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1. Introduction

A major problem with most climate messages isn’t that people disagree with or misunderstand them, it’s that they don’t even listen to them. Many climate messages are dull or depressing and audiences have an ‘inbuilt veto’: the veto of their attention.
 It is important therefore that the Durban Climate Change Partnership (DCCP) communicates in a way that truly draws the attention of the diverse sectors it seeks to represent. 
This Communications Plan will set out how the DCCP will develop its brand, and consider the methods for internal communication between the DCCP Steering Committee members and the methods for public communication as detailed per the target audiences in Table 1.
2. Background and Goals 
At the Durban Climate Change Summit in May 2009, eThekwini municipality received a mandate to establish a Partnership to support climate change efforts on the part of government, business leadership and civil society.  The Durban Climate Change Partnership, or DCCP, is therefore a culmination of this Summit, with Camco South Africa and BioRegional South Africa taken on as consultants to facilitate and develop the partnership process over a two year period, commencing August 2010 and to end on 31 July 2012. 

The DCCP is a collaborative effort between a range of stakeholders to support and enhance Durban’s efforts to become a climate resilient and climate smart city. This initiative aims to:

· share a common understanding of what climate change is and especially in the eThekwini context
· share information on climate change activities both locally, nationally and internationally
· learn from Climate Change partnerships happening elsewhere in the world to ensure a best practice methodology for eThekwini

· co-ordinate adaptation and mitigation efforts of stakeholders in eThekwini, and
· support and enhance the economic prosperity and sustainable development of Durban for the benefit of all residents.
3. Partnership outputs

Partnership outputs in this context, refers to the content of that which is communicated. This will be informed by the DCCP Action Plan. 
Content may range from newsletters, invitations, announcements, project updates and reports to general news related to Climate Change or specific news with direct relevance to Durban. The tone of the content should seek to be positive and inspiring rather than using shock and scare tactics.
4. DCCP Brand

Brand development and management has become a field of study and profession in itself. Without an exorbitant marketing budget, the DCCP can plan to build (or tarnish) a brand profile through a number of avenues:
· Presence of members and/or brand material at high profile events

· Participation members in high profile engagement (lobbying or policy development)

· Associations with other brands
· “walking the talk”

· Communications

In all avenues, a consistent image of DCCP must be portrayed to ensure a strong brand profile. The image DCCP may wish to present might be described by the following words:

Collaborative, champion, positive, inspiring, leading, forward thinking, innovative, contemporary, inclusive, reputable, influential, no-nonsense…
The “look and feel” of the DCCP brand has largely been agreed upon in the approval of the DCCP logo. It was important that the logo is iconic, easily distinguished and recognizable. 

Brand placement is another point to consider, as it would be inappropriate to allow other organizations or individuals to add the DCCP logo to hand-outs or publications that the DCCP might disapprove of. For example, it might not be in the interest of the DCCP brand to have the logo printed on t-shirts worn by protestors who may not portray the DCCP ethos, whereas identified DCCP members who are marching for a Climate Justice cause may do well to wear such t-shirts.
5. Communications Infrastructure

Communication via email and the website serve as the infrastructure necessary to organise meetings and schedules, update a basic website, collect and distribute information regarding CC issues/opportunities in Durban to all Partnership members and interested public. 

5.1. Email Database

As a result of extensive communication with potential stakeholders and interested role players in Durban, a database has grown to over 300 people. It will be important to offer people the option to unsubscribe from the database as per best practice.
A policy should be decided upon the regularity/quantity of emails so as not to “spam” members. It should include a process for receiving input by others to forward, and criteria for forwarding or not forwarding information/invitations. 
5.2. Website

A website serves two main communicative functions – 1) an information repository; and 2) a public communications tool. It is a useful repository of information for multiple users that in this instance do not share an office or direct network connection. Uploading reference documents and minutes for committee members or even relatively inactive members, aids the administrative duties of the secretariat. As a public communications tool, the target audience is extensive but not comprehensive.

The target audience of the website may include users who access the internet via

· cellular/mobile phones (typically young users familiar with social networking)

· office computers and home computers (typically middle-income  to upper income)

· Properties

www.durbanclimate.org.za is the registered domain name hosted by BioRegional for the duration of the contract term. It is currently supported by word press which enables administrators to customise and upload data to the website, and it enables visitors to comment on articles or discussions and subscribe to updates.

