contexts (geography, society, etc.? What are the unique skill-sets, practices and innovations from 
    the IOM X campaign that could serve future digital media-based campaigning by external/ other 
    social campaign/ agencies?)

The evaluation team will elaborate evaluation questions based on the objectives and evaluation 
issues, and develop a limited number of detailed evaluation questions presenting the evaluation criteria. 
When needed the set of questions should be expanded.

The evaluation questions will be finalised as part of the evaluation inception report and will be 
assessed and approved by IOM.

Evaluation methodology

Mixed methods for the collecting and analysing of data will be used (both qualitative and quantitative). 
The findings have to be triangulated (method, source, evaluator and analytical) and validated using 
multiple ways. Participatory methods should be used where relevant.

A specific and detailed assessment design should be presented to IOM by the team as part of the 
Inception Report, based on the following mixed methods of information gathering:

•   Desk review of programme documentation
•   nterviews with key informants
•   Focus group discussions (FGDs) with young migrants and aspirant migrants, both female and 
    male of different ages
•   Focus Group Discussions with community leaders attending campaign activities
•   Structured and semi-structured interviews with relevant stakeholders
•   Case-studies (-e.g. based on use of the most significant change technique)

(i)   Detailed Inception Report in English (Electronic version to be submitted within one week 
      after signing a contract and initial briefing with the Evaluation Reference Group)

Using the IOM Inception Report Template, this report should be in line with IOM/ UN standards for 
inception reports. The inception report should outline detailed scope, evaluation framework; methodology; 
sampling, field visit timeline, data collection methods, timeline for activities and submission of deliverables. 
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The final report will be 30-40 pages in length, consisting of the same sections as the draft report. The 
evaluation report should answer the key evaluation questions posed, fairly representing the views of 
the different beneficiary groups and stakeholders. It should also provide with clear conclusions and 
recommendations that are substantiated by evidence.

The final report will be sent to the Evaluation Reference Group for comments and suggestions and 
will be quality assured by IOM.

Power point presentation in English (electronic version)

Presentation based on the finalised evaluation report summarising the process, purpose, objectives, 
methodology, findings and recommendations as well as conclusions.

This report will be used as an initial point of agreement and understanding between the evaluation 
team and the Evaluation Reference Group.

A draft report will be shared in advance for comments and shall be reviewed for comments by the Evaluation 
Reference Group. Final inception report will be presented by the evaluation team to the Evaluation 
Reference Group.

(ii)   Draft Final Report in English (Electronic version to be submitted within 6 weeks after 
      completion of the data collection field visits)

Using the IOM Evaluation Report Template, the draft final report will be in line with IOM evaluation 
guidelines/ UNEG evaluation report standards, and contain the same sections as the final report, and 
will be 30-40 pages in length (excluding annexes). It will also contain an executive summary of no more 
than five pages, consisting of a brief description of the programme, its context and current situation, 
the purpose of the evaluation, its methodology and its main findings, conclusions and recommendations. 
The draft final report will be shared with the Evaluation Reference Group to seek their comments and 
suggestions.

(iii)   Final Evaluation Report in English (Electronic and hard copy versions to be submitted 
       within 01 week after receiving consolidated comments and feedback from IOM)
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Evaluation work plan

A tentative time frame for the evaluation is provided below. The evaluation is expected to be completed 
within 11 weeks.

Signature of contract Home IOM and 
consultant(s)

W1: Oct 5, 2018

Presenting to IOM X a detailed 
Inception Report describing initial 
findings based on the literature 
review, the evaluation methodology, 
detailed work plan, the outline of 
the final report in addition to the 
inception report in English

Bangkok or Video 
Conference

Consultant(s) W2: Oct 12, 2018

Preliminary discussions with the 
Evaluation Reference Group on 
evaluation approach, theories, and 
activities of the evaluation

Bangkok or Video 
Conference

Consultant(s) + 
IOM
(Reference 
Group)

W3: Oct 19, 2018

Comprehensive literature review Home Consultant(s) W3: Oct 19, 2018

Adapting evaluation tools and field 
work (incl. focus group discussions, 
interviews, etc.)

Fieldwork/ 
Bangkok

Consultant(s) W4: Oct 26, 2018

Data analysis and writing of first 
draft of the report in English, and 
send the draft to IOM for review

Home Consultant(s) W6: Nov 9, 2018

Comments and feed-back of first 
draft

Bangkok IOM
(Reference 
Group)

W7: Nov 16, 2018

Incorporation of comments and 
produce second draft, and send it 
to IOM for review

Home Consultant(s) W8: Nov 23, 2018

Comments and feedback on 
second draft

Bangkok IOM
(Reference 
Group)

W9: Nov 30, 2018

Presentation of the evaluation 
findings and validation of the second 
draft; incorporation of validation 
comments and preparation and 
submission of final report in English

Home Consultant(s) W10: Dec 07, 2018

Activity Location Responsibility Date of completion
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The evaluation team should propose a timeline for submitting the deliverables in their proposals. 
Adequate time (at least two weeks) should be allocated for review and quality assurance processes of 
the deliverables by the Evaluation Reference Group.

It should be noted that recognised experts may be contracted by IOM as external peer reviewer(s) for 
the whole evaluation process or for some specific deliverables of the evaluation process, e.g. final and 
draft reports. In case of peer review, the views of the peer reviewers will be made available to the 
evaluation team.

Reporting and dissemination phase

The reporting and dissemination phase will take place in September 2018 – November 2018 and 
produce the final reports and organise the dissemination of the results. The reports should be kept 
clear, concise and consistent. The report should contain, among other things, the evaluation findings, 
conclusions and recommendations and the logic between those should be clear and based on 
evidence. The final draft reports will be sent for a round of comments by the parties concerned. The 
purpose of the comments is only to correct any misunderstandings or factual errors.

The final draft reports must include abstract and summary (including the table on main findings, 
conclusions and recommendations) in English. They have to be of high and publishable quality. It must 
be ensured that the translations use commonly used terms in development cooperation. The evaluation 
team is responsible for the editing, proof-reading and quality control of the content and language.

The final reports will be delivered in Word-format with all the tables and pictures also separately in their 
original formats. As part of reporting process, the evaluation manager will submit a methodological 
note explaining how the quality control has been addressed during the evaluation

Roles and responsibilities

IOM X as commissioner takes the accountability of the final evaluation and designated IOM X Team 
Leader as supervisor for this evaluation. Managerial function for this evaluation will be done jointly by 
the evaluation team and the IOM X Team Leader.

Evaluation manager will have the following responsibilities:

•   Lead the management of the evaluation process throughout the evaluation (design, implementation 
    and dissemination and coordination of its follow up)
•   Convene the Evaluation Reference Group meetings
•   Facilitate the participation of those involved in the evaluation design
•   Coordinate the selection and recruitment of the evaluation team by making sure the lead agency 
    undertakes the necessary procurement processes and contractual arrangements required to 
    hire the evaluation team
•   Safeguard the independence of the exercise and ensure the evaluation products meet quality 
    standards
•   Connect the evaluation team with the wider IOM programme unit, senior management and key 
    evaluation stakeholders, and ensure a fully inclusive and transparent approach to the evaluation
•   Facilitating the evaluation team’s access to all information and documentation relevant to the 
    intervention, as well as to key actors and informants who should participate in interviews, focus 
    groups or other information-gathering methods
•   Provide the evaluators with overall guidance as well as with administrative support
•   Oversee progress and conduct of the evaluation, the quality of the process and the products
•   Approve the deliverables and evaluate the consultant’s/team’s work in consultation with 
    Evaluation Reference Group and will process the payments after submission of the deliverables 
    that respond to the quality standards.
•   Disseminate the results of the evaluation
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Any dispute on the process or disagreements on any other aspect of this assessment will also be 
solved by this committee.

Evaluation team qualifications

IOM is looking for an experienced multi-disciplinary team of consultants with experience in designing 
and conducting evaluation for communication for development (C4D) and social media-focused campaigns 
and projects on social and development issues, such as migration. Both institutions and individuals 
are eligible to apply. However, in case of a group of consultants who are not associated with an institution, 
IOM would only sign the agreement with the lead consultant. The team should have the following 
qualifications:

Evaluation Reference Group will comprise the representatives of IOM’s Regional Office for Asia and 
the Pacific (MPA RTS in his role as IOM X Project Manager, IOM X Team Leader, and the M&E Officer) 
and USAID. This group will:

•   Provide specific advice and support to the evaluation manager and the evaluation team 
    throughout the whole evaluation process
•   Review the ToR, inception report and draft evaluation report and ensure final draft meets the 
    IOM/ UNEG Evaluation Reports Standards.
•   Review and provide comments and feedback on the quality of the evaluation process as well as 
    on the evaluation products (comments and suggestions on the TOR, draft reports, final report of 
    the evaluation).

