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Introduction

This overview was written to help you tackle resettlement-related problems in your 
state by better understanding how we tackled a problem in ours.

We were a 2015 The Linking Communities Project grant recipient who combated 
misunderstanding and misinformation in our state through a targeted social media 
campaign which utilized infographics. Between January 2015 and June 2015, we created 
and released 8 infographics which reached over 317,000 viewers across the United 
States. 

In the next pages, we will walk you through how we identified a problem, found a 
solution, implemented changes, evaluated our success, and planned for the future. We 
have also included some of the key questions we asked during each step of the project.

We hope that this overview helps demystify the process of tackling a problem on this 
scale and helps strengthen your own outreach efforts!
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“Awareness precedes change.”
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Identifying the Need

Finding a Solution

Creating the Infographics

Releasing the Information

Evaluating Our Success

Planning for the Future

W
hat you’re about to read...
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KEY QUESTIONS

Step 1: Identifying the Need

What’s wrong? 
What’s not working? 

What can be improved? 
What isn’t happening?

Will meeting this need have a positive 
impact on our community?

What do other refugee service providers 
think about this? 

What does the refugee community think 
about this? 

The Problem
We began to notice that public 
misconceptions about refugees and 
refugee resettlement were causing 
friction in different areas of our state. 
This misinformation was often hindering 
public participation in resettlement 
efforts, and had the potential to grow 
into strong public resistance to future 
resettlement efforts. 

We brought our concerns to other 
refugee service providers in our state, 
utilizing existing meetings, informal 
gatherings, and day to day interactions 
to discuss this perceived problem. They 
too had seen this problem and helped 
us grow and then refine a list of 
misconceptions we considered 
particularly damaging to resettlement 
efforts. 

We also brought our concerns to the 
refugee community itself, meeting with 
both community leaders and members. 
They too confirmed this problem and 
added their voices to our list of key 
areas of misinformation that were 
having the greatest detrimental effect 
on the refugee communities in North 
Carolina.

It’s so frustrating 
when people look down 
on my clients because 
they think they’re 
“using the system”...
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Step 1: Identifying the Need

As we discussed the problem with 
others, we realized that accurate 
information had the power to sway 
public opinion in favor of 
resettlement, making our jobs easier 
by increasing public involvement in 
the process and potentially 
influencing critical government 
policies.

We needed to get accurate 
information about refugees and 
resettlement into the hands of the 
general public and preemptively seed 
pro-resettlement sentiment among 
North Carolinians who currently had 
little knowledge of refugee 
resettlement in our state.

We also came to realize that 
accurate information would 
improve the lives of those within the 
refugee community by combating 
fear and distrust, and fostering a 
more welcoming environment in their 
neighborhoods and workplaces.

Our refugee families are some of the 
most amazing people I’ve ever met.
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The NeedResettled refugees are connected 
to terrorist cells. They carry 
communicable diseases that are a 
health threat. They are here 
illegally. They are a significant 
drain on our social systems and 
economy. They are not authorized 
to work. They don’t pay taxes. They 
are helpless. They are uninvolved in 
the community. They make our 
communities worse. They don’t 
want to speak English or integrate 
into American society. They are 
“takers” but not “givers”. They 
only left their home country 
because they wanted better jobs in 
the US. Refugees leave home by 
choice (not out of fear). It’s a quick 
path to resettlement. All refugees 
go to refugee camps. Refugee 
families always flee together. They 
are lazy. They are uneducated. They 
have no previous work experience. 
They have nothing to teach us.
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Step 2: Finding a Solution

What can we do to mitigate the need?
What do we need in order to do that?
Where are the necessary resources?

Who needs to be involved?
Do other stakeholders think this will work?

What are the potential weaknesses of this solution?
How will we support those areas or prevent those issues?

After identifying the need as a lack of correct information, we 
began to brainstorm ways to meet that need. We spent time 
dreaming of ideal solutions--from public events to billboards, 
press conferences to door-to-door canvassing--we put 
everything on the table, letting our imaginations run with ideas 
on how to best share this critical information with others in the 
state. 

