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Context
Diaspora engagement is a multi-directional process, in which consistent, high-quality outreach and 

communication is an essential element. Outreach and communication is never an end-goal. It is a cross-

cultural process that plays a big role in any and all diaspora-engagement initiatives and, ultimately, in 

achieving each of the Sustainable Development Goals, not least SDG 17 “Partnerships for the goals”. 

The most basic type of government communication is to inform, but engagement is two-way as it 

calls for contributions from the target community. Therefore, whilst there are varying definitions of 

communication and outreach, in the context of diaspora engagement, EUDiF considers government 
communication and outreach activities as the different ways to share information, stories and 
opportunities with the diaspora in order to drive interest in supporting the country of heritage in 
its development. 

Done well, government communication with the diaspora will build relationships, create community, generate trust, drive collaboration and partnerships 

and – ultimately – contribute to national development.

However, limited capacity for communication is a recurrent issue for government institutions, discussed during regional thematic meetings, diaspora 

consultations and in applications for technical support via EUDiF’s Capacity Development Lab.

The following document outlines the concept and process of government-diaspora communication and presents EUDiF’s experience and lessons from 

developing communication capacities through assessment, strategy development and accompanied campaigns.

Context
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Communication is the keystone of trust - that 
elusive but essential ingredient of diaspora 
engagement. Without communication, there is 
neither community building in the diaspora, nor 
the possibility to build government-diaspora 
relations. The best communication is regular, 
consistent, high-quality and two-way. 

- Charlotte Griffiths,
EUDiF Communications Officer

Top tip

Effective communication and outreach are core to the success of any initiative. Yet communication is often considered late and can be seen 
as secondary to the main objective of an initiative, such as launching a diaspora bond, recruiting diaspora expertise, or promoting tourism. 
From the first stages of action design, EUDiF works with its partners to ensure communication is factored in from the start, both in terms of 
internal and external communication. This has proved highly effective for creating shared ownership and – more practically – for agreeing on 
messages and distributing roles early on.
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Communication truths
Based on our research, dialogue with diaspora and government, as well as the communication work in EUDiF actions, we have identified our “universal 

truths”   applicable to all government communication. Their importance is heightened in the context of diaspora engagement where tensions and 

distrust can exist for a multitude of reasons, including preconceptions and stereotypes stemming from the country’s political, social and migration 

history and present. Government institutions and their partners should factor these truths in when engaging the diaspora for development purposes. 

Trust is the core tenet of government-community relations. 
Although it can seem abstract and is challenging to measure, investing in trust-building in all interactions with the diaspora is crucial.

Trust is impossible without trustworthy information.
The foundation of communication with the diaspora is providing timely and accurate information, make sure that websites are up to date and 

regularly reviewed, and that information at points of contact (most often embassies and consulates) is high quality.

Face-time counts.
Government institutions are often faceless and inaccessible. Creating virtual and in-person opportunities for interaction between government 

staff and the diaspora community leads to inclusive, respectful dialogue and improved public participation in government initiatives. 

Working with real people leads to real results. 
There is little more powerful in communication than personal connections and endorsement: find, train and work with “champions” who can act 

as messengers and relays with diaspora communities.

Data trumps assumptions.
Governments need to regularly generate and use data to accurately understand diaspora demographics, interests, issues, preferences and how 

they perceive the government so as to adapt communication in terms of tone, message, channel, frequency...

Balance and consistency is key. 
Government communication needs to strike a balance between providing information, asking for engagement and creating spaces for active 

listening. Extractive approaches – such as only making contact to ask for something – cause a breakdown in trust.
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The communication process
Governments undertake communication with the diaspora as an ongoing process, integrated in service delivery, as well as in specific campaigns. Both 

should be framed within a strategy and, broadly speaking, follow the same steps, although they are more distinct when running a campaign:

IDENTIFY, UNDERSTAND AND SEGMENT THE 
TARGET AUDIENCE

Demographic, geographic, psychographic and behavioural 
attributes help segment the audience so you can 
customise communication and engagement methods.
Use any opportunity to gather such information about the 
diaspora, including at events, during informal exchanges, 
as part of survey exercises...the more you know about the 
audience, the better you can engage them.

