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INTRODUCTION

This document is intended to be the Deliverable 3.3 of the project Migrant and refugee Youth
COMMunication and advocacy for equity and inclusion [MyCOMM] with ref. no. 101089752 ERASMUS-
YOUTH-2022-YOUTH-TOG.

The Deliverable 3.3 has been leaded by the partners Young European Federalists (JEF) and Voices of Young
Refugees in Europe (VYRE), and it is the result of the Task 3.3, “Public policy capacity: Train and strengthen
youth migrant organisations in public policy, advocacy and organisational sustainability”.

This third part of the training series was addressed to policy makers and leaders of the targeted youth
organisations.

The training employed an online learning approach:

1) First, an introductory online module was offered in which participants learned about practices and
efforts on advocacy and campaigns for refugees and migrants on the EU level, as well as got equipped
with skills and knowledge to plan their own advocacy strategies.

2) This was followed by a two-day virtual workshop, which served to work in small groups, across
cultural boundaries, to discuss advocacy techniques and co-create common messages and devise
campaigns for the economically and socially vulnerable groups that migrants and refugees represent.

The result was the planning of a national advocacy campaign by the participants, including key messages,
objectives, dissemination channels and impact indicators. These campaigns are presented in next pages.
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PREVIOUS WORK DONE

All the previous work carried out to achieve the results of this deliverable is summarised in the report of the
corresponding Task 3.3 that can be found here:

https://drive.google.com/drive/folders/

Although 28 people participated in this activity, only 10 of them completed the entire exercise of creating a
new campaign. Because they were grouped together, these youth organisation leaders were able to come
up with up to 4 new advocacy campaigns.

SPECIFIC OUTCOMES OF THIS DELIVERABLE

The objectives of Training Series 3 were to “Public policy capacity: Train and strengthen youth migrant
organisations in public policy, advocacy and organisational sustainability”. From this training, participants

contributed to the development of the Deliverable D3.3 — New Advocacy Campaigns Designed for Youth
Organisations.

This resulted in the development of four Advocacy Campaign plannings that will be published on the
MYCOMM Project website for use by the direct target groups.

The Advocacy Campaign plannings (and templates) can be found at the following link:
https://drive.google.com/drive/folders/

In addition, following are screenshots of these Advocacy Campaign plannings that have been produced,
together with a summary of their main characteristics.
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NEW ADVOCACY CAMPAIGNS

1. ADVOCACY CAMPAIGN BY C.P.-M.B.-C.O.C. (CY-IT-IE)

The first one presented was titled, It’s all Greek to me! aiming to provide interpretation services

to asylum seekers in the hospitals of the municipality. The main indicators of impacts are the

following:

- Map out the current state of interpretation services provided in the hospitals of the
municipality.

- Map out the languages the majority of asylum seekers in the area speak.

- Estimate the budget yearly for the upkeep of interpretation services.

A key message that was identified was that health care is a human right and that linguistic
barriers should be overcome.
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MYCOMM - Training Series 3
Advocacy for refugee and migrant rights

Migrant and Refugee Youth Communication
and advocacy for equity and inclusion

Plan your own local or national advocacy campaigns!

You will now have 45 minutes to plan your own advocacy campaigns in pairs according to
the aspects below. Please, make sure to fill in this document together with your partners and
present it to the group at the second half of the Virtual Workshop.

Please make sure that your campaign fits the following aspects:

e |tis a bottom up campaign, organised by individuals, NGOs, unions or other
membership-based organisations.

e You should advocate for changing policy or the implementation practice of a
policy in the field of refugees and migrants.
Your target should be a decision maker or a decision making body.
Your campaign should aim to build on the power of people to put pressure on
decision makers.

e You have to use peaceful tactics or methods.

What is the name of your campaign?
Try to be concise, catchy, and match the goal of your campaign.

It's all Greek to me!

What is your main goal?

Remember the key aspects of a perfect goal from the presentation.

(ex.: Instead of demanding the improvement of the education system, asl for something
more specific - like making sure that the education infrastructure is safe and modernised)

-provide interpretation services to asylum seekers in the hospitals of the municipality
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What are your specific objectives? Set 3 indicators that will help you measure your
impact later on.

