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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
• Working across sectors
• 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 
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Migration & Civic Space



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



#KommMit Pilot Coalition (2023)



Lecture – Earlier today
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 work of participants. 

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

Empirically-
driven 

approach



Workshop – Aim & Approach
The aim is to build insight into the key steps in star+ng to build an authen+c, 

empirically-driven, value-based narra+ve strategy to reach to the movable middle. 

1. Baseline research to start building a strategy
• Segmentation research 
• Campaign Case: #KommMit – Getting to know ‘The Established’

2. Positive Value Mapping exercise – finding an overlapping value space
3. The next steps to a tested a campaign concept
4. Discussion & reflection



Empirically-driven Narrative Change



1. Baseline research to start building a 
strategy



Steps to a strategy



Resources for Step 1

 Segmentierung der deutschen Bevölkerung zu Einstellungen  
zu Migration/Integration & Islam/Muslim*innen (2019) 

 

Entwickelt durch den Research and Evaluation Hub, ICPA-Inkubator für Strategische Kommunikation.  
Die Profile basieren auf zwei Quellen: 1) Segmentierungsdaten der More in Common 2019 Studie - https://www.dieandereteilung.de & 2) Segmentierung von Umfragedaten zu den Einstellungen der deutschen Öffent-
lichkeit zu Migration, Muslim*innen und Islam aus einem Swayable-Test von Kampagnenmaterialien, der 2019 durchgeführt wurde, mit einer von ICPA in Auftrag gegebenen Analyse von Dr. James Dennison (Migration 
Policy Centre) 2020 

4) Die Pragmatischen  
Misstrauisch gegenüber Migration/Islam, unsicher, pragmatisch, unpolitisch, jung  
 
Zentrale Themen: Gerechte Löhne; Altersvorsorge/Rente; bezahlbarer Wohnraum  
Einstellungen zu Migration Ängste & Demografie 

Wirtschaft 

• Unsicher, ob Migration gut für die 
Wirtschaft ist 

• Einige denken, dass sie Vorteile für 
Arbeitgeber*innen hat  

• Neigen dazu zu denken, dass sie die 
Sozialsysteme nicht stärken wird 

• Stimmen aber zu, dass Migrant*in-
nen der 2. & 3. Generation gleich viel 
beitragen 

Kultur 

• Unsicher, ob Migration gut für das 
kulturelle Leben ist 

• Geteilt zur Frage, ob Migration zu 
einem Verlust von „Deutsch-Sein“ 
führen wird 

• Manche fühlen sich wie „Fremde 
im eigenen Land“ 

• Unsicher, ob Menschen mit ver-
schiedenen Hintergründen & 
Glauben gut zusammenleben 

Vertrauen & Ängste 
• Ziemlich misstrauisch 
• Neigen dazu, sich wertgeschätzt 

zu fühlen 
• Fühlen sich wirtschaftlich etwas 

ausgegrenzt 
• Unsicher, ob sie sich als Bür-

ger*innen zweiter Klasse fühlen 
• Neigen dazu, zu denken, dass 

sich die Welt zu schnell ändert 
• Neigen zum Gefühl der Kontrolle 

über ihre Zukunft  

  

• Gespalten in ihrer Zufriedenheit 
mit der Demokratie  

• Neigen dazu, Politiker*innen nicht 
zu vertrauen 

• Frustriert mit „Political Cor-
rectness” 

• Insgesamt besorgt über Rechts-
extremismus 

Islam/Muslim*innen 

• Denken insg., dass Islam & deutsche 
Gesellschaft inkompatibel sind 

• Unsicher, ob Muslim*innen Teil der 
Gesellschaft sind 

• Stimmen nicht zu, dass Muslim*in-
nen ähnliche Werte wie sie vertreten 

• Aber einige sind besorgt über die Ab-
lehnung von Muslim*innen in der Ge-
sellschaft 

Sonstiges 

• Unsicher, ob Migrant*innen versu-
chen, sich zu integrieren 

• Sagen eher, dass gut integrierte 
„Gastarbeiter“ bleiben können 

• Glauben eher, dass Migration zu 
mehr Kriminalität führt, sind aber 
uneins, ob sie zu Verlust staatli-
cher Kontrolle führt 

