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IOM X THE GAMBIA – ASSESSMENT - MARCH 2020 

Summary: 

This report presents the results of the IOM X ‘s WAKA Well campaign on the Knowledge, Attitudes, and Practices (KAP) towards safe 

migration of the young population of Brikama, West Coast Region, in the Gambia. The assessment was based on two rounds of data 

collection. The first round, implemented in November 2020 to 400 young residents of this city, served to inform the content and 

dissemination strategy of the campaign and to determine the baseline KAP of the target population. A second round was conducted to 

the same respondents on March 2021 to assess the scope and results of the campaign on the KAP of the target population. 

Main findings: 

• At baseline it was found that 1 out of 3 respondents use social media as their main source of information, among them 67% use 

WhatsApp and Facebook. These findings informed the communication strategy of the campaign. 

 

• The IOM X’s Waka Well campaign was able to reach 76% of the target population. 62% of them were reached via TV. 

 

• The largest positive changes associated with the campaign were on the knowledge that the target population have about safe 

migration:  those having some idea of the cost that smugglers charge increased 17 percentage points and the proportion of 

people aware that a visa is not needed for West African countries increased 15 percentage points after the campaign. 

 

• The reported intention to migrate irregularly decreased from baseline to endline: those claiming that it is unlikely that they will 

attempt to migrate to Europe without a visa increased 14 percentage points after having been reached by the campaign. 

 

• The KAP score, which measures the overall Knowledge, Attitudes, and Practices of the target population towards safe migration 

improved from 0.65 at baseline to 0.75 after the campaign: On average, at endline, 7.5 out of the 10 KAP questions were 

answered in a way that showed awareness about irregular migration.   
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WAKA Well by IOM X 

First launched in Asia in 2014, IOM X is an awareness raising campaign that encourages safe migration and public action to stop 

exploitation and human trafficking. Impact assessments have shown that the project’s target audiences adopted more positive attitudes 

and behaviours, helping to protect themselves and others from exploitation and human trafficking. At the core of IOM X’s success is 

recognition that simply communicating solutions in a unidirectional way, even with the best of intentions, is not enough. To create 

meaningful and sustained change in opinions, attitudes and behaviours, IOM X moves beyond classic awareness raising. Within a 

Communication for Development (C4D) framework, the project works directly with communities to co-develop messages and adapted 

communication tools. 

In 2019, IOM X adapted its model to the West African context in two pilot countries, Guinea and Nigeria. WAKA Well by IOM X launched in 

the two countries in December 2019, generating strong online engagement and media attention. The pilot phase of IOM X West Africa in 

2019 identified a clear need for accurate information on migration and local opportunities for young people, as well as a strong desire by 

community members to be active leaders in the design of messages and content targeted at their peers. IOM X The Gambia replicated this 

model while adapting it to the Gambian context. The tried-and-tested C4D model for community engagement served as a basis for activity 

design, with a heavy focus on impact measuring. 

All the videos and content of the campaign can be accessed at: 

 

https://wakawell.info/en/gambia/  

 

 

 

 

https://wakawell.info/en/gambia/
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METHODOLOGY 

Waka Well by IOM X partnered with Ultimate Partners (UPi) to conduct a panel phone survey to help inform the design of campaign in The 

Gambia and to assess its effect on the Knowledge, Attitudes and Practices (KAP) that the young population of Birkama have towards safe 

migration. The baseline survey was conducted in November 2020 and a follow-up round, in which the same respondents from baseline 

were re-interviewed, was implemented in March 2021. 

 

DATA 

The data is based on a two-stage, random sample of 

households in Brikama. The sampling frame of 11,000 

households was established through a comprehensive 

household survey in Brikama in 2019 conducted by UPi. 

In the first stage, a total of 500 phone numbers were randomly 

selected to explore whether a young person (aged between 15 

and 35 years) lived in that household, and thus could be 

considered eligible. Once a list of males and females of the age 

group of interest was defined, a second random selection was 

undertaken to define a final sample of 400 individuals.   