2 3

DETERMINE MESSAGES
Be factual, transparent and trustworthy.
Tailor messages according to your audience segments – 
don’t forget that in terms of generations there can be 
differences in age and diaspora-generation.
Value-based messaging is powerful!
Relate big ideas to everyday life.

SET OBJECTIVES
It is crucial to have objectives 
that are SMART – Specific, 
Measurable, Achievable, 
Relevant, Time-bound.

Creating a plan with clear 
objectives was the first 
communication step in our 
action with GAFI in Egypt.

1

Page 10
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SELECT CHANNELS & METHODS
Choose how to communicate based on your institutional standards 

and the most suitable channels for the segment of the diaspora you 
are targeting.

Invest in staff and empower them to meet and engage the diaspora 
across channels (in person and digitally).

IMPLEMENT
Create a consistent visual identity to tie multi-platform messaging together.
Keep an eye on your budget.
Mobilise your network to amplify your communications.
           Page 10. Working with GAFI, Egypt on diaspora investment, we joined forces 

with a network of trust to expand the reach.
           Page 12. With Saint Lucia we took a multi-institutional approach, as well as 

working with a diaspora champion to make sure its skills mapping campaign 
reached as many segments of the diaspora in the UK as possible.

4

5

6 MONITOR & EVALUATE; 
IMPROVE & UPSKILL 

During and at the end of a campaign, reflect on 
how you are progressing and what you have 
learned: Are you reaching your intended audience? 
How are they responding? Ask for opinions, find 
out what works for different segments.
For ongoing communication, run an annual review 
then organise training and develop resources based 
on the results.
           Page 08. Read about how we worked with 

the Diaspora Unit of Guyana to assess the 
team’s communication skills and institutional 
resources. 
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Guyana: Establishing foundations & developing skills
In partnership with the Diaspora Unit of the Ministry of Foreign Affairs and International Cooperation

Summary:
The action supports the Diaspora Unit by preparing it to advocate for mainstreaming diaspora engagement into national digitalisation efforts, 

simultaneously developing its knowledge and skills in digital service delivery and skills transfer mechanisms and platforms. 

Strands of work:
1. Assessment of institutional priorities and 

capacities.

2. Peer-learning via research and live exchange on 

diaspora engagement and skills transfer practices 

in the Caribbean and beyond.

3. Communication skills workshops and tailored 

institutional resource development.

4. Developing materials and resources to support 

the Diaspora Unit in digital service delivery, 

skills transfer conceptualisation and diaspora 

communication.

Communication in action

Communication is a core part of diaspora engagement, digital transformation and 
citizen service delivery. As such, we embedded communication across the action 
and undertook activities under step 6 to ensure the Diaspora Unit’s readiness to 
communicate with its diaspora as it rolls out digital services and works towards 
a skills transfer programme. The peer learning research covered tried-and-tested 
communication practices, whilst the skills development workshops honed-in on 
talent attraction and place marketing, exploring theory and best practices and how 
to apply such concepts in the Guyanese context. Tailored communication resources 
have been created, including campaign content creation guidelines, a planning 
template and monitoring framework.

https://www.minfor.gov.gy/
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Read more about

The action         

Guyana

Interinstitutional coordination – the internal communication gold standard

During our collaboration, Guyana’s Diaspora Unit coordinated interinstitutional coordination meetings attended by around 15 other 
government agencies. These meetings allowed the agencies to exchange on challenges and share solutions to digital service delivery, as well 
as to identify shared communication objectives and opportunities to combine forces when conducting diaspora outreach. 

Communication between government agencies is hugely valuable for maximising resources, identifying opportunities and ensuring coherent 
communication from government to diaspora, which is vital for trust-building.

Interinstitutional coordination is part of institutionalisation, the focus of another dossier in this series.

