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Bringing impacts and 
action together to 
understand people in 
Bangladesh 
This section introduces the results of a segmentation analysis conducted 
by Climate Asia across the region. This analysis builds on research findings 
to produce insights that allow better understanding of people’s needs in 
Bangladesh. These insights can then be used to identify opportunities for 
communication that encourages effective action in response to changes in 
climate.

People in Bangladesh vary in the changes in climate they perceive, the impact they feel as a result 
and the extent to which they are taking action to respond to these changes.

Section 3 highlighted how people in Bangladesh respond differently to the changes they face for 
a variety of reasons including: 

• Their access to information 
• The degree to which they feel connected with their community 
• Their financial resources 
• Their personal beliefs

In order to understand people’s needs and identify opportunities to communicate with them 
effectively, Climate Asia has analysed survey data from across the region and placed people into 
five discrete segments, using a process called cluster analysis. Each segment varies in the factors 
that enable and prevent response. As such, each has different communication needs and can be 
supported in different ways. We have called these segments surviving, struggling, adapting, willing 
and unaffected.

The proportions of these segments within a country represent the extent to which people in the 
country perceive impacts and are taking action to respond to them.
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People in Bangladesh are taking action 

More detail on how these audience segments were formed can be found at 
www.bbc.co.uk/climateasia. 

Segments by demographics 

The breakdown of the segments by key demographics shows that people feeling the most impact 
and not responding as much, the surviving and struggling, are more likely to be poor or very 
poor. People in larger cities, who recently migrated to the area, or in Rajshahi, where people 
are feeling decreases in water availability, are more likely to be in the surviving segment and are 
classed as feeling the impacts of changes in climate but not taking much action to respond. These 
groups have not had as much time to adapt to their new environment as people who are living 
in areas such as Barisal where there are high numbers of people in the struggling segment, who 
have experienced salination and floods for a long time, but have more idea of how to respond – 
even if they have not been successful in doing so.

Not acting

Acting/planning to act

Low impact felt High impact felt

Surviving:  “Finding it too hard to take action” 

Struggling:  “Trying to take action but finding it very difficult”

Adapting:  “Acting and wanting to do more”

Willing:  “Worrying about tomorrow”

Unaffected:  “Believe there is no need to do anything”

18%
Adapting

Unaffected

16%

Struggling

Willing

27%

Surviving

9%
30%
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Total Surviving Struggling Adapting Willing Unaffected

Base 3578 276 939 566 819 478

% % % % % % %

Gender

Male 51 40 58 55 57 44

Female 49 60 42 45 43 56

Economic category

Very poor 18 15 22 14 14 17

Poor 43 45 47 41 42 44

Comfortable 34 33 28 42 39 30

Well-off 4 6 2 2 4 5

Occupation

Farmers 12 11 17 10 11 9

Housewives 42 53 36 40 35 50

Unskilled workers 4 4 5 4 3 5

Region

Dhaka 33 37 29 58 26 20

Chittagong 20 24 22 14 23 8

Sylhet 7 3 14 7 6 1

Barisal 6 2 11 5 5 0

Rajshahi 13 24 11 4 10 29

Rangpur 11 8 6 6 7 31

Khulna 11 2 8 6 22 10

Location

Larger cities 12 17 10 15 13 9

Smaller cities 37 32 34 25 45 44

Rural areas 52 50 56 60 41 47

The breakdown of Climate Asia segments
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The figures show how different people in each segment feel about key factors determining 
response in comparison to the average of the other segments. +1 is higher than average 
and –1 is lower than average. 

Surviving (9%): finding it too hard to 
take action 

• 58% do not feel their actions can make a difference
• 63% do not feel informed about what they can do
• 49% feel that their family would not approve of making changes

People in the surviving segment are feeling the impacts of changes in climate, but are unwilling 
to take action. They feel isolated and helpless and are not discussing the issues as much as other 
segments. They do not feel integrated into their community and feel that people close to them 
would not approve if they took action. Knowledge of how to take action is low and they do not 
feel informed. Confidence in the government to respond is also low. 

