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International Centre for Policy Advocacy

Develop & support effective advocacy initiatives to promote 
& safeguard democratic principles & open society values

• Policy research & advocacy support organisation
• Peer learning towards community of practice
• Evidence & testing
• Piloting & Scaling what works
• Narrative work in Migration & Civic Space

Public Attitudes 
& Narratives

Public Policy

‘

Evolution
1. Policy Training Team within Open Society Institute – 2002 to 2011
2. Non-profit company (gGmbH) Registered in Berlin – 2012 to 2024 
3. Consultancy registered in Ireland – Jan 2025



New Narratives Lab
Jan to June July to December

2021

Focus: Building a strategy to engage the middle
Methods: Online workshop (5 x 3 hr 

sessions)/Mentoring/WG doing development work

Focus: Build draft pitch & materials & test
Methods: in-person workshop (2.5 days) /Mentoring/WG 

doing development work/Online focus groups

2022

Focus: Storytelling for Social Media Campaigns
Methods: Workshops/WG work/Interviews with 

protagonists/ National survey

Focus: Build Social Media Campaign – video content, 
copywriting, audience profile for Facebook ads

Methods: Workshops/Mentoring/WG work including 
videoshoot with main protagonist

2023

Focus: Finalise & rollout pilot social media campaign
Methods: WG work/campaigning/testing & evaluating

Focus: Compiling evaluation of pilot, drawing lessons & 
designing toolbox on pilot for wider use in CLAIM network

Methods: Workshop/Mentoring/Certification of WG



Session - Aim & approach
The aim of the session is to provide insight into what ICPA has learned from practice 
about the balance of fact & value led approaches in strategic communications
initiatives to counter disinformation & reframe the migration debate 

1. The Challenge & Power of Frames – Hooks & Conduits for Mis/Dis info 
2. Public Attitude Segmentation & Targeting the Middle
3. Facts & Debunking as Pillars of a Comms Campaign
4. Sequencing Values to Facts - Campaign Case: #KommMit – CLAIM Allianz
5. Message Testing & Partnering in the Big Challenge



1. The Challenge & Power of Frames -
Hooks & Conduits for Mis/Dis info 



Challenges Word cloud

Share your experience:

• Challenges you face in engaging the public on migration issues

• Menti meter poll – 2 or 3 words to describe





Challenges – pushing back the 
mainstreaming

• Polarisation in the debate

• Real danger has happened: mainstreaming of populist narratives in 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





Central Elements of a Frame

• Problem & Causes
• Good & Bad Guys
• Solutions & Values



Frames as identity 
stories & agenda setters
• Stories we tell ourselves to explain the complicated world, but also socialised

stories 

• Not a blank slate – seeking patterns that reassure us, as we “cannot endure an 
absence of meaning”

• People are frame-driven - Strong attempts to change can sometimes ‘backfire’

• Dominant media frames/narratives are the space to make good (“acceptable”) 
policy  

• Triggering as ‘cultural acupuncture’



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) 



Frame map of the social media debate 2020

1. Parallel Society

2. „Us“ versus „Them“

3. Openness4. Instability

5. Diversity

6. Deprivation 7. Pragmatism

Built	on	the	analysis	of	public	social	media	posts,	commissioned	from	bakamosocial.com	(Oktober	2019	to	Oktober	2020)



2. Public Attitude Segmentation & 
Targeting the Middle 



Targeting the middle



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



#KommMit Pilot Coalition (2023)

Core working Group
Support Organisations

Members of                               Allianz 



Target Audience/Segment

Source: More in Common (2019) Fault Lines: Germany's Invisible Divides URL: https://www.dieandereteilung.de

https://www.dieandereteilung.de/




3. Facts & Debunking
as pillars of a comms campaign



Fact checking 

1. Policy work

2. Political debate & media/civic oversight 

3. Counter normalisation of misinformation

4. For the record



Facts in a strategic comms plan
Theory/Research on Debunking

• Strength of the ‘backfiring’ argument was not borne out

• But identity-focused attachment to narratives triggering strong emotional responses remain 

very powerful

Practice

1. Not just the what, but how facts are often presented

2. Opponents set the agenda, so also “change the weather”

3. Both/and, not either/or – facts and values

4. Value based sequencing of values to issues & facts



More a lecture than a conversation

British Future (2014), 
How to talk about 
Immigration 



Opponents set the agenda, so “change the 
weather”

Anti-migrant/diversity 
narratives

Our 
response –

negate 

+



Both/And, Not Either/Or

Leading with facts

Leading with values &
getting to facts

Revealing with facts



Value-based narrative change



4. Sequencing 
values to facts 

Campaign 
Case – Come 
join us!/
CLAIM Allianz 
members



Responsibility/
contribution/
Participation

Justice/
Stability/
Security

Intergenerational 
Future

Togetherness/
Interdepence/ 
Solidarity

#KommMit Value Appeals



3 x Tradespeople Protagonists
1. Ayoub - Baker 2. Murat – Carpenter 3. Yusuf - Butcher



Value-based narrative change



#KommMit – Sequence Values to issues/facts
What does the everyday life of 
Muslim people look like?

It is precisely these insights that 
we often lack. Insights into the 
everyday lives of Muslim people.

They all shape our society: as 
colleagues, neighbours and friends 
- through ups and downs.

To shape a better future for us all, 
we stand up for each other as a 
community.

#ComeWith and experience the 
energy of community.

1. Values & Story 2. Full Story of Ayoub & Others 3. Issue in the Pitch



Testing Methods used in #KommMit

Testing the campaign concept Testing & Evaluating the campaign 
content

1. Focus groups 2. Opinion polling 3. Test & learn 
with ads

4. Randomised 
Controlled Trials



The Involved

Key Response Result 1 ✅

• Trails on videos and storyboards for 3 protagonists
• Swayable for videos + Fast Facts for Storyboards
• Big investment for the pilot



Key Response Result 2 ✅

1. 80% positive or neutral & 20% negative or mixed
2. Only 1% strongly negative responses or hate speech



5. Message testing & 
partnering in the big challenge



Empirically-driven Narrative Change

http://www.narrativechange.org/toolkit/testing-and-evaluating-strategic-communications-interventions

http://www.narrativechange.org/toolkit/testing-and-evaluating-strategic-communications-interventions


Key Resource (in SC Knowledge Base)

http://www.narrativechange.org/message-testing-methods



Strategic Comms as a Theory of Change

Link: https://www.narrativechange.org/toolkit/what-strategic-communications

https://www.narrativechange.org/toolkit/what-strategic-communications




Key resources from presentation

1. #KommMit Toolbox/Building a narrative strategy using framemaps 
and segmentation research

2. Message Testing Methods for Narrative Change 
3. #KommMit toolbox – broad overview of the case I presented & the 

process of development
4. Strategic Communications Knowledge Base – All of our toolkits and 

insights into narrative change in Migration and Civic Space

Thank you! !

https://www.narrativechange.org/index.php/chapter-4-2-kommmit-strategy-messaging
https://www.narrativechange.org/message-testing-methods
https://www.narrativechange.org/toolkit/kommmit-toolbox-narrative-change-practice-advance-social-cohesion
https://www.narrativechange.org/toolkit/incubator-resources

