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“Saving our planet is now a 
communications challenge. 
We know what to do, we 
just need the will.”
Sir David Attenborough
Broadcaster, natural historian and author, on Instagram
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Introduction
The value of media 
 
Around the world, media plays a growing role in helping people to understand 
climate science, question efforts to reduce carbon emissions and inspire 
sustainable behaviours.1,2 News reports increasingly cover the impacts of extreme 
weather, social activist movements and chilling scientific findings.3 Nature-based 
programming has boomed in popularity, drawing millions of viewers at a time, 
highlighting people’s impact on the environment, and the impact of climate 
change on people’s lives.

This shift is powerful and positive. But it could go further to be of more 
immediate use to the poorest and most vulnerable people at the frontline of 
climate change, millions of whom are being pushed deeper into poverty. Media 
and communication within the countries most affected by climate change is 
often overlooked and underestimated as a potential force in climate action and 
environmental protection.

Media content produced for people struggling to adapt to climate change (not 
just about them) can maximise efforts to address climate change at speed, at 
scale and at comparatively low cost. It does this by ensuring that people most 
affected by climate change have access to trusted information, can discuss and 
weigh up their options, raise issues with decision-makers, develop appropriate 
skills, and ultimately take action. 

Optimising the role of media and communication in tackling climate change 
is particularly important in this era of false and misleading information, where 
sources of trusted and trustworthy media content are increasingly scarce. To 
achieve this, climate adaptation strategies must prioritise and integrate robust 
media and communication approaches.
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This policy note

This document aims to equip donors, policy makers and climate experts to 
enhance the impact of their climate change plans and strategies, by leveraging 
the power of media and communication.

It has been informed by BBC Media Action’s research, and its involvement in 
media and communication initiatives – and support for public interest media 
– to advance development and meet humanitarian needs. This experience and 
research span more than 20 low- and middle-income countries over 20 years 
encompassing multiple themes, including climate change adaptation, resilience, 
health, governance, and humanitarian response.

In addition, BBC Media Action conducted interviews with key experts on climate 
change and development in 2021 specifically for this publication (see page 37).
This policy note outlines:

 1)   The power of media and communication to support climate action in low- 
and middle-income countries

 2)   The untapped potential for media and communication to maximise impacts 
at scale, to benefit both people and planet 

 3)   Recommendations for funding effective media and communication 
initiatives to support climate action in the most-affected countries
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“There has never been a more 
urgent need for the superpower 
of media companies. The time 
to use it is now.”
Christiana Figueres
Founding Partner, Global Optimism and Former Executive Secretary 
of the United Nations Framework Convention on Climate Change 
(UNFCCC), in Mirrors or Movers II: The Superpower of Media
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1. ‘The superpower of media’ 
Media can make complex information clear, host discussions that can spark 
imagination and innovation, challenge norms and prompt positive behaviours, 
both individually and collectively. 

Media content can reach most populations at scale, either directly, or indirectly 
when audience members share what they have seen or heard. 

The inherent scale at which media operates positions it to 
contribute to the transformational change required among 
individuals and across society. This is essential in order 
to tackle climate change and play an important role in 
supporting Sustainable Development Goal (SDG) 13: “Take 
urgent action to combat climate change and its impacts”.4  

Compelling evidence has been generated from multiple 
countries and contexts over decades, demonstrating  
media’s ability to drive behaviour change and civic 
participation in the fields of health5,6 and governance.7,8 

However, evidence on how media and communication can 
support change around climate and environmental issues  
has only more recently emerged. 

In an interview for this policy note, Clare Shakya, Climate 
Change Group Director at International Institute for 
Environment and Development (IIED), says: “We  
don’t draw enough on the history of… [media and] 
behaviour change for the purposes of accelerating  
climate-responsive behaviours.” 

The emerging evidence base on media and climate 
adaptation and mitigation indicates that media can engage 
people on climate issues that affect them, motivate them 
to take individual or collective action and give voice to 
individuals across society, enabling them to express their 
views and hold decision-makers to account.9 Examples 
throughout this policy note illustrate how this has happened 
in various countries where people are already experiencing 
the effects of climate change.

“Public media is probably 
one of the most efficient 
and effective ways of 
effecting large-scale 
positive changes in what 
people choose to do.”
Dr Koko Warner
Manager, Vulnerability subdivision, 
Adaptation division, United Nations 
Climate Change Secretariat
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Reality TV motivating real-life action

In Bangladesh, BBC Media Action produced the 
reality TV series Amrai Pari (Together We Can 
Do It). Broadcast between 2014 and 2016, the 
show and related outreach activities aimed to 
help people prepare for and cope with changes 
in the climate, reaching 22.5 million people. The 
show travelled to locations across Bangladesh, 
challenging communities to execute a task that 
they had identified themselves to improve their 
resilience to climate change. 