GU
YA

N
A

Facts & figures

Emigration

Remittances as a share of GDP: 6.3%

Remittances inflow (USD million): 361

Top countries of destination 

United States of America  
Canada 
United Kingdom 
Suriname 
Trinidad and Tobago 

% of emigrants in 
total population

% of which
in the EU

64.3% 7.4%
520,196 38,451

45.89%

54.11%

40.18%

59.82%

323,052 
93,382 
30,180 
13,091 
10,582 

Diaspora engagement mapping
GUYANA

Political rights

Dual citizenship1

Right to vote in national elections 
for citizens residing abroad2

Voting from abroad:3

Available only to diplomatic staff and their 
families

Terminology: The government uses the term “Guyanese Diaspora” and “overseas Guyanese”5 and 
the National Development Strategy refers to “overseas Guyanese”, “expatriate Guyanese” and 
“Guyanese living overseas.”6

1 Constitution of the Co-Operative Republic of Guyana, 1980. Article 44 refers to dual citizenship. According to article 46, the President has 
the faculty to deprive a citizen of Guyana (who has dual citizenship) of his or her citizenship acquired by registration, naturalization or any 
other voluntary and formal act (other than marriage). Also, the President has the permission to deprive citizenship if any citizen claimed 
and exercised any rights exclusively to its citizens in a country other than Guyana. Dual citizens cannot run for office for the Guyanese 
parliament.
2 Representation of the People Act. 1964. Article 44 (2A) provides that the preliminary list of electors not resident in Guyana shall consist 
of the names of every elector not resident in Guyana who is – (i) an Ambassador or a High Commissioner; (ii) the wife or husband or child 
of an Ambassador or a High Commissioner; (iii) a member of the staff of an Embassy or High Commission; (iv) the wife or husband or child 
of a member of the staff of an Embassy or High Commission.
3 https://www.cartercenter.org/resources/pdfs/news/peace_publications/election_reports/guyana/guyana-2020-election-final-report.pdf.
4 Diaspora Unit. Ministry of Foreign Affairs. Accessed July 2020.
5 “National Development Strategy”, https://finance.gov.gy/wp-content/uploads/2017/06/nds.pdf Accessed July 2020.

https://diasporafordevelopment.eu/cpt_actions/preparing-guyana-for-digitalisation-of-services-for-the-guyanese-diaspora/
https://diasporafordevelopment.eu/library/guyana/
https://diasporafordevelopment.eu/cpt_actions/preparing-guyana-for-digitalisation-of-services-for-the-guyanese-diaspora/
https://diasporafordevelopment.eu/library/guyana/
https://diasporafordevelopment.eu/cpt_actions/preparing-guyana-for-digitalisation-of-services-for-the-guyanese-diaspora/
https://diasporafordevelopment.eu/library/guyana/
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Egypt: Specialist investment campaigning with an established network
In partnership with Egypt’s General Authority for Investment and Free Zones (GAFI)

Summary:
The action seeks to enhance GAFI’s understanding 

of Egyptian expatriate investment and develop their 

institutional capacities to attract investment sustainably 

into Egypt, through research, resource development and 

diaspora outreach.

Strands of work:
1. Developing a diaspora investment roadmap for 

Egypt by benchmarking existing approaches.

2. Gathering data on investment interest in the 

diaspora through digital communication and 

surveying.

In order to develop the roadmap, we undertook communication activities [steps 
1-5] with the objective of better understanding the investment potential of 
Egyptian expatriates. This began with a mapping of existing networks, followed by 
development of communication templates for a variety of media in order to engage 
contacts and run a survey on the investment appetite of Egyptian expatriates.

Whilst investment is an area which benefits from in-person activities, such as 
exhibitions or investment missions, in this case we worked on preparing the ground 
by stimulating new diaspora interest, gauging the appetite, and identifying new 
contacts for GAFI. The results of this preparatory work feed directly into the roadmap 
and allow GAFI to follow up with more traditional investment engagement. Casting 
a wide net using digital communication is low in cost whilst collaborating with an 
established network is an efficient way to roll-out a campaign.