(building on the previous example:

S1 - Map out the current state of educational infrastructure

S2 - Refurbish 50 institutions that are in the worst state

S3 - Allocate more budget yearly for the upkeep of institutions.

S1 - Map out the current state of interpretation services provided in the hospitals of the
municipality

S2 — map out the languages the majority of asylum seekers in the area speak

S3 - estimate the budget yearly for the upkeep of interpretation services

Who is your target and why?

Your target in this case should be a decision maker who has the power to change policy. It
is best if you target people, instead of institutions, and the closer the decision maker to
your cause is, the better.

(ex.: In this case it can be the Minister for Education or even someone lower ranking who
has influence on education policy.)

- Management of the local hospital

Who are your allies and who is your audience?
Allies are already supporting you, while your audience you are trying to get on board.
Think also, how you are going to reach your audience further.
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Allies — students of linguistic courses, recognised refugees, 2" generation immigrants
Audience — health care professionals and policy makers

What tactics will you use?

Based on your resources available what ways will you use to spread your message and to
put pressure on decision makers? Use the resources shared with you to get inspired and
find tactics that serve your goal the best.

(ex: Collecting pictures of education institutions in bad shape, spreading the word online,
while collecting signatures for a petition addressed to the Minister of Education)

- Articles, papers
- Petition of asylum seekers
- Social media facebook, Instagram

Testimonies — true stories

What is your key message and what channels do you use to disseminate it?

Try to keep your key message catchy and concise, and use channels and ways for
dissemination that ensure you reach your target audience.

(ex.: For collecting pictures of institutions you might want to reach teachers on teacher’s
mailing lists or in Facebook group’s for teachers. As for disseminating the pictures, you
might want to use different social media channels )

Health care is a human right — linguistic barriers should be overcome
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2. ADVOCACY CAMPAIGN BY GROUP G.L.-A.D. (IT-ES)

This second advocacy campaign, called I give you my welcome aims to help migrants and
refugees with education, work and inclusion in the local community. The main indicators were
identified like this:
- Made an agreement with an organisation that works with homeless population, to
check in the number of migrants being homeless is decreasing.
- Labour insertion, measuring the percentage of migrants and refugees who are still
working on the same jobs after legal assistance, changed jobs or are unemployed.
- Map out local thoughts towards immigration. (political beliefs, vote decisions)

A key message here was to highlight the importance of the inclusion of different people on a
local level, without the fear of “losing the job” due to them or having the fear of someone
different. The ways to disseminate this are social media campaigns on IG, Spotify and
Facebook.
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MYCOMM - Training Series 3
Advocacy for refugee and migrant rights

Migrant and Refugee Youth Communication
and advocacy for equity and inclusion

Plan your own local or national advocacy campaigns!

You will now have 45 minutes to plan your own advocacy campaigns in pairs according to
the aspects below. Please, make sure to fill in this document together with your partners and
present it to the group at the second half of the Virtual Workshop.

Please make sure that your campaign fits the following aspects:

e [tis a bottom up campaign, organised by individuals, NGOs, unions or other
membership-based organisations.

e You should advocate for changing policy or the implementation practice of a
policy in the field of refugees and migrants.

e Your target should be a decision maker or a decision making body.

e Your campaign should aim to build on the power of people to put pressure on
decision makers.

e You have to use peaceful tactics or methods.

What is the name of your campaign?
Try to be concise, catchy, and match the goal of your campaign.

| give you my welcome.

What is your main goal?

Remember the key aspects of a perfect goal from the presentation.

(ex.: Instead of demanding the improvement of the education system, asl for something
more specific - like making sure that the educatfon infrastructure is safe and modernised)

Helping migrants and refugees with education, work and inclusion in the local community.
Organising language courses in local language and english, part of them are online.

Legal assistance for jobs, residency permit and legal assistance for family reunion.

Awareness plan of inclusion towards the local citizens.
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What are your specific objectives? Set 3 indicators that will help you measure your
impact later on.

(building on the previous example:

S1 - Map out the current state of educational infrastructure

52 - Refurbish 50 institutions that are in the worst state

S3 - Allocate more budget yearly for the upkeep of institutions.

S1- Made an agreement with an organisation that works with homeless population, to
check in the number of migrants being homeless is decreasing.

