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58% are online. 55% are active 
social media users.

141% have a 
mobile phone.

41% use a smart 
phone to access 

the Internet.

Of the 640 million people in Southeast Asia,
OCTOBER 2014 TO MAY 2018
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Organ trafficking is not the same as trafficking for organ removal. 
Trafficking for organ removal is an individual being trafficked for the 
purpose of removing their organ(s), whereas organ trafficking is the 
illegal buying and selling of organs. A trafficked organ could come from 
a trafficked individual but that is not always the case; they may be two 
separate crimes. The two terms should not be conflated.1

Illegal profits from the trafficking for organ removal is estimated to be 
worth between US$600 million-1.2 billion a year.2 The growth in this 
practice is due to a reduction in the number of legally obtained organs 
available for transplant, and an increase in the number of people 
waiting for transplants, as they have become more routine in recent 
years. Organized criminals can make a lot of money from unethical 
clinics that will buy a heart, kidney or pancreas for wealthy patients.3

About 0.3 per cent of all trafficking victims are trafficked for organ 
removal. However, this number is based on reported cases only and it 
is assumed that the actual number is much higher.5

The most commonly harvested organ is the kidney; it is estimated that 
5-10 per cent of all kidney transplants worldwide come from victims of 
trafficking for organ removal. The second most commonly harvested 
organ from trafficking victims is the liver.6

Vulnerable individuals, including aspirant migrants, homeless people 
and illiterate people are most at risk of being trafficked for organ 
removal because they are often searching for economic opportunities 
which makes them easy prey for traffickers offering money.7

Although there is a lack of concrete data, the average organ supplier is 
roughly 30 years of age and has a low level of education.8 Additionally, 
victims tend to come from poor nations, including several countries in 
the Asia Pacific.9

Reports show that recruiters will promise up to US$20,000 for a 
kidney; however, victims trafficked for organ removal may actually be 
paid as little as US$500. The average victim receives between 
US$3,500-6,000 (based on reported cases). Kidneys sourced from 
victims trafficked for organ removal can sell for up to US$200,000.10

Victims of trafficking for organ removal, specifically kidney removal, 
can often be identified by their scars, which are an average of 20 
inches long. These scars are so long because those who harvest the 
kidney try to minimize their costs and so they skip MRI or CT scans 
that determine the exact location of the kidney. These surgeons do not 
use laparoscopic surgery, which would only leave a four-inch scar, 
because this type of surgery is more expensive.12

After surgery, victims of trafficking for organ removal may experience 
social isolation due to the stigmatization they face for having fallen 
victim to the crime. Additionally, they often feel ashamed, especially if 
their overall economic situation does not improve.13 In addition to 
being at risk of serious physical damage and long-term health prob-
lems, victims of trafficking for organ removal can also suffer from 
psychological and emotional effects such as health fears, depression 
or and feelings of violation.14

Organs taken from victims are trafficked all over the world 
through an elaborate network. Many people are involved in this 
illegal business, including recruiters, victims, doctors, nurses, 
hospitals and organ recipients.11

First, victims can be forced or deceived into giving an organ; second, people can agree to sell their organ 
but then are either not paid at all or are paid less than was agreed; and third, individuals seek treatment 
for a condition (sometimes they are made to believe they are suffering from a condition or they are 
victims of a road traffic accident) and have their organs removed without agreeing.4 In some cases 
victims are murdered for their organs.

Three types of trafficking for organ removal are most common.
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CHANGING MEDIA LANDSCAPE MEDIA



Reached 683 
million people
through 
campaign 
activities. 

Launched 239 
videos, 
potentially 
viewed by an 
audience of 345 
million.

Built a large online 
following, with over 
445,000 followers 
on social media, 
and inspired more 
than 320,000 
direct actions to 
prevent human 
trafficking online.

Partnered with 
47 private sector 
companies, 
including 
Microsoft, IBM 
and television 
channels across 
the region.

CHANGING MEDIA LANDSCAPE IMPACT

Since October 2014, IOM X has:
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SOCIAL ECOLOGICAL MODEL
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What is… 
Communication for 
Development (C4D)?



BENEFITS OF C4D RESULTS



FIVE KEY STEPS P-PROCESS



TARGET COUNTRIES
Bangladesh
Brunei 
Darussalam
Cambodia
Indonesia
Lao PDR

• Male/female
• 15-35 years old
• Asia Pacific region
• Fishers, domestic workers, 

consumers, employers, students

TARGET AUDIENCE

Malaysia
Myanmar
Philippines
Singapore
Thailand
Viet Nam

$

Fishing Domestic 
Work

Trafficking for 
Sexual Exploitation

Manufacturing

Forced Marriage

PRIORITY SECTORS
(2016-2018)
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AT ORIGIN:
ASPIRANT MIGRANTS

AT DESTINATION: 
CURRENT MIGRANTS, 
EMPLOYERS, CONSUMERS 

AT ORIGIN:
ASPIRANT MIGRANTS

AT DESTINATION: 
CURRENT MIGRANTS, 
EMPLOYERS, CONSUMERS
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CASE STUDY:
IOM X HAPPY HOME 
CAMPAIGN
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IOM X Happy Home 
Campaign design 
process:

1. Identify Target 
Audiences

2. Research and Assess 
KAP of Target Audiences

3. Get local participation & 
Partnerships 

4. Determine BCC 
Objectives

5. Develop and Test Action 
Message

6. Develop a combination of 
activities

7. Launch campaign
8. Monitor and Evaluate
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Domestic workers 
in ASEAN

Employers of 
Domestic workers 

in ASEAN
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House

Apartment building

Children? - since a lot of DW look after kids

Pots/pans/food - since a lot of DW are preparing meals

maid scrubbing floor

maid with phone

maid on computer

maid with passport

maid in her own bedroom

maid looking very tired

employer yelling at maid

three maids together

happy employer paying happy maid

maid taking a day off (maybe 2 maids together having coffee??)

maid washing a dog 

maid putting flowers in a vase 

maid doing dishes 

maid cooking 

 maid standing beside a close door 

maid feeding a baby 

maid ironing 

maid watering plants 

maid sick 

maid walking the elderly

maid cleaning a car 

PASSPORT

@#$%

IDENTIFY TARGET AUDIENCES ANALYSIS
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IOM X Happy Home 
Campaign design 
process:

1. Identify Target Audiences
2. Research and Assess 

KAP of Target 
Audiences

3. Get local participation & 
Partnerships 

4. Determine BCC 
Objectives

5. Develop and Test Action 
Message

6. Develop a combination of 
activities

7. Launch campaign
8. Monitor and Evaluate

10 
consultations with 

governments, NGOs and 
regional agencies

16
in-depth interviews (6 with 

employers and 10 with 
foreign domestic workers)

1
online survey assessing 

attitudes towards domestic 
worker rights

2 
Knowledge, Attitude and 

intended-Practice (KAP) pre-
surveys in Indonesia (N=300) 
and Thailand (N=300) in June 

2015

RESEARCH AND ASSESS KAP ANALYSIS
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IOM X Happy Home 
Campaign design 
process:

1. Identify Target Audiences
2. Research and Assess 

KAP of Target Audiences
3. Get local participation & 

Partnerships 
4. Determine BCC 

Objectives
5. Develop and Test Action 

Message
6. Develop a combination of 

activities
7. Launch campaign
8. Monitor and Evaluate

Employers and those living in households that employ 
domestic workers support good working conditions 
for domestic workers in the ASEAN region. They do 
this by showing appreciation, respect and support for 
domestic worker rights, because they understand that 
this is key to a positive working relationship.
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House

Apartment building

Children? - since a lot of DW look after kids

Pots/pans/food - since a lot of DW are preparing meals

maid scrubbing floor

maid with phone

maid on computer

maid with passport

maid in her own bedroom

maid looking very tired

employer yelling at maid

three maids together

happy employer paying happy maid

maid taking a day off (maybe 2 maids together having coffee??)

maid washing a dog 

maid putting flowers in a vase 

maid doing dishes 

maid cooking 

 maid standing beside a close door 

maid feeding a baby 

maid ironing 

maid watering plants 

maid sick 

maid walking the elderly

maid cleaning a car 

PASSPORT

@#$%

DETERMINE BCC OBJECTIVES STRATEGIC
DESIGN
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IOM X Happy Home 
Campaign design 
process:

1. Identify Target Audiences
2. Research and Assess 

KAP of Target Audiences
3. Get local participation & 

Partnerships 
4. Determine BCC 

Objectives
5. Develop and Test Action 

Message
6. Develop a combination of 

activities
7. Launch campaign
8. Monitor and Evaluate

LOCAL PARTICIPATION & PARTNERSHIPS STRATEGIC
DESIGN
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IOM X Happy Home 
Campaign design 
process:

1. Identify Target Audiences
2. Research and Assess 

KAP of Target Audiences
3. Get local participation & 

Partnerships 
4. Determine BCC 

Objectives
5. Develop and Test Action 

Message
6. Develop a combination of 

activities
7. Launch campaign
8. Monitor and Evaluate

Make your home happy. Show respect, 
communicate and remember that 

everyone deserves a day off. 

