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The activities below reflect progress made towards the achievement of IOM X’s overarching goal, which is 
to build social resilience to human trafficking and exploitation in Asia Pacific through the dissemination of 
key information and promotion of concrete actions. The data is progress to date, from 1 October 2014 to 
30 September 2018.




US$19.8 million 
in in-kind 

contributions 
(US$100,000 in Year 4)

388,710 
unique visitors to 

website 
(195,770 in Year 4)

ABOUT USIOM X AT A GLANCE

47
private sector 

partners 
(11 in Year 4)

545
news articles 

and broadcasts 
(174 in Year 4)

14
 technology 
innovations 
(3 in Year 4)

440,069 
social media 

followers 

1,222 
broadcasts on 
television and 

radio
(156 in Year 4)

199  
public sector 
consultations 
(19 in Year 4)

61  
events 

(37 in Year 4)

163 
videos 

launched
(112 in Year 4)

675 million 
people reached 

(328 million in Year 4)

371 million 
video views

(151 million in Year 4)



IOM X YEAR 3 ANNUAL REPORT 1Annual Report Year 4

ABOUT US

IOM X is the International Organization for Migration (IOM) and the United States Agency for International 
Development’s (USAID) campaign to encourage safe migration and public action to stop exploitation and 
human trafficking.

Leveraging the power and popularity of media and technology, IOM X works closely with celebrities, 
private sector partners, government agencies, NGOs and youth groups across Asia Pacific.

IOM X moves beyond raising awareness to effecting behaviour change by applying a Communication for 
Development (C4D) framework. IOM X works with communities to understand their knowledge, attitudes 
and intended practices around a certain issue, and then together develop messages and tools.

IOM X takes a sector-specific approach to its activities. This approach recognizes the differences in human 
trafficking patterns between sectors, including the different factors that influence vulnerability.

All IOM X videos and resources are available free-of-charge to individuals, organizations and broadcasters. 


COUNTRIES
Bangladesh
Brunei Darussalam
Cambodia
Indonesia
Lao PDR
Malaysia
Myanmar
Philippines
Singapore
Thailand
Viet Nam

WHERE WE WORK

PRIORITY SECTORS
Fishing
Domestic Work
Manufacturing
Entertainment
Forced Marriage

TARGET AUDIENCE
M/F, aged 15-35 
Asia Pacific region
Fishers, domestic 
workers, consumers, 
employers, students

ABOUT IOM X
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YEAR 4 AT IOM X
Year 4 of the IOM X campaign was a flurry of activity. The year 
started with the media launch for the IOM X Bangladesh Roadshow 
videos in Dhaka in November, aimed at encouraging Bangladesh 
migrants to check the validity of their visas before migrating (see 
p9-10). This was followed by the launch of IOM X’s Do you know 
who made it? Campaign in Bangkok in March, aimed at getting 
young Thais to make ethical purchasing decisions (see p13-14). 

From there, it was to Myanmar for the launch of IOM X’s Make 
Migration Work series, which shows aspirant migrants where to 
access trusted information about migration (see p15-16). IOM X 
launched the videos with the Ministry of Labour, Immigration and 
Population in Nay Pyi Taw in May, and then held a “Media + Tech 
for Migration” forum in Yangon in July to engage a larger group of 
stakeholders.

IOM X launched three more targeted campaigns online: a video 
and radio programme on forced marriage of Cambodian women to 
China; a campaign to bust myths about trafficking for sexual 
exploitation; and a video to teach Cambodian, Myanmar and Thai 
fishers about their rights aboard boats in Thailand. 

These activities, largely designed through IOM X’s participatory, 
community led process, potentially reached more than 200 million 
people with information about exploitation and human trafficking. 

While a big focus for Year 4 was providing information to help 
migrants protect themselves from exploitation, IOM X also focused 
on building the capacity of partners and other IOM offices. In May, 
IOM X conducted a five-day workshop in Dakar, Senegal, to help 
shape the EU Trust Fund’s West Africa activities using a 
Communication for Development (C4D) methodology. In Lao PDR, 
IOM X trained IOM and UNDP staff to incorporate C4D principles 
and tools into ongoing programme and project work. In total,    
IOM X trained 127 people in seven C4D trainings in Year 4.

IOM X also focused on developing tools to help partners design 
their own C4D-influenced activities. The IOM X C4D Toolkit is now 
in nine languages, and human trafficking snapshots are available 
for many countries in Asia Pacific.

Year 4 marks an important milestone for the IOM X campaign: the 
end of Phase 2. The next phase of IOM X will target countries in 
Central America, West Africa and other regions with IOM X’s 
technical team playing an important role in shaping activity design. 

