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he third phase of the INDOORS project was 
carried out between January 2013 and 
December 2014 in partnership with nine 
organisations in nine member states of the 
European Union: Austria, Bulgaria, France, 
Finland, Germany, Italy, the Netherlands, 
Portugal and Spain. 

The main aim of the project was to reduce 
the exposure of female indoor-based sex 
workers to risks and violence by promoting 
their empowerment at a grass-roots level.  

 

The INDOORS III objectives 

Spread and optimise the use of new 
technologies in order to: 

- adapt to the actual trends within the 
European sex industry 

- reach out to indoor-based sex workers who 
are less accessible 

- counsel, even anonymously, sex workers 
on health, legal and social issues on a large 
scale 

Develop strategies to reach indoor-based 
sex workers, in particular those who work in 
hidden places, are more exposed to risk and 
are more vulnerable.   

Create and maintain contact with indoor-
based sex workers by informing and 
supporting them in order to reduce isolation. 

Enhance the group's knowledge, access to 
services, rights and legal protection through 
information and practical advice. 

Tackle the issue of sex workers' rights by 
carrying out awareness campaigns aimed at 
the general public and, indirectly, potential 
clients and professionals who work with and 
for sex workers. 

Sensitise and assist professionals in 
establishing adequate services for sex 
workers who are victims of violence. 

Provide an updated overview of the needs 
expressed by the target group in order to 
facilitate a proactive adaptation of services. 

Provide an overview of the realities             
of the indoor sex work scene in nine 
European cities, namely: Amsterdam, Genoa, 
Hamburg, Helsinki, Madrid, Marseille, Porto, 
Sofia and Vienna. 

Favour community engagement and 
community-based mobilisation through peer 
participation, while facilitating a horizontal 
exchange of knowledge and experience. 

Favour the transferability of experiences 
and capacity building to increase the 
efficiency and impact of actions undertaken. 

Favour networking at local, national and 
European levels in order to strengthen the 
impact and dissemination of actions carried 
out by the INDOORS project. 

 

The INDOORS III products 

Flexible use of information 
technologies 
Development and implementation of 
information and communication technologies 
in outreach, advocacy and empowerment 

Advocating for the rights of sex workers 
Developing campaigns to sensitise the general 
public, policy makers and authorities 

Peer education in sex work 
A guide on the development and 
implementation of peer education 
methodologies within the context of sex work 
in eight European countries 

Empowerment through rights awareness 
Manual on the empowerment of sex workers 
through the promotion of equal access to rights 
and legal protection 

Outreach in indoor sex work settings  
2013 – 2014 | A report based on the mapping 
of the indoor sex work sector in nine European 
cities, contextualised by national overviews 
 

 

The INDOORS products are available                
at www.indoors-project.eu and at the 
partners' websites.  

The main coordinator of the                  
INDOORS project is the French organisation 
Autres Regards. 

 

 

T 

 

http://www.indoors-project.eu/
http://www.indoors-project.eu/
http://www.indoors-project.eu/
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Partners 
 

AUSTRIA | LEFÖ 

Since the early 1990s, LEFÖ has offered 
counselling and support for migrant women 
doing sex work in Austria, and has actively 
lobbied for the legal and social recognition of 
sex workers. Since 1995, LEFÖ has been part 
of the European research and support 
network known as TAMPEP (European 
Network for HIV/STI Prevention and Health 
Promotion among Migrant Sex Workers).  

LEFÖ | Counselling, education and 
accompaniment for migrant women 
Kettenbrückengasse 15/4  
1050 Vienna, Austria  
Tel.: +43 1 581 18 81  
Fax: +43 1 581 18 81 14  
tampep@lefoe.at 
www.lefoe.at 

 

BULGARIA | HESED 

HESED was founded in 1998 as a successor 
of the first organisation working in the field 
of HIV/AIDS prevention in Bulgaria. The 
organisation aims to create opportunities for 
individual and community development, 
promote health and social well-being and 
develop and promote effective approaches 
for the successful integration of 
disadvantaged communities. The foundation 
established, and still offers, outreach services 
for community mobilisation and psycho-
social support for vulnerable groups.  

HESED | Health and Social                           
Development Foundation 
70 Tzaribrodska str., 2

nd
 floor, office 4 

1309 Sofia, Bulgaria 
Tel.: +359 2 851 8108 
Fax: +359 2 953 3455 
prohealth@hesed.bg 
www.hesed.bg 

 

FINLAND | Pro-tukipiste 

Pro-tukipiste ry was founded in 1990, and is 
a registered non-profit organisation that 
promotes sex workers' rights and offers 
professional low threshold social support, 
healthcare services and legal advice for sex 
workers in the Helsinki and Tampere 
regions. Services are free of charge and 
anonymous, as well as politically and 
religiously independent. As a nation-wide 
expert organisation, Pro-tukipiste also offers 

consultation on issues concerning 
prostitution, sex work and trafficking in 
human beings. 

Pro-tukipiste 
Vilhonkatu 4B 20 
00100 Helsinki, Finland 
Tel.: +358 9 2512 73 0 
Fax: +358 9 2512 73 88 
toimisto@pro-tukipiste.fi 
www.pro-tukipiste.fi 

 

FRANCE | Autres Regards 

Autres Regards is a community-based 
organisation located in Marseille that has 
worked with and for street-based sex 
workers of all genders since 1995. The 
organisation works on the prevention of 
HIV/AIDS and STIs, health promotion, the 
improvement of access to health services and 
fundamental rights for sex workers. In 
January 2009, Autres Regards extended its 
activities to indoor-based sex workers.  

Autres Regards  
3, rue de Bône  
13005 Marseille, France  
Tel.: +33 4 91 42 42 90  
contact@autresregards.org 
www.autresregards.org 

 

GERMANY | Ragazza 

Ragazza is an NGO that has offered support 
and counselling for drug-using outdoor-
based female sex workers in Hamburg since 
1991. The organisation offers a secure place 
for the target group, including warm meals, 
overnight accommodation, a consumer room, 
needle exchange services, counselling on 
health and social issues and accompaniment 
to public health services. Ragazza carries out 
outreach activities, harm reduction 
interventions and advocacy work for the 
rights of drug-using sex workers. 

Ragazza e.V. 
Brennerstr. 19 
20099 Hamburg, Germany 
Tel.: +49 40 39 909 303 
Fax: +49 40 2805 5033 
ragazza@w4w.net 
www.ragazza-hamburg.de 
tampep.germany@gmail.com 

 

ITALY | Le Graziose, CDCP Genova 

Le Graziose was created in 2007 as the 
Genoese branch of the Committee for Civil 
Rights of Prostitutes (CDCP – ONLUS), which 
was founded in 1982. It is a non-profit 
association that promotes the civil and 
human rights of sex workers, offers 

mailto:tampep@lefoe.at
http://www.lefoe.at/
mailto:mail@hesed.bg
http://www.hesed.bg/
mailto:toimisto@pro-tukipiste.fi
http://www.pro-tukipiste.fi/
mailto:contact@autresregards.org
http://www.autresregards.ord/
mailto:ragazza@w4w.net
http://www.ragazza-hamburg.de/
mailto:tampep.germany@gmail.com
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counselling on sex work-related issues, 
implements empowerment strategies for sex 
workers and is involved in projects against 
the exploitation and trafficking of human 
beings. Le Graziose also supports campaigns 
on HIV/AIDS, STIs and harm reduction 
interventions.  

