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* To explore how strategic
communications can support
National Adaptation Plans

* To present examples of

Obijectives communications strategies
of this Deep related to climate change
adaptation

Dive Session - To share approaches to

identifying audiences, developing
key messages, and selecting
appropriate communications
channels.



What are the
different kinds of
communications
needs in the NAP
process?

Why and how should we
adapt?

Why and how should we be
involved in the NAP process?

What kinds of information do
we need to adapt?

Note: Adaptation communications under the UN Framework
Convention on Climate Change will not be covered here



What are
strategic
communications?

A approach to communications in
which key messages are tailored
for priority audiences and
delivered through the most
appropriate communications
channels to reach those audiences.

Taking this approach can improve
how governments engage citizens
throughout their NAP process.

Involves the creation of a long-
term, continuous strategy, as well
as shorter-term communications
campaigns on specific topics



Can help support the achievement
of goals at different stages of the

: NAP process:
Why are strategic

communications - Initiation and development of the
important to the NAP process
NAP process? - Implementation of adaptation

actions identified through the
NAP process

- Communicating the results of
adaptation actions during M&E



NAP PROCESS

* Prioritize
audience

* Develop key
messages

* Identify
communications
channels

 Choose metrics
to measure
impact
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Prioritizing
your
audience

Who do you want to reach? What is
your call to action—what do you
want your audiences to do?

Be specific: There is a large
diversity of actors with varied
values and priorities.

This will evolve: Priority
audiences, and how and why you
communicate with them, may
shift throughout the phases of
the NAP process.



Key
messages

Repetition is key to good
communications. But that doesn’t mean
repeating the same exact message.

Message ‘supports’ add variety

» Statistics—meaningful numbers

» Human Interest Stories—Real-life
examples involving people

» Memorable Phrases—A concise
phrase that expresses your
message

Message supports should be chosen
based on what resonates with your
audience.



#ClimateChange
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CLIMATE CHANGE THREATENS YOUR HEALTH

Drought, <y Vector-borne
floods and N s . ; Q diseases, like malaria

heat waves />— ( and dengue virus will
will increase. e : O e increase with more
\ humidity and heat.

Rural village

FOOD
Hunger and famine will

increase as food production
is destabilised by drought.

Between 2030 and 2050 climate change is expected to cause (/,, ‘\\,)

250 000 ADDITIONAL DEATHS PER YEAR et

due to malaria, malnutrition, diarrhoea and heat stress. orid



last year (and again a few months ago) the sea swept over the road, through the
Kaimwata’s home, across their cabbages and into the well. Now nothing grows.
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Kiribati islander Tokeman Tekaakau's house is threatened by the rising tides. Video: f v
Guardian/Remi Chauvin

Set against scientific warnings of a future of catastrophic climate change events
(such as typhoon Haiyan and hurricane Sandy) the loss of a vegetable patch seems
insignificant. But for Kaimwata’s children the link between food, water and rising
sea levels is profound and the margin between life and death could be as fine as

the ability to grow a few cabbages.
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Communications
channels

What types of media do your priority
audiences already use?

Are key documents related to the NAP
process available to national
stakeholders via a website or in print?

Have government officials built
relationships with journalists from
print and broadcast media?

Are spokespeople for the NAP process
identified?



Specific

Choosing Measurable,
metrics to Attainable,
measure impact Relevant to the objectives

Timebound



NAP PROCESS

* Prioritize
audience

* Develop key
messages

* Identify
communications
channels
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Agriculture

-




S\REDW

NATIONAL PARK SERVICE

: 2
g [
W'
7
B A
- - =

B COAST REDWOODS

WORLD'S
TALLEST TREES

.............

..................

.....
i

PRAIRIE CREEK

YISITOR CENTER

BUILT BY THE CCC

e
O0ODS

CALIFORNIA STATE PARKS

SEE AMERICANMSEE AMERICA

N=HPAGI®IDN

NATIONAL PARKS SERVICE

CALIFORNIA STATE PARKS







@vusap (Onsb

It iz be prepared for dimate changes consequences, such as extreme
weather events, and at the same Sme taking advantage of its the
opportunities with the objective to achieve a resilient, competitive and
sustainable development.

Peru
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“Do you
have a
minute?

Let’s talk
about
climate
change?”

One-page summaries about climate
change adaptation

Audiences: Policymakers, civil
society

Key message: We need to prepare
for climate change in Peru

Communications channel: Policy
brief




Peruvian /;
National g
Communicators

Workshop
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The Peruvian Minister for the Environment, Fabiola Mufioz (centre),
spoke with 21 journalists from 21 different regions in Peru




Creating an on-going dialogue

« After the workshop comes the most
important step: staying in touch and
maintaining communication between
communicators so that the messages and
lessons continue.

L@SSO”S Identifying opportunities

|_ earn ed « In Peru, as in many parts of the world,
climate change is seen as a threat and as

bad news: rainfall, retreating glaciers,
flooding, catastrophes, etc. But rarely is
climate change seen as a chance to be
prepared, a chance to grow in a
sustainable way, a chance to improve our
crops, a chance to promote group work,
with the country united as a single force.

\
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Strategic Communications for National

Adaptation Plan (NAP) Processes

Overview Brief

Countries preparing for climate change impacts are
developing and implementing their individual National
Adaptation Plan (NAP) processes, each of which is
intended to be flexible and iterative while identifying
the priorities of a broad range of stakeholders. The
myriad of potential impacts of climate change mean
that a diversity of actors should be involved in all
countries' NAP processes, making clear and purposeful
communication with stakeholders within and outside
of government a necessity. A strategic approach to
communications—in which key messages are tailored
for priority audiences and delivered through the most
appropriate communications channels to reach those
audiences—can improve how governments engage
citizens throughout their NAP process. It can ensure
that their views are reflected in the adaptation actions
that are prioritized, while engaging stakeholders in
the implementation and the monitoring and evaluation
(M&E} of these adaptation actions.

Countries have taken diverse approaches to their
communications activities around NAP processes.
Some communications activities have focused on
communications about climate change adaptation
and the NAP process per se, with goals such as
raising awareness of climate change to promote
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Group activity

Join a group to look at one broad
audience category:

a) National policymakers, b)
bilateral dev’t partners, c) media,
d) private sector, or e) affected
communities

Make a list of specific audiences
within the broad audience
category (10 mins)

Pick one specific audience that
you’ve listed, and develop a key
message for that group about the
NAP.

Develop message supports (a
slogan, key statistic, or story that
illustrates the message)

List 3-5 communications channels
that your audience uses