Annual Report Year 4
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RESEARCH AND LEARNING
IOM X’s Research and Learning team assures results are 
continuously assessed to inform the campaign’s work and track the 
impact of its programmes. It does this through extensive qualitative 
and quantitative research activities (see breakdown below). 
Additionally, IOM X’s Research and Learning team regularly 
conducts training to build the capacity of IOM and partners to use a 
Communication for Development (C4D) approach, as well to build 
general understanding of human trafficking and its drivers.

ONLINE REACH
IOM X has a strong online presence, and uses its social media sites to engage young people on the issue 
of human trafficking and exploitation. 

IOM X’s Facebook audience is 58% men and 42% women. Seventy-one per cent are under 25 years old 
and 95% are under 35 years old. The largest audience groups are Burmese (29%), Indonesian (26%) and 
Cambodian (17%). 

435,020 
Facebook fans



1,672 
Twitter followers



3,404 
Instagram followers



53,133 
e-Learnings completed 



MEDIA COVERAGE 
IOM X’s Year 4 activities were 
strengthened by global media 
coverage, resulting in increased 
reach of the campaign’s 
messages. A total of 174 
articles and broadcasts about 
IOM X were published in Year 4. 
The key drivers of media 
coverage were the IOM X 
Bangladesh Roadshow, the IOM 
X Myanmar Campaign and the 
IOM X Forced Marriage video in 
Cambodia. More than 150 
journalists attended IOM X 
events in Year 4, and 15 
journalists participated in IOM X 
training about reporting on 
human trafficking. The year’s 
strong media coverage 
contributed to a total of 545 
articles and broadcasts since 
the campaign began in 2014.

YEAR 4 AT IOM X

QUANTITATIVE RESEARCH

21 quantitative research 
activities, including 6 online 
surveys and 15 KAP studies 
(3 in Year 4).

Total of 4,846 survey 
respondents (1,856 in Year 4).

QUALITATIVE RESEARCH

•  87 in-depth interviews (37 in 

Year 4)
•  36 focus group discussions 

(14 in Year 4)
•  24 consultations
•  1 cluster analysis

Total of 429 participants in 
qualitative research activities 
(161 in Year 4). TRAINING


24 trainings (16 C4D specific) 
for 532 participants.

Annual Report Year 4
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IOMX.iom.int  

Feed your campaign needs, 
instantly. 
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40
countries are using IOM X 

campaign materials	

163
IOM X videos

142
IOM X resources

18
languages

675 million
people have been potentially 

reached with campaign materials

Originally developed to prevent human trafficking and exploitation in the 10 member states of the 
Association of Southeast Asian Nations (ASEAN), IOM X campaign materials are now being used in over 40 
countries. The campaign’s 163 videos and 142 resources are available in 18 languages. IOM X’s technical 
team has held capacity development workshops in eight countries, training more than 500 partners on 
human trafficking and Communication for Development (C4D). Campaign materials have reached a 
potential 675 million people since the campaign began in late 2014.


MALAYSIA

“IOM X creates content that our audience is 
receptive to. Having new, high-quality and 
engaging content on hand makes our 
demanding jobs so much easier, especially 
since we are a non-profit looking to maximize 
resources.” 

New Su Shern
Founder and President

Project Liber8

	

ABOUT US IOM X AROUND THE WORLD

MYANMAR

“After watching the Make Migration Work 
video series now I know things about safety 
and rights. I’ve also learned how important it is 
to keep documents safe, not to be confiscated 
by my employer.” 


Htun Lin Aung 
Bricklayer

Yangon, Myanmar
	

Annual Report Year 4
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This framework ensures that the IOM X Campaign is addressing all potential target audiences in its regional 
efforts to prevent human trafficking and exploitation.

COMMUNITY OF ORIGIN: 
ASPIRANT MIGRANTS









OBJECTIVES:
•  Raise public awareness of the risks associated with 

migration for employment. 
•  Advocate for action at all levels.
•  Support the counter-trafficking sector with high 

quality C4D resources and capacity development.

Example of work done: IOM X’s Myanmar Campaign 
promotes safe migration information and IOM 
Myanmar’s Miss Migration Facebook chatbot as a 
resource for migrating safely.


COMMUNITY OF DESTINATION: 
CURRENT MIGRANTS, EMPLOYERS 









OBJECTIVES:
•  Shift public attitudes and change mindsets.
•  Advocate for action at all levels.
•  Increase public mobilization and participation in 

counter-trafficking activities.