Le Graziose  
Via della Maddalena 11A 
16100 Genova, Italy 
Tel.: +39 333 1558473  
legraziosedigenova@hotmail.it 
www.lucciole.org 

 

NETHERLANDS | TAMPEP International 
Foundation  

The TAMPEP International Foundation carries 
out EU and international projects concerning 
migrant and national sex workers' health and 
well-being, sex workers' rights, advocacy and 
health promotion. TAMPEP was founded in 
1993 and started out as a regional network. 
TAMPEP currently leads a network of 
community-based service providers operating 
in 28 European countries and is a member of 
the Global Network of Sex Work Projects and 
ICRSE (International Committee on the Rights of 
Sex Workers in Europe). 

TAMPEP International Foundation 
Eerste Helmersstraat 17-B3 
1054 CX Amsterdam, The Netherlands 
Tel.: +31 20 692 6912 
tampep@xs4all.nl 
www.tampep.eu 

 

PORTUGAL | APDES 

APDES is a non-profit organisation that was 
founded in 2004. APDES promotes 
sustainable development among vulnerable 
communities and populations (drug users, 
migrants, sex workers, unemployed persons) 
through the improvement of access to health 
services, employment and education, thus 
seeking to empower these populations and 
reinforce social cohesion. Its interventions 
are based on action-research principles,  

 

 

 

 

 

 

 

 

participatory methodologies, proximity 
strategies, and principles of citizenship and 
human rights. APDES implements national 
and EU projects that seek to promote sex 
workers' rights and improve sex workers' 
working conditions. 

APDES | Agência Piaget                                                        
para o Desenvolvimento 
Alameda Jean Piaget, n°100 
4411-801 Arcozelo 
Apartado 1523 
Vila Nova de Gaia, Portugal 
Tel.: +351 227 531 106 
info@apdes.pt 
www.apdes.pt 

 

SPAIN | Hetaira 

The Colectivo Hetaira was founded in 1995 
as the initiative of a group of female sex 
workers and women from other working 
sectors, as a means to fight social 
stigmatisation and as an instrument for sex 
workers to defend their rights. The 
association has since then been a reference 
point for the defence of sex workers' rights to 
work in peace, to organise themselves, to 
unionise, to contribute to a state pension, 
and to be free to denounce physical 
aggressions. 

Colectivo Hetaira 
c/ Fuencarral, 18, 4° F. 
28004 Madrid, Spain 
Tel.: +34 915 232 678 
hetaira@colectivohetaira.org 
www.colectivohetaira.org 

 

The red umbrella  
is the symbol for  
sex workers' rights  
around the world.  
It is used in images  
and during  
public demonstrations.  
It has been  
a worldwide  
symbol since 2001,  
when it was used  
for the first time  
by sex workers  
during a  
demonstration  
at the  
Venice Art Biennale,  
as part of  
an art installation  
of the Slovenian artist  
Tadej Pogačar. 

mailto:legraziosedigenova@hotmail.it
http://www.lucciole.org/
mailto:tampep@xs4all.nl
http://www.tampep.eu/
mailto:info@apdes.pt
http://www.apdes.pt/
mailto:hetaira@colectivohetaira.org
http://www.colectivohetaira.org/
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The INDOORS awareness-
raising campaign                        

 

he INDOORS project was financed by the European Union within the 

framework of the Daphne III Programme of the European Commission.  

It was first implemented in 2009 with six partner organisations from five 

European countries (Bulgaria, France, Germany, Italy and Portugal). 

Since its second edition (January 2011 - December 2012), the project has 

involved the partnership of nine organisations from nine member states of 

the European Union (LEFÖ, Austria | HESED, Bulgaria | Autres Regards, 

France | Pro-tukipiste, Finland | Ragazza, Germany | CDCP, Italy | TAMPEP, 

Netherlands | APDES, Portugal | Hetaira, Spain) that are highly committed 

to promoting the empowerment of sex workers and fighting against the 

different forms of violence that affect them.  

The main coordinator of the INDOORS project was Autres Regards in 

Marseille, France. 

INDOORS III - Empowerment and Skill Building Tools for National and 

Migrant Female Sex Workers - started in January 2013 and ended in 

December 2014. One of the products developed during this period was an 

awareness-raising campaign coordinated by the Portuguese partner, 

APDES. 

With this campaign, the INDOORS partners intended to draw society's 

attention to the need to guarantee sex workers' fundamental human rights, 

such as living free from violence. 

According to Sayers (2006)1, to raise awareness of a certain issue is to 

promote its visibility and credibility within a community or society. "To 

raise awareness is to inform and educate people about a topic or issue with 

the intention of influencing their attitudes, behaviours and beliefs towards 

the achievement of a defined purpose or goal." (Sayers, 2006, p.11). 

Around the world, sex workers face different types of violence, stigma and 

discrimination. Violence is perceived as "the intentional use of physical 

force or power, threatened or actual, against oneself, another person, or 

against a group or community that results or has a high likelihood of 

resulting in injury, death, sexual or psychological harm, maldevelopment or 

                                                           
1 Sayers, R. (2006). Principles of Awareness-Raising. Bangkok: Unesco. 

T 
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deprivation of liberty"  (WHO et al., 2013, p.22)2. "Violence against sex 

workers is not only widespread, but is also perpetrated, legitimized, and 

accepted by many" (WHO, 2005, p.4)3.  

The INDOORS partners believe that the recognition of sex work as work, 

consisting of consensual sex between adults with no coercion involved 

(UNAIDS, 2014)4, entitled to social and legal protection like any other 

work, could be a strategy to counter the violence experienced by sex 

workers (NSWP, 2010)5. 

The involvement of sex workers in the conception and  
dissemination of the products meets one of the INDOORS  
project's main goals, which is to promote empowerment  
within the sex worker community.  

Empowerment is understood as "the process of gaining confidence, self-

esteem, understanding and power to articulate concerns, ensure actions 

are taken to address these concerns and more broadly for sex workers to 

gain control over their lives" (TAMPEP, 2009)6. 

The partners decided that this campaign should be in tune with the efforts 

and products developed in previous editions of the INDOORS project, 

which are available at http://www.indoors-project.eu/. 

This report intends to give a clear overview of relevant aspects to be 

considered in the development of an awareness-raising campaign, using 

the example of the campaign developed under INDOORS III. 

 

 

 

 

                                                           
2 WHO; UNFPA; UNAIDS; NSWP; World Bank (2013). Addressing Violence Against Sex Workers. In 
Implementing comprehensive HIV/STI programmes with sex workers: practical approaches from 
collaborative interventions. Available online: 
http://apps.who.int/iris/bitstream/10665/90000/1/9789241506182_eng.pdf?ua=1  
3 World Health Organization (2005). Violence Against Women and HIV/AIDS: Critical Intersections 
— Violence against sex workers and HIV prevention. Available online: 
http://www.who.int/gender/documents/sexworkers.pdf 
4 UNAIDS (2014). The legal status of sex work. Key human rights and public health considerations. 
Briefing note provided by UNAIDS. February 2014. 
5 Global Network of Sex Work Projects (NSWP), 2010. Sex Work and the Law. The case for 
Decriminalization [Manual]. World AIDS Campaign. Edinburgh. 
6 TAMPEP (2009). Work safe in Sex Work. A European Manual on Good Practices in Work with and for 
Sex Workers. Amsterdam. TAMPEP International Foundation.  

http://www.indoors-project.eu/
http://apps.who.int/iris/bitstream/10665/90000/1/9789241506182_eng.pdf?ua=1
http://www.who.int/gender/documents/sexworkers.pdf
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 Steps to consider                                                                                                                         

in the development of 

an awareness-raising            
campaign 
 

 

 

The development of the INDOORS III awareness-raising campaign 
took into account the principles and structure addressed in other 
manuals and guidelines7, and consists of the following steps: 

 Assessment of the existing situation 

 Determination and analysis of the target audience 

 Identification of target behaviour changes and indicators 

 Determination of potential interventions and channels 

 Planning of detailed activities 

 Resource requirements and financing options 

 Development and testing of awareness-raising materials 

 Implementation of the awareness-raising campaign 

 Monitoring and evaluation of the campaign's impact 

 

 

 

                                                           
7 Access (2010). Development and Implementation of Urban Sustainable Sanitation Awareness 
Raising Campaigns. Available online: 
http://www.accessanitation.org/fileadmin/accessanitation/Documents/ACCESS_-
_Guideline_Awareness_Raising_Campaigns_Final.pdf. Last access 1 July 2014. 

