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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 for better understanding of people’s needs in Vietnam. 
These insights can then be used to identify opportunities for communication 
that encourages effective action in response to changes in climate.

People in Vietnam vary in the changes they perceive, the impact they feel as a result and the 
extent to which they’re taking action to respond to these changes.

This report has highlighted a number of factors that influence how people in Vietnam 
respond, including:

• The impact they feel 
• Their exposure to media
• The degree to which they feel connected to their community
• Their financial resources
• The actions of government and external actors

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. Climate Asia has 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.
In Vietnam the country is split between a segment that isn’t feeling much impact – unaffected 

Bringing impacts and 
action together to 
understand people 
in Vietnam 
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(33%) – and four segments that are feeling impact, surviving, struggling, willing and adapting. The 
segments also give an indication of how active Vietnamese people are already. Almost a quarter 
fall into the very active adapting segment.

In comparison to other countries that form part of the Climate Asia study, in Vietnam there 
were comparatively few demographic differences between segments – so, for instance, each 
segment contained a similar number of farmers or poor people. However, there are notable 
differences in the populations of each segment in different locations.

The segments in Vietnam

Not acting

Acting/planning to act

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”

Adapting

Unaffected
Struggling 

Surviving

33%

24%

Willing

24%24%

24%

10%
9%

Low impact felt
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Segment locations map

Surviving (%)
Struggling (%)
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B

Adapting (%)
Willing (%) 

C
D

Unaffected (%)E
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14
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C
D
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19

E 41

More detail on how these audience segments were formed can be found at www.bbc.co.uk/climateasia. 
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Surviving (10%): Finding it too hard to 
take action 

People in the surviving segment are very concerned with the basics of life – having enough water, 
money, food and shelter. In this group 17% of people feel life has got worse, greater than any other 
group. Changes in climate and the availability of key resources are having an impact on their ability 
to earn a living, choose a job and stay healthy but they are having a lot of trouble responding. 
Most have not made any changes to their livelihoods and lifestyle and are doing less in response 
to changes  than most other groups. They tend to discuss issues to do with food, water, energy, 
climate and environment less than other groups and feel less involved in their communities. 

Key barriers to action for this group include a lack of involvement in their community and not 
knowing other people who are taking action. They feel they lack resources and information and 
more than others say they need government support. 

Surviving 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

Feel informed

Discuss issues with others

Knowledge of responses to impacts

Lack information/resources to respond

-1 is lower than average +1 is higher than average

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. 
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Aims for communication 

Make people aware that they are already taking action. People are doing many 
simple things without external support. These actions can be built on and other simple changes 
may make or save them more money. 

Encourage and support them to engage with their communities more through 
discussion, learning and sharing of experience.

Make action seem achievable and beneficial. Communication can do this by relating 
the possible action to the impact these people feel. For instance, for farmers in this segment, it 
could present examples of people making money through new farming methods.
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Struggling (9%): trying to take action but 
finding it very difficult 

The struggling are feeling the most impact of any segment, particularly on their ability to earn 
money. They are willing to take action to respond to this impact but they perceive higher barriers 
to action than any other segment. They feel they lack resources and information and do not know 
many others who are responding. 

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

Feel informed

Discuss issues with others

Knowledge of responses to impacts

Lack information/resources to respond

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

Provide specific examples of people like them who are taking simple actions and specific 
information that relates to their lives.

Build networks. People feel connected to their community. Communication should seek to 
encourage dialogue between people and communities to help them build networks to support 
response.

Amplify effects. Given the importance these people place on community and their willingness 
to discuss these issues, there are real opportunities to amplify the effects of any communication. 
Stakeholders who reach some of the struggling and convince them that specific actions are 
achievable are likely to reach and persuade others through discussion.
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Adapting (24%): Acting and wanting to do 
more

The adapting are taking more action than any other segment, both in total and across all prompted 
actions, in response to specific changes in the availability of food, water and energy and extreme 
weather. They engage in both easy-to-make changes and long-term planning, including drawing 
up disaster preparedness plans. 

The adapting are acting because they are feeling impact on their lives and health now. They 
receive communication on these issues because they have strong community bonds and frequently 
discuss them with others. This group contains the highest number of people who see themselves 
as influential in their neighbourhoods and communities. They are motivated to create a better 
future, although they expect that in future they will experience greater impact on their lives as a 
result of changes in climate and resource availability. 

Despite these many positive characteristics, most feel they do not know how to respond 
effectively to changes and that they do not have the financial resources to do so. 

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

Feel informed

Discuss issues with others

Knowledge of responses to impacts

Lack information/resources to respond

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

Provide advice, tools, instructions and material support to help people take the 
next step and respond in more sophisticated ways. 

Encourage communication with others. It is quite likely that many future solutions to 
changes in climate can be found with these people, as they are more likely to act and innovate. 
These people are themselves key communicators and there is an opportunity to encourage them 
to take on a leading role within their communities to help others respond. 
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Willing (24%): worrying about tomorrow 

This group feel guilty about the changes taking place and are motivated by forward-looking 
concerns, including health, preserving the environment and their children’s future. They support 
most policies to respond to climate change, although they are not in favour of stopping the 
cutting down of Vietnam’s forests. Surprisingly, despite their stated concern about the future 
they are no better than other groups at preparing for the future and are particularly bad at 
preparing for extreme weather events. 

They are slightly better educated and slightly wealthier than other segments and are more likely 
to feel they have an influence in their neighbourhoods. In addition, they place more importance 
than other groups on fitting in and being respected in their communities. 

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

Feel informed

Discuss issues with others

Knowledge of responses to impacts

Lack information/resources to respond

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

Convert concern about the future into action. More than others, the willing feel 
informed, equipped and confident about making a difference. However, in reality very few are 
currently taking action. They need to convert a concern about the future into actually doing 
something. There is a real opportunity to focus communication on specific activities they can 
undertake to plan for extreme weather events.

Encourage them to lead. Given their concern for their social standing, they should also be 
encouraged to use the social, informational and economic resources at their disposal to lead by 
example in planning for the future and share what they are doing within their communities.
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Unaffected (33%): believe there is no need 
to do anything  

The unaffected are the largest single group in Vietnam. They have noticed some changes in weather 
and the availability of key resources but don’t feel that these changes have had a particular impact 
on their lives. Most don’t expect this to change in the future. Consequently they are not taking 
as much action as other segments.

Despite having access to information, the unaffected feel uninformed, do not know of many 
existing initiatives on climate change and are less likely to discuss these themes with other 
people. They are less involved in their communities than most other segments.

Along with the majority of Vietnamese people, however, they are taking some small actions to 
deal with changes in resource availability and are motivated to act by concerns about their health.

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

Feel informed

Discuss issues with others

Knowledge of responses to impacts

Lack information/resources to respond

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

Raise awareness and build knowledge about any likely future impact they may experience 
and simple “green” behaviours. Media can play a role in increasing their understanding of climate 
variability and change and how people around them are feeling its impacts. However, it is important 
to focus on what they can do rather than attempting to frighten them with information about the 
likely impact of future changes.

Appeal to their values. To motivate them to engage it is important to appeal to their values, 
including their desire to protect their health and to make money. Media should also encourage 
them to engage more with their communities and discuss related issues. 


