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1. Introduction

The information presented in these guidelines has been drawn from a variety of sources – online research as well as from BioRegional’s own work experience. The guidelines are intended to assist the Durban Climate Change Partnership (DCCP) draft an appropriate Communications Plan, but by no means are definitive. 
2. Communications Management Process:

Processes required for any communications plan need to ensure timely generation, collection, dissemination, storage, retrieval and ultimate distribution of project information to relevant stakeholders. These processes provide critical links among people and data necessary for successful communication. The communication management process for the DCCP should include the following:

· Communication planning – Identifying the stakeholders, determining the information and communication needs, expectations and addressing the issues which will be raised at meetings / through personal communications.

· 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, for example, based on thematic areas (water, energy, transport, waste etc) and to provide relevant demonstration of tangible projects, could be considered. 

· Partnership outputs – what will these be?

· Communications Infrastructure – for the next year, till the end of July 2012, BioRegional and Camco will act as the Secretariat to the Partnership to provide support, organise meetings and schedules, establish a basic website, collect and distribute information to be made available to all Partnership stakeholders, and continue exploration around the long term Partnership funding options. Budget for this work by the facilitators in Year 2 has been provided by seed funding from eThekwini’s Environmental Planning and Climate Protection Department (EPCPD). Thereafter the Partnership will need to be self funded. Already communication via email and the website serves as the infrastructure necessary to communicate CC issues/opportunities in Durban to all Partnership stakeholders and the interested public. 
· Research – does more need to be done to gain knowledge about DCCP target audiences? If so, how will this information be obtained? What are the issues around stakeholder involvement? Who is affected?

· Evaluation – an indicator to evaluate the success of the DCCP 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 number of new members on the database) could also be indicative of the success of the DCCP.
3. What makes a successful Communications Plan?

CREATING A POSITIVE VISION
 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.
 

So, what to do differently?
DEVELOP AN INSPIRING BRAND TO 
SUPPORT ALL LOW CARBON POLICIES AND INITIATIVES.

1. Be positive. Create a tangible and desirable vision of a low carbon future and develop an action plan to get there. Aim first for positive communication and explain the problem afterwards.

2. Tell a better story. Be clear that it is not just an environmental or a scientific issue, but one that relates to fundamental concerns such as food and water security. Inspire people and appeal to their values and emotions, not just statistics.

3. Make it visible. What people see and experience is as important as what they hear e.g. practical actions taken by eThekwini such as Shisa Solar project, result in visible changes. This will take climate change out of the realm of speeches and into people’s lives.

4. Show our own work. Switch from ‘are you doing your bit’ campaigns to ‘we’re doing our bit’. With a problem the size of climate change, citizen action makes more sense against a backdrop of concerted local action. “we’re doing everything we can to make these changes possible, but we can’t do it without your help”.

5. Choose your messenger. Who does the talking is as important as what is being said. Enlist others – beyond the usual suspects of politicians and environmentalists – to talk to their peers about climate change.

6. Be clear and consistent. Decide what needs to be achieved and what role eThekwini and DCCP Steering Committee members are going to play in making these changes happen. Once the position has been clarified, reflect this in all DCCP interactions with the public. 
4. What Communications Channels and Outlets are relevant?

· News media

· Newsletters – hardcopy and E-newsletters
· Emails

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

4.1. News Media

The following are general ways in which to receive coverage in the news. Relevant to DCCP and to reach the target audiences:

· News Articles – which section?

· Radio talkshows?

· Television talkshows?
· Constituencies own newsletter and network database systems.
4.2. Reporters/ Media Database

Ranking the top 10 (or more) outlets the DCCP will want coverage in and identifying, where possible, the reporter to target from each:

	1.

	2.

	3.

	4.

	5.

	6.

	7.

	8.

	9.

	10.
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4.3. Pitch Reporters

What will be the DCCP’s pitch to the above reporters? (Refer Messages column in Targeted Audiences table, although the overall headline aim of the DCCP should always be stated).

4.4. Deliverables/ Collateral/ Event

What deliverables/collaterals/events does the DCCP need to communicate with reporters?

☐ Media Advisories

☐ News Releases

☐ Fact Sheets

☐ Brief Bios of Spokespeople

☐ Brochures

☐ Web Newsroom

☐ Media Briefings

To which reporter can the DCCP offer personal attention? e.g. Tony Carnie of the Mecury. 

4.5. Track Coverage

What will be the DCCP system to capture media hits?

· Website log of hits?
· Newpaper articles? (how?)
4.6. Evaluation

How will the DCCP evaluate its efforts?

· Hits on website

· Public Engagements
· Numbers on database
?????
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