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Reframing Migration Narratives Toolkit

A set of resources for progressive campaigners wishing to shift the public debate away from
populist thinking and put diversity and inclusion back on the agenda.
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Reframing Guidelines Campaign Cases

Why Reframe?

Wam to do better in the public Step by step approach 10 building Overview of the featured
discussion on migration? Watch a narrative change campaign. campaign cases.
our video,

Read more Read more

Read more
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12 Keys 1o reframing the Resources, planning tools and Some big questions that come
migration debate. worksheets. up.
fRead more
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www.narrativechange.org




“Changing the weather” in the public debate on migration
1. Why do this type of campaigning?
2. Who to target and why?
3. How to effectively engage middle audeicnes?

4. Campaigning example



“Changing the weather” in the public debate on migration

1: Why do this type of campaigning?



Challenges you face and lessons

« What challenges do you face in engaging the public on
migration issues?

« Lessons from campaigning successes & failures?
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* Polarisation in the debate

* Real danger = mainstreaming of populist narratives — already
happening in Germany (and Europe)!

* Populists setting the agenda and progressives in reactive
mode — stuck in countering negative narratives

 Facts and rights only approaches not working in highly
emotional debate.

« Unrealistic expectations of NGOs of what it takes to shift the
debate, e.g. magic words!
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How to talk about
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Key elements of a frame

* Problem & Causes
 Good guys & Bad guys
e Solution

. /
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The power of frames — “its not what you say, but what you trigger”

“activating the
cognitive unconscious”

Lakoff

Triggering as ‘cultural
acupuncture’
Narratives Initiative




International Centre for Policy Advocacy

David Cameron — On the Calais camp

Asked about the Calais crisis, he spoke of "a swarm of people coming across the
Mediterranean, seeking a better life, wanting to come to Britain". (BBC 2015)
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Social media frame map — 2015/16 Germany

3. Deprivation
2.
Humanitarianism

6.
Building U _
Tolerance Pragmatism
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Well established & applied

Political

Communication Migration Exchange (UK) - British Future

European Programme on Integration &
Migration (EPIM)

Behavioural

Economics

Social Psychology Social Change Initiative (Europe)
Cognitive Linguistics America’s Voice (USA)
Negotiation & The FrameWorks Institute (USA)
'?l’cz);st:‘f)trmation The Narrative Initiative (US)

Welcoming America (USA)

Policy analysis




“Changing the weather” in the public debate on migration

2: Who to target and why?



Targeting the middle

Population Segments on Migration Issue

Supporters More pro, middle More anti, middle Hard opponents



What are the middle like?

Defining characteristics of the middle:

Not so informed, engaged — holding ideas that often don’t follow
* Mushy, Balancers

You can change their minds
- Movable, Balancers

Are emotional, influenced and tired by ongoing debates
« Conflicted/Anxious/Frustrated/Exhausted
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Polling & Segmentation in the Migration Debate

OVERVIEW OF SEGMENTS IN GERMANY.

» OVERVIEW

Segment 1:

S iR Segment 5:
Hird rejectionists o

Cosmogoinan toeral

Segment 2=
Sof rejectionists
Segment &;
Economic pragmatsts

Segment 3: Skeptical moralists
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nepont

More in Common/Purpose (2017) Attitudes towards National Identity, Immigration and
Refugees in Germany
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Economic Pragmatists

SHORT PROFILE: SEGMENT 4.

» SEGMENT 4: ECONOMIC PRAGMATISTS

IMMIGRATION AND INTICRATION: " [CONOMIC ASPICTS: d DEMOGRAPYICS:

> Are doubthyl that irmreigrants are witing to Integrate
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Supporters More pro, middle More anti, middle Hard opponents

M 5 ﬁ
Engage the middle Se—
Empower the base . : Name and marginalise

Tactics:




“Changing the weather” in the public debate on migration

3: How to effectively engage middle audiences?



Keys — pathway to the toolkit

12 keys

to reframing
the migration

debate

Reframing Migration Narratives Toolkit

A set of resources for progressive campaigners wishing to shift the public debate away from
populist thinking and put diversity and inclusion back on the agenda.
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Want to do better in the public Step by step approach 1o building Overview of the featured
discussion on migration? Watch a narrative change campaign. campaign cases.
our video.

Read more Read more

Read more
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Empower the base — Engage
iiddle — Define and marginalise
the extremists




unite, issues divide.
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Case: Shrewsbury Muslim Centre UK - 2013

Campaign Case:

°* Hope not Hate

HOPE
EEFUE Bm

* Message to middle/Councillors — right to worship (from
Christian Faith leaders) & decency
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« Differences exist, but we share values, experiences and
emotions — in daily life, sports clubs, at work.

- Shared everyday moments of hope, sadness and joy connect
all in Germany.

* We’re not just living together — we should celebrate these
connections.

« Show, not tell

 Introduce protagonists (images) and tell their stories (videos)
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JUMA Campaign — Value Appeal/Overlap

Gemeinsam Menschlich! —
Together Human

Community/

Nature Youth/Future .
contribution

#naturpflegen
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#menchlichkeitpflegen

teamwork/

#tteamgeistpflegen tradition/
#traditionpflegen



Lead with p »
and solutions to (re)structure
the debate.
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“If you negate a frame, you evoke a frame”

e “I'am NOT a criminal”

* NOT criminals/illegal/aliens
* Consider who is setting the agenda — change the weather!

* Lakoff’s advice — Be Respectful and change the frame!



Messages need the right |
of resonance and dissonance.




Message testing - Focus groups

* Testing the campaign concept & 15t draft visuals
* 4 groups — 2 x Humanitarian Sceptics, 2 x Economic Pragmatists
* |PSOS ran the focus groups and sourced the people

* Campaigners observed 8 hours of feedback
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Narrative Change Lab follows the steps

Narrative Change Campaign Planning Process

1 Find a focus and opening

2 Build out the elements

Campaign
Planning 3 Prepare for responses

Steps

[ Run the campaign

5 Evaluate reach and uptake
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JUMA Campaign — Value Appeal/Overlap

Gemeinsam Menschlich! —
Together Human

Community/

Nature Youth/Future .
contribution

#naturpflegen
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#menchlichkeitpflegen

teamwork/

#tteamgeistpflegen tradition/
#traditionpflegen
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JUMA Campaign — Sample 1
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Translation

Being there when it really matters -
#humanitymatters
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JUMA Campaign — Sample 2

Translation

You are only young once! (written in a local dialect) -
#homeishere
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JUMA Campaign — Sample 3
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#teamgeistpflegen

Translation

Ten Paddles, One Direction - #teamwork matters
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Check out the toolkit!

www.narrativechange.org