Currently the following “parent” pages exist:

· Home – post articles/updates (visitors can subscribe for email updates) 
· Invitations or announcements can be made via home page and an email notification will be sent to users who have opted to register under the “Meta” functions.
· or the home page can act as a welcome page with no regular updating (invitations and announcements can instead be sent to the DCCP database)
· About us – page with text and links to document library 
· Document Library – page with subpages for different docs, manual search 
· Membership – page with pie chart and info about members 
· Projects – page still to be populated, profiles of and links to other projects 
· Register – page to submit details to DCCP database 
· Events – page with google calander – durbanclimate@gmail.com 
· Links – page still to be populated 
6. Internal Communications
Identifying the stakeholders:
6.1. Partnership Structure

Partnership organisational structure in terms of the Steering Committee providing strategic guidance and assistance in identifying and researching the key relevant issues relating to climate change in Durban in addition to developing a framework for the long term sustainability of the Partnership. The relevance of establishing working groups under the DCCP banner based on, for example, thematic areas such as water and energy, and to provide relevant demonstration of tangible projects, should be considered.
Role of the Facilitators

For the next year, until the end of July 2012, BioRegional South Africa and Camco will act as the Secretariat to the Partnership to provide support, organise meetings and schedules, establish a basic website, collect and distribute status reporting information to be made available to all Partnership stakeholders, and continue exploration around the long term Partnership funding options. This seed ‘secretariat’ funding has been provided by eThekwini’s Environmental Planning and Climate Protection Department. Thereafter in this regard, the Partnership will need to be self funded. Funding for projects to be carried out, as tangible ‘actions’ of the DCCP, will also need to be raised.
6.2. Communication Needs and Solutions

determining the information and communication needs, expectations and addressing the issues which will be raised at meetings / through personal communications.

6.3. Evaluation

An indicator to evaluate the success of the DCCP’s internal communication might be the number of responses received...?
7. Public Communications
7.1. The responsibility of:
Who will be responsible for updating the website, interacting with the press, etc?

7.2. Target Audience

Who are we targeting? (Do we have enough information about each target audience by the sectors represented by each SC member or?) The following target audiences have been identified:

· Municipal executives and local authorities from the various departments;

· Communities/ community related organisations e.g. religious groups, civil society organisations;
· Educators and educational institutions (scholars, primary, secondary and tertiary)
· Youth

· Private Sector / Businesses

· Media

· NGO’s e.g. charities such as WWF SA, Wildlands Trust

These audiences have been identified in Table 1, with a proposed approach to each, potential messages that might be conveyed, proposed solutions and activities.
7.3. Communication Needs and Solutions

determining the information and communication needs, expectations and communication channels include:
· News media

· Newsletters – hardcopy and E-newsletters
· Emails

· Website
· Constituency meetings and network databases
· Others? e.g. social media
7.4. Evaluation

An indicator to evaluate the success of the DCCP’s public communication via the website might be the number of active members, defined as the average number attending events or responding to invitations. The number of recipients on the DCCP database could also provide an indicator of how far the DCCP communication reaches; and the growth in membership (ie average number of new members on the database per month) could also be indicative of the success of the DCCP. 
Table 1: Target Audiences, Proposed Approaches, Potential Messages and Proposed Solutions and Activities
 
Target Audiences
(note CC = climate change)

· To always bear in mind who will be the best spokespeople and messengers to reach the target audiences? and

· What are the news hooks for CC?
	Target Audience
	Approach
	Potential Messages
	Proposed Solutions + Activities 

	Municipal executives and local authorities from the various departments


	· Foster champions in each department

· Foster mainstream public figures to message CC e.g. Miss Earth 2009, Chanel Grantham – from Durban
· Use simple concise and relevant material e.g.’Towards a Low Carbon City – focus on Durban’ material
· Use existing council forums to discuss and communicate CC e.g. KSEF (KwaZulu Natal Sustainable Energy Forum)
· Determine actual projects that can be ‘exemplars’ to come out of the Partnership process, facilitated so the ‘silo’ effect is minimised and to enhance possible public/
private partnerships

· Include Provincial government representation where possible so that Partnership efforts are recognised and sanctioned by Province which ultimately may impact at national government level