Example of work done: IOM X’s Do you know who 
made it? YouTube video series and campaign 
encourages young people to be aware of exploitation 
behind the products they buy and use their power to 
stop it.


COMMUNITY OF ORIGIN: 
ASPIRANT MIGRANTS









OBJECTIVES:
•  Conduct research to understand the social, 

economic and political factors that drive migration 
and recruitment practices.

•  Promote safe pathways for employment migration.
•  Increase protective behaviours and promote action 

(i.e. accessing migrant resources, memorizing 
hotlines in the country of destination).



Example of work done: IOM X’s Bangladesh 
Roadshow encourages young Bangladeshis to check 
the legitimacy of their visa before migrating abroad for 
work.

COMMUNITY OF DESTINATION: 
CURRENT MIGRANTS, EMPLOYERS 









OBJECTIVES:
•  Conduct research to understand the exploitative 

practices of employers.
•  Increase awareness/knowledge to help workers 

and employers recognize exploitative employment 
situations and understand relevant labour 
standards.

•  Increase resilience and self-reliance (i.e. sharing 
counter-trafficking information with friends and 
family, using support networks).


Example of work done: IOM X’s The Real Life of 
Fishers video encourages migrant fishers to Thailand 
to learn their rights and better protect themselves 
from exploitation.


IOM X STRATEGIC FRAMEWORK

Annual Report Year 4
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1

P-PROCESS

	
	

ABOUT US IOM X CAMPAIGN DESIGN

IOM X applies C4D to its activities by following five inter-dependent steps:

2

3

4

5

Analysis: Know your audience
To create something relevant and impactful, conduct research to understand the context of a 
problem, identify the target audiences, uncover their knowledge, attitudes, and behaviours 
towards the highlighted issue, and find out how they access information.


Strategic Design: Know how to best reach your audience
Set SMART objectives, determine the best communication channels for dissemination, and 
design a communication strategy where an activity can move the targeted audiences along the 
behaviour change journey. Bring all the research and strategic design together and develop a 
creative brief.


Development & Testing: Does it work?
This is when materials and messages are developed, tested, revised and retested with the 
targeted audience to make sure that they are understood, relevant and evoke emotion that can  
motivate positive behaviour change.


Implementation: Getting your message out there!
Roll out the activity in the identified communication channels from Step 2. Mobilize key 
stakeholders who have been involved in Steps 1 to 3 to be part of dissemination and ask them 
to push out the materials through their unique networks.


Monitoring and Evaluation (M&E): How’s it going? Will we do this again in the same way?
Good practice involves routine data collection to measure the progress and impact of an 
activity. Monitoring captures day-to-day activities to gain insights in whether the target  
audience is engaging in an activity and what is happening to them during the activity. 
Evaluation measures how well a programme achieves the objectives it set out in Step 2. Don’t  
forget to allow time and budget for monitoring and research!

Annual Report Year 4
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In 2013, it was estimated that there were 8.6 million Bangladeshi migrants 
working in 157 countries around the world. The districts of Narsingdi, 
Narayanganj and Kishoreganj were identified as key source areas where 
people, especially men, had experienced exploitation upon migration. 

ANALYSIS
In January 2017, IOM X hosted a Participatory Planning and Capacity Development (PPCD) 
workshop for 57 participants from district-level government, migrant networks, law enforcement, 
media and counter-trafficking organizations from Narsingdi, Narayanganj and Kishoreganj to identify 
a trafficking trend and target audience. The workshop determined:

STRATEGIC DESIGN
In April 2017, IOM X conducted a baseline study in communities within the district of Narsingdi. The 
baseline study helped IOM X understand the media profile of its audience. Key findings included: 

TRAFFICKING TREND  Young Bangladeshi migrants are using non-work visas to migrate abroad 
for work. Working in another country without a working visa increases 
one’s vulnerability to exploitation.

DESIRED 
BEHAVIOUR CHANGE

If you or someone you know is thinking of migrating abroad, visit 
IOMX.org/BD to find out how to check the legitimacy of your visa.

PRIMARY AUDIENCE


Young men and women, aged 18-35, in Narsingdi, low education levels, 
with the desire to migrate.

MEDIA Video

Most (76%) had heard about 
human trafficking, but
less than 50% knew that 
men, women and children are 
at risk of trafficking.

80% said they would seek 
information about how to migrate 
safely from their family or a 
returned migrant, but only 26% 
had seen safe migration info 
before.

Media Ownership: 
73% TV, 63% mobile 
phone, 29%
smartphone/tablet, 28% 
Internet.