Read more about

The action         

Egypt TH
E 
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Facts & figures

Emigration

Remittances as a share of GDP: 8.3%
Remittances inflow (USD million): 29,603 

Top countries of destination1 

Saudi Arabia
United Arab Emirates 
Kuwait
United States  
Qatar

Political rights

Dual citizenship2

Terminology: Egypt refers to its diaspora as ‘Egyptian citizens abroad’

(al—mawāținūn al -mașriyyūn bi—l-khārig المواطنون المصريون بالخارج)

Right to vote in national elections 
for citizens residing abroad3

Voting from abroad:
At embassies/consulates

% of emigrants in 
total population

% of which
in the EU

3.2% 8.8%
3,547,626 311,337

64.7%

35.3%

65.5%

34.5%

938,649
886,291
410,831
203,205
186,840

Diaspora engagement mapping
EGYPT

Egypt does not have a diaspora engagement policy.

In November 2021, the Ministry of State for Emigration and Egyptian Expatriates’ Affairs launched 
the National Strategy on Expatriates’ Engagement with the support of IOM. This is a tool for Egyp-
tian expatriates willing to invest in their country of origin as actors in the national development 
process.4

1 2 3 4

1 Revised Constitution 2014, Article 208, English version available:  https://www.constituteproject.org/constitution/Egypt_2014.pdf
2 As of 2004, Egyptian mothers married to non-Egyptian fathers may pass their Egyptian nationality to their children. See Law no. 154 of 
2004 amending some provisions of law no. 26 of 1975 concerning Egyptian nationality, Official  Gazette,  Vol.  28,  14  July  2004, English 
version available at: https://www.refworld.org/docid/58bebc444.html
3 Historically, voting rights for Egyptians abroad (whether or not they were dual citizens) was a politically sensitive subject. It was only 
after the Egyptian revolution in 2011 that attitudes started to shift and Egyptians abroad were permitted to vote in national elections.
4 https://reliefweb.int/report/egypt/iom-egypt-estimates-current-number-international-migrants-living-egypt-9-million-people-origi-
nating-133-countries

https://www.gafi.gov.eg/English/Pages/default.aspx
https://diasporafordevelopment.eu/cpt_actions/enhancing-governmental-capacity-to-attract-expatriate-investments-into-egypt/
https://diasporafordevelopment.eu/library/egypt/
https://diasporafordevelopment.eu/cpt_actions/enhancing-governmental-capacity-to-attract-expatriate-investments-into-egypt/
https://diasporafordevelopment.eu/library/egypt/
https://diasporafordevelopment.eu/cpt_actions/enhancing-governmental-capacity-to-attract-expatriate-investments-into-egypt/
https://diasporafordevelopment.eu/library/egypt/
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Tips for communicating with diaspora investors:
 � The relationship approach: Take a personalised, creative and committed approach to identifying and using the diaspora to promote 

investments. Target audience segmentation helps to choose appropriate activities, ranging from email to one-to-one meetings, to social 

events and much more. 

 � Seniority approach: Place senior people in front of senior people (e.g. ministers in front of high-net-worth 

individuals). Ensure you have the capacity to mobilise and provide access to senior people, they make 

diaspora members feel valued.

 � Diaspora celebrities: Work with diaspora celebrities as promoters of investment activities and events.

 � In-country presence: Physical presence is important for relationship building in focus markets; create 

opportunities for diaspora to visit and network.

For more, read the Benchmark report: Diaspora investment practices

Trusting partnerships to break barriers

Money is often a sensitive topic. Combining this with diaspora-state relations can make it even more so. When it comes to investment 
initiatives, it is extra important to consider questions of trust and how to approach the diaspora.

In the case of GAFI, collaborating with the Egyptian Professionals Network had the double benefit of being able to communicate to a large 
established network of engaged Egyptians abroad and offering reassurance in terms of how and why data was being used.

Building partnerships with such a “network of trust” is an effective way to deliver and amplify institutional messages and helps to break 
down sensitive communication barriers.