The evaluation team will report to the IOM X evaluation manager and conduct the evaluation by:

•   Fulfilling the contractual arrangements in line with the TOR, IOM/UNEG norms and standards 
and ethical guidelines; this includes developing of an evaluation plan as part of the inception report, 
drafting and finalising the final report and other deliverables, and briefing the commissioner on the 
progress and key findings and recommendations, as needed.

a)   All team members should have Master’s degrees in Sociology, Anthropology, Social Sciences, 
      Statistics, Digital/Communication or a related field (CVs required)
b)   Each member should have previous experience in project/ programme evaluation (7 to 10 years 
      for team leader, 3-5 years for other members). Provision of sample work is required.
c)   Extensive national and international experience in assessing communication for development 
      and social media-focused campaigns/projects/programmes
d)   Experience in the use of participatory appraisal techniques in data collection, sensitive to 
      gender issues
e)   Strong familiarity with the international literature and issues related to migration and counter- 
      trafficking
f)    Familiarity with the socio-cultural context of Asia and the Pacific
g)   Excellent writing and communication skills in English (Reference and production of sample work 
      required)

Evaluation budget

The evaluation will not cost more than USD 37,500 (VAT included).

All interested institutions or group of consultants are requested to include in their submission detailed 
costs, including:
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1) Overall Response (15 points)
         -   General adherence to Terms of Reference and tender requirements
         -  Understanding of scope, objectives and completeness and coherence of response
         -  Company/Team is properly registered, has required certifications, memberships, etc.

2) Proposed methodology and approach (35 points)
         -  Proposed approach/methodology/tools and management control system
         -  Proposed Implementation Plan, e.g. how the bidder will undertake each task, and 
              maintenance of project schedules
         -  Deliverables are addressed as per TOR; proposed timelines are met

3) Technical capacity of the Evaluation team (30 points)
         -  Range and depth of experience with similar evaluation
         -  Meeting academic requirements
         -  Minimum years of experience
         -  Strong analytical skills and qualitative and/or quantitative statistical data processing 
              applications
         -  Excellent report writing and language skills

•   Daily rate, including hours per day
•   Expenses (travel, field visits, interpretation and translation, etc. Please, include all relevant costs 
    that are required for this exercise) to be agreed prior to commencing the project.

Any additional requirements needed to complete the project or that might have an impact on cost or 
delivery of products.

The consultants would be required to use their own computers, printers, photocopier etc. Payment is 
contingent on approval by the IOM managers, and will be made in three instalments:

-   15% upon clearance of an inception report by IOM
-   35% upon submission of the first draft of the evaluation report
-   50% upon submission of finalised evaluation report and power point presentation

The evaluation team or institutions may propose different payment schedules that will be considered 
during the assessment of the proposal.

Official travel involved

It is expected that the evaluation team will make a visit to 2 - 3 countries, including areas for community- 
based visits, as per methodology finalised for this evaluation. All travel costs should be planned properly 
in the technical proposal and included in the financial proposal. Please note that if selected, the 
contract can be a supporting document to obtain entry visas (if necessary). IOM will be unable to 
secure travel visas.

Assessment and weighting criteria of the proposals

The proposals will be weighed according to the technical (80%) and financial considerations (20%). 
Submitted proposals will be assessed using the Cumulative Analysis Method. Technical proposals 
should attain a minimum of 60 points to qualify and to be considered. Financial proposals will be 
opened only for those application that attained 60 points or above. Below are the criteria and points 
for technical and financial proposals.

Technical proposals
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Technical score: 75% of 80 points = 60 points

b) Financial Proposal

Financial proposal will be assessed based on the completeness, clarity and appropriateness.
The maximum number of points shall be given to the lowest Financial Proposal that is opened /evaluated 
and compared among those technical qualified candidates who have attained a minimum 60 points 
in the technical evaluation. Other Financial Proposals will receive points in inverse proportion to the 
lowest price.

Total Financial: 20

Only those financial proposals will be opened which have been technically accepted (scoring at least 
60) according to the above criteria.

Submission guidelines

Proposals shall be evaluated using a two-stage procedure, whereby the evaluation of the technical 
proposal will be completed prior to the evaluation of the price proposal. Applications are, therefore, 
expected to contain the following required documentation:

Technical Proposal: Applicants shall prepare a proposal against the ToR, ensuring that the purpose, 
objectives, scope, criteria and deliverables of the evaluation are addressed. The proposal shall include 
detailed breakdown of inception phase and data collection methodology, the suggested approach and 
proposed sampling to be used in the evaluation. A brief explanation of data collection, analysis and 
report writing phases should also be included, along with a draft work plan and timeline for the evaluation. 
The Technical Proposal shall also include updated CVs of the expert(s) to be part of the evaluation, and 
electronic copies/links of two most recent and relevant evaluation performed previously by the applicant.

Financial Proposal: Offer with a cost breakdown: Consultancy fees, international (economy class) 
travel costs, Daily Subsistence Allowance (DSA) and required translations and other costs. The Financial 
Proposal shall be submitted in a separate file, clearly named Financial Proposal. No financial information 
should be contained in the Technical Proposal.

Travel expenses shall be based on the most direct route and economy fare. Quotations for business 
class fare will not be considered.

Interested applicants shall provide Financial Proposals that include at least the following items:

  -   Fees
  -   DSA
  -   Travel expenses: international (if applicable) and local
  -   Other costs

All proposals should be sent to IOM X at ksrivichai@iom.int and sokkim@iom.int. Technical and Financial 
proposals should be submitted in two separate sealed envelopes. All submissions with complete 
set of documents should reach IOM X no later than midnight (Bangkok local time) on September 
30, 2018. A selection committee will review all applications as they arrive. All proposals must meet the 
minimum requirements described above, and those unable to meet these requirements will not be 
considered.

The evaluation team is entitled and expected to discuss matters relevant to this evaluation with 
relevant persons and organizations. However, it is not authorized to make any commitments on behalf 
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of IOM. The evaluation team does not represent the International Organization for Migration in any 
capacity.

All intellectual property rights to the result of the service referred to in the contract will be exclusive 
property of IOM, including the right to make modifications and hand over material to a third party. IOM 
may publish the end result under the creative commons license in order to promote openness and 
public use of evaluation results.
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ANNEX B: Evaluation Matrix

Annex B
Evaluation Matrix

Criteria and 
Questions

Sub-Questions Indicators Data Sources Data Collection 
Methods

1. Relevance

2. Effectiveness

1.1. To what extent 
has the IOM X 
campaign responded 
to the needs, rights 
and priorities of 
beneficiaries, including 
men and women, 
and especially the 
most vulnerable 
groups?

• To what extent has IOM X 
  addressed the needs and 
  priorities of stakeholders in 
  partner countries?
• To what extent did IOM-X 
  engage the most relevant 
  stakeholders?
• To what extent did the IOM X 
  campaign and take into 
  consideration any special 
  needs of women and girls and 
  sub-groups of marginalized 
  rights holders?
• Are there other important 
  areas that could not be 
  addressed under the current 
  programme framework?

• Existence of needs assessments 
  within IOM X’s planning 
  processes.
• Degree of alignment and 
  identification of any gaps 
  between the stated needs of 
  rights holders and the 
  programme design.
• Evidence of gender and equity 
  analyses within IOM X’s 
  planning process.
• Extent to which women and 
  girls and sub- groups of 
  marginalized rights holders 
  were included in the 
  programme design.

Quantitative
• IOM X planning 
  documents
• IOM X reporting 
  documents
• Survey respondents

Qualitative
• Migrant women 
  and men, and
  aspirant migrants.
• CSOs and NGOs
• ASEAN, national 
  governments and  
  mechanisms
• IOM X programming 
  staff

• KIIs
• Story-Telling 
  Sessions
• Document Review
• Survey

• KIIs
• Story-Telling 
  Sessions
• Document Review
• Survey

2.1. To what extent 
have expected results 
been attained and 
have contributed to 
advancing the stated 
goals and objective 
of IOM X? What 
factors influenced 
the achievement or 
non- achievement of 
results?

• To what extent have expected 
  outputs been attained?
• To what extent have outputs 
  contributed towards outcome-  
  level change?
• Did the programme generate 
  any positive or negative 
  unexpected results? If so, 
  which ones?
• To what extent have IOM-X 
  initiatives contributed to the 
  overall objective of “contributing 
  to inspiring social resilience to 
  human exploitation and 
  trafficking in persons in the 
  Asia Pacific region”.

• Comparison of results achieved 
  to those planned.
• Number of beneficiaries reached
• Number of CSOs and other 
  partners reached and type of 
  knowledge products/capacity   
  building provided
• Number and types of 
  awareness raising campaigns
• Number and types of social media 
  campaigns and publications
  compared to beneficiaries 
  reached and engaged
• Frequency of engagement in 
  social media
• Perception of stakeholder 
  expectations

1.2 To what extent 
did the IOM X 
campaign adapt to 
changes in the 
implementation 
environment?

• To what extent was the 
  campaign design flexible 
  when required to change and 
  adapt to new information and 
  challenges?
• To what extent did the IOM X 
  campaign adapt to changes 
  and transformations of digital 
  spaces, especially regarding 
  video distribution patters?