The programme’s impact was evaluated through 
a series of nationally representative surveys, 
complemented by qualitative research. This 
research found that the programme helped to 
improve people’s understanding of the risk of 
extreme weather events and how to prepare 
for them. Some 78% of people reached by 
this programme felt they had improved their 
understanding of how to prepare for extreme 
weather, compared with 58% of people who 
had not watched the show. People who regularly 
watched Amrai Pari were more likely to report 
higher awareness of the risks of extreme weather, 

which was associated with them making simple 
changes to prepare for adverse weather. 

Ultimately, research showed that the programme 
helped to drive climate-related action. An 
impressive 47% of respondents could name an 
action they took after watching the programme. 
People who regularly watched Amrai Pari were 
more likely to have reported taking an action (such 
as growing different crops, storing food or water, 
or making adjustments to their home) than people 
who didn’t watch it, even after controlling for 
other factors like age, gender, education, location 
and income. People who regularly watched the 
programme were less likely to feel they needed 
government support to adapt. In turn, this was 
associated with increased self- and collective 
efficacy, and with small increases in practising 
climate-resilient behaviour. 

Amrai Pari viewers also reported that the 
information on the programme, and how it 
was explained, made them aware of disaster 
management committees and enabled them 
to access and participate in formal disaster 
preparedness and risk planning.10

“I thought that if [people featured 
on Amrai Pari] can plant trees on 
the rooftop, I can also plant trees 
by bringing fertile soil from another 
area. Then I put soil into a sack and 
planted a tree.”

Male Amrai Pari viewer
Bashaktek informal settlement, 
Bangladesh

“I discussed dry seed beds with my 
sister-in-law. I shared with her that 
we used to make wet seed beds, but 
[Amrai Pari] showed a dry seed bed. 
She agreed it was a good method. 
I also discussed everything I saw in 
the show with my husband."

Female Amrai Pari viewer
north-west Bangladesh
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2. Media’s untapped potential 
Despite the urgent need for solutions to the climate crisis and the potential 
role of media and communication to spark innovation and change, media-based 
initiatives are too rarely funded as long-term and large-scale pillars of responses 
to climate change. 

When media and communication do 
receive funding in relation to climate 
change, it is often limited to Article 6 of 
the UNFCCC – relating to “education, 
training and public awareness”11 around 
climate science or increasing visibility in 
how climate change funding is spent. 
These are important topics, but as 
decades of communication research have 
shown, knowledge and awareness alone12 
are rarely sufficient to change behaviours 
or increase people’s active engagement 
with a particular topic. As illustrated in 

this policy note and listed on page 38, some funders are supporting promising 
media-based initiatives to support climate action. However, even more consistent 
and comprehensive funding would be beneficial.

The Organisation for Economic Co-operation and Development (OECD) 
tracks Overseas Development Assistance (ODA) that goes towards media-
related activities, and to what end.13 To date, there appears to be no similar 

tracking mechanism to assess how 
much international climate finance is 
directly or indirectly mobilised for media 
and communication towards climate 
adaptation or mitigation. 

Media and communication have high 
potential to deliver results in this area. 
Well-designed and adequately resourced 
media programmes – delivered by 
outlets that audiences trust to help them 
navigate through increasing amounts of 
false and misleading information – can 
shift attitudes, encourage discussion, role 
model positive action and support skills-
building relevant to climate action. 

Delivered in isolation, media and communication can have a positive impact 
on communities’ climate adaptation and resilience. More significantly, when 
tightly co-ordinated with technical aspects of climate-related initiatives, media 
and communication can boost results across wider programmes, such as those 

“What we are missing is engaging 
the media as an active participant. 
They are not there to be used and 
just receive instructions… We need to 
engage them equally.”
Dr German Velasquez
Director of the Division of Mitigation and 
Adaptation, Green Climate Fund (GCF)

“It is a missed opportunity… 
Communication broadly, and media 
organisations specifically, are a good 
investment in raising awareness, 
and raising the ability to deal with 
the [climate] problem and building 
resilience in the longer term, which is 
not done all that well.”
Professor Saleemul Huq
Director, International Centre for Climate 
Change and Development (ICCCAD)
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CONTRIBUTING TO

LONGER TERM CHANGES
Individual and collective action  

to restore and protect ecosystems,  
to mitigate climate change and  

adapt to it

All sections of society better 
connected with others, participating in 

the decisions that affect their lives 

More responsive and inclusive 
governance systems

All life on Earth is healthy, valued and protected

designed to strengthen livelihoods, inform decision-making, reduce disaster risk, 
and improve climate-related governance and accountability.

The following sections illustrate how this has happened in practice, in a number 
of different contexts.

