
OVERVIEW
In April and May 2016, IOM X conducted an Knowledge, Attitude and intended Practice (KAP)* 
Impact Assessment of IOM X’s Know Before You Go video. This assessment consisted of a pre 
and post-survey with the same 30 respondents (aspirant** male migrants, aged 18-35) in Svay
Rieng, Cambodia. The methodology used was door-to-door surveying. The objective of the video 
was to increase understanding, primarily amongst young men in Cambodia, about how to 
migrate safely for work and for them to demonstrate intent to practice safer behaviour, such as 
contacting a migrant resource centre before departure. 

*To learn more about Rapid Asia’s KAP methodology, please visit http://rapid-asia.com/programme-evaluations/kap-score/
**Aspirant refers to those who have never migrated to another country before. 
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KEY FINDINGS
• Prior to watching the video, all viewers were 

aware of human trafficking, but only 13% were 
able to define the term.

After watching Know Before You Go:
• 70% of viewers processed the messages of 

Know Before You Go. This means that 30% 
found it interesting and learned something new 
and 40% will speak to others about the issue.

• 77% of viewers took at least one step towards 
the desired behaviour change, indicating that 
Know Before You Go has stimulated people to 
think about the issue and connect with the 
message on an emotional level.

• Viewer knowledge about safe migration 
increased from 67% to 81%.

• Positive attitudes of viewers towards the 
practice of safe migration increased from 67% 
to 71%.

• Behavioural intent of viewers to follow safe 
migration practices increased by 32%.

KNOW BEFORE YOU GO
This short video provides safe migration tips through 
a clean and easy-to-follow animation. Aimed at 
potential migrants, the video provides guidance on 
many aspects related to migration, including how to 
safeguard identification, why you should stay in 
regular communication with family at home, and, for 
those going abroad, the importance of a valid 
passport, visa and work permit. View (Khmer with 
English subtitles): http://tinyurl.com/IOMXKnow



CONTENT & MESSAGING 

27% of viewers found the video interesting, 30% found it interesting and 
learned something new and 40% found it interesting, learned something 
new and said they would speak with others about it. 

Viewers were able to recall on average 7-8 of the 12 key messages. 
The four messages that stuck in most respondents’ minds were:  
• ‘Keep ID on you’ (recalled by 97% of respondents); 
• ‘Get a passport, work permit and visa’ (97%);
• ‘Memorize a phone number’ (90%); and,
• ‘Visit the local migrant resource centre’ (80%).

57% of
respondents…

…said the messages
on safe migration 

were relevant to them. 

23% of
respondents…

…said they would 
encourage others to 

watch the video.

13% of
respondents…

….said they would 
follow ALL the 

recommended safe 
migration advice. 

40% of
respondents…
…said they are 

confident that this 
video can help people 

like themselves 
migrate more safely.

RELEVANCE

DEMOGRAPHIC OF RESPONDENTS
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AGE/
GENDER

18-35 years
100% men

MIGRATION
67% desire to migrate 

to another province
23% desire to migrate 

abroad
10% desire to migrate 

but not sure where

OCCUPATION
80% employed 
10% studying

7% unemployed
(most were blue-collar 

workers with low
socioeconomic status) 

EDUCATION
63% junior high 

school
27% primary 
school or less

LOCATION
Svay Rieng, 
Cambodia



BEHAVIOUR CHANGE JOURNEY

Following a Behaviour Change Communication (BCC) approach is not simply about changing 
people’s behaviour but moving them one step at a time towards behaviour change, as shown 
below. Behaviour change theory describes how an individual moves towards behaviour change 
through a series of stages, such as building awareness and knowledge, moving on to shifting 
beliefs and attitudes, and finally behavioural intentions and behaviour change.  
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Behaviour Build on success
and replicate

Intention Identify barriers to 
change

Attitude Change attitude and
reinforce behaviour

Belief Develop knowledge and 
educate

Knowledge Build awareness and 
develop knowledge

Unaware

Figure 1 illustrates the different steps of the behaviour change journey alongside 
communication actions that can move people along the journey. After watching Know Before 
You Go: 
• 10% shifted to Attitude
• 17% shifted to Intention
• 50% shifted to Behaviour

On average, 77 out of 100 people shifted up one stage of the journey after watching Know Before 
You Go. The majority of the respondents fell in the Intention and Behaviour steps, and this 
indicates strong impact, especially in terms of robust intentions to migrate safely because of 
positive views around regular migration. 
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percentages of where 
respondents sat along the 
behaviour journey before 
and after watching Know 
Before You Go. 
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KNOWLEDGE, ATTITUDE AND INTENDED PRACTICE (KAP) 
IMPACT RESULTS
The KAP Index® is an indicator developed by Rapid Asia in which knowledge, attitudinal and 
behavioural intent measures have been incorporated to form an index. The higher the KAP Index, 
the more developed the mindset of the beneficiaries. A significant increase in the KAP Index 
following an intervention is evidence of impact and that some level of behaviour change is very 
likely to take place.

After watching Know Before You Go, knowledge 
increased by 20%. 

Knowledge was most significantly shifted around 
the importance of verifying the legitimacy of a 
recruitment agent’s license (pre 60%, post 87%), 
knowing the right documents to have when 
migrating abroad (pre 57%, post 77%), and the 
risks of irregular migration (pre 87%, post 97%). 