• Presence of mechanisms that 
  facilitate programming flexibility 
  within the IOM X campaign.
• Use of real-time information 
  to inform decision-making.
• Modifications made to the 
  programme design between 
  IOM X programming phases 
  (i.e. the pilot through to Phase 2)
• Degree of alignment between 
  changes in the implementation 
  environment and corresponding 
  adjustments made by the IOM 
  X campaign.

Quantitative
• IOM X planning 
  documents
• IOM X reporting 
  documents
• Survey respondents

Qualitative
• Migrant women 
  and men, and
  aspirant migrants.
• CSOs and NGOs
• ASEAN, national 
  governments and  
  mechanisms
• IOM X programming 
  staff

• KIIs
• Story-Telling 
  Sessions
• Document Review
• Survey

Quantitative
• IOM X planning 
  documents
• IOM X reporting 
  documents
• Survey respondents

Qualitative
• Migrant women 
  and men, and
  aspirant migrants.
• CSOs and NGOs
• ASEAN, national 
  governments and  
  mechanisms
• IOM X programming 
  staff



53

 53 ANNEX B
Evaluation Matrix

3. Sustainability

3.1. In what ways 
has the participation 
of the IOM country 
offices, partner 
organisations, as 
well as different 
beneficiary groups 
fostered ownership 
in the campaign?

Criteria and 
Questions

Sub-Questions Indicators Data Sources Data Collection 
Methods

2. Effectiveness

2.2 Are IOM X 
engagement metrics 
for measuring 
success useful and 
relevant? What other 
techniques could be 
used to better 
capture this or how 
could they be 
improved?

• To what extent are IOM X 
  engagement metrics provide   
  able to provide information on 
  the extent to which output and 
  outcomes have been achieved?
• What is the level of reliability 
  of IOM X engagement metrics 
  and M&E data?
• How could the IOM X data 
  collection and monitoring 
  systems be improved?

• Reliability of IOM X data
• Degree of contribution by IOM X 
  engagement metrics towards a 
  robust analysis of output and 
  outcome-level results

• To what extent have IOM-X 
  initiatives been designed and  
  implemented using participatory 
  processes that foster 
  stakeholder ownership?
• What concrete actions have 
  partners taken to demonstrate 
  ownership in the IOM X 
  campaign?
• What is the likeliness that 
  stakeholders including the 
  governments, ASEAN bodies 
  and CSO’s will take the 
  programme initiatives forward?
• What interest has IOM X 
  generated through the 
  community outreach and 
  mobilization strategies?

• Extent to which the programme 
  design and implementation 
  processes were participatory 
  among stakeholders.
• Examples of ownership 
  demonstrated by partners
• Demonstrated interest in
  and level of engagement with 
  the campaign from partners 
  and stakeholders
• Degree of harmonization 
  between IOM X operations and 
  those of its partners.
• Strengths and weaknesses of 
  working dynamics between 
  IOM X and its partners.

Quantitative
• IOM X planning 
  documents
• IOM X reporting 
  documents
• IOM X M&E data

Qualitative
• IOM X programming 
  staff

• KIIs
• Document Review

• What were the primary factors 
  that contributed towards the 
  achievement or non 
  achievement of results? 

• Extent to which vulnerable 
  people have learned to identify 
  safe migration practices 
  (stated programme objective)
• Changes in behaviour/practices 
  among IOM X beneficiaries 
  (stated programme objective)
• Examples of action taken 
  against human trafficking by 
  IOM X beneficiaries (stated 
  programme objective)
• Extent to which public institutions 
  have increased their engagement
  with private sector actors to 
  adapt, develop, and use 
  innovative approaches to 
  addressing exploitation and 
  trafficking of persons, including 
  through the use of technologies 
  (stated programme objective)
• Identification of unexpected 
  results.
• Factors that facilitated or 
  hindered the achievement of 
  results.

Quantitative
• IOM X planning 
  documents
• IOM X reporting 
  documents
• Survey respondents

Qualitative
• Migrant women 
  and men, and
  aspirant migrants.
• CSOs and NGOs
• ASEAN, national 
  governments and  
  mechanisms
• IOM X programming 
  staff

• KIIs
• Story-Telling 
  Sessions
• Document Review
• Survey
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3.3 To what extent 
does the IOM X 
campaign appear to 
be replicable in other 
contexts and under 
what circumstances?

Criteria and 
Questions

Sub-Questions Indicators Data Sources Data Collection 
Methods

3. Sustainability

• In what ways did the IOM X 
  campaign promote integrated  
  programming (eg: increased 
  coordination with service 
  providers, non-governmental 
  organizations, IOM X country  
  offices, etc.) and harmonization 
  among its partners and 
  stakeholders?

3.2. What measures 
did the campaign 
take to ensure 
sustainability? Have 
these measures 
been adequate to 
sustain results?

• What mechanisms have been  
  built into the programme to 
  promote sustainability?
• In what ways does it appear 
  likely that results may be 
  sustained over time? What 
  more would need to be done 
  to sustain results?

• Evidence of an Exit Strategy
• Evidence of sustainable
  programming mechanisms
• Evidence that programming
  elements have been integrated  
  into national systems and 
  processes.
• Gaps between current results 
  and sustained results.

Quantitative
• IOM X planning 
  documents
• IOM X reporting 
  documents
• Survey respondents

Qualitative
• Migrant women 
  and men, and
  aspirant migrants.
• CSOs and NGOs
• ASEAN, national 
  governments and  
  mechanisms
• IOM X programming 
  staff

• KIIs
• Story-Telling 
  Sessions
• Document Review
• Survey

• Has the campaign proven to 
  be effective in different 
  contexts (geography, society, 
  etc.? If so, what factors have 
  facilitated this?
• What are the unique skill-sets, 
  practices and innovations 
  from the IOM X campaign that 
  could serve future digital 
  media- based campaigning by 
  external/ other social 
  campaign/ agencies?)
• To what extent has the IOM X 
  campaign been successful at 
  serving as an entry point to 
  other social media-focused 
  campaigns/projects/programmes 
  that use modern technology 
  for engagement of key 
  audiences, by fostering 
  learning and sharing?

• Level of effectiveness in 
  different contexts
• Generalizability of the IOM X 
  campaign
• Innovations that could be 
  applied to similar problems in 
  other contexts.
• Number of newly established 
  partnerships and collaborations 
  with other social media-focused 
  campaigns/project/programmes  
  that use modern technology for 
  engagement of key audiences.
• Degree of sharing of lessons 
  learned and information 
  between the IOM X campaign 
  and other similar initiatives.

Quantitative
• IOM X planning 
  documents
• IOM X reporting 
  documents
• Survey respondents

Qualitative
• Migrant women 
  and men, and
  aspirant migrants.
• CSOs and NGOs
• ASEAN, national 
  governments and  
  mechanisms
• IOM X programming 
  staff

• KIIs
• Story-Telling 
  Sessions
• Document Review
• Survey
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ANNEX C: Data Collection Tools
IOM X Asia and the Pacific 

FINAL EVALUATION 
Rights-Holders’ Story-Telling Sessions (STSs) Guide

Introduction

     •   Thank the participants for their time and engagement.
     •   Provide an explanation of the purpose and objectives of the evaluation and how the information 
         will be used: “The Final Evaluation of the IOM X Campaign (2014-2018) seeks to on the one hand 
         provide accountability for the work done to the funding agency (USAID), and on the other hand, 
         learn about IOM X’ successes and challenges for future programming. The information you will 
         share with us today is very valuable and will be used to inform these two purposes mentioned 
         above.”   
     •   Explain that their participation is voluntary and that they can decide not to participate or end 
         the discussion at any time.
     •   Inform the participants that all the information provided within the interview will be kept confidential 
         and will only be shared among the evaluation team members.  Only aggregate information will 
         be shared as part of the evaluation and will be done in a way where it is not possible to trace the 
         information provided directly to its source.
     •   Ask the participants if they are comfortable and would like to continue.

DISCUSSION QUESTIONS 

     1) What activities did you participate in through IOM X? Why did you get involved and what was 
         your role in them?

     2) If you were not involved in any activities, did you watch or hear of IOM X products (i.e. videos, 
         ads, etc.)

     3) What were you able to gain through your involvement with IOM X? 
  a. Did you learn any new information? If so, what did you learn and through what medium 
      (videos, music videos, series, radio ads, etc.)?
  b. Did learning new information cause you to change your attitude towards safe migration, 
      exploitation, and human trafficking?  If so, what changes in attitude did you experience?
  c. Did this new information and change of attitude lead to you to take any concrete actions?  
      If so, what kinds?