The baseline and endline surveys were conducted in December 

2020 and in February 2021. The survey firm was able to 

conduct both interviews to 76% of the original sample. 

METHODS 

To measure the results of the campaign on KAP towards safe 

migration, the questionnaire was divided into three separate 

modules. In each module, relevant questions were asked to assess 

the knowledge of respondents about safe migration, their attitudes 

towards migrating irregularly, and their intention (practice) to 

migrate. These modules were implemented to the same 

respondents before and after the campaign was implemented. 

The analysis was based on a scoring method: one point was given if 

the answer provided indicated a good understanding of the 

dimension. The total score for each module was divided by its total 

number of questions.  

The observed difference between baseline and endline is assumed 

to be the effect that the campaign had on the KAP of the target 

population.  
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SAMPLE- DEMOGRAPHIC PROFILE 

• 400 people from 12 different settlements in Brikama participated in the phone survey. 

• 56% of them were male and 44% were female. 

• The average respondent is 23.8 years old.  

• 301 respondents (76%) participated in both the baseline and endline rounds of the survey. 

 

SEX 

 

 
  

RESPONDENTS BY AGE GROUP 
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SAMPLE - SOCIOECONOMIC CHARACTERISTICS 

• 6 out of 10 respondents have attained secondary education or higher.  

• Almost 3 out of 10 are currently employed. 

• Only 15% of females are employed. 

 

EDUCATIONAL ATTAINMENT BY CITY 

 

CURRENTLY EMPLOYMED 
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DESIGN OF THE CAMPAIGN’S CONTENT – INFORMATION NEEDS ABOUT MIGRATION (BASELINE) 

Apart from collecting baseline information about Knowledge, Attitudes, and Practice towards safe migration, the first round of the survey aimed 

to inform the campaign about the main needs of information that the young population have about this topic. The results showed that 53% of 

respondents claimed to have “a little” or “none” information about safe migration and that 62% would like more information about ways to 

migrate legally. These findings helped to design the content of the campaign.  

 

WHAT KIND OF INFORMATION ABOUT SAFE MIGRATION WOULD YOU LIKE TO HAVE? 
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DESIGN OF THE CAMPAIGN’S CONTENT - PREPARATIONS FOR A POTENTIAL JOURNEY 

During the first round of the survey, the target population was asked whether they have made any preparations for a potential journey and 

which preparations they have made. It was found that, out of those who have prepared, 54% have saved money, 49% have had applied for a visa, 

and 10% have contacted a facilitator/smuggler. These findings were relevant to understand which type of content the campaign should include 

to provide information about safe migration. 

 

WHICH TYPE OF PREPARATIONS HAVE YOU MADE FOR A POTENTIAL JOURNEY TO EUROPE? 
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DESIGN OF THE CAMPAIGN – MAIN SOURCES OF INFORMATION (BASELINE) 

The baseline survey helped to understand that 3 out of 10 of the respondents use social media as their main source of information, and among 

them 69 percent use WhatsApp and 11% have a Facebook account. Apart from these social media platforms, 26% of the target population use 

TV to stay informed. This information collected at baseline was used to inform the design and the overall communication strategy of the 

campaign.   

 

WHICH SOURCE OF INFORMATION DO YOU USE? 
 

 

WHICH SOCIAL MEDIA DO YOU USE? 
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EFFICIENCY OF THE CAMPAIGN: SCOPE  

Based on the findings from baseline the campaign decided to deliver the messages on Radio, TV, Facebook, Instagram, and Twitter. Some of the 

key messages were around: Safe migration procedures for Gambians, and job opportunities in the Gambia. 

• 60% of the target population have heard about the IOM X’s Waka Well campaign.  

• From those, 62% heard about it via radio, 59% via TV, and 20% through Facebook. 

• 67% of those who have heard about the campaign perceived that the main message was to inform about the risks of irregular migration 

and for 34% the main message was about informing on existing opportunities in the Gambia. 

 

HOW DID YOU HEAR ABOUT THE CAMPAIGN? 

 

WHAT DO YOU THINK IS THE CAMPAIGN’S MESSAGE? 

