
WAKA Well by IOM X West Africa is a campaign that seeks to prevent exploitation by empowering

young people to make informed migration-related decisions. From May 2019 to June 2020, the campaign’s

activities in Guinea and Nigeria – including six community workshops, a website featuring alternatives to

irregular migration, eight community-led videos, two radio stories, two digital videos, four factsheets

about migration, two KAP (knowledge, attitude and practice) studies, eight focus group discussions, two

media events and the distribution of content through various channels – have potentially reached more

than 2.6 million people. The campaign is produced in partnership with the Federal Foreign Office of the

Government of the Federal Republic of Germany.

WAKA Well by IOM X West Africa 



CAMPAIGN REACH
REPORTING PERIOD: MAY 2019 – JUN 2020

6 community 

workshops

24,153 WAKA Well 

campaign fans online 

2.6 million potential 

people reached

24 videos produced 2 media events 57 news articles and 

broadcasts 

64,232 people 

engaged online

24,153 online video 

views 

47 community 

stakeholders involved

1,366 survey 

participants

1,226 direct messages 

received 

201 people attended 

media events



The IOM X activity model seeks to engage communities using a Communication for Development

approach to create targeted messaging and media content. The model encompasses six main steps,

with the flexibility to customize activities for the local context.

STEP 6

Distribution & 

Post-Survey

Dec 2019-Jun 2020

Conducted a Knowledge, 

Attitude and Practice (KAP) 

post-survey with 667 members 

of the target audience to assess 

impact. Distribution of content 

as planned in during the Media 

Camps. 

STEP 1

Community Planning 

Meetings

Aug 2019

Hosted two workshops for 23 

participants from Oredo and Ikpoba 

Okha in Nigeria and 21 participants 

from Matoto in Conakry Guinea to 

identify irregular migration trends 

and target audiences.

STEP 5

Media Launch

Dec 2019

Media launch events in Guinea 

and Nigeria take place to 

premiere the videos.
STEP 4

Finalize Media Content

Dec 2019

The videos were finalized, 

based on inputs from Media 

Camp I & II and focus group 

discussions with 

representatives from the 

target audiences.

STEP 3

Media Camp I & II

Nov/Dec 2019

Brought together 47 

stakeholders in Guinea and 

Nigeria to work together with 

creative agencies to develop  

creative concepts for the WAKA 

Well campaigns, and then come 

back together to review the 

drafts and plan distribution.

STEP 2

Baseline Research

Oct 2019

Conducted a Knowledge, Attitude 

and Practice (KAP) pre-survey of 

699 people who represent the 

target audience chosen during the 

Community Planning Meeting. 

IOM X WEST AFRICA 

ACTIVITY MODEL



Misinformation, an inaccurate picture of life abroad, and a lack of awareness can influence the initial

decision to migrate irregularly and increase the risk of ending up in vulnerable situations along the

journey, including becoming victims of exploitation and human trafficking. The problem is ongoing,

and requires solutions tailored to specific audiences that will help raise awareness and encourage

positive behaviours on how to access accurate information to inform migration-related decisions.

In 2019, IOM X West Africa (Phase I) worked with the communities of Oredo and Ikpoba Okha in

Nigeria and Matoto in Conakry, Guinea to co-develop messages and adapted WAKA Well

communication campaigns to address issues of irregular migration.

IOM X WEST AFRICA 

CAMPAIGN DESIGN

COMMUNITY PLANNING MEETING: NIGERIA

At the Nigeria Community Planning Meeting on 5-6 August 2019, there were 23 attendees

which included representatives from Edo State Taskforce on Human Trafficking (ETAHT), Experience

Marketing, Genius Hub, National Agency for the Prohibition of Trafficking in Persons (NAPTIP),

National Orientation Agency (NOA), Society for the Empowerment of Young Persons (SEYP),

Patriotic Citizen Initiative (PCI), Returnees Association, Benin Film Academy (BFA) and IOM. The

following was prioritized by this group:

ISSUE TO ADDRESS Potential migrants are not aware of the risks of irregular migration and

alternatives to safe migration.