Surviving vs the rest of the population

Willingness to change livelihood/lifestyle

Community co-operation

Impact felt

Level of action

Trust in government

Feel informed

Discuss issues with others

Knowledge of responses to impacts

Lack information/resources to respond

Sceptical of government

-1 -0.8 -0.6 -0.4 -0.2 0 0.2 0.4 0.6 0.8 1

-1 is lower than average +1 is higher than average
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Aims for communication 

Increase awareness of the problem. People need to be encouraged to act. To do this, 
people need to be informed about the long-term impacts on their lives and ways that they can 
adapt their lifestyle to combat these issues. For example, communication could show that water 
availability will continue to decrease and that people can take actions, such as saving rainwater, 
to help them combat this decrease.

Encourage social acceptance. A key barrier for this group is that they don’t feel their 
families would approve of them taking action. Media can showcase how this is a common problem 
and that communities – including both men and women – should be working together to respond 
to change.

Increase self-belief and confidence that they can act. As a large proportion of this 
segment are housewives, using media to showcase women who are taking successful action 
would be most effective in inspiring people to act. 

Improve knowledge of simple actions. Showing how people can take small actions in 
the household, such as recycling water or preserving food, will help them to feel they can be 
successful.

Increase engagement with the issue. Encourage people to discuss the problems they 
face more and work together more as a community. 
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Struggling (30%): trying to take action 
but finding it very difficult

• 43% are most worried about not having enough clean water to drink or food to eat
• 55% feel that agricultural productivity has decreased
• 67% feel strongly that they need to act in order to survive
• 90% feel they do not have enough finances and equipment to make changes 

They feel they can make decisions as a community and value fitting in. While they feel the 
impacts and want to act, they are finding it difficult to do things in practice. They are taking some 
action, for instance in rural areas, by growing different crops and improving soil fertility. They 
are struggling to carry out other actions because of lack of financial resources or information.

Struggling vs the rest of the population

-1 -0.8 -0.6 -0.4 -0.2 0 0.2 0.4 0.6 0.8 1

Willingness to change livelihood/lifestyle

Community co-operation

Impact felt

Level of action

Trust in government

Feel informed

Discuss issues with others

Knowledge of responses to impacts

Lack information/resources to respond

Sceptical of government

-1 is lower than average +1 is higher than average
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Aims for communication 

Build networks. People feel connected to the community. This ethos can be harnessed by 
facilitating dialogue between communities so that ideas can be shared and issues discussed. 

Inform. Provide practical, relevant information. This information should be rooted in the 
impacts that people feel; for example, simple steps to help them cope with an increase in water-
borne diseases. 

Inspire. This group needs to feel they are able to take action. Media could showcase people who 
are struggling, but have found innovative ways to cope and have worked with their community to 
pool resources. Seeing others like them responding would reassure them that other communities 
already use these approaches and that they work. 

Increase accountability. Facilitate dialogue between government bodies, other organisations 
and people, to hear and respond to demands for infrastructure and resources.
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Adapting (18%): acting and wanting to 
do more 

• 82% have found a new water supply
• 58% have made changes to their livelihoods
• 80% feel that guilt motivated them to act
• 70% feel helpless about how to deal with changes in weather

People in the adapting segment take more action than those in any other group. They feel more 
informed than most, frequently talk to peers and have extensive understanding of climate change 
and its causes. This segment feels more informed than most and frequently talks to peers. They 
have extensive understanding of climate change and its causes. Guilt is helping to drive this group 
to act; they care about the environment and feel that they need to take responsibility for changes 
that are occurring. However, they still feel they need to do more but are hampered by the lack 
of resources available to them. 

Adapting vs the rest of the population

-1 -0.8 -0.6 -0.4 -0.2 0 0.2 0.4 0.6 0.8 1

Willingness to change livelihood/lifestyle

Community co-operation

Impact felt

Level of action

Trust in government

Feel informed

Discuss issues with others

Knowledge of responses to impacts

Lack information/resources to respond

Sceptical of government

-1 is lower than average +1 is higher than average
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Aims for communication 

Help to facilitate discussion. These people hold a strong position in their community. They 
discuss issues with their community, but there is scope to increase this. Therefore, encouraging 
them to lead community discussions and work together to solve problems could work well. 