As we brainstormed, we began to realize that we faced not one, 
but two hurdles to jump.

First, the people in our state who needed this information were 
unaware that they needed it, and therefore were not going to be 
looking for it.  We had to bring the message to them; they were 
not going to come to us. 

Second, we had no way of controlling the previous knowledge of 
our audience. They would come to our information with a variety 
of backgrounds: some holding true ideas, others false, while 
others would be new to the entire concept. We would have to be 
incredibly careful in our messaging and delivery so that we did 
not inadvertently introduce or reinforce the negative ideas and 
misconceptions we were attempting to correct. 
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Step 2: Finding a Solution

We discussed our idea with others 
connected with the local refugee 
community. We shared it with refugee 
service providers, community leaders, 
teachers, students, mothers, etc. to get 
their feedback on the idea and to refine 
our messaging.

We decided to utilize messaging ideas in 
the Reframing Refugees Messaging 
Toolkit. One of our fears was that we 
would accidentally introduce 
misconceptions where there may be 
been none before. To prevent that, we 
chose to not state the misconceptions, 
but rather focus on highlighting 
positive messages that intrinsically 
counteracted the misconceptions. 

False information is like poison...

Refining the Message

Perception trumps reality.
Emotion trumps logic.

Brevity trumps precision. 
Values trump features. 

Vibrant Language trumps jargon.
Actions trump magic words.
Your audience trumps you.

Principles of 
Meaningful Messages

Reframing Refugees Messaging Toolkit, pg. 2
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These two hurdles helped narrow down our approach options. Our solution had to 
somehow get to people who did not know they needed it, and introduce information 
in such a way that only positive ideas and true understandings were reinforced.

As our ideas narrowed, we added to the table all of our restrictions. Time, money, 
and connections were three of the heaviest influencers. 

In the end, we decided that infographics were the best solution for this problem at 
this time. By nature, they are easy to digest and simple to share. They tend to 
take a life of their own, moving quickly and easily among online social networks, 
and appearing before users who are not necessarily looking for them. They are also 

relatively quick to create, and we had the capacity to produce them 
affordably and release them easily across the state. 

http://www.welcomingrefugees.org/reframing-refugees-messaging-toolkit-0
http://www.welcomingrefugees.org/reframing-refugees-messaging-toolkit-0


Step 3: Creating the Infographics

Who will create the graphics?
How much will it cost?
How much time will it take?
What information should we include?
Who is our audience?
What do we want these fonts to convey?
What do we want these images to convey? 
Do these images look like they belong together?
Do we have the rights to these images and fonts?
How will our audience access and view this work?
Are these images understandable to our audience? 

It was important to us that we produced high quality visuals that were tailored 
specifically to the information we wanted to provide and the audience we hoped to 
reach. Poor graphic representation would not only impact the effectiveness of the 
information’s delivery, but could also discredit the material as authoritative and 
hinder online spread. While many of our staff members are able to produce 
professional documents, none of us had the artistic skill necessary to create 
compelling visual infographics. Because of this, we sought the assistance of a 
professional graphic designer. 

Communication between the graphic designer and the project coordinator was 
continuous. Time was spent refining everything from overall feel, to specific words 
and images. It was important to us that every aspect of the image was utilizing 
positive messaging, both on the conscious and subconscious level, and regardless 
of the time spent viewing them. We wanted the viewer to walk away changed 
regardless of if they glanced, skimmed, or read in detail.

Setting Up for Success

Complicated is easy; it takes a real artist to do simple.
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Step 3: Creating the Infographics

We began to collect solid data from 
reliable sources such as the Refugee 
Processing Center, the State Department, 
the Office of Refugee Resettlement, and 
published academic papers. We were 
careful to only utilize sources that would be 
recognized as reliable by those outside of 
refugee resettlement.

It was difficult to find solid data to combat the misunderstanding about 
the economic impact of resettlement in our state. Our state had no 
economic impact study on refugee resettlement, and much of what we 
knew seemed to be anecdotal reports of community improvement and 
watching the community’s industry.