Sayers, R. (2006). Principles of Awareness-Raising. Bangkok: Unesco. 

 

 

1 

http://www.accessanitation.org/fileadmin/accessanitation/Documents/ACCESS_-_Guideline_Awareness_Raising_Campaigns_Final.pdf
http://www.accessanitation.org/fileadmin/accessanitation/Documents/ACCESS_-_Guideline_Awareness_Raising_Campaigns_Final.pdf
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Assessment of the                         

existing situation  
 

ssessment of the existing situation that motivates the design of a 

campaign is mandatory and of primary importance for ensuring the 

success of campaign efforts. As a premise, the campaign needed to be 

relevant to the nine countries involved in INDOORS III, and this constituted 

a big challenge. Even if sex workers face common problems in the different 

countries, each one has her/his own specific needs that have to be 

considered when planning a common campaign. 

The evaluation of sex workers' situation                                               
came from different sources 

 Direct contact with sex workers through outreach work carried out by 

the INDOORS partners provided privileged knowledge of the main 

difficulties sex workers face and the needs they might have; 

 Previous INDOORS mapping suggested that discrimination and stigmati-

sation were types of violence that had a great impact on sex workers' lives; 

 Analysis of emerging policies and trends to criminalise sex work in most 

of the INDOORS countries; 

 Analysis of literature stressing the negative impact of such measures on 

sex workers' lives; 

 Follow-up on sex workers' movements that called for the decriminal-

isation of all aspects related to sex work. 

In order to organise the information, each partner was invited to answer a 

set of questions concerning the specific situation of sex workers in their 

country. The main goal of this exercise was to outline country-specific 

needs and estimate the possibility of finding some consensus between 

partners for the development of an awareness-raising campaign that 

would be relevant to all.  

Situations most frequently                                                                      
reported by INDOORS partners 

  Stigma and discrimination towards sex workers 

 Discussion of new regulations or laws affecting sex workers in the 

political agenda 

A 
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 Increased repression of street prostitution 

 Emerging possibilities of criminalising sex workers' clients 

 Merging discourses between trafficking and sex work 

 Victimisation perspective of sex workers 

 Overregulation of sex work in some countries 

 The criminalisation of third parties preventing sex workers from 

exercising their rights 

 Underestimation of sex workers' voices in policy development 

 Increased vulnerability of migrants 

The INDOORS partners were particularly worried about the European 

trend of criminalising sex work, and felt that this campaign should reflect 

the need to decriminalise sex work, i.e. "the removal of criminal laws 

relating to all aspects of sex work" (UNAIDS, 2014). Legal frameworks play 

an essential role in the production and continuity of stigma related to this 

population, and are essential to ending stigma as 

well. The negative impact of the criminalisation of 

sex work on the human rights, health and security of 

sex workers has been discussed by many institu-

tions around the world. 

In line with the Open Society Foundation's 

document8 and the recently issued briefing note by 

UNAIDS (2014), the INDOORS partners believe that 

decriminalisation respects human rights and per-

sonal dignity, challenges stigma and discrimination 

around sex work, reduces police abuse and violence, 

increases sex workers' access to justice and health 

services, promotes safer working conditions, reduces sex workers' risk of 

contracting HIV and other Sexually Transmitted Infections and facilitates 

an effective response to human trafficking. 

Partners agreed that this campaign should highlight sex workers' rights 

and treat sex work like any other job. 

In this initial evaluation, each partner was also invited to search for 

relevant campaigns advocating for sex workers' rights in order to learn 

from pre-existing work and assess what still needed to be done. The 

collection of these campaigns is in Annex 1. 

 

                                                           
8 OSF (2012). 10 Reasons to Decriminalize Sex Work. Available: 
file:///C:/Users/Convidado/Desktop/decriminalize-sex-work-20120713.pdf 

I'm going to take some 
campaign postcards to 
distribute them during the 
sex workers' demonstration, 
because people need to know 
that we have a voice,              
that we are claiming our 
rights and that we are 
against the municipality's 
laws to penalise us                       
and our clients. 

MADRID  
 
 



12 

 

Determination and analysis              
of the target audience   
 

Who needs the information most? 

s is well known and well documented, when the target group is clearly 

defined, awareness-raising campaigns are more likely to succeed. While 

aware of this premise, all partners still considered the general public to be 

the target group of this campaign because prejudice about sex work is 

culturally internalised, and in order to change this everyone must be 

reached. 

Significant literature and data from previous INDOORS projects emphasise 

the profoundly negative impact that public opinion has on sex workers' 

lives. The social reaction to sex workers was (and still is) one of rejection 

and exclusion. Based on correct sexual behaviour norms (for women), sex 

workers are seen as immoral, deviant transgressors, thus becoming the 

targets of stigmatisation.  

The basis of this stigma is the moral conception of sexual activity that 

defines certain acts (such as prostitution) as being bad (Nahra, 2005 cited 

in Oliveira, 2012). Prevailing moral beliefs and the existence of popular 

myths prevent sex workers from having rights as workers and, especially, 

as human beings.  

By reaching the general public, we also target specific 

public figures who are present in sex workers' daily 

lives, such as the media, health professionals, 

authorities, policy makers, academics and other key 

actors in the promotion of sex workers' access to rights. 

 

 

 

 

 

 

 

A 

Here in Bulgaria, the             
self-organisation of sex 
workers is not possible. 
We each take care of 
ourselves, and don't 
want to interact with 
each other. 

SOFIA 
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Identification of                                

target behaviour             
changes and indicators 
 

Ideally, "a target behaviour should be determined as well as perceived 

barriers and drivers for the particular foreseen behaviour and indicators 

that allow measuring if any impact has been made" (Access, 2010, p.14). 

This is not always achievable, unless the general goal and the main 

audience of the campaign are in agreement. 

The INDOORS partners' campaign aimed to help change social attitudes 

toward sex workers, focusing on the stigma that is preventing them from 

enjoying the same rights as other workers and citizens. This was an 

ambitious goal, and was very difficult to concretise in precise behaviour 

change targets and indicators, if we consider that the target audience was 

as vast as the "general public" of nine countries. 

The awareness-raising campaign supported ongoing work that NGOs were 

doing in their countries to promote sex workers' rights, and was not an 

isolated measure. It was very challenging to design this campaign, and to 

identify common slogans, materials and strategies to implement it.  

 

What is the message to be delivered? 

he partners decided that the main slogan of their campaign would be the 

same across all nine INDOORS countries, and that each country would 

target their specific needs with tailored messages. Brainstorming was used 

to find a shared slogan. The slogan Different jobs. Equal Rights. ultimately 

gathered the most consensus among partners, sex workers and other 

individuals who were consulted in this process. Moreover, each partner 

presented one or more subsidiary messages that would be relevant to their 

country. The choices for each country's messages are bellow, as well as the 

contextualisation provided by each partner: 

 

 

 

T 
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Austria  LEFÖ 

Respect for sex workers! Stigma is a serious health risk. 

