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International Centre for Policy Advocacy

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

• Advocacy support organisation
• Peer learning towards community of practice
• Evidence & testing
• Piloting & Scaling what works

• Policy Training Team within Open Society Institute – 2002 to 2011

• Registered in Berlin as a non-profit company (gGmbH) in 2012
• Demokratie Leben Pilot Project – Reframe the Debate! (2017-2019)
• Demokratie Leben Pilot Project – RESET (2020-2024)

Public Attitudes 
& Narratives

Public Policy

‘ https://icpolicyadvocacy.org/

https://icpolicyadvocacy.org/


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

https://www.narrativechange.org/de/new-narratives-lab

https://www.narrativechange.org/de/new-narratives-lab


Migration & Civic Space



#KommMit Pilot Coalition (2023)
Core working Group

Support Organisa.ons

https://www.narrativechange.org/de/kapitel-3-das-kommmit-pilotprojekt

https://www.narrativechange.org/de/kapitel-3-das-kommmit-pilotprojekt


Migration Comms Strategy Workshop



Session - Aim & approach
The aim is to provide insight into a value-based approach to narrative change and share ICPA experience 

of supporting a real campaign pilot to further illustrate the process & practice and be the basis to reflect 

on the comms, advocacy and engagement work of participants. 

1. The Challenge & the Power of Frames
2. Targeting the movable middle 
3. Campaign Case: #KommMit – CLAIM Allianz
4. Message Testing & Evaluation
5. Common challenges to Narrative Change
6. Longer-term change using Strategic Communications
7. Discussion

Empirically-
driven 

approach



1. The Challenge & Power of Frames



Challenges & Data Sources

Quickly share your experience:

• Challenges you face in engaging the public on migra6on issues

• Your sources of public a>tude data









Challenges – pushing back the 
mainstreaming

• Polarisation in the debate

• Real danger = mainstreaming of populist narratives in Germany & 
Europe

• Populists setting the agenda and progressives in reactive mode –
stuck in countering negative narratives

• Usual approaches not working in highly emotional debate

https://www.narrativechange.org/de/kapitel-2-narrative-change-als-advocacy-ansatz

https://www.narrativechange.org/de/kapitel-2-narrative-change-als-advocacy-ansatz


More a lecture than a conversation

British Future (2014), 
How to talk about 
Immigration 



The power of frames





Central Elements of a Frame

• Problem & Causes
• Good & Bad Guys
• Solu?ons & 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 even ‘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)

https://www.narrativechange.org
/de/kapitel-4-2-die-kommmit-
strategie-messaging

https://www.narrativechange.org/de/kapitel-4-2-die-kommmit-strategie-messaging


Empirically-driven Narrative Change

Source: ICPA Strategic Comms Knowledge Base

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


Well established & applied
Fields
Political 
Communication

Behavioural 
Economics
Social Psychology
Cognitive 
Linguistics
Negotiation & 
Conflict 
Transformation
Policy analysis 

Projects
Migration Exchange (UK) - British Future, IMIX, COMPAS

European Programme for Integration & Migration (EPIM)

Social Change Initiative (Europe)
Never Alone Initiative (Italy)
11.11.11 Coalition (Belgium)
America’s Voice (USA)
The FrameWorks Institute (USA)
The Narrative Initiative (USA)



2. Targeting the Middle



Targeting the middle



Target Audience/Segment

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



https://www.narrativechange.org/sites/defa
ult/files/inline-files/DE%20-
%20RESET%20segment%20profiles%20-
%20Jan%202021.pdf

https://www.narrativechange.org/sites/default/files/inline-files/DE%20-%20RESET%20segment%20profiles%20-%20Jan%202021.pdf


Why the Established?
Only 17% of the German popula?on (17%), but outsized level of influence at
community level

1. Rather posi9ve on migra9on, but less so on Muslims. Important challenge & solid
founda?on.

2. Big community par9cipators, joining clubs and associa?ons, so are influen?al. NGOs
know them as important stakeholders in their own communi?es.