In the end, we resorted to creating an infographic based on a published 
University of North Carolina study that examined the economic impact of 
immigration into NC at large, which included refugee resettlement in its 
numbers. 

Collecting the Data
Staff and volunteers donated time to 
the collection process to help keep 
the graphic designer costs to a 
minimum. Each was assigned a 
specific area to research and told to 
keep careful, academic quality 
notes.

CHALLENGE

Notes were kept online in a shared Google Drive folder that was 
accessible by both the project coordinator and graphic designer. The 
project coordinator regularly reviewed and refined the research, 
producing a cheat sheet for each infographic to be produced. The cheat 
sheet included all of the information needed for the graphic, as well as 
links to find more information and notes on which pieces of information 
are critical.  

People don’t connect with data; 
they connect with stories grown from data.
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Step 3: Creating the Infographics

Testing and Refining
Graphic designers are 

expensive. 
Our first quotes estimated 

anywhere from $800 to $3000 
per graphic. Although fair by 

market standards, these costs 
far exceeded our budget.

To bring the cost down, 
we hired a local, budding graphic 

designer. She had volunteered 
with us previously, 

and was eager 
to assist in spreading our 
messages while building 

her portfolio. 

She offered her design services 
at a drastically reduced rate, 

and we worked together to keep 
costs manageable (e.g. we did as 

much of the non-design work as 
possible to enable the designer 

to spend her time focusing on 
the creation of the actual 

graphics, something we were ill 
equipped to do ourselves. 

We tested the infographics throughout 
their development. From early stage 
drafts to final versions, we wanted to 
make sure the messages we were 
trying to share were understandable to 
our target audience.

We tested the information with a 
variety of individuals--from those 
who claimed to know a lot about 
refugees and resettlement to those 
who said they knew very little. It was 
the latter group we utilized most often 
in our testing, since they represented 
our target audience. 

We tested every aspect from color to 
font size, text to images, we wanted to 
make sure that every element was 
working together to express our ideas. 
We used questions with our test 
viewers like: Can you tell me what this 
graphic is about? and Is there anything 
you’d change? We also often followed 
up with questions about their 
perception of refugees before and after 
viewing the graphic.

CHALLENGE

Te
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Wow! I didn’t know refugees 
were here because we invited 

them. I thought they just came 
for better jobs...
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They were also given the 
opportunity to choose if they 
wanted to use their real name(s) or 
a pseudonym. Those who chose 
a pseudonym chose a new name 
from their own culture and 
language. For “Mulugeta”, this 
allowed him to share his story 
without fear that his government 
was going to find him. For “Nuam 
Pi” and her husband, it was an 
opportunity to share details of their 
story their community didn’t know. 
For Ram Lal Phuyel, using his own 
name was empowering, a way for 
him to yell back at his past, “You 
didn’t break me! I am here! I am 
free!”

Step 3: Creating the Infographics

It was important to us that the local refugee 
community had a voice in this project. From 
identifying areas of perceived misconception 
to offering firsthand stories, their 
involvement in the project was thorough. We 
also recognized that data is valuable in 
changing public opinion, but pales in power 
next to a compelling story.

We wanted to capture and share those 
individual stories, but we wanted to do it in a 
way that gave the participating individuals 
an active role in the education of the 
community without exploitation. This was 
particularly true when it came to utilizing 
personal stories.

The individuals who shared their stories 
were involved in every step of the process: 
they shared their stories; reviewed our 
interpretation of events and emotions; and 
gave approval for the final draft before it 
was released to the public. 

CHALLENGE
I want American people to know my 

story. I want them to understand 
what happened to me and my family. 

It took some time to find interpreters our families were willing to share their 
stories through. This was due in part to individual dialect differences (the 
families wanted to be sure their story was being interpreted accurately) and 
also due in part to the relatively small size of the community (individuals 
were hesitant to share their story with certain members of the community 
due to relational issues). 

8
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KEY QUESTIONS

Step 4: Releasing the Information

Where is our audience?
When are they online?
What interests do they have?
What other agencies would be 
interested in this information?
How can we encourage others to 
share this information?

The Target
We knew we wanted to get our infographics into the hands of people who 
did not even know they needed this information. To give them access, we had 
to have our information in places they already visit. 