PRIMARY AUDIENCE Young men and women, 13-40 years old living in Oredo and Ikpoba

Okha with secondary school education or lower.

DESIRED BEHAVIOUR 

CHANGE

Know about where to get information on safe migration and local

opportunities in Nigeria, be aware of the risks associated with irregular

migration and feel positive about choosing to either migrate safely

and/or pursue local opportunities.

Participants from Oredo and Ikpoba Okha at the Community Planning Meeting in Benin City, Nigeria.



IOM X WEST AFRICA 

CAMPAIGN DESIGN

COMMUNITY PLANNING MEETING: GUINEA

At the Guinea Community Planning Meeting on 7-8 August 2019, there were 21 attendees,

including government, civil society, law enforcement, media representatives, students, teachers,

returned migrants and entrepreneurs. The following was prioritized by this group:

ISSUE TO ADDRESS To encourage social resilience to exploitation and risks associated with

irregular migration through positive communication on opportunities in

the community.

PRIMARY AUDIENCE Young men and women, aged 14-35, living in Matoto.

DESIRED BEHAVIOUR 

CHANGE

Know local opportunities, have a more positive attitude towards

seeking local opportunities and/or safe migration and visit/contact the

resources where they can get information and advice on local

opportunities and regular migration.

Participants at the Community Planning Meeting in Matoto in Conakry, Guinea. 



IOM X WEST AFRICA 

CAMPAIGN DESIGN

RESEARCH

Following the Community Planning Meetings,

pre-surveys were conducted in October 2019

with 1,055 people in three different

communities in Nigeria and Guinea to better

understand the levels of knowledge, attitudes

and intended practices (behaviours) towards

irregular migration. The communities were

Oredo (n=215) and Ikpoba Okha (n=204) in

Nigeria, and Matoto (n=280) in Guinea. The

characteristics (pictured on the right) formed

the criteria for the respondents of this survey.

Guinean men 

and women, 

aged 14-35, 

living in 

Matoto.

Nigerian men 

and women, 

aged 13-40, 

living in 

Oredo and 

Ikpoba Okha.

KEY FINDINGS FROM SURVEY (n=699)

54 per cent of 

respondents aged 

between 13-40 

had not heard or 

seen information 

on the dangers of 

irregular 

migration in the 

last year

61 per cent 

indicated that 

friends were their 

primary source 

for information 

about migration 

60 per cent said 

they generally got 

information 

about local 

opportunities 

through word-of-

mouth

Over half said it 

was difficult to 

find accurate 

information 

about migration 

and local 

opportunities 

from trusted 

sources. 

More than 80 per 

cent have a desire 

to migrate to 

another country 

in the future to 

seek work or 

education 

opportunities

MEDIA PROFILE OF RESPONDENTS

Matoto Oredo and Ikpoba Okha

Most used: 47% television, 15% radio, 18% 

internet, and 11% social media

Most listened to radio: Radio Espace FM

Most watched TV: Espace TV, RTG, Zee 

Magic, Canal+ Sport

Most read newspapers: Le Lynx, 

L’independent, Horoya

Most used social media: 65% Facebook 

Messenger, 35% WhatsApp, 32% Facebook, 27% 

Imo, 16% Instagram

Most used: 45% television, 27% Internet, 25% 

social media and 6% radio

Most listened to radio: SPEED FM, 

Independent Radio, Edo Broadcasting Service

Most watched TV: ITV

Most read newspaper: The Vanguard

Most used social media: 55% WhatsApp and 

18% Facebook



IOM X WEST AFRICA

CAMPAIGN DESIGN

MEDIA CAMP I

During Media Camp I on 14-15 October 2019 in

Benin City in Nigeria and on 9-10 October 2019

in Matoto, Guinea, the focus was on sharing the

results of the baseline surveys and developing

concepts for the media content, based on the

survey results and the decisions about target

audience and key messaging that were identified

during the Community Planning Meetings.

Participants at both Media Camps 

included representatives from 

government, migrant networks, 

media, university students, NGOs, 

and more. These representatives 

came from Oredo and Ikpoba 

Okha in Nigeria, and Matoto in 

Guinea. 