  

1 
 

 
  

https://diasporafordevelopment.eu/library/benchmark-report-diaspora-investment-practices/
https://epners.com/
https://diasporafordevelopment.eu/library/benchmark-report-diaspora-investment-practices/
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Saint Lucia: Catalysing campaigning with multi-level government-diaspora collaboration 
In collaboration with the Diaspora Affairs Office and the High Commission of Saint Lucia to the United Kingdom.

Summary:
The action accompanied the Diaspora Affairs Office and 

High Commission in running a skills mapping of the 

diaspora in the UK. The accompanied exercise equips the 

government with the tools and knowledge needed to map 

the technical, intellectual and financial skills of the Saint 

Lucian diaspora. 

Strands of work:
1. An accompanied skills mapping and analysis 

exercise, with objectives, scale and methods co-

designed and implemented.

2. Skills development workshops on research 

principles, survey design, data analysis and 

communication.

The Saint Lucia action included a specific communication campaign to encourage 
the diaspora to complete a skills survey. The partners designed and implemented 
the campaign and received training to do so [steps 1-6]. The training covered the 
full communication process, with a particular focus on audience segmentation and 
targeted messaging. Subsequently, the campaign was  coordinated by the diaspora 
professional who provided expertise across the action and  played the role of 
diaspora champion, amplifying the message of the government and gaining access 
to groups beyond institutional reach. Running this campaign generated lessons 
learnt and a campaign blueprint which the institutions can follow in future.

Read more about

The action         

Saint Lucia

Profiling diaspora skills – a step-by-step methodology

SA
IN

T 
LU

CI
A

1 https://www.govt.lc/media.govt.lc/www/resources/legislation/ConstitutionOfSaintLucia.pdf
2 https://www.sluelectoral.com/saint-lucia-electoral-legislation/

Facts & figures

Emigration

Remittances as a share of GDP: 2.4%

Remittances inflow (USD million): 41

Top countries of destination 

United States of America   
United Kingdom 
Canada 
France     
US Virgin Islands    

% of emigrants in 
total population

% of which
in the EU

35.4% 27.9%
63,605 17,762

42.7%

57.3%

39.9%

60.1%

25,244
12,308
6,490
5,229
3,426

Diaspora engagement mapping
SAINT LUCIA

Political rights

Dual citizenship1

Right to vote in national elections 
for citizens residing abroad2

Government of Saint Lucia Diaspora Policy  

From as early as 1996 consultative discussions about the role of diaspora engagement 
began. This eventually resulted in the Government of Saint Lucia Diaspora Policy being rat-
ified in 2015. The policy sets out the Government of Saint Lucia’s (GoSLU) trajectory for harnessing 
the capabilities of citizens resident abroad for home country development. It states that “engage-
ment with the Diaspora must be constantly re-evaluated so that the type of engagement policy 
can shift as the country evolves.” It seeks to focus on economic growth, poverty reduction, good 
governance, capacity building, and policy development that will redound to the benefit of all. The 
policy makes provision for the targeting and inclusion of diaspora for home country development by 
outlining focus areas aligned with the government’s socio-economic plans. Though it is focused on 
Saint Lucians working together for the good of the country, it is not widely circulated or used as a 
guiding document for or by the diaspora.

Terminology: The term ‘diaspora’ is used in national documents.

PROFILING
DIASPORA
SKILLS

A STEP-BY-STEP METHODOLOGY PILOTED 
WITH THE MALAGASY DIASPORA IN 
FRANCE AND SWITZERLAND

Implemented by ICMPD
Funded by
the European Union

https://externalaffairs.gov.lc/
https://diasporafordevelopment.eu/cpt_actions/saint-lucian-skills-mapping-in-the-uk/
https://diasporafordevelopment.eu/library/saint-lucia/%5d
https://diasporafordevelopment.eu/library/profiling-diaspora-skills-a-step-by-step-methodology-piloted-with-the-malagasy-diaspora-in-france-and-switzerland/
https://diasporafordevelopment.eu/cpt_actions/saint-lucian-skills-mapping-in-the-uk/
https://diasporafordevelopment.eu/library/saint-lucia/%5d
https://diasporafordevelopment.eu/library/profiling-diaspora-skills-a-step-by-step-methodology-piloted-with-the-malagasy-diaspora-in-france-and-switzerland/
https://diasporafordevelopment.eu/cpt_actions/saint-lucian-skills-mapping-in-the-uk/
https://diasporafordevelopment.eu/library/saint-lucia/%5d
https://diasporafordevelopment.eu/library/profiling-diaspora-skills-a-step-by-step-methodology-piloted-with-the-malagasy-diaspora-in-france-and-switzerland/
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Championing champions

