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OBJECTIVES

“How to build a positive narrative of migration, from fact-
checking to storytelling, to digital communication. Human 

stories, through external media and our own channels.”



WORKING WITH THE MEDIA



Be proactive



Create “connections”



Adapt your language



Be prepared – Q&As



Ethics and respect



MEDIA – SUMMARY

• Be proactive (do not hide), push your own 
"narrative"

• Journalists can be allies

• Organise moments of meeting, exchange

• Be prepared : strategy, Q&A, rehearse

• Speak the media language (stories, sentences, 
numbers, simple words)

• Ethics and respect, humanity



SOCIAL MEDIA



Channels and community



Interactions



Positive messages



“Boomerang” effect?



Allies



Format/language



Fact-checking

https://www.google.it/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwj9saTR3NnZAhXBXRQKHX5OCfAQFgg3MAA&url=http://milionidipassi.medicisenzafrontiere.it/antislogan/&usg=AOvVaw2LmqT2TUG7VPDxfaTSwoaN
https://www.google.it/url?sa=t&rct=j&q=&esrc=s&source=web&cd=1&cad=rja&uact=8&ved=0ahUKEwj9saTR3NnZAhXBXRQKHX5OCfAQFgg3MAA&url=http://milionidipassi.medicisenzafrontiere.it/antislogan/&usg=AOvVaw2LmqT2TUG7VPDxfaTSwoaN


SOCIAL MEDIA – SUMMARY

• Build a community, use hashtags

• Use social media formats

• Beware of not feeding the haters

• Create interactions and involve the community 
with positive messages

• Don’t go “solo”: influencers / allies

• Fact-checking / Q&As



STORYTELLING



Human stories



Normal stories



Positive stories



Film



STORYTELLING – SUMMARY

• Human stories (migrants themselves)

• Details and normality (empathy)

• Choose your words: “refugees – migrants – people”

• Survivors vs victims

• Positive examples (network)



CAMPAGNE



#Umani



#Milionidipassi



#EpidemiaCreativa



CAMPAGNE - SUMMARY

• Create empathy, a link with the audience

• Choose a symbol, red-thread

• Be realistic with your objectives

• Mobilisation / awareness

• Target: don’t try to reach everyone (“general 
public”)

• Resources! Do you really need a campaign?



…AND EVEN MORE IMPORTANTLY



Have a strategy

WHY

What is the situation on the ground which leads us to this communication initiative? 

OBJECTIVE

Is it for visibility, leverage, acceptance and why?  Explain the rationale of this. 

WHAT - MAIN MESSAGES

Bullet points of the key messages we are pushing

TO WHOM

Who is the primary target of this communications: international media? General public? Are specific countries a priority? 

Are specific groups on social media a priority?

WHO

Which section is producing this comms? Or is it intersectional?

WHEN

Timing of the communications: is there an embargo? When should the comms be released? 

HOW - Communication tools

Material / resources for the network to be able to pitch / disseminate the story:

Web update? Press release? Testimonies? Photos (where on media database)? B-roll? 

Any social media guidance on hashtags, specific accounts, etc? 

Are there talking points? Spokespeople?

COMMUNICATION INITIATIVE FRAMEWORK



LET’S PRACTICE!



LET’S PRACTICE!

Divide into two groups, each group works on one of the situations.

Please define a quick communication strategy in order to change the narrative, 
including:

- Specific objectives
- Target audience
- Concrete tools and actions
- Possible risks

30 minutes + report back


