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The Social Problem 

● Low skilled migrant workers lack sufficient 
access to information on safe migration 

● Exploitative recruitment of  migrant workers 
● Fraudulent and coercive practices common 

in the industry  
● Intermediaries essential in matching of 

labour supply & demand 
● Take advantage of asymmetries to charge 

exorbitant recruitment fees to migrant 
workers 
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Indicators of Forced Labour

● Migrants take on debt to finance 
recruitment fees

● Can lead to debt bondage, a key 
indicator of forced labour 

● Exposes them to further risk
● Increases likelihood of accepting 

unfair and dangerous working 
conditions 
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Migrasia is a tax-exempt social enterprise that 
fosters and incubates solutions relating to 

migration in Asia. 

We support a range of innovative and 
data-driven education, technology, 

investigation, and research projects with the goal 
of eliminating forced labour and exploitation of 

migrant workers.
4



Migrasia’s Cyclical System 
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Social Media: 
Online Victim Identification & 
Client Support 

● Educational content, 
explaining the law & 
migrant’s rights

● Online tutorials and guides 
for reporting wrongdoing

● Assistance in filing 
complaints

● Peer-to-Peer support 
groups

● Referral to NGOs or 
in-person assistance
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The Intervention - Social Media System
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Example Post 
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Victim Identification & Triage 
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https://www.facebook.com/StopBadAgencies/posts/1684690271702505
https://www.facebook.com/StopBadAgencies/inbox


● Prevent migrant workers from being overcharged on recruitment fees 
and related costs which leads to de facto debt bondage and human 
trafficking, as defined by the US State Department

● Provide support & access to redress for those who have already been 
overcharged breaking the cycle of debt bondage and human 
trafficking

 

Research Objective 

Assess the feasibility of using an RCT to evaluate the 
effectiveness of behavioural change techniques applied in 
social media campaigns to:
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Mixed methods approach including secondary and desk review analysis (Study 1) and 
primary data collection analysis (Study 2 & 3).

Secondary & Desk Review Analysis 

● Study 1: Inductive content review, sentiment analysis and topic modelling of 
Facebook posts with highest levels of engagement to categorize variables that 
likely influence virality

Primary Data Collection Analysis 

● Study 2: In-depth interviews with migrant workers that have/have not received 
direct remediation (e.g. recruitment fees refunded or passport returned) via 
instruction provided through social media

● Study 3: Semi-structured interviews with “top fans” of pages to identify 
underlying reasons for engagement

 

Methodology
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Overarching Research Framework 
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Framing Theory
Framing is a process of shaping the meaning of an object (e.g., an event, person, or idea) by using 
communicative strategies to highlight or downplay certain aspects of the object.
 
In the context of audience engagement in social media campaigns, framing explains how certain 
ways of presenting a message can either increase or decrease the audience’s interest, attention, and 
sense of urgency to take action.
 
In our study, we use framing theory (Snow & Benford, 1988) which argues that the extent to which a 
message engages with the audience effectively depends on whether it attends to three framing tasks:
 

o   Diagnostic => this frame emphasizes how to resolve issues and possible outcomes
o   Prognostic => this frame describes the problem and identifies who is to blame
o   Motivational => this frame is a “prod to action,” evoking emotional responses and 

appealing to the masses to create a sense of collective urgency.
 
At this stage of the study, we will conduct a content analysis of posts and social media attributes on 
Migrasia’s Facebook page to examine the association between framing and the level of user 
engagement. 13



Study 1: Analysis of Facebook Posts

● The objective of this study is to explore how various context and 
content features are associated with social media engagement (the 
number of unique people who engaged in certain ways with the page 
post, for example by commenting on, liking, sharing, or clicking upon 
elements of post.

● This study contributes to our project by clarifying a mechanism by 
which social media posts engage with the audience through the 
mobilizing power of framing.

● Whether these frames are indeed perceived by the audience and the 
extent to which the audience takes them into consideration when 
seeking help will be further explored in the next stage of our project 
(i.e., in-depth interviews with clients and top fans).
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Data 
Case selecting and Matching 
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Data 
Feature Extraction
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Results
Descriptive Statistics 
● The mean of post engagement is 6180, the median is 139.

● There is significant diversity in the use of period (M = 8.96, SD = 19.3), comma 
(M = 2.45, SD = 4.07), exclamation (M = 2.19, SD = 5.80), hashtag# (M = 0.652, SD 
=7.88), and emoji (M = 1.94, SD = 8.56).

● On average, the overall sentiment is slightly tilted to positive (M = 2.01, SD = 
8.56) vs. negative (M = 1.31, SD = 4.32) 

● February has the most posts(N = 213), followed by January and March
● Monday has the most posts (N = 287), followed by Tuesday and Thursday;  
● More than half of posts are posted after 8pm (N =756) 

● Very colorful (M = 0,727, SD = 0.231); 99.2% of posted images contain texts (N = 
595); website (N = 384) and menu (N =91) are the two most frequently identified 
objects .
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Results 
Regression Model 1 

A multiple linear regression was used to test 
if any text features, context features 
significantly predict post engagements. (N = 
1503)
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Results 
Regression Model 2 

A multiple linear regression was used to test 
if any text features, context features, and 
image features  significantly predict post 
engagements (N = 601)
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Preliminary Conclusion and Limitation

● Certain text, context, and image features play important roles in 

predicting post engagements

● Only text and image are considered

● Only English language posts are processed    
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Next Steps 

● Study 1: Refine machine driven approach to post analysis by integrating 
human coding of ‘framing features’ to identify diagnostic, prognostic and 
motivational frames

● Study 2 & 3: Conduct primary data collection to facilitate understanding 
of triage and assistance process, from engagement to outcome 
(successful/unsuccessful remediation) and to evaluate interim outcomes 
(e.g. education, empowerment)

● Design a more tailored intervention to test higher successful outcomes 
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Framing Features

Diagnostic Frames
= describe the problem and identify who is to blame  

Prognostic Frames
= emphasises how to resolve issue and possible 

outcomes

 

Motivational Frames 
= encourage action by evoking emotional responses 

and appealing to the masses 
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Thank you! 
To our team 
Fu Yao, HKU

Ines Huynh, HKU
Louis Waruwu, HKU 

Yuniar Aristia, Migrasia 
Virtual Analysts, Migrasia

To participants involved in the research 

Questions? 
Feel free to contact us

isla@migrasia.org
 jordanlp@hku.hk

zjunjie@connect.hku.hk
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