The diagram below summarises how media can help enable positive shifts to protect 
the environment and address climate change.

HOW MEDIA CAN HELP PEOPLE IN THE MOST AFFECTED COUNTRIES TO 
ADDRESS CLIMATE CHANGE AND PROTECT THE ENVIRONMENT

MORE TRUSTED, INCLUSIVE, INDEPENDENT, AND ENGAGING MEDIA & COMMUNICATION

Conducting  
research

Strengthening media  
and non-media partners

Producing  
content

Supporting 
outreach

Knowledge and  
understanding

Self-efficacy  
and motivation

New skills

 

Discussion  

Supportive norms,
attitudes and beliefs

People ask questions  
and influence those  

in power

People negotiate  
differences and collectively  

solve problems

EMPOWERS 
INDIVIDUALS

CONNECTS 
PEOPLE

INFLUENCES 
POWER

INTERMEDIATE CHANGES

Newly imagined futures   •   Inspiration   •   Motivation   •   Innovation
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2.1 Livelihoods

How media can help support adaptive behaviours

Climate change is forcing millions of people in low- and middle-income countries 
to migrate for survival and adapt their livelihoods as a result of unpredictable 
weather patterns and dwindling resources from the land and sea. Others urgently 
need to transition livelihoods away from high-carbon emitting industries and 
environmentally destructive practices. 

Understanding these people’s needs, and framing communication around their 
everyday survival and income-generating experiences, is critical to ensure that 
media content resonates with audiences and drives realistic and appropriate 
action. Knowing how people in specific contexts are both struggling and 
succeeding in adapting their livelihoods to the realities of climate change can 
help to inform stories and formats that help their peers to adapt their own 
livelihoods successfully.

Media content that showcases local stories of pioneering ‘people like me’ trying 
new income-generating behaviours, techniques and actions makes it easier for 
others to follow suit. Trusted media content that illustrates respected figures 
taking recommended actions to support their livelihoods, and that helps 
people navigate increasing amounts of false and misleading information, can be 
invaluable for people who need to transition their livelihoods but aren’t sure how 
to do so.

TV facilitating successful farming 

In East Africa, The Mediae Company’s production 
Shamba Shape Up is the region’s longest running 
agricultural TV series. Broadcast on national TV 
stations in Kenya, Tanzania and Uganda since 
2012, the entertaining series covers smallholding 
‘make-overs’ in diverse agricultural sectors and 
locations. By demonstrating ‘climate-smart’ 
agricultural methods and solutions, the series 
aims to help smallholder farmers increase their 
production and financial viability. 

In 2020, a large majority of Shamba Shape 
Up audience members said they had learned 
something new from watching the programme, 
had made changes to their farming practices as 
a result, and felt the programme had a positive 
impact on their household food security. 

Multiple studies14 have found examples of Shamba 
Shape Up viewers having more knowledge and 
taking more actions than non-viewers, and 
that audience members feel these actions are 
worthwhile. For example, a 2014 impact study 
carried out by the University of Reading found 
that 27% of viewers felt their maize harvest had 
improved because of new practices they had 
implemented, compared with 14% of non-viewers. 
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“They learn from looking at other farmers, 
they learn from the agricultural extension 
[services], and they learn from radio and 
television. We have some very good radio 
and television programmes that provide this 
kind of information to people, and people 
watch them, and they learn from them."
Professor Saleemul Huq
Director, International Centre for Climate Change and 
Development (ICCCAD)
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Radio for building resilience

In Tanzania, BBC Media Action supported local 
radio stations to produce the weekly magazine and 
discussion programme Nyakati Zinabadilika (The 
Times/Winds are Changing). The programme was 
broadcast on three local radio stations in drought-
affected areas of the country in 2012–2015. It 
aimed to increase people’s knowledge of how 
to build their resilience to climatic changes and 
demand greater accountability from leaders. 

Research found that 70% of Nyakati Zinabadilika 
listeners said the programme had increased their 
knowledge of climate-related resilience challenges 
and 85% of listeners felt the programme improved 
their confidence to respond to climate-related 
issues. Listeners were significantly more likely 
than non-listeners to say they had carried out 
resilience-related actions. For example, 72% of 
listeners reported cultivating new types of crops 

(compared with 46% of non-listeners) and 33% of 
listeners reported having learned a new skill to 
supplement their income (compared with 17% of 
non-listeners). 

Listeners also reported other benefits of the 
programme. Two-thirds (67%) felt that the 
programme had improved the way their 
communities worked together. And 15% of 
listeners said they had established or joined  
a community group as a result of listening to  
the programme. 