MEDIA CAMP II

Media Camp II was a one-day workshop on 5 December (Benin City) and 10 December (Matoto)

2019 that brought together many of the same stakeholders who participated in the Community

Planning Meetings and Media Camp 1. This workshop provided an opportunity for the creative

agencies (Yellow Brick Road in Nigeria and Studio Kirah in Guinea) to share rough drafts of the

campaign media content and gather feedback from the participants before final edits were made.

Additional discussions were held on end board messaging and distribution plans.

FOCUS GROUP DISCUSSIONS

The draft media content was also shared in focus group discussions (FGDs) with members of the

target audience in the communities. These participants had not participated in the Community

Planning Meetings or Media Camps and weren’t affiliated with migration information providers. These

FGDs took place parallel to the second media camps and checked message comprehension and

feedback. Nine people participated in the FGD in the Nigeria and ten people participated in the FGD

in Guinea, both in December 2019.



IOM X WEST AFRICA 

MEDIA CONTENT

‘Check Am Well’ (10m 16s) is a docu-drama video inspired by true life events. It

tells the stories of two young people, Esosa and Osahon from Ikpoba Okha and

Oredo in Edo State, Nigeria. Both are faced with migration choices and tell the

stories of their migration journeys, encountering returned migrants, and learning

about opportunities available in their communities.

• Pidgin with English subtitles: https://youtu.be/Y5_F0S9gXf8

• Pidgin with French subtitles: https://youtu.be/fCLu1bcxAg4

For the WAKA Well campaign in Nigeria, the following content was produced:.

For the WAKA campaign in Guinea, a series of seven short videos were produced. The series is called

SAFAARI and promotes young people’s different definitions of success, including those of returned

migrants.

Abass (2m 4s)

After a dangerous journey 

to Algeria, Abass returned 

to Guinea to study and 

teach English.

Language: Soussou

• https://youtu.be/v63q5

KwsHfo (FR)

• https://youtu.be/MtiUn

H4Avro (EN)

Bamba (1m 52s)

Bamba talks about how he 

went from sales to 

starting his own online  

business called "Afroline“.

Language: Malinke

• https://youtu.be/lJAfd7

BmMiQ (FR) 

• https://youtu.be/J0OgS

c2_75U (EN)

Fatoumata (1m 56s)

Fatoumata talks about 

how she opened a 

restaurant in Guinea that 

now has 10 employees. 

Language: Poular

• https://youtu.be/QW3

np4jUfy0 (FR) 

• https://youtu.be/e5XH

fjmTNtk (EN)

Mariam (2m 6s)

Mariam, 25, is the 

Founder of Miranass, an 

online platform that 

promotes Guinea’s 

regions and handicrafts.

Language: Malinke

• https://youtu.be/sxge

NBqpLZs (FR)

• https://youtu.be/ACM

A9IP9C3A (EN)

Mohamed (2m 0s)

Before going to Libya he 

learned how to be a 

welder. Now in Guinea, 

he has his own business 

with five employees.

Language: Soussou

• https://youtu.be/mZV

Dd9agQxY (FR) 

https://youtu.be/OoGe

KnBm34o (EN)

Sekou (2m 6s)

Sékou manager of a small 

business that produces 

natural juices. 

Language: Soussou

• https://youtu.be/Qzv9M

0Bmeq0 (FR)

• https://youtu.be/ff2SP7h

P8vM (EN)

Thierno (1m 51s)

After travelling throughout 

ECOWAS, Thierno 

returned to Guinea and 

opened a restaurant.