3. Mostly parents and grandparents, they are opinion leaders in their families and
communi9es (and definite voters).

4. They are not the lowest hanging fruit in the movable middle, so if the pilot works, it
shows broader poten?al.



Both/And, Not Either/Or



3. Reframing 
Campaign 
Case –

Come join 
us!/CLAIM 
Allianz 
members

https://komm-mit.org

https://komm-mit.org/


Finding overlapping values



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



Shared lives

Experiences
/

Interactions

Challenges

Bring 
values to 

life in 
stories

Aspirations

Using mostly a 
show, not tell 

approach

https://www.narrativechange.org/de
/kapitel-5-3-die-stories-
protagonistinnen

https://www.narrativechange.org/de/kapitel-5-3-die-stories-protagonistinnen




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

https://www.narrativechange.org/de/message-testing-methods

https://www.narrativechange.org/de/message-testing-methods


#KommMit Pitch

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.

https://komm-mit.org

https://komm-mit.org/


A8 Video –
Apprenticeship & 
Mentoring

https://www.youtube.com/@Kommmit23

https://www.youtube.com/@Kommmit23


Value-based narrative change



#KommMit – Value based approach 
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



4. Testing & Evaluation



#KommMit Pilot Evaluation

Reach

1 2 3

4.  Campaign evaluation levels

Response Uptake

Engage right people? How 
many?

Engagement, Responses/ 
Sen<ment, A>tude shi@

Key people using your frame, Earned 
Coverage, Proposal Accepted

http://www.narrativechange.org/toolkit/51-develop-evaluation-design

http://www.narrativechange.org/toolkit/51-develop-evaluation-design


#KommMit Social Media Pilot

Ads
• Facebook
• Instagram

Videos
• Engagement
• Find out more?

Landing page
• Ayoub story
• Yusuf story
• Campaign 

pitch& info

See campaign videos: https://www.youtube.com/@Kommmit23

https://www.youtube.com/@Kommmit23


The Involved

1. Key Response Result 1 ✅

• Trails on videos and storyboards for 3 protagonists
• Swayable for videos + Fast Facts for Storyboards
• Big investment for the pilot https://www.narrativechange.org/de/

kapitel-3-das-kommmit-pilotprojekt

https://www.narrativechange.org/de/kapitel-3-das-kommmit-pilotprojekt


Randomised Controlled Trails



2. Key Reach Result ✅

1. We reached 9% of the Established in the target regions vs target of 4-5%
2. At half the market rate (€1.44 CPM vs €3.20)
3. 200k people for 2,500€

4%

9%

0% 1% 2% 3% 4% 5% 6% 7% 8% 9% 10%

Benchmark

% of target audience reached

200,000 “Established” reached 



3. Key Response Result 2 ✅

1. Engagement and traffic to KommMit.org 3x higher than expected
2. 80% posi?ve or neutral & 20% nega?ve or mixed
3. Only 1% strongly nega?ve responses or hate speech



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


5. Common challenges to Narrative Change
What Narrative Change is ✅ What Narrative Change is not ❌

A compliment to more facts and rights-driven advocacy A replacement for facts and rights-driven advocacy

A pragmatic solution to win back the middle ground 
in a polarising debate

Giving up on your principles or 
denying a power/rights-based analysis

An emotionally smart way to have difficult 
conversations with sceptics

A way to avoid confronting people about their 
discriminatory views

Finding overlapping values as an authentic 
starting point to open a conversation Trying to please the audience to convince them

Expansion of your advocacy toolbox that compliments 
the messaging to your supporter base A way to lose your existing supporter base

Committed 
to having 
difficult 

conversations

https://www.narrativechange.org/de/kapitel-2-narrative-change-als-advocacy-ansatz

https://www.narrativechange.org/de/kapitel-2-narrative-change-als-advocacy-ansatz


Key resource (2024)

• In-depth Step by step though the 
#KM pilot

• From strategy to stories to testing 
to rollout 

• Messaging approach
• Adopt or adapt the approach

hRps://www.narraSvechange.org/de/toolkit/die-kommmit-toolbox-narraSve-change-praxis-zur-foerderung-des-gesellschaUlichen

https://www.narrativechange.org/de/toolkit/die-kommmit-toolbox-narrative-change-praxis-zur-foerderung-des-gesellschaftlichen


6. Longer-term change using Strategic 
Communications



Strategic Comms as a Theory of Change

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

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