Sex workers deserve the same respect as other workers. It is important to 

make it clear that stigma and discrimination have a negative impact on the 

living and working conditions of sex workers, as well as on their physical 

and psychic wellbeing. 

 

Yes to street prostitution! No to criminalisation of sex work! 

In Vienna, street prostitution has been banned from the urban regions of 

the city and pushed into isolated areas, and is increasingly criminalised. 

We want to state that every sex worker has the right to choose her/his 

workplace and work under humane conditions. 

 

Bulgaria  HESED 

Respect yourself, respect others! 

In Bulgaria, this message touches on a sensitive social issue. The stigmati-

sation of people who are different and general irreverence are widespread 

in everyday life, but are especially hard on underprivileged groups, such 

sex workers. 

 

Finland  Pro-tukipiste 

Stigma is a serious health risk. 

The stigma that is directed at sex workers poses a serious health risk. 

Stigma makes it harder for people doing sex work to get help. Stigma 

silences sex workers and isolates them. Stigma can kill. We want this 

campaign to make people realise that we are all equal. Health is a person's 

fundamental right. 

 

France  Autres Regards 

Stigma is a serious health risk. 

Stigmatisation provokes a feeling of rejection, fear, shame and mistrust for 

sex workers, which causes more isolation, more violence and less access to 

health and to HIV/STI prevention. It is important to recognise the same 

rights for sex workers in order to ensure that they have efficient access to 

health. 
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No to the criminalisation of clients 

The law on the criminalisation of clients of sex workers was passed on 

December 4, but has not yet entered into force. This law will have a serious 

impact on sex workers' access to health and rights, and stigma and violence 

will increase. It is important to continue fighting against this law. 

 

Germany  Ragazza 

Sex work is work. 

My job is not the problem. The problem is how it is evaluated. 

The purpose of this slogan is to remind the general public that, despite still 

being discriminated against and stigmatised, sex work in Germany has 

been legal and recognised as a profession since 2002. 

 

Sex work is work. 

No restriction areas! Sex workers have the 
right to choose their workplace too. 

Stop the criminalisation of sex work! 

Despite legalisation, sex work is forbidden in certain 

areas. Repression against street prostitution has 

increased based on gentrification and moral 

discourses. Sex workers should have the same 

rights as everyone else. 

 

Italy  CDCP 

Respect for sex workers 

This slogan expresses what we need in our country today. We call upon all 

of society to help us overcome stigma and end violence. It is of fundamental 

importance that society changes the way it sees us and begins to treat us 

with respect and loyalty.  

We believe that sex workers are fully entitled to being on the same list as 

other workers and professions. 
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Portugal  APDES 

Different jobs. Equal rights.  

Sex workers don't ask for more. They demand the same. 

The Portuguese message was written by a group of sex workers for the 

Labour Day parade, and APDES recycled it to give voice to their demands. It 

reinforces the need to recognise the same labour rights for sex workers, 

with no specificities that foster further stigmatisation. 

 

Spain  Hetaira 

Different jobs. Equal rights.  

No to this bylaw! 

The fining of sex workers and their clients does not solve anything, and 

only makes the general situation worse. It causes faster and more 

clandestine negotiations, making sex workers' working conditions more 

dangerous. 

Sex workers want to do their jobs without bothering anyone and without 

being bothered. Spaces need to be negotiated now! 

 

The Netherlands  TAMPEP International Foundation 

Fight trafficking, NOT sex work. 

The conflation of sex work with trafficking threatens the working situation 

and conditions of sex workers in the Netherlands. Recent policies 

developed by municipalities limit the fundamental rights of sex workers as 

a part of anti-trafficking efforts. 

 

Let me do my job free from stigma and discrimination. 

Although sex work is a legal occupation in the Netherlands, often sex 

workers complain about not receiving equal labour and social treatment 

from state institutions. The current debate is not rights-based, and 

provokes stigmatisation and discrimination from society. 
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Determination of potential 

interventions and channels  
 

iven the diversity of individuals, any awareness-raising campaign should 

rely on more than one strategy (Sayers, 2006). Multiple channels are 

essential for achieving optimum results. An effective awareness-raising 

campaign strategy will employ a variety of different communication 

approaches and techniques to ensure that the central message is received 

and understood by a diverse audience. 

Among the common tools, the following best suited this particular 

campaign's needs: 

 Interpersonal Communication: this lends credibility to messages, 

helps in providing detailed information, allows immediate feedback and 

builds a supportive environment. This strategy is relatively time-consum-

ing, with high cost per person/contact, but the partners had made a com-

mitment at the outset of the project to promote 10 sensitisation meetings 

in order to create a supportive environment among main persons/bodies 

of influence. 

 Participatory methods and community mobilisation: multi-

stakeholder meetings or roundtable discussions provide a platform for 

different local stakeholder groups to share and exchange information and 

overcome resistance. It helps create ownership, engagement and involve-

ment among participants in the long-term planning process. 

 Printed materials with information help to disseminate the messages. 

 Public events: workshops, conferences, parades. 

 New INDOORS website9, INDOORS partner websites and mailing lists, a 

specific Facebook page created for this purpose. 

 Nine advocacy videos10 about the situation and legal environments 

affecting sex workers' lives in nine European countries, available on 

YouTube and on the INDOORS website.  

Each partner adopted the different tools to implement the campaign 

in their country. 

                                                           
9 The renewal and improvement of the INDOORS website was possible thanks to the work of Daniel 
Seeker and Dennis van Wanrooij. 
10 Daniel Seeker and Dennis van Wanrooij produced nine advocacy videos, one with each partner 
organisation underlining the specificities that sex workers face in their countries. 

G 
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Planning of detailed activities  
 

 detailed work plan should include activities and an exact timeframe in 

order to monitor the implementation of the activities and the progress of 

the campaign (Access, 2010). 

The structuring of the work plan took into consideration the importance of 

launching the campaign during a significant date for sex workers, 

December 17th, the International Day to End Violence against Sex 

Workers.  

On December 17, 2003 Gary Ridgeway (USA) was found guilty of murdering 

scores of sex workers. Since then, that day has become a milestone in the 

sex workers' movement, and is celebrated around the world to call attention 

to the crimes committed against sex workers and the need to combat 

stigma and discrimination11. 

However, each partner was given the possibility to launch the campaign 

before and after the official date, according to emerging threats in the 

political environment. 

 

Timeline and tasks 

Months Tasks Responsibilities 

February 2013 – May 2013 Compilation and analysis           
of previous campaigns and 
documents 

All partners 

June – September 2013 Summary of issues to consider 
in the development of the 
campaign to guide the work             
of the designer 

APDES with partners' 
contributions 

September  – October 2013 Designing of campaign products 

Feedback at the second 
INDOORS meeting 

Designer with contributions 
from all partners and                  
follow-up by APDES 

November 2013 Translation All partners 

December 2013 Launch of the campaign on 
December 17

th
 

All partners 

December 2013 – December 2014 Dissemination All partners 

June 2014 Mid-term evaluation of 
campaign dissemination 

Hetaira with contributions 
from all partners 

 

 

                                                           
11 http://www.december17.org/ 
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Resource requirements                     

and financing options  
 

he awareness-raising programme should be realisable, and this can only be 

achieved if it is backed by good planning, budgeting and efficient spending. 