DEVELOPMENT & TESTING 
In May 2017, IOM X brought together 50 stakeholders for two days with IOM X’s production partner 
who presented ideas for the media content. The group decided to focus on video content that 
leveraged music, drama, returned migrant testimonials and celebrity involvement to communicate 
the key message. As a result, one music video and three testimonial PSAs were developed. In 
August 2017, IOM X brought the same group back together to review the draft videos and discuss 
distribution. 

ABOUT USIOM X BANGLADESH ROADSHOW

1

1

2

3

4

5

2

3
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IMPLEMENTATION 
On 2 November 2017, IOM X held a media launch to premiere the four videos. Over 200 guests 
attended including government, private sector and media representatives. Eighty journalists from 
Bangladesh’s top media outlets were joined by 15 district-level journalists trained on human trafficking 
reporting by IOM X.

The media launch also kicked off IOM X’s offline distribution strategy. This included a private sector 
partner distribution strategy which involved top Bangladesh telecoms, television and radio partners 
promoting the videos via SMS messages, TV and radio broadcasts. IOM X’s Roadshow implementing 
partner, OKUP, held 20 on-the-ground events in the three target districts to screen the videos and put 
on an interactive theater production. 

IOM X also launched a dedicated Bangla and English language landing page for all Roadshow 
content: IOMX.org/BD. 

MONITORING & EVALUATION
Reach highlights from November 2017-September 2018:

721,729 
viewers online

93,500,000 
potential viewers 

on television

10,000,000 
potential listeners 

on radio 

328,505 
viewers at  
screenings

KAP ASSESSMENT
A Knowledge, Attitude and intended Practice (KAP) study was conducted in six districts in the 
Narsingdi region in January 2018 to assess the impact of IOM X’s Bangladesh Roadshow among 
aspirant migrants. 

Although knowledge levels of safe migration only increased by eight per cent after being exposed to 
the campaign, there was a 34 per cent increase in understanding that dalals (informal brokers) do 
not provide visa checking services. This was an important accomplishment as most migration is 
facilitated through dalals. 

On average, negative attitudes on safe migration decreased by 27 per cent in viewers after 
watching the roadshow videos. Feeling resigned (believing it is impossible to avoid the risk of being 
exploited) is the negative attitude that decreased most significantly (62% decrease).  


1

2

3

4

5
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IOMX.iom.int  

Get the tools you need to 
design a campaign. 
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MIGRANT VOICES VIDEO SERIES

IMPLEMENTATION
IOM X launched a social media campaign in August to target Thai, Burmese and Khmer audiences 
with the video. IOM X implemented an engagement funnel strategy to encourage users to watch the 
short episodes before being directed to view the full video. IOM X used Facebook to target users by 
age (13-40 for Myanmar and Cambodia nationals; 18-50 for Thai nationals), language, country and 
province.

MONITORING & EVALUATION
The Real Life of Fishers video and cutdowns were viewed 273,894 times from August-September. A 
blog post (in Thai, Khmer and Burmese) promoting the videos generated 3,790 views in the same 
period.


STRATEGIC DESIGN
Informed by previous IOM X campaigns and current available research, IOM X partnered with the 
Thai Government, International Labour Organization (ILO), Stella Maris and other partners to 
produce a video to educate prospective fishers from Myanmar and Cambodia about their rights as 
fishers in Thailand. The video, titled Real Life of Fishers, was available in Thai, Khmer and Burmese. 

DEVELOPMENT & TESTING
IOM X conducted a series of script consultations with government and civil society stakeholders in 
Thailand, as well as two focus group discussions (FGDs) in the Thai port area of Song Khla. One 
FGD was with Burmese fishers, and another was with Cambodian fishers.

In May, IOM X and its partners launched a series of 
videos to highlight the voices of domestic workers and 
construction workers in Singapore. The videos sought to 
provide real life tips from current migrants to aspirant 
migrants, on important issues such as financial planning 
and expectations versus reality when you arrive in 
Singapore. A total of 11 Migrant Voices videos launched 
on IOM X’s social media platforms in Year 4, garnering a 
combined 289,187 views.

ANALYSIS
Fishing is one of the biggest 
industries in Asia Pacific. 
Out of the 16 million victims 
of forced labour, 11 per cent 
of cases where the type of 
work is known were 
exploited in the agriculture 
and fishing sectors. Migrant 
workers are especially at 
risk of exploitation in the 
fishing industry.