     4) Were you engaged in or consulted about the design and management of the IOM X campaign 
         (ex: providing feedback on the campaign design, how it was implemented, identification of the 
         target audience, etc.)?  If so, how?

Participants (Please specify age, gender and rights-holder category, e.g. migrant, returning 
migrant, etc.):

Facilitator:

Date:
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5) In your opinion, did IOM X bring together all relevant actors to participate in their activities? Were 
    there any groups of people missing?

6) In your opinion, did IOM X present the right message through the right platforms to promote safe 
    migration?  Please explain why or why not.

7) Do you believe that the key messages of the campaign were effective for the target audience? 
    If yes, why? If no, why not?

8) Was the media selected right for the target audience? (TV, online, radio, etc.). If yes, why? 
    If no, why not?

9) What communication media do you use the most to inform yourself? (TV, radio, internet, newspapers, 
    social media (Facebook, twitter, etc.)

10) What would you say that were the major successes of the IOM X campaign? 
         a. What factors do you think contributed towards these successes?

11) Were there any elements that were missing from the IOM X campaign that would have made it 
      stronger?  Were there any ways that the IOM X campaign could have been improved or been 
      more effective?

12) How did IOM X distribute information among stakeholders?  Are there ways that the distribution 
      of information could be more effective so that IOM X could reach a larger audience?

13) Do you think that the results that you have seen from this campaign will continue to have positive 
      effects in the future?  Why or why not?

14) What recommendations would you make to IOM X to strengthen its future campaigns to end 
      exploitation and human trafficking?

15) Is there anything else that you would like to tell me relating to your experiences with IOM X that 
      I haven’t asked you?

Thank you very much for your participation!
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Key Informant Interview Discussion Guide – IOM X Staff

Interviewee: 

Interviewer:

Date: 

Introduction

     •   Thank the participant for their time and engagement.
     •   Provide an explanation of the purpose and objectives of the evaluation and how the  information
         will be used.
     •   Explain that their participation is voluntary and that they can decide not to participate or end the 
         discussion at any time.
     •   Inform the participant that the all information provided within the interview will be kept confidential  
         and will only be shared among the evaluation team members.  Only aggregate information will 
         be shared as part of the evaluation and will be done in a way where it is not possible to trace the 
         information provided directly to its source.
     •   Ask the participant if they are comfortable and would like to continue.

Background

     1. Please explain your role and history with IOM X.  
              a. What activities were you were involved in and during what timeframe?

Relevance 

     2. From your perspective, in what ways has the IOM X campaign responded to the needs, rights 
         and priorities of beneficiaries? (Particularly women and vulnerable groups)
              a. Did the IOM X campaign include any specific efforts to engage women and vulnerable 
      groups?  If so, please explain how.
              b. Were there any needs, rights, or priorities of beneficiaries that could not be met through the 
      IOM X campaign?
              c. Were there any relevant stakeholders that were not engaged as part of the IOM X campaign?

     3. Have you witnessed any changes in the programming context since 2014? (i.e. political, social,  
         and economic country contexts as well as around digital engagement). If so, please explain  
         what kinds of changes you have witnessed.
              a. Have you observed any transformations of digital space, especially regarding video 
      distribution patterns?  Is so, what kinds?
              b. Have these changes in context affected the IOM X programme?  If so, how?
              c. How did IOM X adapt to these contextual changes?

     4. Was the campaign design flexible when required to change and adapt to new information and 
         challenges?  If so, please explain when this was the case.
              a. Has IOM X been able to use real time data to make programme modifications?  If so, 
      please provide some examples.

Effectiveness

     5. What were the primary successes and challenges of the IOM X campaign?
  a. What were the primary factors that influenced the successes and challenges?
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     6. Did the programme generate any unexpected results (either positive or negative, direct, or 
         indirect)? If so, which ones?

     7. To what extent have public sector actors been engaged in the IOM-X campaign?
  a. Specifically, to what extent have public institutions increased their engagement with private 
      sector actors to adapt, develop, and use innovative approaches to addressing exploitation 
      and human trafficking?

     8. From your perspective, how effective is IOM X’s monitoring and reporting system? 
  a. What are its strengths?
  b. In what ways could it be improved?
  c. Is there any aspect of IOM X campaigns that cannot be captured by the current monitoring 
      and reporting system?

     9. What kinds of IOM X engagement metrics are used for measuring success?
  a. Are these useful and relevant? 
  b. What other techniques could be used to better capture the campaign’s results

Sustainability

     10. To what extent have IOM X initiatives been designed and implemented using participatory 
           processes?  Please explain.
  a. Degree of stakeholder participation in the campaign design;
  b. Quality and regularity of communication between IOM X staff and stakeholders;
  c. Number and regularity of meetings between IOM X staff and stakeholders; and
  d. Opportunities that stakeholders have to provide inputs on the campaign design and 
      implementation.

     11. In what ways did the IOM X campaign promote integrated programming (eg: increased 
           coordination with service providers, non-governmental organizations, IOM X country offices,  
           etc.) and harmonization among its partners and stakeholders?
  a. How did the IOM X campaign develop new partnerships and serve as an entry point to 
      working with other media-based campaigns?

     12. Have you witnessed any examples of stakeholders taking ownership as part of the IOM X 
           campaign?  If so, please explain.
  a. What do you think is the likeliness that stakeholders including the governments, ASEAN 
      bodies and CSO’s will take the programme initiatives forward?  Please explain.

     13. What measures did the campaign undertake to ensure sustainability? Do you think these 
           measures are adequate? 
  a. What are the primary factors affecting the probability that project results will continue to 
      have a lasting effect upon project completion?
  b. What more would need to be done to sustain project results?

     14. What elements of the IOM X campaign have been particularly successful that should be included 
           if it were to be replicated elsewhere?
  a. What are the unique skill-sets, practices and innovations from the IOM X campaign that  
      could serve future digital media-based campaigning

     15. What recommendations would you make to IOM X to further strengthen and improve its future 
           programming?
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Key Informant Interview Discussion Guide – 
Government Stakeholders

Introduction

     •   Thank the participant for their time and engagement.
     •   Provide an explanation of the purpose and objectives of the evaluation and how the  information 
         will be used.
     •   Explain that their participation is voluntary and that they can decide not to participate or end the 
         discussion at any time.
     •   Inform the participant that the all information provided within the interview will be kept confidential 
         and will only be shared among the evaluation team members.  Only aggregate information will 
         be shared as part of the evaluation and will be done in a way where it is not possible to trace the 
         information provided directly to its source.
     •   Ask the participant if they are comfortable and would like to continue.

Discussion Questions

     1. What is your professional role (job title, responsibilities, etc.)?

     2. What are the current primary priorities of the government concerning safe migration and the fight 
         against human trafficking? 

     3. How were you involved in the IOM X Campaign? 
  a. In which activities did you participate? During what timeframe?

     4. What were you able to gain through your involvement with IOM X? 
  a. Did you learn any new information? If so, what did you learn and through what medium 
                  (videos, music videos, series, radio ads, etc.)?
  b. Did learning new information cause you to change your attitude towards safe migration, 
                  exploitation, and human trafficking?  If so, what changes in attitude did you experience?
  c. Did this new information and change of attitude lead to you to take any concrete actions?  
                  If so, what kinds?

     5. What value does IOM X add to the work you do?  In what way has IOM X helped strengthen the 
         capacities of government officials and staff?

     6. Has IOM X supported government actors to become more engaged with the private sector 
         (specifically around media and technology) to promote safe migration and anti-human trafficking?           
         If so, how?

     7. What major achievements have taken place over the past 4 years concerning safe migration and 
         the fight against human trafficking in your country?  
  a. Has IOM X played a role in achieving these results?  If so, how?

     8. How has your work with IOM X changed or evolved over the past 4 years? 

     9. Have any unexpected or unplanned results emerged as part of your work with IOM X?

     10. How would you describe your working relationship with IOM X?  What are the strengths and 
         weaknesses?

Interviewee: 

Interviewer:
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     11. Are there any areas where you would have like further support from IOM X?

     12. To what extent do you think that the results from IOM-X’s work can be sustained and built-upon 
           in the future?  What would need to be done to promote the sustainability of results?

     13. Has IOM X’s work been integrated into national systems and processes regarding migration and 
           the rights of migrants? If so, how?

     14. What recommendations would you make to IOM X to strengthen its work in your country and 
           elsewhere in the region?
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Key Informant Interview Discussion Guide – 
IOM X CSO Partners

Introduction

     •   Thank the participant for their time and engagement.
     •   Provide an explanation of the purpose and objectives of the evaluation and how the  
         information will be used.
     •   Explain that their participation is voluntary and that they can decide not to participate or end the          
         discussion at any time.
     •   Inform the participant that the all information provided within the interview will be kept confidential 
         and will only be shared among the evaluation team members.  Only aggregate information will 
         be shared as part of the evaluation and will be done in a way where it is not possible to trace the 
         information provided directly to its source.
     •   Ask the participant if they are comfortable and would like to continue.