It is common to underestimate the costs of an activity that must be planned 

far in advance, as was the case with this campaign. Unexpected costs are 

very likely to arise, and the nature of the funding demanded low-cost 

approaches.  

These constraints invited partners to be more 

creative and to take advantage of free tools to 

disseminate the campaign. Online tools seemed to be 

the most effective for this purpose: the INDOORS 

website, Facebook, each partner organisation's 

website and mailing list, etc. Additionally, almost all 

partners chose to have postcards for distribution, 

with some also choosing to use stickers. 

 

 

 

 

 

 

 

 

 

 

 

We whores insist: 
bankers and 
politicians are not     
our children.  

Postcard created by 
Hetaira, MADRID 

T 
The campaign should 
transmit a positive image of 
sex work and sex workers, 
targeting the general public. 
Through positive, non-
provocative slogans, the goal 
was to sensitise people and 
cause them to think about 
what sex work is.  

Through leaflets and posters, 
the media would be able to 
speak openly about us, sex 
workers, and our jobs.  

The idea was also to tell 
people that we are proud of 
our occupation, and how 
policymakers make it more 
difficult for us to go on doing 
sex work.  

AMSTERDAM 
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Development and testing of 

awareness-raising materials  
 

nce the prototypes of awareness-raising materials have been developed, it 

is necessary to pre-test them on the target audience in order to gauge their 

effectiveness from the outset. 

The designer who developed the products for the campaign, Brigitte 

Reinhardt12, had already been involved and responsible for other INDOORS 

products13, and was attuned to the project's main goals and desired image. 

As this campaign was to be launched in December 2013, the designer sent 

all partners some proposals early on, and each partner had the possibility 

to revise them and make suggestions for improvement. 

Due to budget constraints, partners chose to have printed materials 

(postcards and stickers) and online materials (e-postcards, banners, a 

Facebook page).  

The INDOORS project webpage was also reformulated to emphasise 

December 17th and this campaign in particular. 

The INDOORS III campaign  

Austria | LEFÖ 

 

 

 

 

 

 

 

 

                                                           
12 mail@brigitte-reinhardt-design.de 
13 Available online: http://www.indoors-project.eu/ 

O 
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Bulgaria | HESED 

 

 

 

 

 

 

 

 

 

Finland |  Pro-tukipiste 

 

 

 

 

 

 

 

 

 

France | Autres Regards 
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Germany | Ragazza 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Italy | CDCP 
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Portugal | APDES 

 

 

 

 

 

 

 

 

 

Spain | Hetaira 
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The Netherlands | TAMPEP  
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Implementation of the  

awareness-raising campaign  
 

s indicated above, the official date for starting the dissemination of the 

campaign was December 17, 2013, the International Day to End Violence 

against Sex Workers. The dissemination continued during 2014 and even 

after the end of INDOORS III, as most of the products were designed to be 

long-standing. 

All partners spread the shared message Different jobs. Equal Rights., 
along with messages that were directly related to the situation sex workers 

faced in each country. This was done using materials that were distributed 

in different moments/settings and through online dissemination amongst 

relevant stakeholders. 

Each partner disseminated the campaign according to the most suitable 

criteria. Different approaches, strategies and activities were used in order 

to adapt the campaign to each reality and ensure greater impact, namely:  

 Sharing with NGOs and movements (related to sex work, migration, 

gender and others); governmental organisations and key political actors 

connected to the field; local, regional, national and international networks 

 Dissemination on blogs, forums and websites for or related to selling 

sexual services 

  Sharing on each partner organisation's website, blog, Facebook page 

 Public events to present the campaign  

 Debates and awareness sessions with key actors, policymakers and the 

general population 

 Collage posters in zones where there is sex work 

 Discussion of the materials with sex workers' clients 

 Media publicity 

A 
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 Distribution by and discussion/interviews with sex workers in the 

streets 

 Translation to more languages 

 Distribution in seminars and conferences 

 Distribution in partners' organisations 

 Organisation of flash mobs with red umbrellas for the campaign's 

launching (International Women's Day, May 1st, etc.) 

 Use of the postcards as Christmas cards 

 Postcard provision in different public service points: cafes, restaurants, 

bars, police stations, hospitals, etc. 

 Use of banners featuring the campaign messages on websites 

 Distribution at public demonstrations 

 Product distribution by peer educators 

The text used to present the campaign is available in Annex 2 and was 

translated to each national language for local dissemination. The English 

version was used for international contacts. 

The campaign products can be used in other moments and in different 

settings, as was done by the INDOORS partners. 

The whole campaign is available on the INDOORS website and on the 

campaign's own Facebook page, which was specifically designed to 

disseminate the campaign more widely. Considering the diversity of 

messages/languages, an English translation was made available for each 

product. 

 

The new INDOORS website 

http://www.indoors-project.eu/ 

Thanks to Daniel Seeker (Endemic Media14) and Dennis van Wanrooij for 

their commitment, effectiveness and efficiency; through their work, the 

INDOORS website experienced a remarkable improvement, not only in 

terms of layout and design, but also in terms of content.  

The new website was launched during the December 17th campaign as a 

means of increasing visibility for the campaign and its products. In addition 

to the awareness-raising campaign products, this website disseminated 

                                                           
14 https://www.facebook.com/endemicmedia  

https://www.facebook.com/endemicmedia
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nine advocacy videos created specifically for the goal of adding value to the 

products and messages of the campaign. The advocacy videos highlight the 

legal, social and cultural contexts in which sex workers from nine different 

EU countries live and work. INDOORS partners were invited, as experts, to 

raise awareness on the main issues faced by sex workers in their national 

contexts by highlighting issues such as discrimination, stigma, an adverse 

legal environment and violence.  

The new website aimed to give broader visibility to the INDOORS project, 

its message and in particular its campaign materials and other products. 

For instance, the website features sex workers' statements, collected by the 

INDOORS book Pictures of a Reality (published by INDOORS II), and 

enabled partners to have a common advocacy platform for disseminating 

messages, events and publications.  

 

 

 

 

The INDOORS Facebook page 

https://www.facebook.com/Indoorslllcampaign  
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Launching of the INDOORS campaign  

The INDOORS partners developed a text that was used by all nine partner 

organisations for the launching of the campaign and the dissemination of 

its products in December 2013. The text was translated into different 

languages, and included information for contacting the partner 

organisations.  

 

 

 

 

 

 

 

 

 

 

 

 

 

                   
Funded by the 
European union 
 

INDOORS CAMPAIGN 2013 

DIFFERENT JOBS . EQUAL RIGHTS. 
 

17th December 2013    

International Day to End Violence against Sex Workers 

The European project INDOORS, a partnership of nine European 

organisations financed by the European Union within the framework of the 

Daphne III Programme, is pleased to announce the launch of the campaign 

"Different jobs. Equal Rights" on December 17, 2013, the International 

Day to End Violence against Sex Workers.  

In line with its main goal, which is to support and empower sex workers, 

the INDOORS project intends to call society's attention to the need to 

recognise sex workers' labour rights as a way to combat stigma and 

violence against sex workers.  

The campaign seeks to give visibility to the claims of sex workers through 

postcards and banners, which reflect the situation of sex workers in nine 

European countries. The campaign materials bear a common slogan – 
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Monitoring and evaluation              
of the campaign's impact  
 

uided by the parameters outlined in the campaign plan, regular monitoring 

and evaluation activities should be conducted to measure progress. A mid-

term evaluation (May-June 2014) and a final evaluation (November-

December 2014) were carried out with common evaluation tools that 

helped partners understand gains and successes as well as learn from 

mistakes and weaknesses.  