· Work out synergies with Durban Industrial Climate Change Partnership (DICCP), should this continue, to determine the way forward in presenting an understandable picture to the public (and businesses) at large.  e.g. DICCP takes on the mitigation role, while DCCP deals with adaptation. Similarly synergy with South Durban Basin Climate Change Initiative, being managed by WESSA.
· Work out how to effectively interact with initiatives on CC e.g. NBI, UNIDO / DICCP, WWF SA’s CC programme, Clinton Climate Care initiative
	· Long term nature of CC

· Need positive adaptation / mitigation techniques to cope with CC

· Need to engage with a broad variety of stakeholders, not only the ‘converted’, to get CC into the mainstream in a way that demonstrates ‘this is what it means to me and this is what’s in it for me’
	· Use institutional networks amongst all levels of government to facilitate local strategic partnerships

· Co-ordinate CC information and understanding, communication and dissemination (CC toolkit?)

· Seek funding to establish and maintain a CC Officer beyond the two year initial phase?
· Use existing local government forums and Ward Committees to communicate CC

· CC awareness weeks, school competitions at which the Mayor etc will open/present awards

· Initiate a road show?
· Develop a standalone website that can be used as a communication tool to share general information about local CC actions and programmes, linked to other key sites and to provide specific information to certain sectors of the community. IN PROGRESS: www.durbanclimate.org.
· Promote the exchange/sharing of initiatives, programmes and projects amongst municipal departments that could address CC

· Target the planning and development community to get CC included in Environmental Impact Assessments and Strategic Environmental Assessments e.g. presentation at IAIA conference, built environment related conferences eg. KZNIA, Green Building Council of SA.
· Use risk management opportunities to build public outreach component (e.g. speak at events, provide materials for distribution, etc.)

· Outreach to the public/vulnerable communities’ can be carried out using a theme-based approach that is embedded in broader messages about sustainability and environmental protection. The use of specific themes (such as energy conservation one year, or protection of water quality another) will allow specific actions (and specific audiences) to be targeted

· In light of 2010, the city can be marketed as a CC proof City that will enhance its reputation internationally. This can be done via environmental declarations e.g. Durban Declaration, to involve leading partners and expand and better integrate the collective efforts of all. One of the effective tools of community based social marketing is having people make a commitment to do something. (Research shows that those who make a commitment are more likely to behave in a way that is consistent with that commitment)
· Design and implement a municipal eco-procurement strategy 

· Design and implement a municipal ‘make over’ strategy for local government offices e.g. a la the Clinton Climate Change initiative.



	Communities/ community related organisations e.g. religious groups, civil society organisations 
	· Use traditional knowledge and cultural forms of expression 

· Mainstream public figures to message e.g. Kumi Naidoo (ex Durban local) now CEO Greenpeace International
· Foster community involvement with interactive and innovative approaches

· Messaging needs to be sensitive to culture, gender, race, social situations
· Bring to the fore ‘best practice’ examples of NGOs work which can feed into the Partnership and seed new projects as part of the Partnership.
	· Communities are responsible for their environment and can make a difference (ownership). 
· CC is happening and we need to adapt

· Addressing CC promotes community spirit and can preserve culture and traditions
	· Hold community consultations/ workshops on ‘what is happening in your community’ to assess local impacts, particularly in identified vulnerable communities e.g. working with the Amakhosi.
· Use libraries to disseminate information

· Use visual communications tools such as the 
· Climatic Futures DVD and brochures to raise awareness of the local implications of CC

· Scientist, community leaders and communities need to work together in developing and implementing solutions

· Include CC as an issue in existing community events (DCCP attends, sponsors prizes, distributes materials, etc.)

· Use community-based social marketing tools such as commitments, prompts, norms, incentives - to encourage people to conserve water, reduce waste, decrease car use by using public transport / car pooling, save energy, and act in other beneficial ways to improve the environment whilst adapting to CC


	NGO’s e.g. charities such as WWF SA, Wildlands Trust
	· Involve as intermediaries or as partners in projects targeted at other groups such as the public or the education sector

· Publicise worthwhile projects NGO’s are involved with to do with CC e.g. Tree- and Waste-preneurs projects with the Wildlands Trust

	
	· Appointment of networkers to actively involve NGOs in projects across different audiences

· Facilitation of scientific feedback for communication about CC by NGOs
· definite adaptation projects working with NGO’s 


	Educators and educational institutions (scholars, primary, secondary and tertiary)
	· Inform and build capacity of educators to communicate on CC 
· Direct interaction with schools, tertiary education bodies

· Interaction with the Provincial Dept of Education
	· CC is part of conservation and preservation efforts
· A change in attitude is required 