 



                                                                                                                                     

10 
 

RESULTS - KNOWLEDGE ABOUT MIGRATION 
• Overall, WAKA Well is associated with an increase of the knowledge about migration of those reached by the campaign. 

• The largest positive change was on the knowledge that the target population have about the amount that smugglers charge. 

• The proportion of people knowing that there is no need to hold a visa for West African countries increased from 51% to 66%. 

• And the proportion of people being informed about employment, entrepreneurship, or education opportunities in the Gambia increased 

20 percentage points among females and 1 percentage points among males. 

 

EFFECT ON KNOWLEDGE ABOUT IRREGULAR MIGRATION 
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RESULTS – ATTITUDES TOWARDS MIGRATING IRREGULARLY 

EFFECT ON ATTITUDES 

 

 

 

• Overall, the results indicate the desired 

attitudinal changed proposed by the 

campaign. This holds for all the indicators 

except for the perception that migration 

is the only way to improve one’s life. 

 

• The largest positive change was on the 

perception that opportunities can be 

found in the Gambia. This perception 

increased from 80% to 91% among those 

young people who were reached by the 

campaign. 
  

• Overall, the perception about the risk 

that involves migrating to Europe 

increased 6 percentage points from 

baseline to endline. However, a largest 

positive perception change occurred 

among the women who were reached by 

the campaign. The change in perception 

about this subject among men is 

marginal. 
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RESULTS – PRACTICE (INTENTION) TO MIGRATE 

CHANGES ON PRACTICE TOWARDS SAFE MIGRATION 

 

 

Overall, the intention to migrate irregularly 

decreased among females and males. 

 

At baseline, 71% of the respondents 

reported that it was unlikely that they will 

attempt migrating to Europe without a visa. 

The proportion of young people that are 

unlikely to attempt this increased 14 

percentage points after having been 

reached by the campaign. This positive 

difference is larger among women. 

 

Moreover, the percentage of people who 

think to have enough information about 

safe migration increased about 10 

percentage points from baseline to endline. 

 

Finally, the proportion of people who has 

decided not to prepare for a potential 

journey to Europe increased 12 and 9 

percentage points among females and 

males respectively. 
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KNOWLEDGE, ATTITUDES, AND PRACTICES ON MIGRATION 

The KAP score, which measures the overall Knowledge, Attitudes, and Practices of the target population towards safe migration1 improved from 

0.65 at baseline to 0.75 after the campaign. The largest positive change was on the knowledge and practice dimensions, both had an increment of 

0.12 points. The lowest positive changes are associated with the attitudes that the young population have towards safe migration. The changes on 

the female population were larger than the ones observed on the males for every dimension of the KAP score. 

OVERALL EFFECTS ON THE KAP SCORE 

 
 

1 See Annex for detail 
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ANNEX – METHODOLOGY FOR THE KAP SCORE 

To measure the results of the campaign on KAP towards safe migration, the questionnaire was divided into three separate modules. In each 

module, relevant questions were asked to assess the knowledge of respondents about safe migration, their attitudes towards migrating 

irregularly, and their intention (practice) to migrate. These modules were implemented to the same respondents before and after the campaign 

was implemented. 

The analysis was based on a scoring method: one point was given if the answer provided indicated a good understanding of the dimension. The 

total score for each module was divided by its total number of questions. 

 

Knowledge Score is 1 if answer: 
Do you know where to apply for a passport Yes 
Do you need a visa for West African countries No 
Do you have some idea of how much smugglers charge? Different from "I don't' know at all" 
Are you informed about employment, entrepreneurship, or education in the Gambia? A little bit or a lot   

Attitude Values 
Is migration the only way to improve your life? Disagree or strongly disagree 
Is migrating to Europe risky? Agree or strongly agree 
If you work hard you can find opportunities in the Gambia Agree or strongly agree 
  
Practice Values 
How likely is that you will attempt to migrate to Europe even without a visa in the next two years? Unlikely or Zero chance 
Do you think you have enough information about safe migration? Yes 
Have you made any preparations for a potential journey to Europe? No 
 