Discussion Questions

Background

     1) Please explain how your organization/entity contributes towards efforts to end human trafficking 
         and to promote safe migration practices and the ways in which you worked with IOM X around 
         these issues.  
  a. What activities/products did you facilitate/produce with IOM X and during what timeframe?

Relevance

     2) Did the IOM X campaign target the right people to lead to safer migration practices?
  a. Were any key stakeholders missing from IOM X’s programming?
  b. Did the IOM X campaign target women/girls and particularly vulnerable groups?  If so, how 
                  did it do this?

     3) Did the IOM X campaign address the needs of beneficiaries?  Were there any needs that were                   
         not addressed?

     4) Was the campaign design flexible when required to change and adapt to new information and 
         challenges?  If so, please explain when this was the case.

Effectiveness

     5) What kinds of results did you witness because of the IOM X campaign? 
  a. What kinds of changes in knowledge did you witness?
  b. What kinds of changes in attitudes did you witness?
  c. What kinds of changes in behaviour did you witness?

     6) Did the campaign generate any unexpected results (either positive or negative, direct, or 
         indirect)? If so, which ones?

     7) From your perspective, what are some of the key strengths and weaknesses of IOM X and its 
         campaigns?

Interviewee: 

Interviewer:
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     8) Based on your experience, what are the most effective ways to promote safe migration 
         practices?  Was IOM X’s approach aligned with this?
  a. What are the best mediums and platforms to raise public awareness, inform, and change 
                  behaviour? 
  b. Are there any other platforms that IOM X could potentially explore?

Working with IOM X

     9) What contributions, if any, has IOM X made to your work? 

     10) How has collaborating with IOM X influenced the work you do or the approaches you take?
  a. Did you learn anything new by working with IOM X?  If so, what?

     11) Are there any areas where IOM X could further support your work and promote anti-trafficking 
           and safe migration practices?

     12) What were some of the strengths and weaknesses around working with IOM X?
  a. To what extent did IOM X use a participatory approach to design and implement 
       programming?  Please explain.
  b. To what extent were IOM X’s implementation modalities harmonized with those of your 
       agency? (i.e. quality of coordination, administrative work, financial transactions, etc.).  In 
       what ways could this have been improved?

Sustainability

     13) What opportunities (if any) can you see for IOM X’s approach to be adopted or continued by 
           your organization or other actors in the future?

     14) What more would need to be done to sustain project results?

     15) What elements of the IOM X campaign have been particularly successful that should be included 
           if it were to be replicated elsewhere?

     16) What recommendations would you provide to IOM X to further strengthen and improve its future 
           programming?
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Key Informant Interview Discussion Guide – 
IOM X Media Partners 

Introduction

     •   Thank the participant for their time and engagement.
     •   Provide an explanation of the purpose and objectives of the evaluation and how the  information 
         will be used.
     •   Explain that their participation is voluntary and that they can decide not to participate or end the 
         discussion at any time.
     •  Inform the participant that the all information provided within the interview will be kept confidential  
         and will only be shared among the evaluation team members.  Only aggregate information will be 
         shared as part of the evaluation and will be done in a way where it is not possible to trace the 
         information provided directly to its source.
     •   Ask the participant if they are comfortable and would like to continue.

Discussion Questions

Background

     1) Please explain how your organization/entity contributes towards efforts to end human trafficking 
         and to promote safe migration practices and the ways in which you worked with IOM X around 
         these issues.  
              a. What activities/products did you facilitate/produce with IOM X and during what timeframe?

Relevance

     2) In your opinion, did IOM X present the right messages to the right people through the right 
         platforms to promote safe migration?  Please explain why or why not.

     3) Was the campaign design flexible when required to change and adapt to new information and 
         challenges?  If so, please explain when this was the case.

Effectiveness

     4) What kinds of results among beneficiaries have you witnessed because of the IOM X campaign? 
              a. What kinds of changes in knowledge among beneficiaries did you witness?
              b. What kinds of changes in attitudes among beneficiaries did you witness?
              c. What kinds of changes in behaviour among beneficiaries did you witness?

     5) In the future, how could the engagement of stakeholders through digital mediums lead to more 
         concrete changes in their real-world behaviour?

     6) Did the campaign generate any unexpected results (either positive or negative, direct, or 
         indirect)? If so, which ones?

     7) From your perspective, what are some of the key strengths and weaknesses of IOM X and its 
         campaigns? 

     8) Based on your experience, what are the most effective ways to promote safe migration practices?  
         Was IOM X’s approach aligned with this?

Interviewee: 

Interviewer:
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              a. What are the best mediums and platforms to raise public awareness, inform, and change 
                  behaviour?  
              b. Are there any other platforms that IOM X could potentially explore?

     9) What kinds of engagement metrics are most useful for measuring the success of digital medium 
         messaging campaigns?
              a. Were these metrics used in the IOM X campaign? If not, what elements was IOM X missing?

Working with IOM X

     10) What contributions, if any, has IOM X made to your work? 
     11) How has collaborating with IOM X influenced the work you do or the approaches you take?
  a. Did you learn anything new by working with IOM X?  If so, what?

     12) Are there any areas where IOM X could further support your work and promote anti-trafficking 
           and safe migration practices?

     13) What were some of the strengths and weaknesses around working with IOM X?
  a. To what extent did IOM X use a participatory approach to design and implement 
      programming?  Please explain.
  b. To what extent were IOM X’s implementation modalities harmonized with those of your 
      organization? (i.e. quality of coordination, administrative work, financial transactions, etc.).  
      In what ways could this have been improved?

Sustainability

     14) What opportunities (if any) can you see for IOM X’s approach to be adopted or continued by 
           your organization or other actors in the future?

     15) What more would need to be done to sustain project results?

     16) What elements of the IOM X campaign have been particularly successful that should be 
           included if it were to be replicated elsewhere?

     17) What recommendations would you provide to IOM X to further strengthen and improve its 
           future programming?
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File Type Title Main Theme

Reports

Reports

Reports

Reports

Toolkits and 
training materials

Toolkits and 
training materials

Toolkits and 
training materials

Toolkits and 
training materials

Factsheets

Factsheets

Factsheets

Reports

Reports

Reports

Open Doors - Indonesia Impact Assessment 
Summary Report

Open Doors - Indonesia Baseline Summary Report 

Open Doors - Thailand Baseline Summary Report

Know Before You Go - Impact Assessment 
Summary

Communication for Development (C4D) Toolkit 

C4D Toolkit R&L Annex: Know Before You Go

C4D Toolkit R&L Annex: Open Doors

C4D Toolkit R&L Annex: Prisana

IOM X Country Snapshot: Bangladesh

IOM X Country Snapshot: Brunei Darussalam

IOM X Country Snapshot: Cambodia

Open Doors - Thailand Impact Assessment 
Summary Report

Open Doors - Malaysia Impact Assessment 
Summary Report

Open Doors - Three Country Comparative 
Assessment: Indonesia, Malaysia and Thailand

Date

Factsheets IOM X Country Snapshot: Indonesia

Factsheets

6-1-2016

5-1-2015

5-1-2015

6-1-2016

7-1-2018

10-1-2017

10-1-2017

10-1-2017

9-1-2018

9-1-2018

9-1-2018

6-1-2016

12-1-2016

2-1-2017

9-1-2018

9-1-2018

Trafficking in 
domestic work

Trafficking in 
domestic work

Trafficking in 
domestic work

Safe migration

Campaigning 
(C4D)

Campaigning 
(C4D)

Campaigning 
(C4D)

Campaigning 
(C4D)

Human Trafficking 
General

Human Trafficking 
General

Human Trafficking 
General

Trafficking in 
domestic work

Trafficking in 
domestic work

Trafficking in 
domestic work

Human Trafficking 
General

Human Trafficking 
General

IOM X Country Snapshot: Lao PDR
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Factsheets

Factsheets

Factsheets

Factsheets

Reports

Case studies

Reports

Reports

Reports

Reports

Reports

Reports

Reports

Reports

Toolkits and 
training materials

File Type Title Main Theme

IOM X Country Snapshot: Philippines

IOM X Country Snapshot: Singapore

IOM X Country Snapshot: Thailand

IOM X Country Snapshot: Viet Nam

Assessment Report: Profile of Returned 
Cambodian Migrant Workers

IOM X and IBM Case Study

Prisana - Baseline & Impact Assessment 
Summary Report

IOM X Cotabato Roadshow - Baseline 
Summary Report

IOM X Cotabato Roadshow - Impact 
Assessment Summary Report

IOM X Bangladesh Roadshow - Baseline 
Summary Report

IOM X Bangladesh Roadshow - Impact 
Assessment Summary Report

Made - Impact Assessment on KAP and Online 
Reach Report

IOM X Myanmar Campaign - Baseline Summary 
Report

IOM X Bangladesh Roadshow - Stakeholder 
Analysis

IOM X Learn: A Curriculum for Training on 
Human Trafficking

Date

Toolkits and 
training materials

Toolkits and 
training materials

9-1-2018

9-1-2018

9-1-2018

9-1-2018

3-1-2016

4-1-2017

6-1-2018

10-1-2016

7-1-2017

5-1-2017

1-1-2018

1-1-2018

10-1-2017

7-1-2018

1-1-2016

12-1-2018

9-1-2018

Human Trafficking 
General

Human Trafficking 
General

Human Trafficking 
General

Human Trafficking 
General

Human Trafficking 
General

Trafficking in 
domestic work

Trafficking in 
fishing

Campaigning 
(C4D)

Safe migration

Campaigning 
(C4D)

Safe migration

Forced Labour

Safe migration

Campaigning 
(C4D)

Training and 
facilitation

Training and 
facilitation

Training and 
facilitation

IOM X Share: A Ready Made Presentation to 
Raise Awareness on Human Trafficking

Communication for Development (C4D) for Safe 
Migration & Human Trafficking Prevention Training 
of Trainers - Presentation
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Factsheets

Factsheets

Factsheets

Factsheets

Factsheets

Factsheets

Factsheets

Factsheets

Factsheets

Factsheets

Factsheets

Factsheets

File Type Title Main Theme

Factsheets

Factsheets

Factsheets

Factsheets

Who are Human Traffickers?