S2 - Labour insertion, measuring the percentage of migrants and refugees who are still
working on the same jobs after legal assistance, changed jobs or are unemployed.

S3- Map out local thoughts towards immigration. (political beliefs, vote decisions)

Who is your target and why?

Your target in this case should be a decision maker who has the power to change policy. It
is best if you target people, instead of institutions, and the closer the decision maker to
your cause is, the better.

(ex.: In this case it can be the Minister for Education or even someone lower ranking who
has influence on education policy.)

Local communities (neightborhoods,, schools, local businesses).

Local communities have a lot on impact on the daily live and the political decisions.
Also the migrant population is going to live inside the city so it’s important to be
embraced by the neightborhoods, avoiding xenophobia waves, hate crimes or
discrimnation. Raising awarness in schools is important since young people are
going to have contact too with the migrant population, and they accept and
normalise their existence, and be aware of their handicaps and background. Local
business would play a big role into offering jobs to migrant people.

Political parties, city council.

The political parties are the ones voicing people’s concerns, and creating,
approving and rejecting policies. It's important that they try to upgrade migrants
rights and situation. Even tho most of the migrant population have no papers, they
are still the citizens they should serve.

NGOs.

The NGOs in the city can work with different collectives and groups in the city. Have
a good relationship with them or even collaobrating with them, can create a merge
of different groups and resources.

Who are your allies and who is your audience?
Allies are already supporting you, while your audience you are trying to get on board.
Think also, how you are going to reach your audience further.
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Allies:

Activists.

Leftists groups, collectives or parties.

Migrants who have their papers situation solved.

Audience:

People who has no awareness of the migrant’s situation.
People that are against migration.

Media.

What tactics will you use?

Based on your resources available what ways will you use to spread your message and to
put pressure on decision makers? Use the resources shared with you to get inspired and
find tactics that serve your goal the best.

(ex: Collecting pictures of education institutions in bad shape, spreading the word online,
while collecting signatures for a petition addressed to the Minister of Education)

Lobbying on local politicians, crowdfunding, local campaigns for inclusion on a local level.
Trying to access funds for development on a local level and european social funds.
Affiliation with NGOs who specialise with instruction and inclusion of refugees and
migrants on a local level, national and european.

Using social media to spread awareness.

What is your key message and what channels do you use to disseminate it?

Try to keep your key message catchy and concise, and use channels and ways for
dissemination that ensure you reach your target audience.

(ex.: For collecting pictures of institutions you might want to reach teachers on teacher’s
mailing lists or in Facebook group’s for teachers. As for disseminating the pictures, you
might want to use different social media channels )

The message it's the importance of the inclusion of different people on a local level,
without the fear of “losing the job” due to them or having the fear of someone different. The
ways to disseminate this are social media campaigns on IG, spotify and facebook. We will
also show the benefits for the local communities for having immigrants. For example we
can show migrants who are finding employment at local workshops, trying to revitalise
trends and traditions who aren’t any more in use
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3. ADVOCACY CAMPAIGN BY GROUP R.F.-0.K.-T.T. (CY-TR-IE)

The third campaign with the title of Social integration to give access to education to migrants
and refugees has the goal of making sure the education system is more inclusive for everyone
including refugees. Key impact indicators here are:

Fostering Inclusive Communities

- Indicator 1: Measure the increase in the number of events and activities promoting
social integration, such as cultural festivals and workshops, and track the attendance
and participation of both migrants and local community members.

Changing Perceptions and Reducing Stereotypes

- Indicator 2: Conduct pre- and post-campaign surveys to assess the change in public
perceptions and attitudes toward migrants and refugees. A positive shift in the results
would indicate progress.

Empowering Migrants and Refugees

- Indicator 3: Monitor the number of migrants and refugees actively participating in
community organizations, job training programs, or educational initiatives, and assess
their progress in terms of social integration and self-sufficiency.

And the key message to be disseminated on social media was Celebrating Diversity.
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MYCOMM - Training Series 3

Advocacy for refugee and migrant rights
Migrant and Refugee Youth Communication
and advocacy for equity and inclusion

Plan your own local or national advocacy campaigns!