The Saint Lucia action was designed in collaboration with a Saint Lucian diaspora professional. As part of her work, she played the role of a 
“champion” for the campaign, leveraging her existing networks and using community events to promote the action and the survey.

In addition to this key player, other diaspora leaders were invited to the skills workshop with the High Commission so that they were 
informed on the mission and technicalities of the action. The workshop served as a focus group to design key messages and identify 
communication channels, whilst also developing the participants’ own skills in research ethics, survey design and the communication process.

As well as skills-building, including diaspora in the workshop served to build trust in the initiative and test-run the communication materials. 
This encourages and empowers more of the diaspora to act as champions for High Commission initiatives, starting with the skills survey.
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What’s in a name?

Before Saint Lucia, EUDiF ran a skills mapping exercise with Madagascar. Malagasy surnames are particularly recognisable. The diaspora 
champion working on this action was able to identify likely-diasporans based on their surnames and send them personalised messages on 
LinkedIn. This micro-targeting was very effective.

Depending on the diaspora, it may be interesting to consider how such data can be used for campaigning. In this vein, big data offers 
interesting potential for audience identification and segmentation, as well as selecting appropriate channels.

>> For more on big data, see “Mapping and profiling, a digital future” (pg. 12 of the Future Forum 2021 conference report).

https://diasporafordevelopment.eu/library/conference-report-future-forum/
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What comes next?
Scalability and replicability

Specific campaigns
With adequate tailoring, there is significant potential for replication on different levels:

 � Geographic: Egypt and Saint Lucia could follow the same blueprint to run their campaigns in other regions. Particular care should be paid to 

steps 3 and 4 of the communication process to tailor a replicated campaign appropriately.

 � Topic: Both governments can apply the same campaign logic to other diaspora engagement topics by adapting the objectives, key messages, 

channels etc.

 � Collaboration: Each government could explore partnerships with different champions, networks, or other stakeholders when launching 

campaigns in different regions and/or on different topics. 

Upskilling
The materials created for Guyana and Saint Lucia can be reused to cascade knowledge within the governments, whether to new staff or to other 

departments with an interest in communicating with the diaspora.

Monitoring and evaluation
The campaign monitoring and improvement practiced in the cases of Saint Lucia and Egypt and the monitoring guidelines developed for Guyana 

position all three governments well to continue improving their ongoing and future outreach activities. Having undertaken a full Communication 

Capacity Assessment, Guyana would do well to repeat the exercise on an annual basis to monitor improvement and identify additional training and 

resource needs.

The actions with Egypt, Guyana and Saint Lucia each included elements of peer learning, and development of step-by-step processes. These 

methodologies are highly adaptable to different national contexts and can be used by other countries to enhance in their outreach activities, whether 

on investment, skills transfer or any other sector of diaspora engagement. EUDiF actions are characterised by being sustainably-designed, practical in 

nature and maximising learning potential within and beyond a particular action. For more details on what we see as the success factors for capacity 

development, explore “Learning by doing: Success factors for capacity development in diaspora engagement.”

https://diasporafordevelopment.eu/library/learning-by-doing-success-factors-for-capacity-development-in-diaspora-engagement/
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Observations
The accompanied campaigning and assessment processes has resulted in increased knowledge and capacities on designing communication campaigns, 

partnering with diaspora during implementation and evaluation during campaigning and at institution-level for these three institutions. For each, the 

tailored tools help to ensure institutional memory and equip the respective institutions with resources to run more campaigns to engage the diaspora.

A few things stand out which are worth highlighting to institutions reflecting on their own communication practices...