The evaluation process included the following stages: 

NEEDS ASSESSMENT 

 Compilation and analysis of previous campaigns, studies and other 

documents developed in the field 

 Description of current situation concerning sex work in the different 

countries involved in the campaign 

 Needs identified by INDOORS partners that were the basis of the 

campaign 

MONITORING 

 Regular monitoring and evaluation of activities 

 Development of reports from the meetings about the planning and 

implementation of the campaign 

 Mid-term and final evaluation process  

G 
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IMPACT EVALUATION 

 Increase target audience's awareness of the rights of sex 

workers 

 Involvement of sex workers in the development and dissemination of the 

campaign 

 Impact on the promotion of networking at local, national and European 

levels 

TOOLS 

 Online questionnaire to assess each country's needs 

 External questionnaire distributed at the sensitisation meetings to 

evaluate the campaign 

 Internal evaluation form for information on each partner's dissemination 

strategy  

Conclusion 
 

 

The chances of an awareness-raising campaign's success 
increase when the campaign takes into account the 
specific context in which it will be implemented and has a 
well-defined target audience (Sayers, 2006).   

Even if there are similarities in the situations that are preventing sex 

workers from enjoying their rights in the nine countries involved, the 

development of a campaign that meets every country's needs was a major 

challenge. Some efforts were made to get around this obstacle: 

 Beyond a common slogan, each country had different                                       
messages to target specific needs 

 Each country was given the possibility to launch the                            
campaign at the most relevant moment using the most suitable                           
methods for dissemination 

Nevertheless, as was expected, the feedback that the partners received was 

not the same in all countries involved. For some, the timing of the 

campaign and its messages were just right, while for others this was not 

seen as a priority issue: "We are trying to survive, why should we discuss sex 

work?" 

 

 

2 



31 

Moreover, the international dimension of the campaign fell short of 

expectations, which invited the partners to question what went wrong. 

Was the timing correct for raising awareness on this issue? Were the 

means of dissemination the most suitable? 

The need to improve the evaluation of awareness-raising campaigns has 

long been the subject of discussion15. The focus is still on finding indicators 

of impact to evaluate the campaign's efforts instead of implementing more 

practical and process-oriented evaluations. It was very difficult to evaluate 

the efforts of this campaign, as the target audience and desired outcome 

were very vague.  

Shaping the general public's opinion towards sex workers' rights is very 

challenging and complex, and very difficult to achieve with a campaign. 

Ultimately, even if targeting the "general public" can compromise a 

campaign's success (if one evaluates it on the basis of "impact indicators"), 

the choice of a broader target audience allowed a more widespread 

dissemination of the campaign's messages, which is definitely a positive 

outcome. 

As a common positive aspect, the INDOORS partners 
would like to underscore sex workers' involvement                       
in this awareness-raising campaign, from the selection                 
of the campaign slogans to the dissemination                                 
of the campaign materials.  

This involvement ensured that the campaign was 
significant and relevant to their needs, while meeting 
another INDOORS goal, which was to empower                          
sex workers. 

 

                                                           
15 Coffman, J. (2002). Public Communication Campaign Evaluation. An Environmental Scan of 
Challenges, Criticisms, Practice and Opportunities. Available online:  
http://www.hfrp.org/evaluation/publications-resources/public-communication-campaign-
evaluation-an-environmental-scan-of-challenges-criticisms-practice-and-opportunities 
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Examples of campaigns 
worldwide 

SPAIN 

We whores demand:     We whores know: 
Enough with the institutional violence   We don't sell our bodies.   
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against sex workers.      We offer services.  

Hetaira | Madrid, Spain     Hetaira | Madrid, Spain 

 

   

We whores insist: 
Our clients are not criminals. 

We whores insist:           Hetaira | Madrid, Spain 
Against the trafficking of human beings. 
Protection and residence permits for ALL victims. 

Hetaira | Madrid, Spain 

SPAIN 

We whores warn:     We whores ask: 
First the ads for sex work,     2005: gay marriage 
then the ads for pornography?    2008: lesbian visibility  
No to censorship!  2010: depathologisation of transexuality  
Hetaira | Madrid, Spain     And sex workers? When? 

Hetaira | Madrid, Spain 
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We whores demand:     We whores inform: 
Total respect for sex workers.  If you criminalise our clients,     

Hetaira | Madrid, Spain  We will have to do our work quickly and in secret;  
our working conditions will be worse. 

       Hetaira | Madrid, Spain 

   

 

  

SPAIN 

 

 

 

 

 

 

 

 

You pay me less than you should.  
Sex workers' rights need to be recognised.     
Help us get them.  

Hetaira | Madrid, Spain    

      

  

You fuck us. You vote against us. 
       For the normalisation of sex work. 

       Hetaira | Madrid, Spain 



35 

 

 

Treat us for what we are: sex workers. 

 Hetaira | Madrid, Spain 

  

 

 

I offer sex for free. Are you going to forbid that too? 
No to the prohibition of ads for sex work! 

Hetaira | Madrid, Spain 

SPAIN 

 

 

 

 

 

 

 

 

Don't you see? If you criminalise my clients,                               
I will have to do my work quickly and in secret;                                 
my working conditions will be worse. 

Hetaira | Madrid, Spain 

For the normalisation of sex work.                      
Labour rights for sex workers. 

Hetaira | Madrid, Spain 
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Leaflets on labour rights: unemployment, working hours and vacation. 

Hetaira | Madrid, Spain 

AUSTRIA 
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Sex workers have lust… for their rights! 

LEFÖ | Vienna, Austria 

 

 

 

 

IRLAND 
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GLOBAL NETWORK OF SEX WORK PROJECTS 
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BRAZIL 

Don't be ashamed, girl. You have a profession. 

To be respected is good, I like it and it doesn't cost much. 

Don't be ashamed to enhance your work. You have a profession. 

Don't be ashamed to fight for your rights. You have a profession.  

Don't be ashamed to denounce violence. You have a profession.  

           Rede Brasileira de Prostitutas / Brazilian Network of Sex Workers 
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CANADA 

 

 

 

 

 

 

 

USA 
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 Definition of key terms 
 

 

The following definitions clarify terms used in the INDOORS 
products, and provide a basis for a better understanding of the 
terminology surrounding sex work. The definitions were provided 
by the European TAMPEP (www.tampep.eu) and INDOORS 
(www.indoors-project.eu) projects.  
 

 

GENERAL DEFINITIONS 
 
Abolition 
Abolition refers to a policy model that 
criminalises or partially criminalises sex 
work. The sale of sexual services is legal, but 
activities related to prostitution, such as 
solicitation or brothel-keeping, are banned 
and/or subject to zoning restrictions. 
Furthermore, customers are often punished. 
This concept is based on the assumption that 
all sex workers are victims of systematic 
patriarchal exploitation. 
 
Abolitionist 
Seeks to abolish prostitution by penalising 
procurers and pimps rather than sex 
workers. 
 
Advocacy 
Advocacy is any action directed at changing 
the policies, positions or programs of any 
type of institution. 
 
Client 
The term "client" is used to describe a person 
purchasing sexual services. 
 
Community-based approach 
A community-based approach refers to (an 
organisation's) partnership with sex workers 
in all stages of a project or activity addressing 
the sex worker community. It implies that sex 
workers are active in the preparation, 
implementation and/or evaluation of the 
project. This approach recognises and 
valorises the skills and resources of sex 
workers, and does not limit them to a 
particular role. 
 
 
 
 

Counselling 
Counselling utilises an interpersonal 
relationship to enable a person to develop self-
understanding and make changes in her/his 
life. Counselling aims to help people develop 
their educational, vocational and 
psychological skills, and to achieve an optimal 
level of empowerment, self-esteem and well-
being in society. 
 