LABOUR EXPECTATIONS VIDEO

1

2

3

4

5
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ANALYSIS
A 2017 study commissioned by IOM X on strengthening its ability to communicate with urban Thai 
youth populations for the prevention of human trafficking and exploitation found that:

1.  Claiming that prior exposure to trafficking and exploitation information was rare, young Thais 

indicated that they wanted to learn about the issues, including the impact created through IOM X 
activities.

2.  The use of celebrities in campaigns is most effective if those participating have demonstrated a 
commitment or strong personal interest in the topic, making their participation more natural.

3.  Campaign audiences will experience deeper engagement through a perceived sense of 
empowerment, achieved through showing how relevant and relatable these issues are and by 
offering realistic suggestions for concrete actions that people can take in their own lives.



STRATEGIC DESIGN
Driven by the research findings, IOM X and its partner creative 
agency Love Frankie gathered ten of Thailand’s most popular 
YouTube Creators. The group was provided with information on 
human trafficking and exploitation in the region, and asked to 
brainstorm ways to make young Thais interested in the people 
behind the products. After the event, the Creators were invited to 
pitch YouTube show ideas on relevant topics for the IOM X 
Campaign. IOM X picked the best proposals to move into 
development. 

DEVELOPMENT & TESTING
Eleven participants (Thai, male and female, 20-35 years old) 
attended a focus group discussion at IOM X’s office in February 
2018. Discussion topics included campaign name suggestions, 
possible taglines and asks. After a lively discussion, the initially 
uninteresting Do You Know Who Made It? turned into a fascinating 
name when paired with a tagline that hinted at the stories behind 
each product. The discussion on campaign ‘asks’, or concrete 
actions that could be suggested for social media users, resulted in 
the idea to create visual Xs by using everyday materials to show 
support to ending the exploitation of workers. 

1

2

ABOUT USIOM X DO YOU KNOW WHO MADE IT? CAMPAIGN

3

1

2

3

4

5

12 Annual Report Year 4



IOM X YEAR 3 ANNUAL REPORT 

MONITORING & EVALUATION
The campaign landing page IOMX.org/tham generated the following numbers from March to 
September 2018. Users aged 18-34 accounted for 72 per cent of visitors. 


IMPLEMENTATION 
The media launch took place in 27 March at CentralWorld mall in Bangkok. Over 300 people attended 
the launch, including Thai and international government representatives, members of the counter-
trafficking community and media. As the event was held in an open space in the mall, hundreds of 
shoppers also watched the launch on the mall’s multiple floors. Speakers included the U.S. 
Ambassador to Thailand, Chief of Mission of IOM Thailand, and Country Director of Google Thailand. 
The launch finished with a moving musical performance by Billy and James Alyn Wee. 

5,888,536
number of views of the 

campaign videos

10,026
numbers of unique visits to the 

campaign landing page

2 minutes 23 seconds 
average page view time on 

campaign landing page


BIE THE SKA’S VIDEO WAS 
THE TOP TRENDING VIDEO 

IN THAILAND FOR SIX DAYS 
FOLLOWING THE MEDIA 

LAUNCH.

DIGITAL EVENT HIGHLIGHTS
The YouTube Creators used their large online followings to 
help generate buzz about the campaign. This resulted in a 
reach far wider and better targeted than IOM X could have 
achieved alone, demonstrating the value of collaborating 
with online influencers. Qualitative feedback from the 
YouTube Creators’ fans demonstrated that the videos had 
the intended emotional connection.

SOFTPOMZ SHARED A PHOTO OF 
HERSELF ON THE PANEL.

4

5

“I totally get it and 
understand those 
behind the scene. Even 
though I’m not in their 
shoes, I have seen 
many in the same 
situation. You have my 
well wishes. Fight fight 
exploitation!”


–Napasorn Somul, a 
viewer of VRZO’s video

13Annual Report Year 4
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ANALYSIS 
It is estimated that over 13 million, or 25 per cent of people in 
Myanmar are migrants – having migrated either internally or 
abroad. Migrants who migrate through irregular channels are far 
more vulnerable to exploitation as they often fear legal 
repercussions and are too fearful to inform authorities when 
experiencing exploitation. 

The IOM X Myanmar Campaign began in September 2017 with a 
survey of 1,002 aspirant migrants in seven townships in Yangon, to 
explore levels of knowledge, attitudes and practices regarding safe 
migration. Respondent demographics were based on those who 
are most susceptible to human trafficking and exploitation (male or 
female between the ages of 18-35, no formal education past 
middle school and aspiration to migrate abroad within the next 12 
months). 