Share their experiences to inspire others. People in the adapting segment are 
undertaking a wide range of actions to cope with change. It’s likely that many innovations will be 
invented, trialled and tested by this group. Encouraging and enabling those who are adapting to 
share their experience with others will give others the change to learn from them and inspire 
them to act. 

Provide more technical information. This group still feels ill-equipped to deal with the 
challenges it faces. People want information on how to respond, particularly more sophisticated 
responses that may involve working with a community. 

Increase skills. This group is eager to make more changes and to improve skills, for instance, 
by learning new agricultural and fishing techniques or by installing renewable energy. As an 
influential group, it would also be a good conduit through which to share skills with others in the 
community. 

Increase accountability. This group has a role to play in pressuring government bodies to 
help people respond by sharing their experience and discussing the need for more infrastructure 
and complex responses. 
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Willing (27%): worrying about tomorrow

• 88% are aware of the term climate change
• 79% feel the media cover these issues well
• 93% feel impacts on their health

People in this segment feel the impacts of changes in climate, particularly on their ability to earn 
money and stay healthy. They are taking action to respond, but not as much as the adapting 
segment. Awareness of climate change is high and they understand the future impacts these 
changes will have on people. Unlike other segments, they feel they have access to enough money 
and information as well as having a responsibility to act. They are motivated by what they feel are 
the changes in climate and how this is affecting their health and ability to earn money. “Fitting in” 
with others and being respected is also important to them. 

Willing vs the rest of the population

-1 -0.8 -0.6 -0.4 -0.2 0 0.2 0.4 0.6 0.8 1

Willingness to change livelihood/lifestyle

Community co-operation

Impact felt

Level of action

Trust in government

Feel informed

Discuss issues with others

Knowledge of responses to impacts

Lack information/resources to respond

Sceptical of government

-1 is lower than average +1 is higher than average
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Aims for communication 

Encourage working together. This segment has more resources at its disposal and is 
willing to make changes. Nonetheless, they are not front-runners in adapting to climate change. 
Encouraging them to work together with their communities may prompt them to take further 
action to support themselves and others, given their concern about “fitting in”.

Show them how to act. This group has a good understanding of the term climate change, 
but information on how they could be more resilient to the long-term impacts would help to 
convince them to take practical action now, to help them in the future.
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Unaffected (16%): 
believe there is no need to do anything

• 72% don’t want to change their livelihoods 
• 47% feel they have other priorities 
• 38% do not feel it is their responsibility to respond to the changes 
• 45% understand the term “climate change” – lower than all other segments

The unaffected face two main hurdles: they do not feel they have the resources to act and 
they lack interest in the subject. Adapting to the impacts felt is not a priority for them. Their 
knowledge of how to respond is low and they do not feel well informed. They differ from the 
surviving segment in that they don’t feel the impact of these changes in climate on their lives 
now. The unaffected believe it is important to fit in and earning money is an important incentive 
for them to act. 

Unaffected vs the rest of the population

-1 -0.8 -0.6 -0.4 -0.2 0 0.2 0.4 0.6 0.8 1

Willingness to change livelihood/lifestyle

Community co-operation

Impact felt

Level of action

Trust in government

Feel informed

Discuss issues with others

Knowledge of responses to impacts

Lack information/resources to respond

Sceptical of government

-1 is lower than average +1 is higher than average
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Aims for communication 

Increase awareness of current and future impacts. This group has less 
understanding of climate change than other segments. Communications should focus on 
building awareness of the potential future impacts on their lives and stress the potentially 
positive impact of adapting to the changes on their ability to earn money and stay healthy. 

Increase engagement in issues. By encouraging discussion about these issues and 
inspiring response by showing what others do, this group can feel more connected to this issue 
and feel that they can take action. 

Build knowledge. Simple steps on how to adapt both individually and as a community, 
without requiring too many resources, will help to motivate this group to take more action. 


