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Migrants as Messengers (MaM) is an innovative awareness raising 
campaign that engages returning migrants to share authentic first-
hand stories about the difficulties of irregular migration with their 
local communities. 

Using peer-to-peer messaging and a participatory design approach, 
returning migrants play a central role as Voluntary Field Officers 
(VFOs) in the development, planning and implementation of the cam-
paign. VFOs receive support and training from IOM to carry out the 
following activities in their communities, among others: interviewing 
other returning migrants and members of communities affected by 
irregular migrations, organizing focus groups, engaging with journalists 
and online communities, facilitating townhalls, and collecting feedback 
to measure the changes in perception and knowledge of potential 
migrants who have been exposed to the campaign.
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MIGRANTS AS MESSENGERS I MID-TERM REPORT

“We cannot run away from  
our responsibility to build  

up our country.”

“I’m proud to be raising 
awareness. I don’t want others 
to experience the suffering we 

endured.”

“With Migrants as Messengers I feel 
important for society, sharing my 

story so others can use my story as 
an example.”

Negeh, VFO in Guinea Conakry Amadou, VFO in Senegal Blessing, VFO in Nigeria

More resources and campaign feedback at http://migrantsasmessengers.communityresponsemap.org

...

https://migrantsasmessengers.communityresponsemap.org/


1. The community radio landscape is unique across 
the three countries, requiring a different strategy 
for each context. While Senegal and Guinea have 
many community radio stations in migration prone 
areas, Nigeria has few. The project has adapted 
its strategy to each context and is working with 
different media partners (journalists and social 
media influencers) to get the word out.

2. Collecting feedback using Interactive Voice Re-
sponse with mobile phones has proven difficult. 
The target population’s limited understanding of-
mobile phone surveys and a weak network con-
nection impeded collection of feedback through 
this channel. The VFOs are now using tablets to 
collect feedback in target communities.

3. Implementing the project in two French-speak-
ing countries and one English-speaking country has 
a limiting factor on scaling online communities and 
engagement.

MIGRANTS AS MESSENGERS I MID-TERM REPORT

To date 66 returning migrants have 
been trained as Voluntary Field Of-
ficers (VFOs) during workshops in three 
countries. The VFOs gained valuable 
experience and skills, including in vide-
ography, citizen journalism, ethical in-
terviewing, and principles of protection.  
 
Key activities for VFOs: 

• interviewing returning migrants and 
community members,

• facilitating social media discussions 
on irregular migration,

• speaking at townhalls and other 
community events,

• collecting surveys and feedback from 
target audience. 
  
Watch a video  
of the training  
here (QR code)

In Senegal and Guinea, returnees partici-
pated in focus groups to develop and test 
key messages for use in the campaign. The 
returnees shared their experiences and 
ideas for engaging potential migrants and 
influential individuals such as parents and 
leaders in their communities.

The project initial target was 10 VFOs 
per country (30 in total). Due to a greater 
interest and capabilities of returnees the 
project expanded to include 66 VFOs. 

In Guinea, one VFO started his own 
Facebook group, sharing content that 
encourages safe migration and fosters 
discussion. He currently has more than 
500 members, most of whom are poten-
tial migrants or returnees.   

Inspired by MaM, IOM’s missions in Bur-
kina Faso, Cameroon, the Gambia, Ivory 
Coast, and Niger are adopting peer-to-
peer communications in their awareness 
raising campaigns. In addition, a new pro-
ject in IOM Afghanistan and Iraq, funded 
by the German Government, will use a 
similar methodology. 

Through MaM networks, returnees are 
providing psychosocial support for each 
other, helping them recover from traumas 
experienced during the journey and allowing 
them to channel their experiences into a 
constructive activity.

Returnees from Liberia and Sierra Leone 
heard about the MaM campaign from a re-
turnee in Guinea. They expressed interest 
in participating in MaM and becoming VFOs. 
Though outside the geographic scope of this 
campaign, they are participating in the MaM 
Facebook group. 

CHALLENGES IMPACT EVALUATION

HIGHLIGHTS

Rigorous impact evaluation is at the core of the 
project; using a randomized controlled trial de-
sign (RCT) the project will quantify the causal 
impact of the campaign on the perceptions of 
risks for potential migrants, providing key insights 
and evidence for the design and implementation 
of future interventions by IOM, Member States, 
and other partners in the field of migration.

NEXT STEPS

Create more 
dynamic story 

interviews to engage 
urban populations in 
Guinea and Nigeria. 

Engage influencers 
to create content 

with VFOs to 
increase reach and 

impact.

Launch community 
activities with VFOs 
in each country (e.g. 

townhalls, workshops, 
etc.).

Connect VFOs with 
community radios 

to create local radio 
programming.

Conduct a rigorous 
impact evaluation 

to assess the 
effectiveness of 

campaign activities.

MEDIA TRAINING, SENEGAL

VFO TRAINING, GUINEAVFO TRAINNING, NIGERIA

https://www.youtube.com/watch?v=49CatLycay4&t=1s