Key findings included:


It is estimated that over 13 million, or 25 
per cent of people in Myanmar are 
migrants – having migrated either 
internally or abroad. Migrants who 
migrate through irregular channels are 
far more vulnerable to exploitation as 
they often fear legal repercussions and 
are too fearful to inform authorities 
when experiencing exploitation. 

86% have been exposed to 
information about how to 
migrate safely, but the majority 
(84%) heard about safe 
migration from friends and 
family.

Only 52% of respondents 
knew all the right documents 
they needed to migrate 
abroad: passport, work visa 
and employment contract. 

Only 22% of respondents knew 
that Migrant Resource Centres 
or Labour Exchange Offices 
offer reliable migration 
information. 

STRATEGIC DESIGN
The results from the survey were presented to 25 stakeholders at a PPCD workshop in October 2017 
in Yangon. The workshop determined:

The 
importance 
of financial 
planning for 
migration. 

Where to 
get 

migration 
information. 

What 
documents 
are needed 
for regular 
migration. 

Importance 
of knowing 
rights and 
recourse in 
destination 

country. 

Following further consultation and review of 200 interviews with Myanmar migrants and their 
communities, the following four themes were identified to be at the core of the IOM X Myanmar 
Campaign:


1.  The importance of financial planning for migration.
2.  Where to get migration information.
3.  What documents are needed for regular migration.
4.  Importance of knowing rights and recourse in destination country.

TRAFFICKING TREND  Aspirant migrants often don’t know the steps to take informed 
migration decisions, putting them at risk of exploitation at their 
destination.

DESIRED BEHAVIOUR 
CHANGE

If you or someone you know wants to migrate for work, visit IOMX.org/
mm to find out where to access trusted sources of information.

PRIMARY AUDIENCE Young men and women, aged 18-35, nationwide, low education levels, 
with the desire to migrate.

MEDIA Video

ABOUT USIOM X MYANMAR CAMPAIGN

1

2

3

4

5
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DEVELOPMENT & TESTING
In January 2018, video scripts were developed and pre-tested with aspirant migrants in Yangon. 
Three focus group discussions (FGDs) took place with 30 migrants from the Hlaing Thar Yar 
Township. The FGDs revealed that the scripts were realistic and that the participants could identify 
with them. In total, eight videos depicting unique safe migration stories were produced.

IMPLEMENTATION 
In addition to the video content, IOM X built a dedicated landing page for the Make Migration Work 
campaign, which included safe migration information relevant to the target audience. 

NAY PYI TAW MEDIA LAUNCH
His Excellency U Thein Swe, Union Minister for the 
Ministry of Labour, Immigration and Population 
(MOLIP), launched the IOM X Myanmar Campaign to 
media on 7 May. A total of 75 people attended the 
media launch, including 20 journalists from 12 
publications. 


IOM X hosted Myanmar’s first ever Media+Tech for Migration forum on 3 July in Yangon. The event 
was opened by U Win Shein, Director General, Department of Labour, MOLIP. The forum 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. The Make Migration 
Work videos were screened between speakers. Over 200 people attended the event, including 58 
journalists from 40 media organizations.  

170 million
potential views of videos on 

television and media coverage 
about the campaign

1,449,449
online video views of videos

11,674
landing page visits

71
number of articles and 

broadcasts about the campaign

US$58,574
estimated PR value of media 

coverage

MONITORING & EVALUATION 
IOM X will be undertaking a stakeholder assessment in October 2018 to assess the impact of 
the IOM X Myanmar Campaign. Reach through television, media and online platforms continues 
to build. Reach highlights from May-September 2018:

1

2

3

4

5
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IMPLEMENTATION
IOM X launched Unexpected Victim, its mythbusting series 
and landing page in January 2018. A press release was 
distributed to media, which generated five news articles 
about the campaign. IOM X also published four blog articles 
on the topic to increase traffic to the landing page.

ANALYSIS
IOM X met with a wide range of organizations and 
independent researchers who are experts on the topic of 
sexual exploitation to inform this campaign. Recognizing 
existing broad awareness of this issue, the aim was to better 
understand the opportunities available to strengthen 
audience understanding. 

DEVELOPMENT 
IOM X worked with its production partner in Australia, Dejan 
Rasic, to develop a short video titled Unexpected Victim. This 
video aimed to raise awareness that people of all genders 
can be victims of sexual exploitation. In addition, IOM X 
developed an eight-part mythbusting series with experts and 
a landing page on the topic.

STRATEGIC DESIGN
IOM X’s consultations made clear that the general public 
believed in a number of misconceptions about trafficking for 
sexual exploitation. As a result of this, IOM X and its partners 
decided to address eight of the most common myths around 
the subject.