During campaign design and implementation (steps 1-5)
 � Bringing together a mixed project team to design a campaign means you benefit from different experiences and specialisations. 

For example: The GAFI communications were designed between the national investment authority, a consultancy specialising in remittances 

and investment, a network for Egyptian professionals abroad and an international partner, meaning that the campaign drew on experience 

communicating with Egyptian expatriates, on diaspora investment, and on best practices from around the world.

 � Combining multi-level government communication with diaspora champions ensures a cohesive narrative and helps a campaign reach part 
of the diaspora that may not otherwise be engaged with institutions.

For example: The dynamic action from the Saint Lucian diaspora champion created incredible momentum in the UK, whilst the High 

Commission communicated formally. Meanwhile, the Diaspora Office at central level targeted the family of diaspora in Saint Lucia. The 

three-pronged approach led to a response rate that far exceeded expectations.

 � Momentum from beyond the campaign can be beneficial. “Piggybacking” on other things (such as events) should ideally be planned into 
the implementation or incorporated if discovered along the way.

For example: The Saint Lucia survey ran in June when there were a lot of Saint Lucian and Caribbean events happening in the UK. These 

provided access to parts of the community which may not otherwise have engaged with this sort of exercise.
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Stepping back to move forward (step 6)
 � Taking a step back to assess communications is an extremely helpful exercise for any institution to undertake. It is particularly important 

in the diaspora engagement context where trust is built on high quality communication.
For example: As the Diaspora Unit of Guyana was rebuilt in 2021, its first years have been dedicated to networking with the diaspora in order 

to understand needs and interests. As the Diaspora Unit strives to systematise its standard services (such as provision of information and 

liaison with other agencies), developing institutional communication resources and staff competencies will be key to freeing up the unit’s 

resources for more complex initiatives.

 � Monitoring during a campaign allows you to refine and adjust the 
campaign so as to achieve the objectives.

For example: Under the action with GAFI, initial direct communi-

cation to Egyptian organisations did not generate as much interest 

as hoped, so the project team reviewed steps 3 and 4. This resulted 

in a new partnership with a network to act as facilitator and cham-

pion and resulted in a stronger response rate.

Beyond these actions
Recalling the universal truths of communication and that communication is an 

essential transversal for all sectors of diaspora engagement, institutions would 

do well to ensure communication is fully integrated in diaspora engagement, 

from strategic to operational level.

Thanks to the experiences presented here and EUDiF’s extensive experience 

in diaspora outreach across its six partner regions, the facility is well placed to 

provide capacity development on outreach and communication as a standalone 

topic, as well as building it into sector-specific initiatives. 

No matter the area you wish to work on, get in touch to discuss how to build in 

communication needs from day one: eu-diaspora@icmpd.org.
BUILD RELATIONSHIPS

GENERATE TRUST

DRIVE COLLABORATION

CREATE COMMUNITY

GOVERNMENT-D
IASPORA CO

MMUNICATIO
N
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Learn more

Benchmark Report: Diaspora Investment Practices (2023) DMA Global
Produced during the action to support the Egyptian General Authority for Investment and Free Zones (GAFI), this report includes a series of diaspora 

investment practices, including information on related communication with the diaspora.

Communication Capacity Assessment Tool (2022) EUDiF
The CCAT is designed to guide an institution in reviewing its communication resources and staff skills. It is used during capacity development work 

during the needs assessment stage.

Communication competencies, culture and SDGs: effective processes to cross-cultural communication
Arirguzoh, S. (2023) Humanities and Social Sciences Communications

Designing for inclusive engagement (2022) Deloitte Insights

Plan your marketing campaign in 6 simple steps (2022) Adobe

https://diasporafordevelopment.eu/library/benchmark-report-diaspora-investment-practices/
https://www.nature.com/articles/s41599-022-01109-4
https://www.deloitte.com/za/en/our-thinking/insights/industry/government-public-services/government-trends/2022/inclusive-government-community-communication.html
https://business.adobe.com/blog/basics/how-to-create-marketing-campaign
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