Language: Poular

• https://youtu.be/RBgXu

TIjSGU (FR) 

• https://youtu.be/qohpW

1xwfFs (EN)

https://youtu.be/Y5_F0S9gXf8
https://youtu.be/fCLu1bcxAg4
https://youtu.be/v63q5KwsHfo
https://youtu.be/MtiUnH4Avro
https://youtu.be/lJAfd7BmMiQ
https://youtu.be/J0OgSc2_75U
https://youtu.be/QW3np4jUfy0
https://youtu.be/e5XHfjmTNtk
https://youtu.be/sxgeNBqpLZs
https://youtu.be/ACMA9IP9C3A
https://youtu.be/mZVDd9agQxY
https://youtu.be/OoGeKnBm34o
https://youtu.be/Qzv9M0Bmeq0
https://youtu.be/ff2SP7hP8vM
https://youtu.be/RBgXuTIjSGU
https://youtu.be/qohpW1xwfFs


IOM X West Africa launched 

WAKAwell.info in December 2019. The 

platform aims to help young people choose 

success and make informed decisions about 

their futures, whether it be at home or 

abroad. It provides reliable and tailored 

information on migration pathways and local 

opportunities for WAKA Well campaign 

communities. The platform is available in 

English and French, and includes: 

• Videos created by communities in 

Nigeria and Guinea;

• Quotes about on how young West 

Africans define “success”;

• Safe migration information, including 

how to get a passport, how to apply for a 

visa, lists of required documents and 

embassy contact details;

• Information about local 

opportunities for education, 

employment and entrepreneurship in 

Oredo, Ikpoba Okha (Nigeria) and 

Matoto (Guinea); 

• Contact details to talk to someone in-

person in the communities about options 

at home and abroad (e.g. Migrant 

Resource Centres); and

• Factsheets that provide baseline survey 

findings and facts about the migration 

context in Nigeria and Guinea. 

IOM X WEST AFRICA

ONLINE PLATFORM

WEBSITE METRICS (Reporting period: 2 Dec 2019 – 30 Apr 2020)

1,366
page views

Countries where most views originated: Nigeria, Guinea

Most visited pages:

1. Home: https://wakawell.info/ (En & Fr)

2. Guinea landing page: https://wakawell.info/guinee/

3. Nigeria landing page: https://wakawell.info/en/nigeria/

https://wakawell.info/
https://wakawell.info/
https://wakawell.info/guinee/
https://wakawell.info/en/nigeria/


On 13 December 2019, IOM Nigeria held a Media Launch to premiere the docu-drama ‘Check Am

Well’ for the WAKA Well campaign. The Media Launch took place at the Golden Tulip Hotel in Benin

City, in Edo State, and was attended by more than 74 guests including government, NGO, private

sector and media representatives, returned migrants and participants from the IOM X participatory

workshops.

High profile guests included Wintana Tarekgn (Head of IOM Benin Sub-office), Grace Eseka (State

Director of National Orientation Agency), Chidi Donatus (Representative of Head for National Agency

for the Prohibition of Trafficking in Persons, NAPTIP) and Chigozie Okereke (Edo State Taskforce

Against Trafficking in Persons, ETAHT).

A panel discussion ensued where government and NGO partners along with a returned migrant (who

was also a participant in Media Camps I & II) gave deeper insight into what communities can do to

encourage young people to pursue safe migration or opportunities at home.

IOM X WEST AFRICA 

NIGERIA MEDIA LAUNCH

Panel  discussion IOM and Government guests at the event. Guests at the registration table 

“All hands needs to be 

on deck so that Edo 

state will be free from 

irregular migration and 

human trafficking.”

-Chigozie Okereke, Edo 

State Taskforce Against 

Trafficking in Persons, at the 

WAKA Well campaign media 

launch on 13 Dec 2019.



On 16 December 2019, IOM Guinea held a Media Launch to premiere the seven videos that were

produced for the WAKA Well campaign. The Media Launch took place at the Matoto Town Hall and

was attended by more than 137 guests including Government, UN, NGO, private sector and media

representatives.

High profile guests included Mamadouba Toss CAMARA (Mayor of Matoto), Mrs Makalé Camara

(former Minister of Foreign Affairs for Guinea), Patricia Lamah (Entrepreneur and 1st prize hairdresser

Kitoko on A+) et Kalil le Futur (Blogger).