• Stimmen eher zu, dass Geflüch-
tete Asyl verdienen  

Demografie 

• Jüngste (56% 18-39) 
• Höchster Anteil mit Migrationshintergrund (1 von 5) 
• Eher vorstädtisch 
• Eher katholisch 
• Unsicher, wen sie wählen, aber einige Anhänger*innen von Union, SPD & 

AfD  
• Durchschnittliche Bildung & Einkommen 

Blau: Swayable; Schwarz: More in Common 



Frame map of the social media debate 2020

1. Parallel Society

2. „Us“ versus „Them“

3. Openness4. Instability

5. Diversity

6. Deprivation 7. PragmaEsm

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





Source: More in Common (2019) Die andere deutsche Teilung: Zustand und Zukun?sfähigkeit unserer Gesellscha?

More in Common Segmentation (2019)



Segmentation approach in general

Source: More in Common (2017) German Segmentation Study on Attitude to Migration

Put simply:

1. Group people based on 
similarity of attitude

2. Then find out who the 
group are (e.g. Anxieties 
and Demographics)



• Personify the middle, e.g. Bernhard -> 

• Role playing

• Difficult at the start, 
but it gets easier!

• Key immersion thru focus group 
observaBon – research to 
names/emoBons 

Personify the middle



Target Audience/Segment

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



Activity 2 - Summarising the middle

More in Common (2018) Hidden Tribes: A Study of America’s Polarized Landscape. 



Our Summary of the Established

• Quite pro-migration, pro-democracy, rule-following, Centrist, 
oldest

• Ziemlich migrationsfreundlich, pro-demokratisch, 
regelkonform, zentristisch, älteste Gruppe 



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

1. Rather positive on migration, but less so on Muslims. Important challenge & solid
foundation.

2. Big community participators, joining clubs and associations, so are influential.
NGOs know them as important stakeholders in their own communities.

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

4. They are not the lowest hanging fruit in the movable middle, so if the pilot works, it
shows potential.



2. Positive Value Mapping



Finding overlapping values



Steps to a strategy



Moving to an overlapping value space

What the research doesn’t give us

• Where the value overlap is – step to positivity

• What to say/message – or will this work?

“positive value map” as the stepping stone

• Working from the values of the target segment in the debate

• Then map their positive value space

• Look for a workable overlap

+



Self concept of people



Mapping their view of 
themselves in the debate





Example from Italian Group –
“Disengaged Moderates” 



After mapping, discuss:

From the groups you idenBfied, mark the values:
• that you would be happy to build a message 

on, &
• the ones that would be suitable for your 

target opening/debate/event. 
This should be overlapping value/resonant 
space on which you can build posiBve messages.



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



Both/And, Not Either/Or



3. Next steps to a tested campaign concept



Empirically-driven Narrative Change



Responsibility/
contribu2on/
Par2cipa2on

Jus2ce/
Stability/
Security

Intergenera2onal 
Future

Togetherness/
Interdepence/ 
Solidarity

#KommMit Value Appeals



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





Testing & Evaluation

• Message Tes(ng (Forma&ve Evalua&on) 
• Is this working? Are we going in a good direc<on? 
• During the development process
• Adjust & scale what’s working
• Can be part of the monitoring process

• Campaign Evalua(on (Summa&ve Evalua&on) 
• Did it work? 
• ASer the process/campaign rollout



#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.



Testing Methods used in #KommMit

Tes$ng the campaign concept Testing & Evaluating the campaign 
content

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

4. Randomised 
Controlled Trials



Group 1 Group 2

The Established

The Involved

1. Focus Groups

• 2 online groups x 6-8 people from target group
• Campaign group observing

• Testing the values appeals, campaign pitch, 1st draft content in storyboards
• Opportunities and Challenges in the results 



The Involved

2. National Poll on Topline 
Narratives 

• IPSOS Fast Facts Panel Survey 
• Sample size = 1000 people
• Our expert segmented the data 

0

1
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4
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8

Stronger Together- Challenge Stronger Together- Hope Shared challenge of moving Artisans & intergenerational
future

Overall mean Established

Unsure

Agree



Key resource (2024)

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

• From strategy to stories to tes2ng 
to rollout 

• Messaging approach
• Adopt or adapt the approach

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

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


Strategic Comms as a Theory of Change

Link: h(ps://www.narra0vechange.org/toolkit/what-strategic-communica0ons

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