· We need to preserve the environment for future generations

· Get involved: for the future of your children
	· Hold CC training sessions for teachers

· Develop and distribute a compendium of CC resources for teachers

· Provide information on possible adaptation strategies in terms of real projects e.g. endorsing WESSA’s Eco-Schools programme

· Motivate for a on curriculum development for all levels of education

· Sponsor school field trips with CC focus

· Sponsor CC competitions or debates

· Develop and distribute activity books with CC branding

· Courses and educational materials on climate can be developed in

· collaboration with local universities (UKZN, DUT) and research institutes such as the CSIR and the HSRC to facilitate and co-ordinate CC research
· The launch of an MSc programme in Climate Change at UKZN?


	Youth
	· Identify champions / people of influence at peer level (local musicians – the Parletones; sports figures e.g. Lewis Pugh, Sharks players, etc).
	· CC is happening, it will have an impact on your lifestyle and you can do something about it.
· Little actions can make a big difference, if practiced consistently over time. 
	· Make CC presentations and/or distribute materials to scouts, guides, rangers, church youth groups, at youth events

· Stage youth song competitions on CC

· Support the involvement of students, teachers, school councils and school board staff in environmental education and the conservation of resources and energy e.g. WESSA’s eco-schools programme. In addition to its educational benefits, such programmes reduce energy and water use, greenhouse gas emissions and saves the School Board money. Detail successful projects e.g. current eco-schools, as positive role models.
· Demonstration projects and interpretive centres e.g. Umgeni Green Hub


	Private Sector / Businesses
	· Foster champions

· Focus effort on affected sectors like tourism, insurers, architects, engineers, the construction industry, Durban Port.

· Work with existing business structures e.g. Durban Chamber of Commerce and Industry, SAPOA to identify definite areas of work with its members.

· Provide easily understood

· information in a risk management context

· Continually update to encourage meaningful consultation and to keep engaged
· Aim for ‘on-the-ground’ projects with businesses, to hold up as exemplars 
	· What’s in it for you? i.e. addressing CC makes good business sense in terms of triple bottom line and good corporate citizens

· You can reduce your vulnerability and diversify your product line

· Investing in CC invests in sustainability
	· Speak at sectoral events/ opportunities to present seminars and case studies

· Use the South Durban Basin Area Based Management “Business Retention and Expansion Programme” (still in operation?), to facilitate engagement with business to promote best environmental practices

· Develop ‘hot tips’ or a newsletter to distribute on regular basis (focus on assessment of current situation, how to get involved e.g. greening)

· Include CC as a feature in existing newsletters to disseminate information

· Involve property developers in designing future buildings e.g One Planet exemplars, Green Star rated buildings under the Green Building Council of SA’s accreditation system.

· Measurement/calculation of the effect a company has on the climate / its carbon footprint in terms of its total volume of greenhouse gas emissions e.g. business audits with a defined number of businesses ito procurement, waste, energy, water etc., which can then be showcased through business networks as exemplars.


	Media
	· Inform and proactively support media coverage of CC issues in an ongoing way – not just around events. 
· Newshooks.
· Decide how best to reach your target audiences e.g. news media, door knocking, newsletters, emails, loud hailing (in poorer areas), radio, TV

· Decide what deliverables / collaterals the Partnership will need to communicate with the media e.g. news releases, fact sheets, bios of spokespeople, brochure, media briefings

· Decide what additional deliverables will pique reporters’ interest and help make the case

· Decide what system will be used to capture media hits   
	· CC is an integral part of sustainable development
· CC is affecting communities

· CC has social and economic impacts.
	· Use existing Metro Beat Magazine (still in existence?), Ezasegagasini Metro newspaper and other free community newspapers to communicate to the public about successes, new programs, events, resources and progress in the municipalities plan to tackle CC

· Use the existing contact of Tony Carnie at the Mercury, and others – Daily News, Insolezwe - to provide with materials for publishing, comic strips, simplified review of journal articles

· Establish a contact with East Coast Radio and provide case studies etc

· Compile list of contact points for more information or expertise on CC

· Develop and distribute media information kits

· Use persons of influence (musicians, theatre, visual artists, film / TV personalities) to engage media coverage e.g. Gcina Mhlope



� Futerra Sustainability Communications


� Table format taken from Headline Climate Change Adaptation Strategy for eThekwini, Oct 2006, CSIR, and expanded.
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