Two panel discussions brought together representatives from government, incubators, and three young

entrepreneurs. The first panel ‘Vivre et réussir en Guinée ou à l’étranger, Comment?’ (‘Living and

succeeding in Guinea or abroad, How?’) discussed available opportunities for young people in Guinea,

challenges faced by youth and how to overcome these challenges. The second panel ‘Modèle de

réussite’ (‘Models of success’) included three of the personalities profiled in WAKA Well Guinea

campaign videos. A teacher, restauranteur, and an online startup entrepreneur talked about their

experiences and the paths they took to end up where they are today.

IOM X WEST AFRICA 

GUINEA MEDIA LAUNCH

IOM answers media questions at the event Guests takes a photo at the photo wall during 

the event
Mrs Makalé Camara (left) former Minister of 

Foreign Affairs for Guinea attends the event 



IOM X WEST AFRICA

MEDIA COVERAGE
REPORTING PERIOD: 13 DEC 2019 – 30 JUN 2020

57
articles, radio and TV news broadcasts about the 

WAKA Well campaigns in Nigeria and Guinea



IOM X WEST AFRICA

DIGITAL & DISTRIBUTION 
REPORTING PERIOD: 1 DEC 2019 – 30 APR 2020

WAKA Well’s digital 

strategy included the 

production of a suite of 

social media content in 

French and English on 

IOM X’s channels to 

further the target 

audience’s engagement in 

the campaign, and geo-

targeting to ensure the 

content was reaching 

people in the intervention 

communities in Nigeria 

and Guinea. 

DIGITAL VIDEOS

Two digital videos were launched during Phase 1, including:

• WAKA Well Media Launch https://bit.ly/3friTXc

• Live from launch event https://bit.ly/2DiHQqR

Seven digital videos began production in Phase 1 and will be 

launched in Phase 2 of the IOM X West Africa project. 

1,652,257
impressions

23,157
new followers 

64,232
online engagements 

1,226
direct messages

received

VIDEO DISTRIBUTION

In Nigeria, Check Am Well, aired on TV twice in its full version as well as 15 times as 60-second

advertisements. The content was adapted into radio adverts, which were aired thirty times. Due to

COVID-19, it was not possible to distribute the videos through on-the-ground activities in Nigeria or

Guinea, nor was it possible to distribute the videos in Guinea on television or radio.

24,153
online video views of campaign 

videos

310,200
people potentially reached 

through TV in Nigeria

620,401
people potentially reached

through radio in Nigeria

DIGITAL

https://bit.ly/3friTXc
https://bit.ly/2DiHQqR


IOM X WEST AFRICA 

POST SURVEY: NIGERIA

The post-KAP surveys were conducted in mid-December, following the media launch events in Guinea and

Nigeria. Due to delayed production timelines, it was not possible to distribute the campaign content

through different channels before the post-survey, allowing the campaign to be seen by the wider

intervention communities. As a solution, the campaign videos were integrated into the survey tool so that

the respondents could watch the video(s) before answering the knowledge, attitude and practice questions.

In addition to the surveys, six focus group discussions were conducted with groups in the intervention

communities to complement the quantitative results.

Nigerian men 

and women, 

aged 13-40, 

living in 

Oredo and 

Ikpoba Okha.

Nigeria results: Knowledge, Attitudes and Practices

Surveyed respondents who were exposed to the Check Am Well 

video demonstrated a: 

• 4 per cent increase in knowledge (from 54% in the pre survey 

to 58% in the post survey)

• 13 per cent increase in behavioural intent to practice safe 

migration (from 53% to 66%) 

• 1% per cent decrease in positive attitudes (from 46% to 45%). 

Although not significant, this decrease might be due to the sad 

stories that are recounted in Check Am Well. 

“Whoever watches this video and 

he or she does not have enough 

money to travel, the person will 

have a rethink not to travel by 

road and sea because it is very 

dangerous…” 

-FGD, 13-19 years

“We have heard and seen cases 

like that, and this video made us 

know the bad side of travelling by 

road and sea, e.g. sufferings, rapes 

and killings involved…” 

-FGD, 13-19 years

Assessment of the video

• 82% of respondents rated the video as very good in

making people aware of local opportunities.

• 80% rated the video as very good in making

potential migrants aware of the risks associated with

irregular migration.