Knowledge that being trafficked means being 
tricked and exploited did not change between 
pre- and post-surveys; it remained at 53%. 

SHIFTS IN KNOWLEDGE

FINDINGS

The pre-survey KAP Index was 74 out of 100, and the post was 98, resulting in a 
shift of 24 points (the benchmark for KAP Index shifts is 17). This indicates that 
the video had a positive impact on viewers. 

Overall, knowledge increased by 20%. In the pre-survey 
knowledge questions were correctly answered by 67% of 

respondents compared to 81% after watching 
Know Before You Go.

MEDIA 
CONSUMPTION OF 
RESPONDENTS

Media ownership: Regular 
mobile phone 53%, Radio 
50%, Internet (on computer 
or smartphone) 10%

Media usage: TV 90%, 
Radio 17%, Internet 7%
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Positive attitudes were high and expressed by 
more than 67% respondents in the pre-survey, 
and 71% of respondents after watching the 
video. 

The most prominent positive attitudes, expressed 
by more than 77% of respondents before and 
after watching the video, were ‘not being 
careless’ by migrating through irregular channels, 
‘not being reckless’ by signing a contract you 
don’t understand, even if the recruiter seems 
trustworthy, and ‘not being oblivious’ to the fact 
that employers should not keep workers’ 
passports/IDs.

The video helped to reinforce the weakest 
positive attitude; not being ignorant. This means 
that 33% of respondents felt positive about 
investing in the cost of a licensed recruiter after 
watching the video, compared to 23%.

Negative attitudes were less pronounced
than positive attitudes. The video generally 
helped to reduce ‘being apathetic’ (pre 30%, 
post 23%) about the time and cost needed 
to get a passport. 

Regardless of the positive shift of ‘not being 
ignorant’, the negative attitude of ‘being 
ignorant’ (agreeing that working with a 
licensed recruiter is not worth the cost)
remained high at around 50% before and 
after watching Know Before You Go. 

SHIFTS IN ATTITUDE

Behavioural intent shift 
increased on average by
32%. After watching Know 
Before You Go more 
respondents indicated they 
would advise friends to: 
seek independent advice 
about an employer (43% to 
73%), to visit a migrant 
resource centre (70% to 
83%), to migrate safely 
(27% to 53%) and to 
migrate with a passport 
(23% to 50%).

‘Seeking
information before 
migrating’ was the 
only behaviour not 
significantly 
impacted, as 100% 
of respondents 
indicated they 
would practice this 
behaviour in the 
pre-survey. 

Of three important 
precautions that 
migrants can practice to 
help ensure their safety: 
‘asking questions’ and 
‘not giving up your ID 
documents’ were 
generally rated to be 
more difficult to practice 
than ‘memorizing a 
phone number’.

SHIFTS IN BEHAVIOURAL INTENT

Know Before You Go helped to strengthen intentions and improve the following behavioural
components:

Positive attitudes increased by 6% from 
67% to 71% after watching Know Before 
You Go. Negative attitudes declined by 
17% (from 21% to 17%). 

Overall, behavioural intent increased by 32% (from      
53% to 69%) after watching Know Before You Go. 



Knowledge, attitude and behavioural intent levels all scored high, which demonstrates that the 
video had an impact on viewers. All respondents were aware of human trafficking, but only 13% 
were able to define the term. This indicates that there was low knowledge that irregular migration 
can lead to trafficking. Thus, the high positive shifts in the respondents’ knowledge (shift of 
20%), attitude (shift of 6%) and intended practice (shift of 32%) indicates that the video was 
impactful in terms of increasing knowledge of safe migration, positive attitudes towards the time 
and cost needed to migrate regularly and the behaviours of advising friends to migrate regularly. 
IOM X will continue to disseminate the video to grassroots organizations, migrant resource 
centres, and NGOs in communities with high rates of out migration. The video has been dubbed 
in Khmer and Lao languages.

The most prominent negative attitude, ‘being ignorant’, which was expressed by 50% of
respondents both before and after watching Know Before You Go, may indicate that many of the 
respondents believe that securing a job with a licensed recruiter is not worth the cost. This 
implies that aspirant migrants are not fully aware of the personal risks of using unlicensed
brokers and recruiters, a common practice in Cambodia. 

LESSONS LEARNED
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ABOUT THIS REPORT

IOM X is the International Organization for 
Migration’s (IOM) innovative campaign to 
encourage safe migration and public action to 
stop exploitation and human trafficking. The 
campaign leverages the power and popularity of 
media and technology to inspire young people 
and their communities to act against human 
trafficking. IOM X moves beyond raising 
awareness to effecting behaviour change by 
applying a Communication for Development 
(C4D), evidenced-based and participatory 
framework to tailor messaging for its activities. 
The campaign is produced in partnership with 
the United States Agency for International 
Development (USAID). 

This report was produced in partnership with 
Rapid Asia.

For more resources, please visit IOMX.iom.int

POTENTIAL NEXT STEPS FOR IOM X

Ø Reversion the video in Myanmar 
languages and continue distributing to 
migrant resource centres, grassroots 
organizations and NGOs. 

Ø Conduct further research on attitudes and 
current practices of migrants using 
brokers and/or licensed recruitment 
agents in Cambodia. Research availability 
of registered recruitment agencies. 

Ø Develop ‘positive deviance’ content that 
highlights successful Cambodian migrants 
who chose regular migration. 