Learn more at IOMX.org/HappyHome

$$ $ $

$

$$ $$ $

House

Apartment building

Children? - since a lot of DW look after kids

Pots/pans/food - since a lot of DW are preparing meals

maid scrubbing floor

maid with phone

maid on computer

maid with passport

maid in her own bedroom

maid looking very tired

employer yelling at maid

three maids together

happy employer paying happy maid

maid taking a day off (maybe 2 maids together having coffee??)

maid washing a dog 

maid putting flowers in a vase 

maid doing dishes 

maid cooking 

 maid standing beside a close door 

maid feeding a baby 

maid ironing 

maid watering plants 

maid sick 

maid walking the elderly

maid cleaning a car 
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9 focus groups 

DEVELOP AND TEST ACTION MESSAGE DEVELOP 
& TEST



Open Doors: An IOM X Production
(24-minute drama for online and TV)

Target Audience: Employers of 
Domestic Workers in ASEAN

VIDEO CONTENT:

Sebuah Harapan: An IOM X PSA
(3-minute PSA for online and TV)

Target Audience: Employers of 
Domestic Workers in Indonesia

The Apartment
(4-minute video for online)

Target Audience: Young people 
online, aged 15-30

CALL TO ACTION

Make your home happy. Show respect, 
communicate and remember that everyone 

deserves a day off. 

Learn more at IOMX.org/HappyHome

CALL TO ACTION

If you see a domestic worker being abused, or 
if you are a domestic worker being abused by 
your employer, visit IOMX.org/FINDHELP to 
find a hotline number you can call in your 

country.

You can help stop this.

DEVELOP A COMBINATION OF ACTIVITES IMPLEMENT



Landing Page: IOMX.org/HappyHome

Includes:
• Educational videos, such as Open Doors: An IOM X 

Production, The Apartment and Sebuah Harapan: An IOM X 
PSA

• Facts about the exploitation of domestic workers that can be 
shared on social media with one click

• Quotes from domestic workers in ASEAN
• An e-learning portal where users can learn more about 

exploitation in the domestic work sector, in just five minutes
• A quiz where users can find out whether they would be a 

good employer 
• Helpline numbers in a number of ASEAN countries that 

people can call to get more information on domestic work 
issues, or to report suspected exploitation

• Links to IOM X blog articles relevant to the Happy Home 
campaign

DEVELOP A COMBINATION OF ACTIVITES IMPLEMENT



LAUNCH EVENT
IOM X’s Happy Home campaign launched on 25 May 2016. The 
launch event was attended by 250 government and NGO 
representatives, domestic workers and journalists. IOM X 
premiered two videos at the launch, targeted at employers of 
domestic workers. Parallel to the launch event, the IOM X 
#HappyHome campaign kicked off online.

IOM X Happy Home 
Campaign design 
process:

1. Identify Target Audiences
2. Research and Assess 

KAP of Target Audiences
3. Get local participation & 

Partnerships 
4. Determine BCC 

Objectives
5. Develop and Test Action 

Message
6. Develop a combination of 

activities
7. Launch campaign
8. Monitor and Evaluate

LAUNCH CAMPAIGN IMPLEMENT
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IOM X Happy Home 
Campaign design 
process:

1. Identify Target Audiences
2. Research and Assess 

KAP of Target Audiences
3. Get local participation & 

Partnerships 
4. Determine BCC 

Objectives
5. Develop and Test Action 

Message
6. Develop a combination of 

activities
7. Launch campaign
8. Monitor and Evaluate

52 38.5 million 12.8 million
articles and 
broadcasts 

generated by the 
launch event

people potentially 
reached by media 

coverage

people reached 
through Facebook, 

Instagram and 
Twitter

62,800 1 million 129
actions taken 

online (i.e. like, 
comment, share of 

an IOM X post)

views of IOM X 
Happy Home 

campaign videos

Completed e-
learnings and 

quizzes

IOM X Happy Home Campaign Reach – as of week 1

MONITOR AND EVALUATE MONITOR & 
EVALUATE
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IOM X Happy Home 
Campaign design 
process:

1. Identify Target Audiences
2. Research and Assess 

KAP of Target Audiences
3. Get local participation & 

Partnerships 
4. Determine BCC 

Objectives
5. Develop and Test Action 

Message
6. Develop a combination of 

activities
7. Launch campaign
8. Monitor and Evaluate

MONITOR AND EVALUATE MONITOR & 
EVALUATE

91% of Indonesians who 
watched IOM X’s Open 
Doors video indicated 
they were more likely to 
adopt the desired 
behaviours to respect 
domestic worker rights.

After watching IOM X’s Open 
Doors video, positive attitudes 
towards domestic workers 
increased by 23% and negative 
attitudes decreased by 19% 
among surveyed viewers in 
Malaysia.



SUSTAINING 
CAMPAIGN 
ENGAGEMENT



Partnership with IBM on a 
mobile application for 

domestic workers to access 
important information

Continuing to feature the voices 
of migrant domestic workers 

giving advice and guidance to 
their peers via social media.

Linking with other ongoing 
campaigns to cross-promote 
information about domestic 

worker rights online
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CONTINUING CAMPAIGN ENGAGEMENT SUSTAIN-
ABILITY





Contact: Tara Dermott, IOM X Program Leader, tdermott@iom.int