• 78% rated the video as very good in encouraging

young people who intend to migrate to visit

WAKAWell.info

• 75% rated the video as very good in making young

people concerned about safe migration.

• 75% rated the video as very good in making people

positive about pursuing local opportunities.

In Nigeria, respondents were made up of an equal number of young men and women, aged 13 to 40, 

in Oredo and Ikpoba Okha (n=407). 



IOM X WEST AFRICA 

POST SURVEY: GUINEA

Guinean men 

and women, 

aged 14-35, 

living in 

Matoto.

Guinea Knowledge, Attitudes and Practices results

Surveyed respondents who were exposed to at least two of the 

seven videos created for the Guinea campaign demonstrated a: 

• 6 per cent increase in knowledge (from 49% in the pre 

survey to 55% in the post survey),

• 8 per cent increase in positive attitudes (from 40% to 48%), 

and; 

• 4 per cent increase in behavioural intent to practice safe 

migration actions (from 55% to 59%). 

“These videos inspired me, the characters 

encourage us to start businesses or just try to 

succeed here and also change our thought that 

success is only possible by migrating to Europe…” 

-FGD, 14-19 years

“I find these stories fascinating, they are lessons in 

life, and you can always get up from any fall…” 

-FGD, 30-35 years

“What I liked is that all these people in the videos 

who had to migrate by the irregular way had 

regrets, they did not give up, they had the courage 

to find work and became successful here …”

-FGD, 30-35 years

“It means we can make it here, for example the 

welder worked here, he traveled, and he came 

back, the teacher also had traveled to study and he 

came back too. In summary these videos can 

change people's mentalities…” 

-FGD, 30-35 years

Assessment of the videos

• 77% of respondents rated the videos as

very good in making people aware of

local opportunities.

• 69% rated the videos as very good in

making potential migrants aware of the

risks associated with irregular migration.

• 70% rated the videos as very good in

encouraging young people who intend to

migrate to visit WAKAWell.info

• 62% rated the videos as very good in

making young people concerned about

safe migration.

• 63% rated the video as very good

making people positive about pursuing

local opportunities.

In Guinea, respondents were made up of an equal number of young men and women, aged 14-35, in 

Matoto (n=260). Guinean respondents were asked to watch at least two of the seven SAFAARI videos 

before responding to the questions. 



1
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For more information, please contact Mia Barrett, Head of Awareness Raising 

Unit at IOM Regional Office for West and Central Africa, at mbarrett@iom.int

3

IOM X WEST AFRICA 

CHALLENGES & SOLUTIONS

CHALLENGE ACTIONS TAKEN

A delay in Media Camp 1 impacted the 

production timeline for media content. 

This meant that the planned media 

launch events had to move from 

October to early December. This 

subsequently shortened the (official) 

media distribution period.

IOM continued distribution and promotion of 

the developed media products beyond the end 

of Phase 1 (31 December 2019), to ensure that 

the community-designed campaign reached the 

target audiences. This included cross-platform 

promotion with partners and other 

organizations, media coverage and online and 

on-air distribution.

The French version of the original 

campaign name, Choisir la Réussite 

(Choose Success), did not test well 

with Francophone audiences. 

Having different campaign names for 

English and Francophone countries 

impacted the communication strategy, 

which included one information portal 

and shared social media platforms. 

IOM engaged a creative agency to support with 

developing a campaign identity that would work 

across the region, with both English and French 

speaking youth. The campaign name, Waka 

Well, was ultimately selected as it worked in 

both languages and was easy to remember and 

say.

The delays to activities meant that the 

target audiences were not exposed to 

the various campaign elements over 

the anticipated time period prior to 

the end line study. This resulted in 

lower achievement of KAP objectives. 

The end line KAP study was conducted on the 

impact of the community-developed video 

content, rather than the impact of exposure to 

various campaign elements together. The lower 

shifts in KAP were expected, as the video 

content was only one part of the mixed-media 

approach applied by IOM X. Future IOM X 

campaigns have been designed to avoid delay in 

the research component (which is critical to 

maintaining the activity timeline), through 

technical coordination with IOM GMDAC.



Visit

WAKAwell.info


