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Migration:

communicating human rights

Blanca Tapia, FRA
Covering from a fundamental rights 

angle



2

• FRA’s mandate: 
communicating evidence-
based advice by disseminating 
the results of its research and 
awareness raising.

EU Fundamental Rights Agency  (FRA)
www.fra.Europa.eu
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A letter to the future

Ok is the first Icelandic glacier to lose its status as a glacier. In the next

200 years all our glaciers are expected to follow the same path. This

monument is to acknowledge that we know what is happening and what

needs to be done. Only you know if we did it. August 2019.

415ppm CO2
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Communication know-hows:

1. Framing

2. Limited time: attention span

3. Dynamic and direct: SMART in all different platforms
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PM Cameron’s use of the word “swarm” 

in 2015

What is framing?
https://embed.theguardian.com/embed/video/world/video/20

15/jul/30/swarm-migrants-mediterranean-david-cameron-

calais-video
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Framing equality toolkit

publicinterest.org.uk
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Why frames matter? – Strong Negative Frame

• Invasion, security, even identity 
threats

• Natural disaster metaphors –
waves, tsunamis, swarms, 
avalanches

• Crisis/chaos pictures    
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Why frames matter? – A  more positive frame

• Welkommeskultur/Refugees Welcome   

• humanitarianism, compassion, duty, inclusion, 
workforce for the future 
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10 keys
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Storytelling is as old as humankind
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Labels are limiting

A visual campaign by Georgia Evagorou
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Who are we communicating to?

Which issues effect whom most?
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An image:
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The average attention 
span of a HUMAN in 

2000

The average attention 
span of a HUMAN in 

2013

The average
attention span of

GOLDFISH

ATTENTION !
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Hope-Based Communication Strategy

1. Talk about solutions, not problems

2. Highlight what you stand for, not
what you oppose

3. Create opportunities, drop threats

4. Emphasize support for heroes, not
pity for victims

5. Show that “we got this”
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It is about the message, not the logo
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Make room for 

cooperation and dialogue

Institutions Unusual suspects

Governments

International
Organisations

National Human 
Rights Organisations

Civil Society Organisations
Business Sector

Tech Sector
Art Sector

Sport Sector
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Cultivate different types of Influencers
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https://jo.vizion.lv/video/SrqpfxfBpCsyN%2Bk
%3D.html
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Le Monde, Paris
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3 October 2017: EU Commission issued 20 Press Releases: 
500 PR just the International Desk
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e-Media Toolkit

Human news stories: learn, train and share

https://e-learning.fra.europa.eu
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The Motivation for the Toolkit: 

e-learning.fra.europa.eu

WHY
?

HOW?

WHAT
?

• Request by media organizations
• Support of quality journalism:
➢ EU Action Plan against Disinformation
➢ Human stories: emotions vs facts and data

• Partnerships with media 
organizations• Getting examples from France TV, BBC Radio 4, 
RFI,  Le Monde, The Guardian, FT, AFP (Reuters)

• E-learning platform EN(FR)
• Each newsroom dilemma is a course in the 

“learning section”
• Two other sections complement the online 

learning “Training” and “Sharing”
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What

• Example of topics: 
• The editorial challenges involved in balancing principles such as accuracy, impartiality 

and humanity
• The particular difficulties involved in using children as reporters and sources
• The ethical dilemmas faced by reporters and editors such as deciding when conceal a 

person’s identity and when a journalist should down tools to help save someone’s life. 
• The ethical journalist’s duty in dealing with disinformation
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What • Face to face training: Trainer’s Manual and Webinars (coming 
up) 
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ACE
1. Actionable: an effective campaign
should contain a call to action.

2. Connected: connected ideas bring you
closer to others and make you feel part of a
like-minded community.

3. Extensible: people should be able to
easily customize, remix and shape their
participation.
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THANK YOU

Blanca.Tapia@fra.Europa.eu