382,647
video views online

30,904
page visits

MONITORING & EVALUATION
From January-September, IOM X’s campaign on trafficking 
for sexual exploitation reached 1,328,642 people. The 
landing page received the highest traffic to date out of all 
IOM X landing pages. Web users in Southeast Asia 
accounted for 96.7 per cent of total page views. Reach 
highlights from January-September 2018:

ABOUT US TRAFFICKING FOR SEXUAL EXPLOITATION


MYTHS ABOUT 

TRAFFICKING FOR 
SEXUAL 

EXPLOITATION


Trafficking for sexual 
exploitation only happens to 

girls and women. 


Victims are usually kidnapped 
and their families don‘t know 

what happened. 


Victims are usually physically 
trapped in situations of 

exploitation. 


If individuals are not being 
physically forced, then they 

must be there by choice.  


Demand from foreigners fuels 
trafficking for sexual 

exploitation in Southeast Asia.  


Victims of trafficking for sexual 
exploitation can only be found 

in brothels. 


Raids to rescue suspected 
victims always have positive 

consequences.


Rescuing victims leads to a 
happy ending.
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IMPLEMENTATION
The video aired on radio and television in April 
2018. IOM Cambodia and WMC held call-in 
radio shows to raise awareness on the risks of 
marriage migration to China and on safe 
migration. IOM X distributed a press release 
about the video to Cambodian media.

MONITORING & EVALUATION
Four airings of Successful Migration on television were potentially viewed 11,200,000 times. The 
radio shows aired four times on Women’s radio FM102, and six times on VAYO FM, reaching an 
estimated 25,460 people. Media outreach in Cambodia resulted in 16 news articles and broadcasts 
about the campaign. This media coverage was potentially viewed 20 million times. Reach highlights 
from April-September 2018:


ANALYSIS
As forced marriage differs in nature across Southeast Asian countries, no one programme would be 
suitable to address it regionally. Through consultations with IOM Cambodia and IOM China, IOM X 
decided to focus on marriage migration between Cambodia and China. 

DEVELOPMENT & TESTING
The development of the Successful Migration video was designed with extensive input from experts 
on the issue of forced marriage. WMC tested the video with the target audience to refine key 
messages.

STRATEGIC DESIGN
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. 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.

14
radio and TV airings



11,200,00
people potentially 

reached via television


25,640
people potentially 
reached via radio

161,923
online views on IOM X 

platforms
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IOM X supported a number of counter-trafficking events throughout ASEAN in Year 4, providing 
awareness-raising materials, design expertise and support, presentations, speakers, facilitators and video 
production. Below are snapshots from some of these events:

5

3

6

4

IOM X worked closely with IOM Thailand to organize the Second Annual Global Migration Film Festival 
in Bangkok from 14-19 December to raise awareness of migration issues and the impact of film on 
these issues.

IOM X assisted Chulalongkorn University to organize its annual International Conference 
Commemorating International Migrants’ Day in Bangkok, Thailand, from 18-19 December. The event 
brought together international organizations, grassroots organizations, academia, employers and 
activists to share research and experiences on migration and trafficking.

In March, IOM X Belarus hosted a media training for journalists to enhance their capacity to report on 
human trafficking in March 2018, as well as a Learn. Act. Share. camp to teach Belarussian youth 
about human trafficking and how to help prevent it. 

On a journey through Southeast Asia in April, passengers from Peace Boat, a Japanese NGO, visited 
the IOM X office to learn more about current human trafficking trends. Thirty passengers participated 
in the visit, and subsequently educated over 1,000 more passengers on the topic using IOM X videos 
while at sea.

IOM Thailand hosted a booth at The University Scholars Leadership Symposium 2018 in Bangkok, 
from 2-3 August, which was attended by over 1,000 students from around the world. IOM X designed 
the booth and event collateral to educate the students about IOM, migration and human trafficking. 

On 4 September, IOM X presented to students in year 7 at NIST, an international school in Bangkok, 
on the nexus of migration and human trafficking.
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EVENT HIGHLIGHTS
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IOM X thanks the following private sector partners who have supported the campaign through in-kind 
contributions. Newly added partners for Year 4 are indicated with an asterisk.