We pictured it like this: if you hold up a sign on a sidewalk, everyone who is 
walking by will see it. Some of those people might already know the 
information, some might not. It’s the latter group we were interested in, and 
we called them “digital passers-by”.

Social media gave us the opportunity to reach that audience, but it was going 
to take more work than just posting the infographics on our own social media 
accounts. It was going to require preparation and planning, including 
researching trends in the target audience (e.g. when are they online? what 
kinds of things are they looking at?), and reinforcing our current social 
network to encourage outward flow of the information.

With a current social following of under 500, we optimistically set our target at 
10,000 infographic views-- 20 times our reach at the start of the project!

A beautifully 
crafted message 

delivered to no one 
is worthless.
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Step 4: Releasing the Information

CHALLENGE
Traditionally, organizations are able to utilize social media ad services to get their 
messages served to targeted audiences. We had anticipated using Facebook ads to  
launch our message outside of our normal sphere of influence. Unfortunately, Facebook 
Ads has a strict policy on how much text can be shared as an image and our infographics 
failed miserably. There was no way around the policy. Instead, we had to focus heavily on 
encouraging our existing network to share the information and allow organic, 
rather than paid, spread to occur. 

Timing Tagging
Utilizing the Insight feature on 
Facebook, we identified when our 
current audience is online. We then 
scheduled our posts to publish 
during those peak times, which 
helped ensure that our information 
was seen by our followers. 

Thanks to Facebook’s internal 
design, when our friends interacted 
with our posts (e.g. by liking, 
commenting, or sharing), the 
information would “jump” into their 
social networks, increasing the odds 
of digital passers-by seeing the 
information. We directly encouraged 
viewers to interact with the post by 
promptly responding to any 
comments, “liking” when the post 
was shared, and tagging our friends.
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We alerted our online friends to our 
infographic posts through the use of 
tags, a method of highlighting 
information for another user. We 
tagged our local service provider 
friends, state providers, national 
agencies, and even international 
agencies! We even tagged 
government agencies such as the 
mayor’s office, the White House, 
our local public school system, etc.  
If we thought it was relevant to your 
work and we knew you, we tagged 
you. We left a note with our tags 
encouraging the other agencies to 
freely utilize the graphics we had 
provided. This tagging process also 
gave us the opportunity to discover 
and connect with new 
organizations!



Step 4: Releasing the Information

CHALLENGE

Website

The rising interest in downloading 
our graphics soon outgrew our 
website’s capacity to host them. 
We ended up having to go back 
and restructure our website to 
handle the traffic, and found 
DropBox to be a helpful external 
hosting option for the large files 
themselves. We were able to 
configure the links so that, when 
clicked, the files automatically 
began to download. This reduced 
the bandwidth load on our website 
while still preserving a single 
point of contact for our website 
visitors. 

All of the infographics were uploaded to our website for quick and easy download 
by other refugee-centered organizations. Each graphic was resized for ease of 
download and use, and we included links which bring users to our original social 
media posts, allowing them to immediately share with their networks. For 
organizations new to infographics, we offered a simple “how to use infographics” 
guide at the beginning of the page.

Because the website was designed to be used by fellow refugee-centered 
organizations, we also included a list of the misconceptions being targeted in 
each infographic, to help users determine which infographic is best for their 
needs.

Information + Graphic = Infographic
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Hashtags
Hashtags also helped increase the 
visibility and spread of the 
infographics. By utilizing key 
hashtags, we were able to include our 
information in broader conversations. 
We released our graphics in the 
weeks leading up to World Refugee 
Day, so we were sure to utilize 
#WRD, #WorldRefugeeDay, and our 
local #WRDclt tags. We also utilized 
other tags that would draw 
sympathetic audiences both locally 
and nationally who were likely to 
share our work. Examples of the tags 
we used include:
#refugees, #socialjustice, #justice, 
#stories, #humanstories, #human, 
#refugeestories, #infographics, #data, 
#global, #local, #myNC, #weloveCLT, 
etc.

https://www.dropbox.com/


KEY QUESTIONS

Step 5: Evaluating Our Success

How will we know that what we’re doing is working?
What is success?
What will happen?
How do we measure what happens?

