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INTRODUCTIONS

• My name is…

• My title and organization is…

• One of the biggest challenges we face regarding 
the migration debate today is...

• What I would like to get out today’s workshop is…
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KEY POINTS

• Have a communications strategy! 

Mission – vision – value 

• Use “volume and velocity”; 

• Know your audience; 

• Connect with them

• Decide on your tone (do you want to be inspiring / 
persuasive / informative / aggressive / defensive ?) 

• For spokespersons, put forward migrants, 
experts, thought leaders, political allies and 
unusual allies.



BUILDING YOUR STRATEGY

WHO says

spokesperson

WHAT 

narrative

& message

FOR WHAT 
PURPOSE to

goal

WHOM and

audience

HOW?

vehicles



WHO?

• Spokespersons

• Affected individuals / experts by 
experience

• Family Members 

• Policy Experts

• Advocates

• Lawyers



WHAT?

A Successful Narrative/Message:

• Challenge

• Solutions

• Values



to WHOM?
Who’s your audience? What is the profile?

How does your message change depending 
on your audience? 

• Policy makers / other decision makers

• Media / Reporters 

• General public 

• Other affected people

• Other colleagues

• Funders



FOR WHAT PURPOSE

• What do you want to achieve / what is your 
goal? Do you have secondary objectives? 

• Information spread (about who you are, 
what you do)

• Involving people / Gaining support (for your 
cause) 

• Draw attention to a problem / raising 
awareness 

• Fund raising

• Influencing / making a change



HOW

What is the best tool to reach your goal? 

• Website/ Press release (print media) / TV 
/ Radio / Print & Web materials 
(pamphlets, flyers, videos, etc), Social 
media (Facebook, Twitter, Instagram, 
etc.) / Email-lists (newsletters, etc) 

• Seminars / events / campaigns / public 
speeches / demonstrations 



TOP LESSONS

• Embrace your mission, vision and values!

• Remember strategic communications is the tip 
of the spear, but it’s not a silver bullet.

• Prepare, practice & be authentic!

• Mind that “Myths and Facts” are necessary but 
often insufficient. 

• We need a powerful competitive narrative of 
our own, to compete with a powerful 
xenophobic narrative.



FEW TIPS

• SLOGANS MATTER 

• VISUALS MATTER

• CONTEXT MATTERS

• TIMING MATTERS

• KNOW YOUR STRENGTH 

• GIVE PEOPLE A BRIDGE – BRING UNIVERSAL TO 
LOCAL

• AVOID JUST SHOUTING LOUDER 

• REMEMBER TO COMMUNICATE WITH YOUR
PEOPLE! 

→BE AWARE OF THE LIST OF LOGIVAL FALLACIES



Public opinion in Europe

Immigration and terrorism are seen as the major challenges facing the EU:

Asked about their main concerns, immigration remains on top of the issues facing the EU 
most frequently cited by citizens (45%,-3 percentage points since spring 2016). Terrorism 
(32%,-7) remains the second most frequently cited item. It is well ahead of the economic 
situation (20%,+1), the state of Member States' public finances (17%, +1) and 
unemployment (16%,+1). Immigration is number one concern for the EU in all Member 
States, except Spain and Portugal. (Eurobarometer 2016) 

FURTHER READING

• Immigration data portal 

https://migrationdataportal.org/themes/public-opinion-migration

• Migrant integration policy index

http://www.mipex.eu/

• European social survey

https://www.europeansocialsurvey.org/docs/findings/ESS7_toplines_issue_7_immigrati
on.pdf

https://migrationdataportal.org/themes/public-opinion-migration
http://www.mipex.eu/
https://www.europeansocialsurvey.org/docs/findings/ESS7_toplines_issue_7_immigration.pdf


Paul Graham’s disagreement hierarchy


