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More resources and campaign feedback at http://migrantsasmessengers.communityresponsemap.org
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Migrants as Messengers (MaM) is an awareness raising campaign that engages returning 
migrants to share authentic first-hand stories about the difficulties of irregular migration 
with their local communities. The campaign was rolled out in Nigeria, Senegal and Guinea.

19%
better informed about the risks 
and opportunities associated 
with migration

25%
more aware of the multiple 
risks associated with irregular 
migration

20%
less likely to report intentions 
to migrate irregularly within the 
next two years.

INNOVATIVE PEER TO PEER AWARENESS CAMPAIGN

IMPACT EVALUATION RESULTS



Developed for the MaM Impact Evaluation, the 
film “On est ensemble” (“We are together”)  was 
co-produced by IOM staff and VFOs. 80 returned 
migrants were interviewed for the film and their 
testimonies were stitched together to tell a narra-
tive of the dangers of irregular migration.

MIGRANTS AS MESSENGERS FINAL REPORT

The project’s initial target was 10 Vol-
untary Field Officers (VFOs) per country 
(30 in total), but due to a greater in-
terest of returnees we expanded the 
program to 82 VFOs. The VFOs gained 
valuable experience and skills, including 
in videography, citizen journalism, ethical 
interviewing, 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 Nigeria, VFOs were involved in various 
safe migration awareness raising activities 
with their respective communities. These 
activities included: 

• Organising a ‘safe migration’ football 
tournament in Benin City

• Raising awareness in market places  of 
the dangers of irregular migration

• Advocating for safe, orderly and reg-
ular migration at secondary schools 
in Edo State

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 Migrants as Messengers, IOM’s 
missions in Burkina Faso, Cameroon, the 
Gambia, Ivory Coast, and Niger are adopt-
ing peer-to-peer communications in their 
awareness raising campaigns. In addition, 
a new project in IOM Afghanistan and 
Iraq, funded by the German Government, 
is currently using a similar methodology. 

VFOs in Senegal supported a rigourous im-
pact evaluation of the campaign piloted in 
Dakar. For this exercise 32 townhalls  were 
organised in 8 districts of Dakar involving 
1400 participants. The  film “On est en-
semble”, produced using video testimonies 
collected by VFOs from Nigeria, Senegal 
and Guinea was screened as part of these 
townhalls. After the screenings a debate 
with the audience facilitated by the VFOs 
on a list of topics linked to the film and their 
experiences  during their migration journey.

“ON EST ENSEMBLE” IMPACT EVALUATION

HIGHLIGHTS

To measure the causal impacts of the MaM, IOM conducted a randomised controlled trial (RCT).  
Overall, the results from the evaluation provide consistent evidence that peer-to-peer communication 
has the potential to reduce harm for thousands of irregular migrants from West Africa to Europe. 
Potential migrants exposed to the campaign were 19% better informed about the risks and oppor-
tunities associated with migration, 25% more aware of the multiple risks associated with irregular 
migration, and 20% less likely to report intentions to migrate irregularly within the next two years.

STEPS TO SETTING UP A PEER TO PEER CAMPAIGN

FOR MORE INFORMATION ON HOW TO SET UP YOUR PEER TO PEER CAMPAIGN CONTACT US AT MCD@IOM.INT 

1 2 3 4 5
Identify an issue 

you want to 
raise awareness 

on 

Run a C4D 
workshop to 

design and plan 
your campaign 

Build the tools 
for content 

generation and 
sharing

Recruit and train 
volunteers who 

will support your 
campaign

Roll out cam-
paign activities 

in lockstep with 
volunteers