TELEVISION BROADCAST DISTRIBUTION

DIGITAL AND TELECOMS DISTRIBUTION

RADIO

EVENT MANAGEMENT AND LOGISTICS

CREATIVE

*

*

*

* *

*

DIGITAL INNOVATION

*

*

*

PRIVATE SECTOR PARTNERS
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ANNEX 1: ACKNOWLEDGMENTS

REGIONAL
•  Alliance Anti-Trafic
•  ASEAN 
•  Australian Department of Foreign Affairs and Trade
•  A21
•  ECPAT 
•  ILO 
•  International Domestic Workers Federation
•  Issara Institute
•  Night Light International
•  Save the Children
•  Terre des Hommes
•  The Global Alliance Against Traffic in Women
•  UN-ACT
•  UN Women
•  Winrock International*
•  World Vision End Trafficking in Persons (ETIP)

BANGLADESH
•  BRAC
•  Group consultation with journalists
•  Group consultation with NGOs 
•  INCIDIN
•  Ministry of Expatriates Welfare and Overseas Employment
•  Ministry of Home Affairs
•  Ministry of Information
•  Ministry of Youth and Sports
•  Narsingdi District Employment & Manpower Office
•  OKUP
•  UN Women Bangladesh

CAMBODIA
•  Legal Support for Women and Children
•  National Committee to Combat Trafficking
•  Winrock International
•  Women’s Media Center 

INDONESIA
•  GARDA
•  Indonesian Migrant Workers’ Union (SBMI)
•  Jala-PRT
•  Ministry of Foreign Affairs
•  Ministry of Manpower 
•  Ministry of Social Affairs
•  Ministry of Women’s Empowerment and Child Protection
•  National Board of Placement and Protection of Indonesian 

Overseas Workers (BNP2TKI)
•  PBM
•  U.S. Embassy

MALAYSIA
•  Ministry of Foreign Affairs
•  Ministry of Home Affairs – MAPO
•  Project Liber8
•  U.S. Embassy

MYANMAR
•  Ah  Phay*
•  Centre  for  Diversity  and  National  Harmony*  
•  Eden*  
•  Good  Shepherd  Myanmar  Foundation*  
•  Hlaing  Tharyar  Youth  Network*  
•  Hlaing  Tharyar  Township  Development  Network*  
•  Karen  Baptist  Convention,  Women  Department*  
•  Karen  Women  Empowerment  Group*  
•  Karuna  Mission  Social  Services*
•  Legal  Clinic  Myanmar*







MYANMAR (CONTINUED)
•  Ministry of Home Affairs - Central Bureau against Trafficking in 

Persons*  
•  Ministry of Labour, Immigration and Population* 
•  Myanmar  Council  of  Churches*  
•  Myanmar  Women  Affairs  Federation  (Yangon)*  
•  Yangon  Karen  Baptist  Women  Association*  
•  Rattana  Metta  Organization*
•  Samaritan's  Purse*  
•  Save  The  Children  International*  
•  U.S. Embassy 
•  World  Vision  Myanmar* 

PHILIPPINES
•  Autonomous Region in Muslim Mindanao Government – Bureau 

of Public Information
•  Autonomous Region in Muslim Mindanao Government – 

Department of Social Welfare and Development
•  Autonomous Region in Muslim Mindanao Government – 

Department of the Interior and Local Government
•  Autonomous Region in Muslim Mindanao Government – Office on 

Bangsamoro Youth Affairs
•  Autonomous Region in Muslim Mindanao Government – Regional 

Economic and Development Planning Board
•  Bangsamoro Development Agency
•  Blas Ople Center
•  Cotabato City – Department of Education
•  Cotabato City State Polytechnic College
•  Dakila
•  DXUP Teleradyo
•  Group consultation with media outlets
•  Inter-Agency Council Against Trafficking
•  Maguindanao Speakers Bureau
•  Notre Dame University
•  Office of the Provincial Governor of Maguindanao
•  Phil-Am Fund
•  Philippines Overseas Employment Administration
•  Police Provincial Offices
•  U.S. Embassy 

SINGAPORE
•  HOME
•  It’s Raining Raincoats
•  Singapore Inter-Agency Task Force on Trafficking in Persons
•  TWC2
•  UN Women Committee Singapore
•  U.S. Embassy

THAILAND
•  Chulalongkorn University
•  Fashion Revolution*
•  Foundation for Women*
•  HomeNet/National Network of Domestic Workers
•  International Labour Organization
•  Migrant Workers Rights Network
•  Ministry of Foreign Affairs
•  Ministry of Labour 
•  Ministry of Social Development and Human Security
•  Stella Maris



PUBLIC SECTOR CONSULTATIONS
IOM X thanks the following organizations for participating in consultations to shape the campaign’s 
activities. New stakeholders for Year 4 are indicated with an asterisk.
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IOMX.iom.int  

Campaign resources by IOM X 

For more information, contact IOMX@iom.int