You will now have 45 minutes to plan your own advocacy campaigns in pairs according to
the aspects below. Please, make sure to fill in this document together with your partners and
present it to the group at the second half of the Virtual Workshop.

Please make sure that your campaign fits the following aspects:

e |tis a bottom up campaign, organised by individuals, NGOs, unions or other
membership-based organisations.

e You should advocate for changing policy or the implementation practice of a
policy in the field of refugees and migrants.
Your target should be a decision maker or a decision making body.
Your campaign should aim to build on the power of people to put pressure on
decision makers.

e You have to use peaceful tactics or methods.

What is the name of your campaign?
Try to be concise, catchy, and match the goal of your campaign.

Social intergration to give access to education to migrants and refugees

What is your main goal?

Remember the key aspects of a perfect goal from the presentation.

(ex.: Instead of demanding the improvement of the education system, asl for something
more specific - like making sure that the education infrastructure is safe and modernised)

Making sure the education system is more inclusive for everyone ( because of the lack of
funds many refugees do not have access to English courses)

We want the government to make it possible for the migrants and refugees to have access
to English courses schools by changing the laws to give them access to those schools.
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What are your specific objectives? Set 3 indicators that will help you measure your
impact later on.

(building on the previous example:

S1 - Map out the current state of educational infrastructure

S2 - Refurbish 50 institutions that are in the worst state

S3 - Allocate more budget yearly for the upkeep of institutions.

Fostering Inclusive Communities

- Indicator 1: Measure the increase in the number of events and activities promoting social
integration, such as cultural festivals and workshops, and track the attendance and
participation of both migrants and local community members.

Changing Perceptions and Reducing Stereotypes

- Indicator 2: Conduct pre- and post-campaign surveys to assess the change in public
perceptions and attitudes toward migrants and refugees. A positive shift in the results
would indicate progress.

Empowering Migrants and Refugees

- Indicator 3: Monitor the number of migrants and refugees actively participating in
community organizations, job training programs, or educational initiatives, and assess their
progress in terms of social integration and self-sufficiency.

Who is your target and why?

Your target in this case should be a decision maker who has the power to change policy. It
is best if you target people, instead of institutions, and the closer the decision maker to
your cause is, the better.

(ex.: In this case it can be the Minister for Education or even someone lower ranking who
has influence on education policy.)

Migrants - they are the principal stakeholders

Refugees- they are also part of the Minority groups

Policy makers - we want them to change the policy for migrants and refugees to have
access to English courses schools Nation wide.

MEP 's , policy makers & Legislators - Both elected officials and can participate in
advocacy efforts to raise awareness at the EU level about the challenges faced by
migrants and refugees, combating stereotypes and fostering understanding in our locality
and nation wide.

influencers - to give visibility and to engage many citizens to join our campaign and bring
in more yoth

International Organisations ( UN , EU, UNCHR) - to have access to fundings

Who are your allies and who is your audience?
Allies are already supporting you, while your audience you are trying to get on board.
Think also, how you are going to reach your audience further.

Furopesn tnen ERASMUS YOUTH 2022 YOUTH-TOG-LOT2 PRI

J ‘ 2
YOUNG J Ny
Co-funded by the Grant Agreement: 101089752-MYCOMM EUROPEAN ey




TRAINING REPORT SERIES IMPLEMENTATION
PART 3

Our allies include local NGOs, artists, educational institutions, and community leaders who
actively support our campaign for social integration of migrants and refugees. They
collaborate with us on various initiatives and share our mission. Our primary audience
consists of local residents, businesses, government officials, youth, and the wider
European community, including MEPs and European organizations. To reach our
audience, we employ diverse strategies, from social media engagement and community
events to educational partnerships and grassroots initiatives.

What tactics will you use?

Based on your resources available what ways will you use to spread your message and to
put pressure on decision makers? Use the resources shared with you to get inspired and
find tactics that serve your goal the best.