Criminalisation 
This term is used to describe the wide range 
of legal statutes that illegalise sex work  ̶  
either directly by prohibiting the selling of 
sexual services, or indirectly by criminalising 
other activities surrounding sex work. 
Furthermore, sex work can also be 
criminalised on a municipal level, where sex 
workers are frequently prosecuted for 
administrative rather than criminal offences. 
Generally speaking, criminalisation refers to 
the direct and indirect criminalisation of sex 
work and sex workers through different legal 
measures.16  
 
Decriminalisation 
Decriminalisation refers to the removal of all 
criminal laws that prohibit selling, buying or 
facilitating (procuring) sex work. The focus of 
this legal model lies in the acceptance of sex 
work as an occupation, utilising labour laws 
to address the working conditions and rights 
of sex workers.17  
 
Empowerment 
On a personal level, empowerment is 
understood as awareness and the 
strengthening of an individual's skills to 

                                                           
16 Open Society Foundation: 10 reasons to 
decriminalise sex work, p 1 
17 Legal frameworks that deal with sex work and 
human trafficking – an overview of terminology 
and an examination of evidence 
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control and improve her/his life. Meanwhile, 
community empowerment strengthens a 
community's ability to generate positive 
change. Social empowerment enables sex 
workers to fight for their rights and 
acceptance in society.   
 
At a grassroots level 
See "Community-based approach." 
 
HIV 
This term is used in preference to 
"HIV/AIDS," "HIV virus" or "AIDS virus" 
(unless specifically referring to AIDS). HIV 
means "human immunodeficiency virus," 
which makes it redundant to refer to it as the 
HIV virus. Meanwhile, AIDS is a syndrome, 
which makes it incorrect to refer to it as the 
"AIDS virus." AIDS is what causes death, and 
HIV is the infection that causes AIDS. 
 
Indoor-based sex worker 
This term refers to sex workers who establish 
contact with clients in an indoor setting or via 
the internet. Indoor sex work is often 
advertised in the media or online. See "Forms 
of sex work" below for examples of indoor-
based venues. 
 
Legalisation 
Seeks to make sex work legal, regulating the 
industry through civil and labour laws. 
 
Migrants 
While frequency and scope of migration vary 
nationally and internationally, within the 
INDOORS products, migrants are understood 
to be persons who are/were originally 
nationals of a different country than the one 
they are currently in, and can include EU 
citizens.  
 
Outdoor-based sex worker 
This term refers to sex workers who establish 
contact with clients in outdoor settings 
(streets, roads, motorways, parks, etc.). 
Outdoor sex work settings are not advertised, 
but are areas that sex workers are known to 
frequent.  
 
Partner (of a sex worker) 
This term is used for individuals in a 
relationship with a sex worker, and should 
not be seen as synonymous with "pimp." 
 
Peer supporter 
A peer supporter is a sex worker who offers 
support to her/his peers. A peer supporter's 
role goes beyond that of an educator. The 
main characteristic of peer support lies in the 
promotion of mutual support among sex 
workers for the adoption of safe sex 
techniques, the defence of their rights and 
improvement of working conditions. A peer 

supporter focuses on solidarity, support and 
understanding between sex workers. 
Generally, a peer supporter acts as a go-
between for the service provider and 
facilitates contact with sex workers; she/he 
helps them voice their needs and enables the 
dissemination of information. 
 
Peer educator 
Peer educator refers to a person who works 
or has worked as a sex worker, and who, with 
respect to sex work-related intervention, 
participates in specific trainings that provide 
her/him with the necessary skills to carry out 
educational activities with a group of peers. A 
peer educator disseminates information on 
health promotion, sex workers' rights, access 
to services, etc., and organises workshops 
with colleagues on these issues. A peer 
educator can work in projects that involve sex 
workers and participate in workgroups to 
develop and evaluate actions. Generally, a peer 
educator is part of the service provider's 
team and should receive compensation for 
her/his services as a peer. 
 
Peer training 
Courses that provide the knowledge and tools 
necessary for fulfilling the role of peer 
educator. 
 
People posing as clients 
This concept is used in distinction to the term 
"client" to point out that violence is nothing 
inherent to sex work and that not all clients 
are violent or aggressive.  People posing as 
clients are predators who use the context of 
sex work, with its precarious working 
conditions and lack of protection by law 
enforcement, to inflict harm on sex workers. 
Meanwhile, "bad clients" are those who treat 
sex workers with disrespect. A bad client is 
considered an "aggressor" if she/he is violent 
against a sex worker.18  
 
Prohibition 
Prohibition is understood as a legislative 
model that seeks to punish any acts or 
persons involved in sex work, including the 
sex worker. Prostitution is seen as a criminal 
offense and all activities related to 
prostitution are criminalised.19  
 
 
 
 
 

                                                           
18 Managing Sex Work, page 7 and Language 
Matters: Talking about sex work. Infosheet 
produced by STELLA, April 2013, page 3 
19 Legal frameworks that deal with sex work and 
human trafficking – an overview of terminology and 
an examination of evidence 



44 

Prohibitionist 
Seeks to prohibit prostitution, and penalises 
sex workers and pimps alike (although not 
necessarily clients). 
 
Public services 
This term refers to public organisations and 
institutions that provide services to the 
general public, and can directly or indirectly 
provide services to sex workers. 
 
Regulationist 
Seeks to regulate rather than to prohibit or 
abolish prostitution. 
 
Safer sex 
This term is used in preference to "safe sex," 
which may imply complete safety. The term 
"safer sex" more accurately reflects the idea 
that choices can be made and behaviours 
adapted to reduce or minimise risk. 
 
Service providers 
This term is used to describe any 
organisations, public or private, that provide 
services, such as health promotion, legal and 
social support, to sex workers. 
 
Sexually Transmitted Infections (STIs) 
This term is used in preference to "venereal 
disease (VD)" or "sexually transmitted 
diseases (STDs)," which do not convey the 
concept of asymptomatic sexually 
transmitted infections. Sexually transmitted 
infections are spread by the transfer of 
organisms from person to person during 
sexual contact. In addition to so-called 
traditional STIs (syphilis and gonorrhoea), 
the spectrum of STIs now includes HIV, which 
causes AIDS; Chlamydia trachomatis; human 
papilloma virus (HPV), which can cause 
cervical or anal cancer; genital herpes; 
chancroid; genital mycoplasmas; hepatitis B; 
trichomoniasis; enteric infections and 
ectoparasitic diseases (i.e., diseases caused 
by organisms that live on the outside of the 
host's body). The complexity and scope of 
sexually transmitted infections have 
increased dramatically since the 1980s; more 
than 20 organisms and syndromes are now 
recognised as belonging in this category. 
 
Sex worker 
Sex work is consensual sex between adults. It 
can take many forms, and varies between and 
within countries and communities. Sex work 
also varies in the degree to which it is more or 
less "formal," or organised. As defined in the 
Convention on the Rights of the Child (CRC), 
children and adolescents under the age of 18 
who exchange sex for money, goods or 

favours are "sexually exploited" and not 
defined as sex workers.20 
The term "sex worker" is used in preference 
to "prostitute," as it is intended to be non-
judgemental, focusing on the conditions under 
which sexual services are sold. The term 
"commercial sex worker" is no longer used 
because it is seen as repeating the same 
meaning using different words. 
 
Trafficker 
A trafficker is an agent of the crime of 
trafficking. 
 