Human Trafficking for Forced Begging

Human Trafficking for Forced Labour

Human Trafficking for Forced Marriage

Child Soldiers

Migration Trends of Maguindanao Women

Trafficking for Organ Removal

Trafficking of Children for Sexual Exploitation

Take Action: Tips for Consumers, Migrant 
Workers andInternet Users

Trends in Bangladeshi Migration

Migration in Myanmar

Exploitation in the Fishing Industry in Asia Pacific

What is human trafficking?

Debt Bondage in Human Trafficking

Exploitation of Domestic Workers in Asia Pacific, 
Factsheet, English

Exploitation in Manufacturing

Date

Factsheets

Factsheets

Factsheets

Workers on the move

IOM X One pager

What is C4D?

Reports

Reports

Reports

Asean Youth Forum Post Event Report

Prisana Post Event Report

Cotabato Post Event Report

Reports

12-1-2017

12-1-2017

12-1-2017

12-1-2017

12-1-2017

3-1-2017

12-1-2017

12-1-2017

12-1-2017

8-1-2017

12-1-2017

5-1-2017

12-1-2017

12-1-2017

12-1-2017

12-1-2017

12-1-2017

3-1-15

8-1-15

3-1-2017

4-1-2018

Human Trafficking 
General

Forced Begging

Forced Labour

Forced Marriage

Human Trafficking 
General

Safe migration

Human Trafficking 
General

Sexual exploitation

Exploitation

Safe migration

Safe migration

Trafficking in fishing

Human Trafficking 
General

Debt Bondage

Trafficking in 
domestic work

Exploitation

Safe migration

IOM X

Campaigning (C4D)

IOM X

IOM X

IOM X

IOM XMyanmar Roadshow Post Event Report
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Reports

Reports

Reports

Reports

Reports

Reports

Reports

Reports

Reports

Reports

Reports

8-1-2018

8-1-2018

7-1-2018

1-1-2018

7-1-2018

6-1-2016

12-1-15

12-1-15

11-1-16

11-1-17

9-1-18

IOM X

IOM X

IOM X

IOM X

IOM X

IOM X

IOM X

IOM X

IOM X

IOM X

IOM X

Forced Marriage Campaign Report

Trafficking for Sexual Exploitation Campaign 
Report

Do You Know Who Made It? (YouTube)  
Post Event Report

Bangladesh Roadshow Post Event Report

Bangladesh Roadshow Supplement Post 
Event Report

Happy Home (Jakarta) Post Event Report

Connect Singapore Post Event Report

Annual Report Y1

Annual Report Y2

Annual Report Y3

Annual Report Y4

File Type Title Date Main Theme
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Objective:
The project will 
contribute to 
inspiring social 
resilience1 to 
human 
exploitation 
and trafficking 
in persons (TIP) 
in the APR.2

O1.0:
Percentage 
increase of users 
of resources to 
adopt protective 
behaviours as 
promoted by 
IOM X.

O1.0: Baseline:
TBD – Baseline 
information will 
only be collected 
from resource 
provider once 
‘Resource 
Promotion 
Agreement’ (see 
Annex) is signed 
and agreed upon.

Target:
5% increase of 
users for each 
promoted 
resource.

O1.0: Reported data 
from resource 
providers, (such as 
Migrant Resource 
Centres, online 
resources and web 
Applications) will be 
calculated on a 
quarterly basis.

O1.0:
Behaviour change 
takes time and ongoing 
communication 
activities to be effective, 
thus a 5% increase per 
year was chosen as a 
conservative and 
realistic target for this 
indicator.

O1.0: This indicator will 
measure the percentage 
increase of users using 
vetted resources as 
promoted by IOM X. User 
actions can include, but 
not limited to face-to-face 
visits, telephone calls, 
internet users, regular use 
of web or mobile-  based 
applications, etc.
Resources can include, 
but are not limited to, 
hotlines, Migrant Resource 
Centres, online resources, 
and Applications. This 
indicator will be 
disaggregated by each 
resources promoted, its 
associated actions and 
sex (when possible). It is 
important to note the 
limitation of this indicator 
as it runs the risk of 
double counting, as one 
person maybe a user of 
several actions. 

O2.0: 
Percentage New
developments/ 
adaptations/ use 
of innovative 
tools and 
technologies for 
CTIP as a result 
of public-private 
collaboration.

O2.0– 
Baseline: 0

Target:
1 per year

O2.0: Quantitative 
feedback as reported 
by public and private 
sector partners.

O2.0:
This indicator has not 
been previously 
measured at IOM X. Thus, 
1 new development/ 
adaption/ use of 
innovative tools and 
technologies for CTIP 
per year is a realistic 
target for this high 
level indicator.

O2.0: This indicator will 
be based on activities or 
services (resources) taken 
forward by public 
institutions and private 
sector partners, following 
collaboration(s) on an 
IOM X activity. Examples 
of activities may include 
the strengthening of 
on-going awareness 
raising activities through 
the live broadcast of a 
community based event 
or the collaboration to 
create a new, co-sponsored 
public event. Examples 
of services (resources) 
taken forward may 
include the strengthening 
of an existing service 
such as a hotline through 
the addition of SMS 
service or the development 
of a web-based 
application for CTIP 
prevention and/awareness 
as designed and 
implemented by a 
private/ public sector
collaboration.

Baseline/Target Indicator Definition Means of Verification Justification/ 
Rational of Targets

AssumptionsIndicators

ANNEX E: IOM X Campaign Results 
Matrix and Related Indicators
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O1.1.1:
Percentage of 
positive attitudes 
(A), disaggregated 
by male/female.

O1.1.2:
Percentage of 
intended 
practice (P), 
disaggregated 
by male/female.

Baseline/Target Indicator Definition Means of Verification Justification/ 
Rational of Targets

AssumptionsIndicators

Outcome 1.1: 
Increase in 
positive attitudes 
and/or 
demonstrate 
with greater 
consistency 
the desired 
practices 
among targeted 
audiences.

O1.1.1 & 1.1.2
Baseline:
Thailand 
(source) 3:
A=33.4, P=59
Thailand 
(demand)4:
A=21.8, P=70.2
Indonesia 
(demand) 5:
A=16.4, P=66
Cambodia6: 
A=9.8, P=68.2
Vietnam7: 
A=20.4, P=48.4
Philippines8: 
A=35.2, P=60.6

Target:
Positive Shift in 
attitude (A) of no 
less than 5% 
and intended- 
practice (P) 
score of no less 
than 20% per 
(pre and post) 
impact 
knowledge, 
attitude and 
intended 
practice (KAP) 
assessment.

Quantitative Attitude 
and intended Practice 
surveys administered 
by independent 
research group, 
including sex 
disaggregated data. 
Survey results will be 
obtained by sampling 
target audience 
populations that have 
been exposed to 
campaign materials

The primary tools that 
IOM X will be employing 
to shift attitudes and 
(intended) practice of 
its audiences are its 
media content.

O1.1.1:
The target of shifting 
positive attitudes by 
5% stems from the 
average (approx. 5%) 
impact on shifting 
positive attitudes 
achieved by the final 
three video programmes 
MTV EXIT tested in 
Asia including 
Indonesia (- 3%), 
Vietnam (+5%) and 
Cambodia (+12%) shift.

O1.1.2:
The target of shifting 
(intended practice) by 
20% stems from 
considering the 
average (18%) impact 
on shifting positive 
(intended) practice 
achieved by the final 
three video programmes 
MTV EXIT tested in 
Asia including 
Indonesia (+21%),
Vietnam (+6%) and
Cambodia (+29%) shift.