Determining Success
Our goal was to see a positive attitude shift about refugee communities and 
continued refugee resettlement in North Carolina. But emotions and perceptions are 
hard to measure, so we had to find something tangible that would help us gauge if 
our efforts were succeeding or needed adjustment. 

We decided that awareness precedes change, which naturally led to the decision 
to measure the number of infographic viewers as a measure of success. We 
reasoned that the infographics themselves will bring awareness and therefore the 
potential for positive change. Although by no means an airtight metric, it would at 
least provide some indication of our efforts’ success or failure.  

We also decided to survey viewers before and after they viewed our infographics, 
to measure any self-perceived perception shift.

If you aim at nothing, 
you’ll hit nothing every time.
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KEY QUESTIONS
Step 5: Evaluating Our Success
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Measuring Success
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We were unable to directly measure individual views (see the challenge on 
page 10), so we calculated audience size using the following of 
organizations that shared our posts or re-posted the information and tagged 
us. Due to various privacy settings, we decided to not utilize individual 
accounts in our calculations since the information we could glean from 
those accounts was not always reliable (e.g. the user may have chosen to 
hide his or her followers from the view of other users). Using these 
measurements, we calculated that our infographics were presented to over 
317,000 viewers--soundly passing our initial target of 10,000!

We also measured estimated viewer location, utilizing the perceived sphere 
of influence of a given organization. For example, when our local partners 
posted our infographics, we assumed their sphere of influence (and 
therefore viewers) were located in North Carolina. When our national 
partners posted our images, we assumed their sphere of influence 
encompassed the entire nation. Measuring this way, we determined that our 
audience stretched from coast to coast, but was concentrated within North 
Carolina which was right on target.

The most valuable personal perception survey results came from a public 
exhibit of the infographics during our city’s World Refugee Day 
celebrations. The individuals surveyed during that event covered the 
spectrum of knowledge, and every single survey that had room for improved 
perception showed a marked increase in positivity towards refugees and 
resettlement. Not a single survey returned with an increase in negativity. 
This reinforced that our measure of viewers was going to be a good 
indication of success. 

I’m surprised by how many 
refugees are living here! I 

knew refugees came to America. 
I just didn’t know they came 

here.



KEY QUESTIONS

Step 6: Planning for the Future

What natural next steps did this project open?
How can we build on what we’ve done?
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After the successful conclusion of this project, we began to look for our 
next steps. Eager to ensure the work we’d accomplished continued to 
live and be built on, we decided on several next steps.

1. Maintain and Grow New Relationships
Our first priority was to maintain and grow the relationships 
opened by this project as well as our participation in the TLC 
Project as a whole. This entailed adding our new contacts into 
our existing communication strategy. 

2. Build on Existing Work
The success of our graphics also encouraged us to continue to 
create them. We began talking with the designer about 
collaboration on future graphics.

3. Train Others
After these graphics were released, we received many requests 
from other refugee-serving organizations in our area: they 
wanted to know how to harness social media in effective ways. 
You are now reading some of the fruit of that next step! 
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Refugee Processing Center (RPC)
WRAPSnet.org

The US Department of State
state.gov

Office of Refugee Resettlement
ACF.HHS.gov/programs/ORR

The UN Refugee Agency (UNHCR)
UNHCR.org

USA for UNHCR
UNrefugees.org

Google Scholar
scholar.google.com

Supporting material
View and Download the Infographics
CharlotteAwake.com/RefugeeInfographics

The Infographics

Useful Project Tools
Reframing Refugees Toolkit
WelcomingRefugees.org/reframing-refugees-messaging-toolkit

Google Drive
Drive.Google.com

DropBox
DropBox.com

Helpful Data Sources

Supporting material
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This document was created by Charlotte Awake 
in partnership with The Linking Communities Project. 2015. 

All rights reserved.

This work may be reproduced and distributed in electronic or print form 
for non-profit use and training, but may not be altered or sold without written permission. 