Trafficking 
"Trafficking in Persons shall mean the 
recruitment, transportation, transfer, 
harbouring or receipt of persons, by means 
of the threat or use of force or other forms of 
coercion, of abduction, of fraud, of deception, 
of the abuse of power or of a position of 
vulnerability or the giving or receiving of 
payments or benefits to achieve the consent 
of a person having control over another 
person, for the purpose of exploitation." 
Broken down into its components, the 
definition comprises acts, means, and 
purpose. One or more elements of each of the 
three components must be present in order 
for the definition's criteria to be fulfilled. A 
victim's consent is irrelevant if any of the 
above means are used or if the victim is under 
18 years old.21  
 
Transgender 
Transgender is an umbrella term for people 
whose gender identity and expression does 
not conform to the norms and expectations 
traditionally associated with the sex assigned 
to them at birth; it includes people who are 
transsexual, transgender or otherwise gender 
non-conforming. Transgender people may 
self-identify as transgender, female, male, 
transwoman or transman, transsexual or, in 
specific cultures, as hijra (India), kathoey 
(Thailand), waria (Indonesia) or one of many 
other transgender identities. They may 
express their genders in a variety of 
masculine, feminine and/or androgynous 
ways.22 
 
 
 
 

                                                           
20 Consolidated guidelines on HIV prevention, 
diagnosis, treatment and care for key populations. 
WHO, July 2014 
21 Work Safe in Sex Work, a European manual on 
good practices in work with and for sex workers, 
TAMPEP International Foundation, 2009 
22 Consolidated guidelines on HIV prevention, 
diagnosis, treatment and care for key populations. 
WHO, July 2014 
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Third parties  
This term is used to describe anyone involved 
in the transaction of sex work who is neither 
the client nor the sex worker. The term third 
parties is broad, as it can refer to people sex 
workers work for (owners, managers, 
agents), work with (agents, bookers) or hire 
(drivers, web designers), as well as to 
individuals associated with sex work venues 
(receptionists, security). A third party is 
understood as an individual who controls, 
coordinates or supervises sex workers' 
labour practices (how they work) or labour 
process (when and where they work) for 
direct or indirect financial compensation. 
Also, sex workers can be considered third 
parties when they work together with other 
sex workers.23  
 
Tutor 
A person who follows and supports the 
participants in a training throughout the 
entire learning process.  
 
Unprotected sex/unsafe sex 
This term is used in preference to "risky sex" 
or "high-risk sex." 
 
 

FORMS OF SEX WORK 
 
Apartment 
An apartment used in the context of sex work 
is a place where one to three sex workers 
work, mostly autonomously. This apartment 
may be their home as well as their workplace. 
 
Bassi 
Bassi are only found in Italy. They are rooms 
in the historic centre of Genoa, where sex 
work has long been practised. These rooms 
are located on the ground floor and have an 
independent entrance accessible directly from 
the narrow streets (vicoli) in this area. 
Generally, they are made up of one or two 
rooms with no windows and a small 
bathroom. In the past, they were used as 
shops or storerooms, though in the last fifty 
years they have been transformed into 
bedrooms. 
 
Bar 
In the context of the sex industry, a bar is a 
place to meet sex workers and have a drink. 
Sex workers generally go elsewhere (hotels, 
apartments, etc.) with clients to perform 
sexual services, but some bars may have 
private areas that are used, officially or not, 
for this purpose. 

                                                           
23 Managing Sex Work, page 7 and Language 
Matters: Talking about sex work. Infosheet 
produced by STELLA, April 2013, page 4 

Brothel 
A brothel is a place where four or more sex 
workers work. This business is mostly 
organised by a third party. 
 
Club 
In the context of the sex industry, a club is a 
place to meet sex workers, have a drink, 
watch striptease shows and visit private 
rooms, where sex workers can go with clients 
to provide sexual services. 
 
Incalls 
This term refers to sexual services provided 
by the sex worker at her/his workplace or 
home. The client visits the sex worker to 
purchase sexual services. 
 
Laufhaus 
Laufhäuser are very common in Austria and 
Germany. They are large houses with several 
individual rooms, which are rented by sex 
workers on a daily or weekly basis. Laufhaus 
means "walk house" because men walk 
through the corridors until they choose a sex 
worker. 
 
Massage parlours and saunas 
These are venues where the primary 
business is related to massage services or 
sauna facilities, but where sexual services 
may be provided as well. 
 
Other indoor venues 
Cinemas, saunas, peep shows, striptease bars. 
 
Outcalls 
This term refers to sexual services provided 
by the sex worker outside her/his workplace. 
Outcalls can take place in hotels, at the client's 
home or in another location. 
 
Sex shop 
A sex shop is a commercial venue selling a 
range of sexual accessories, with private 
rooms where clients can watch live shows or 
videos and seek sexual services. 
 
SM Studio 
Used in Germany to describe venues offering 
sadomasochistic services. 
 
Studio 
Studios are found in Austria, and are 
apartments in a building's ground level that 
have their own entrance separate from that 
to other apartments in the building. Studios 
are places where one to three sex workers 
work autonomously or are organised by a 
third person, mostly the owner. 
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Windows 
Windows, or window brothels, which are 
mostly found in the Netherlands, are small 
rooms used by self-employed sex workers 
who rent them for work purposes for day or 
night shifts. Sex workers are not allowed to 
live there. The windows (like shop windows) 
are normally on the ground floor of the 
building. Sex workers sit or stand behind the 
window and negotiate with clients at the door. 
There are two ways of indicating that the sex 
worker is busy: the outside red light is on and 
the window curtains are closed. Windows are 
concentrated on streets where the 
municipality allows such businesses to 
operate, and window owners are responsible 
for the working conditions and policies in 
their venues. 
 
 

REACHING SEX WORKERS 
 
ICT (Information and Communication 
Technology) 
ICT is an umbrella term that includes any 
communication device or application, such as 
radio, television, cellular phones, computer 
and network hardware and software, and the 
services and applications associated with 
them. Almost all service providers and 
activists use some ICT tools in their activities 
and communication. 
 
Online outreach (e-outreach) 
Online outreach refers to outreach work that 
is conducted in internet-based settings, such 
as chat rooms, forums, instant messaging 
services or other online interfaces that 
facilitate conversation. Online outreach is 
done in order to establish dialogue with a 
certain target group, and typically consists of 
promoting services and/or support. This 
work should always be carefully planned and 
evaluated. 
 
Outreach services 
Outreach services refer to all activities that 
aim to reach out to and engage with a certain 
target group, often with the intention of 
offering information, services and/or 
support. Within the scope of the INDOORS 
project, this mostly refers to outreach work 
done with and for indoor sex workers, mainly 
in the context of visits to indoor sex work 
venues. These visits can include medical 
personnel, such as nurses or doctors, as well 
as cultural mediators (when reaching out to 
migrants). Great care must be taken when 
providing clinical services in order to protect 
the confidentiality of sex workers' medical 

care and test results. Methods of arranging 
outreach vary depending on the local context 
and resources available – some organisations 
respond to sex workers' requests for visits, 
others phone to offer visits, while others still 
visit spontaneously without warning the 
establishments. Regardless of the method 
used, all outreach requires negotiation with 
gatekeepers and sex workers, and should be 
based on sex workers' consent. 
 
SIT (Social Intervention Tool) 
The SIT is an advanced, customisable chat 
tool that was specifically developed by an 
expert group of the Correlation Network for 
organisations working with marginalised or 
vulnerable persons, such as drug users, sex 
workers, MSM and young people at risk. For 
more information on the SIT, visit 
http://sittool.eu/index.html. 
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