O1.1.1 & 1.1.2: This
indicator will measure the 
percentage increase of 
positive attitudes and 
intended practice with 
regards to human trafficking, 
exploitation, labour rights 
and safe migration (M/F).

For destination communities:
 • Attitude = value  
   contribution of migrant 
   workers
 • Intended Practice
= demonstrate intention to 
meet appropriate standards 
of treatment and care. 
Recognising the potential 
for bias when working with 
the Private Sector, 
assessments conducted 
will be anonymous.
For aspirant migrants:
Attitude = value of regular 
migration.
Intended Practice
= demonstrate intention to 
implement safe migration 
practices

People 
vulnerable to 
trafficking and 
those likely to 
contribute 
towards the 
demand of 
human 
trafficking 
(such as 
consumer 
buying products 
that may have 
been made 
with forced 
labour, 
employers 
who exploit 
their employees, 
clients that visit 
entertainment 
establishment 
s that might 
force men/ 
women or 
children to 
work against 
their will, etc.) 
will use their 
improved 
attitudes to 
take protective 
behavioural 
action.

O1.1.3: Number 
of visitors to 
IOM X online 
promoted 
resources to take 
positive CTIP 
behaviours 
(such as learning 
about human 
trafficking on the 
IOM X website 
and donating to 
the reintegration 
of victims of 
trafficking 
through the 
6degree platform.)

O1.1.3- Baseline:
Visitors to ‘Find 
Help’ pages: 23
Average 
interactions per 
month E-learning 
interactions: 260
Specific-landing 
pages: 0
No. of people 
who donate to 
the 6degree 
platform: 40 
people

Target:
Visitors to the 
find help pages: 
Year 1 (Y1): 500; 
Y2: 1500; Y3: 
3600 unique 
visitors
E-learning 
interactions: Y1: 
300; Y2: 1000; 
Y3: 3000 unique 
per month

OC1.1.3 This indicator 
does not track reach 
figures, but rather 
accounts for the 
adoption of positive 
behavours/ actions. 
IOM X will continue to 
increase user numbers 
through a comprehensive 
digital content and 
distribution strategy 
(see proposal), which 
includes the production 
of first and second 
party content for all of 
its Social Media and 
web-properties.
Content properties will 
include creative assets 
ranging from first-party 
digital videos, digital 
event coverage, audio 
and visual properties, 
including infographics 
to content produced 
through digital 
partnerships including 

O1.1.3: This indicator will 
measure, using online 
analytic programs, unique 
visitors to the 'Find Help' 
page, and the E-learning 
portal, specific issue-based 
landing pages, as well as 
donations to the 
6degree.org platform.
Unique visits and 
one-time donations to the 
6degree platforms do not 
display sustainable 
positive actions, rather an 
intent to practice positive 
actions, such as learning 
about human trafficking 
and donating to victims of 
human trafficking.

Baseline/Target Indicator Definition Means of Verification Justification/ 
Rational of Targets

AssumptionsIndicators
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O1.2.1:
Percentage of 
knowledge of 
targeted 
audiences, 
disaggregated 
by male/female.

Output 1.2: 
Diverse targeted 
audiences, 
particularly 
youth and mobile 
populations
(including 
vulnerable
groups), have
the knowledge
(awareness) to
make informed
choices for the
prevention of
human
trafficking (i.e.
how to migrate
safely, ensure a
fair work
environment,
report
suspected
exploitation,
etc.)

O1.2.1- Baseline9:
• Thailand 
  (source): 78.5610

    (*Specific 
    results from  
    6 source 
    provinces  
    for labour  
    migration: 64.6)11

• Thailand 
  (demand): 58.412

• Cambodia: 
  68.0313

    (*Specific 
    results from 4 
    source provinces 
    for fishing 
    sector: 40.2)14

• Indonesia 
  (source): 78.2415

• Indonesia 
  (demand): 50.216

• Philippines: 
  62.7617

• Myanmar: 67.218

Target:
Positive Shift in
knowledge 
score of no less 
than 15%.

Quantitative Knowledge 
(K) surveys will be 
conducted for 
information supporting 
knowledge results.

O1.2.1: The target of 
shifting knowledge by 
15% stems from the
average (approx. 15%)
impact on shifting levels
of knowledge achieved
by the final three video
programmes MTV EXIT 
tested in Asia including 
Indonesia (+29%), 
Vietnam (+1%) and 
Cambodia (+17%) shift.

O1.2.1: This indicator will 
measure the percentage 
level of knowledge amongst 
targeted audiences about 
human trafficking, safe 
migration practices, labour 
standards, counter- 
trafficking resources. 
(M/F). Within the KAP
Framework, levels between
0 and 59 are considered
high risk, levels between
60 to 79 are moderate risk
and levels 80 to 100 are
considered low risk.

Audience 
members are 
open to 
considering 
the implications 
of new 
information
for their own 
lives

Activities:
Research and Evaluation
A1: Development of factsheets about human trafficking 
generally and the specific sectors of focus to share 
online and during live engagements
A2: Compilation and sharing of research findings 
with the counter-trafficking sector
A3: Research in the form of focus group discussions, 
in-depth interviews, workshops and other consultations 
are conducted with target audiences and sector 
experts for media content and resources

Media content
and resources
are accessible
in relevant 
languages and 
on popular 
media 
platforms and 
resource 
centres.

Baseline/Target Indicator Definition Means of Verification Justification/ 
Rational of Targets

AssumptionsIndicators

Specific landing 
pages: Y1: 1000; 
Y2: 2500; Y3: 
5000 unique per 
month
No. of people 
who donate to 
6degree platform: 
Y1: 300; Y2: 
450; Y3: 1000

bloggers and creative 
agencies generating 
creative properties for 
IOM X. Distribution will 
be supported through 
a combination of 
commercially available 
online services as well 
as in-kind partnership 
arrangements with 
Google, Microsoft,
TechSoup etc. The 
primary tools that IOM 
X will be employing to 
shift attitudes and 
(intended) practice of 
its audiences are its 
media content.
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O2.1.1: Number 
of private sector 
collaborative 
actions taken with 
state institutions 
(specifically, 
number of state 
institutions now 
working with 
IOM X private 
sector partners.)

Outcome 2.1: 
Increase in 
public (including 
state) institutions 
engaging with 
private sector 
actors to adapt, 
develop, and 
use innovative 
approaches to 
addressing TIP, 
including use 
of technology.

O2.1.1- Baseline: 
Public/Private 
Sector 
Collaboration: 1

Target:
Public/Private 
Sector 
Collaborative 
actions: 2 per year

Documentati on of 
supportive actions by 
associated institutions 
of actions specified in 
the definition.

O2.1.1: O2.1.1: In its 
first year, IOM X 
successfully facilitated 
one collaboration 
between the Public 
(state) Sector and 
Private through the 
public Media Launch of 
“Prisana: An IOM X 
Drama” securing the 
support and participation 
of both the Royal Thai 
Government and 
Private Sector media 
partners. This kind of 
joint, meaningful 
collaboration is 
challenging and time 
consuming to achieve 
therefore IOM X feels 
confident in setting a 

The number of collaborative 
actions that institutions 
take with regards to 
participation in and/or 
support of IOM X activities. 
‘Collaborative actions’ can 
include, but are not limited 
to, formal agreements with 
IOM X and/ or IOM X 
private sector partner, 
formal participation in IOM 
X or IOM X-supported 
community-led activities, 
endorsement, etc.

Institutions 
collaborate in 
CTIP
activities to 
strengthen 
and/or 
develop 
community 
based services 
(resources)/ 
activities to 
foster safe 
migration / 
improved 
labour 
standards.
Political and 
environmental 
variables do 
not negatively 
impact the 

A4: Development of creative briefs with 
evidence-based guidance to inform the production 
of mass media content for counter- trafficking 
communications

Media Content & Distribution
A7: Production of YouTube miniseries (1 season of 5 
episodes
- with the possibility for producing 2 additional 
seasons/ 10 episodes or launching a new series 
depending on popularity) for the prevention of 
various forms of exploitation and human trafficking
A8: Production of fishing sector TV programmes (x2) 
for the prevention of exploitation in the fishing industry 
(with an emphasis on increasing understanding of 
workers’ expectations, rights and recourse in 
countries of destination)
A9: Production of series of short-form video content 
(x4) on ‘Myth-busting’ to combat pervasive 
misunderstandings about what is human trafficking/ 
how does it take place and to increase awareness/ 
appreciation for migrant contribution
A10: Production of series of short-form video 
content (x3-5) on ‘Positive deviants’ featuring/ 
modeling positive stories, individuals representing 
both individuals from the migrant community and 
host country community and to promote positive 
employer behavior

Digital Engagement
A22: Website Versioning and Management: 
Development of strong online platforms and digital 
content to inspire and maintain target audience 
engagement
A23: Strengthening engagement with diverse 
populations through language and sector specific 
content and campaigns on Social Media –Facebook, 
Google+, Twitter, Instagram, YouTube, Vimeo, Flickr
A24: Online Activations (e.g. competitions, 
crowd-sourced videos/ vlogs/ blogs/ hackathons) 
with an emphasis on continuing engagement of 
workshop and Media Camp participants

Baseline/Target Indicator Definition Means of Verification Justification/ 
Rational of Targets

AssumptionsIndicators
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O2.2.1:
Percentage of 
participants who 
score 90% on 
the TIP subject 
matter and 
C4D/BCC
principles post 
test (M/F)

Output 2.2: 
Participants 
from Public and 
Private 
institutions have 
the knowledge 
and skills to 
produce and 
strategically 
disseminate 
C4D/ BCC CTIP
outreach tools

O1.2.1- Baseline:
N/A19

Target:
90% of males 
and 90% of 
females.

