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Objectives 
of this Deep 
Dive Session

• To explore how strategic 
communications can support 
National Adaptation Plans

• To present examples of 
communications strategies 
related to climate change 
adaptation

• 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



Why are strategic 
communications 
important to the 
NAP process?

Can help support the achievement 

of goals at different stages of the 

NAP process: 

- Initiation and development of the 

NAP process

- Implementation of adaptation 

actions identified through the 

NAP process

- Communicating the results of 

adaptation actions during M&E



• Prioritize 
audience

• Develop key 
messages

• Identify 
communications 
channels

• Choose metrics 
to measure 
impact



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.







Why emphasize 
“planning 
process” vs. 
actual “plan” ?

Adaptation planning is ongoing, 
iterative – i.e. does not end with 
a document

Process as (more) important 
than result – changing the way 
countries plan for their 
development! 



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?



Choosing 
metrics to 
measure impact

Specific
Measurable,
Attainable, 
Relevant to the objectives
Timebound



• Prioritize 
audience

• Develop key 
messages

• Identify 
communications 
channels

• Choose metrics 
to measure 
impact



Country 

case

studies



Grenada
Raising public 

awareness about 

climate change 

adaptation 



Grenada
Raising public 

awareness about 

climate change 

adaptation 





Peru



“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 

Communicators 

Workshop

The Peruvian Minister for the Environment, Fabiola Muñoz (centre), 

spoke with 21 journalists from 21 different regions in Peru



Lessons 

Learned

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. 

Identifying opportunities

• 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.





www.napglobalnetwork.org

info@napglobalnetwork.org

Twitter: @NAP_Network

Financial support provided by Secretariat hosted by

mailto:info@napglobalnetwork.org


Group activity

1. 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

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

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

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

5. List 3-5 communications channels 
that your audience uses