(ex: Collecting pictures of education institutions in bad shape, spreading the word online,
while collecting signatures for a petition addressed to the Minister of Education)

We will employ a multifaceted approach to spread our message and influence decision
makers. This includes organizing cultural events and art exhibitions that celebrate
diversity, using social media platforms to share campaign updates and stories of
successful integration, conducting educational workshops in collaboration with local
schools and universities, and engaging in direct outreach within the community. To put
pressure on decision makers, we will leverage media partnerships for broader coverage,
collaborate with local businesses to provide job opportunities for migrants and refugees,
and work closely with local government officials to advocate for policies that support social
integration. These tactics aim to create a comprehensive and sustainable strategy that
uses the available resources to promote our cause effectively.

What is your key message and what channels do you use to disseminate it?

Try to keep your key message catchy and concise, and use channels and ways for
dissemination that ensure you reach your target audience.

(ex.: For collecting pictures of institutions you might want to reach teachers on teacher’s
mailing lists or in Facebook group’s for teachers. As for disseminating the pictures, you
might want to use different social media channels )

Our key message is "Celebrating Diversity." We aim to foster inclusivity and challenge
stereotypes about migrants and refugees by showcasing the positive contributions they
bring to our community. We disseminate this message through social media platforms like
Facebook, Instagram, and Twitter to reach a broad online audience. We also use
community events, educational partnerships, and local media outlets to engage with the
local population, businesses, government officials, and youth. By employing a mix of
digital and offline channels, we ensure that our message reaches our target audience
effectively, fostering a culture of unity and social integration within our community.
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4. ADVOCACY CAMPAIGN BY GROUP L.K.-M.T. (DE-FR)

Finally, the last campaign that was shared was named Empowering Futures Together, aiming
to enhance language learning to newly arrived immigrant children in the country. Indicators
identified are:
- Locate people in the country coming from similar backgrounds to offer themselves
to receive these children.
- Form and navigate a group of volunteering natives that would be able to make it
possible, by teaching the country’s language.
- Contact local public entities that would offer their spaces where these activities could
take place.

A key message of the campaign to be shared was to act as cultural bridges: Solidarize through
voluntary language teaching to empower future generations.
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MYCOMM - Training Series 3

Advocacy for refugee and migrant rights
Migrant and Refugee Youth Communication
and advocacy for equity and inclusion

Plan your own local or national advocacy campaigns!

You will now have 45 minutes to plan your own advocacy campaigns in pairs according to
the aspects below. Please, make sure to fill in this document together with your partners and
present it to the group at the second half of the Virtual Workshop.

Please make sure that your campaign fits the following aspects:

e [tis a bottom up campaign, organised by individuals, NGOs, unions or other
membership-based organisations.

e You should advocate for changing policy or the implementation practice of a
policy in the field of refugees and migrants.

e Your target should be a decision maker or a decision making body.

e Your campaign should aim to build on the power of people to put pressure on
decision makers.

e You have to use peaceful tactics or methods.

What is the name of your campaign?

Empowering Futures Together

What is your main goal?

Enhance language learning to newly arrived immigrant children in the country.

What are your specific objectives? Set 3 indicators that will help you measure your
impact later on.

Indicators:
1. Locate people in the country coming from similar backgrounds to offer themselves
to receive these children.
2. Form and navigate a group of volunteering natives that would be able to make it
possible, by teaching the country’s language.
3. Contact local public entities that would offer their spaces where these activities
could take place.
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Who is your target and why?

Native or immigrant people currently living in the receiving country.
Because without them, there is no power to change their situation and futures.

Who are your allies and who is your audience?

Allies: NGOs
Audience: the citizens

What tactics will you use?

Social media: Instagram and TikTok
Posters in crowded streets and education institutions such as schools and universities.

What is your key message and what channels do you use to disseminate it?

Cultural Bridges: Solidarize through voluntary language teaching to empower future
generations.
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Migrant and Refugee
Youth Communication
and advocacy for equity
and inclusion

Disclaimer: "Funded by the European Union. Views and opinions expressed are however those of the author(s) only and do not necessarily
reflect those of the European Union (EU) or the European Education and Culture Executive Agency (EACEA). Neither the European Union nor or
the European Education and Culture Executive Agency (EACEA) can be held responsible for them".

J . /)
YOUNG J L

Co-funded by the Grant Agreement: 101089752-MYCOMM EUROPEAN iy
European Union FEDERALISTS T
ERASMUS YOUTH 2022 YOUTH-TOG-LOT2 VYRE
Vkmofvanguteoms i e