Pre-test and post- tests 
conducted before and 
after C4D/BCC trainings.

02.2.1: Participants 
(both private and public 
sector representatives) 
of IOM X events (PPCDs, 
trainings, workshops) 
will likely have basic 
knowledge and skills 
about TIP and outreach 
campaigns thus a high 
score of 90% amongst 
90% of participants 
(both male and female) 
is realistic.

O2.2.1: The percentages 
of participants that IOM X 
trains who pass post-test 
is an indication that they 
have gained knowledge in 
CT and would have 
increased capacity in 
conducting effective social 
actions.
Passing the post-test is 
set at achieving at least 
90% correct answers. 
This will also be compared 
to the pre-test to assess 
the effectiveness of the 
training.

O2.2.2: Number 
of targeted 
beneficiaries 
(particularly PPCD/ 
workshop/ training 
participants) 
with increased 
knowledge and 
skills about TIP, 
and C4D/BCC 
CTIP outreach 
tools.

O2.2.2- 
Baseline: 0

Target:
280 participants
after 3 years.
 • Year 1, 7 
   trainings = 140 
   participants
 • Year 2, 6 
   trainings = 120 
   participants
 • Year 3, 1 
   training = 
   20 participants.

O2.2.2: Participant list 
at IOM X facilitated 
PPCD, Media Camp 
training,and C4D
workshop.

O2.2.2: There will be 
an average of 20 
participants per PPCD/ 
training/worksho p), 
and it is assumed that 
by participating in an
IOM X facilitated event 
(PPCD, training, 
workshop) participants 
knowledge and skills 
about TIP, and C4D 
and BCC CTIP 
outreach tools will 
inherently be increased.

O2.2.2: This indicator will 
measure the number of 
participants that take part 
in an IOM X facilitated 
Participatory Planning 
Capacity Development
Workshop (PPCD), Media 
Camp training, and C4D 
Workshop.

Private 
institutions 
have the 
requisite 
knowledge 
and skills to 
produce and 
strategically 
disseminate 
C4D/ BCC 
CTIP outreach 
tools, they are 
more likely to 
sustain this 
engagement 
beyond the 
involvement of 
IOM X

Activities:
Media Content & Distribution
A5: Production of a ‘How-to’ Guide on applying a 
Communication for Development (C4D) approach to 
strengthen awareness raising, Outreach and 
informational counter-trafficking activities
A6: Production of an ‘Introduction to Human 
Trafficking’ session guide and supporting materials 
with versions tailored to specific audiences (i.e. 
students, private sector companies, journalists, etc.) 
A11: Production of media content and resources 
responding to emerging trends on the issue of human 
trafficking and positive counter-trafficking efforts

Live Engagement
A12: Communication for Development (C4D) 
Capacity Development Workshop to take place in 
Singapore (October 2015) with the participation of 
national stakeholders
A13: Communication for Development (C4D) 
Capacity Development Workshop to take place in 
Kuala Lumpur, Malaysia (November 2015) with the 
participation of national stakeholders 

Key public 
and private 
institutions 
understand 
human 
trafficking and 
how it is 
relevant to 
their lives and 
work.

Baseline/Target Indicator Definition Means of Verification Justification/ 
Rational of Targets

AssumptionsIndicators

target of facilitating an 
additional two unique
Public and Private
partnerships each year 
for the next three years.

ability of 
institutions to
collaborate.
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Baseline/Target Indicator Definition Means of Verification Justification/ 
Rational of Targets

AssumptionsIndicators

A14: Communication for Development (C4D) Capacity 
Development Workshop to take place in Bangkok, 
Thailand (January 2016) with the participation of 
regional stakeholders (i.e. Cambodia, Lao PDR, 
Myanmar)

3 IOM X Roadshow models each consisting of one of 
each of the following four activities (A15-A21)
A15: (3x) Participatory Planning and Capacity 
Development (PPCD) Workshops to take place in 
November 2015, November 2016 and September 2017
A16: (3x) Media Camps to take place in February 
2016, February 2017 and November 2017
A17: (3x) Media Launch events to take place in the 
lead up to or in conjunction with the public Showcase 
events to promote attendance and media coverage to 
take place in June 2016, June 2017 and February 2018
A18: (3x) Showcase public events to take place in 
July 2016, July 2017 and March 2018
A19: Outreach and distribution of community-generated 
media content in APR (following Showcase public events)
A20: National Campaign Press Launch to take place 
in Singapore (October 2015)
A21: National Campaign Press Launch to take place 
in Kuala Lumpur, Malaysia (November 2015)
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ANNEX F: Stakeholders Interviewed23

Country Organization Name Title Gender

Bangladesh IOM Bangladesh Asma Khatun FemaleNational Programme 
Officer/ IOM X Focal Point

Cambodia IOM Cambodia Chanthida Dum FemaleNational Programme Officer/ 
IOM X Focal Point

Indonesia IOM Indonesia Emmy Sjarijono FemaleProgram Officer

Indonesia IOM Indonesia Vania Desiyanti FemaleProgram Officer

Myanmar IOM Myanmar Tluang Ral Kap 
(Steven)

MaleIOM X Focal Point

Philiippines IOM Philippines Allyson Banga-an FemaleSenior Operations Assistant, 
Sub Office in Cotabato

Philiippines IOM Philippines Karla Araullo FemaleProgram Officer

Regional IOM Regional Office Jonathan Martens MaleRegional Thematic Specialist 
for Migrant Protection and 
Assistance

Regional IOM Regional Office Tom Ganderton MaleIOM X Digital Engagement 
Manager

Regional IOM Regional Office Tara Dermott FemaleIOM X Technical Programme 
Officer

Regional IOM Regional Office Tessa Rintala FemaleIOM X C4D Officer

Regional IOM Regional Office Liam Chester MaleIOM X Operations Officer

Regional IOM Regional Office Mia Barrett FemaleIOM X Communications and 
PR Officer

Regional IOM Regional Office Anna Nicolaus FemaleIOM X Research, Learning 
and Community Engagement 
Officer

Bangladesh Asiatic Raiyan Rizwan MaleSupervisor: Social 
Communication

Philippines Dakila Leni Velasco FemaleExecutive Director

23 A Total of 36 people participated in the Story-Telling Sessions in Myanmar and Bangladesh. Their names have been kept confidential.
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ANNEX G: Information on the Evaluation Team

Fernando Garabito
Team Leader

• Programme Evaluator and Results Management 
  Consultant, specializing in communications and 
  stakeholder engagement

• Regularly integrates innovative communications 
  strategies (including interactive platforms and 
  tools) to increase stakeholder engagement 
  throughout the evaluation process

• Co-led the Final Evaluation of the UN Women 
  Project Protecting the Rights of Women Migrant 
  Workers in ASEAN

• Recently led the stakeholder engagement 
  strategy for the Final Evaluation of the UN 
  Women Global Fund for Gender Equality

• Currently a senior reviewer for the UNICEF 
  Global Evaluation Reports Oversight System 
  (GEROS) and the UN Women Global Evaluation 
  Reports Assessment and Analysis System 
  (GERAAS)

Katherine Garven
Deputy Team Leader

• Senior Programme Evaluator with over 10 years 
  of experience designing, implementing and 
  evaluating human rights and social justice 
  programming with a special focus on protecting 
  and advocating for the rights of women and 
  children in vulnerable contexts across Asia, Latin 
  America, Africa, the Middle East, Europe, and 
  North America.

• Recently co-led the regional Asia-Pacific UN 
  Women Final Project Evaluation: Protecting the 
  Rights of Women Migrant Workers in ASEAN

• Senior Evaluator for the Final Evaluation of UN   
  Women’s Fund for Gender Equality

• Currently the lead evaluator and coordinator for 
  UNICEF’s Global Evaluation Reporting Oversight 
  System (GEROS)

• Currently evaluating the global UNICEF/UNFPA 
  Joint Programme to Abandon Female Genital 
  Mutilation (FGM)

For further information on the IOM X campaign,or this evaluation, please contact IOMX@iom.int
To access IOM X resources, please visit IOMX.iom.int

IOM   OIM