Qualitative research showed that the programme 
achieved this impact by sharing practical 
information from relatable people, alongside 
expert advice. Relevant information on  
practical skills and how to access institutional 
support was important in increasing people’s 
confidence and motivation to act, either 
individually or collectively.15 

“I have formed a 
group as a result of 
the knowledge we 
have acquired. We 
are now planning on 
growing mangoes, 
coconuts and 
oranges."

Male farmer
Nyakati Zinabadilika 
listener, Morogoro, 
Tanzania

“When I started this 
[way of] farming, 
people were looking 
down at me. But as 
[the] days went on, 
they started coming 
one after the other to 
see my success."

Female farmer
Nyakati Zinabadilika 
listener and outreach 
participant, Tanzania
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Audiences adapting behaviour following BBC Media Action’s work

“Families have planted trees, 
bananas on their farms [and] 
also dug wells, [so there 
is] no shortage of water in 
the community. I have been 
sharing the advice given on 
the programme with other 
people in our community.” 

Female farmer and Gulf Radio 
listener, Kenya

“I visit some audiences in their 
homes and farms, and I can 
see evidence of how they are 
implementing what they learned 
on the programme. For example, 
I have seen a farmers’ group set 
up tree nurseries and how they 
are all planting trees on their 
farms. I have also witnessed 
some diversify crops they grow 
and venture into others that do 
well depending on the weather 
and climate in that area.” 

Male journalist, Kwizera FM, 
Tanzania

“In recent years, I failed to grow 
tomatoes. In the episode I watched, 
the issue about growing tomatoes 
is similar to what I have faced. By 
seeing the grafting technique, I 
think it is easy to replicate, and 
the material[s] are available and 
cheap … I am willing to try it to see 
whether it works.” 

Male farmer and ‘Don’t Wait for Rain’ 
viewer, Tonle Sap region, Cambodia

“[After watching] we talked about renovating the chicken shelter, 
keeping it hygienic without smell and preventing chicken[s] from 
getting attacked by insects and diseases. I will make a similar 
shelter … as presented on the TV episode.”

‘Don’t Wait for Rain’ viewer, Cambodia  

“The episode told us [the 
audience] to stay indoors 
whilst it rains. It is too 
risky to be out in an open 
space or… field. My house 
is remote…, and it puts me 
at risk. Seeing the story of 
the victim’s family has made 
me focus more on being 
safe from lightning. That 
episode is my favourite.”

Female, ‘Don’t Wait for Rain’ 
viewer, Tonle Sap region, 
Cambodia

“[The programme] has changed our lives. We did not know how 
to cope with weather changes but [it] gave us some good tips. For 
example, coffee. We did not use fertilisers before but now we do, 
and we also space the coffee trees. I know that in order to not 
spread the banana bacterial wilt disease you need to thoroughly 
clean the garden tools … you use on one crop.”

Female farmer and Bukedde FM listener, Uganda  
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2.2 Climate, weather and financial information 

How media can help people access information about climate, 
weather and financial services, consider options and make 
informed decisions

The Sixth Assessment Report of the Intergovernmental Panel on Climate Change 
(IPCC) acknowledges the important role that communication specialists and 
social scientists can play in helping people to understand climate impacts and 
make appropriate decisions in response. Specifically, communication can support 
the co-design and co-development processes that are fundamental for effective 
‘climate services’, which the IPCC describes as the information and products that 
help people understand climate impacts and aid decisions.16 

Developers of climate services are often far removed from the people who use 
them. Media practitioners can act as intermediaries and translators between 
scientific experts and local users. Media can also help to convey probabilities  
and impact-based forecasts in ways that reflect audience members’ local 
languages and interests, their practical realities and the tough climate-related 
decisions they face.17 

These decisions can often have critical financial impacts, which can result in (or 
avoid) failed harvests, damaged homes or loss of business income. Media can 
inform and encourage people to take preventative actions and make financial 
choices that minimise the impact of severe weather events on their livelihoods. 
Media can provide information and guidance on risk management, loss 
prevention, and available risk transfer options (such as insurance), forecast-
based finance mechanisms and social protection schemes. It can also contribute 
to improved financial literacy.18 

“If you use media, you can reach many more people at the same time…  
I would say it’s definitely cost-effective.” – Ram Kishan, Deputy Regional 
Director Asia, Mercy Corps

“People working in climate change are not communication 
specialists. And customised communication is crucial in order 
to achieve behavioural change of different actor groups. 
Communication should address the specific barriers of different 
stakeholders, which hinder applying more climate-friendly 
behaviour. Are technicians really in the position to do so?”
Dr Jörg Linke
Head of the Climate Change Competence Centre, GIZ
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Radio blending science and tradition 

In Ethiopia, BBC Media Action supported local 
radio stations to produce programmes in five 
districts and four languages from 2014 to 2017. 
The magazine-style programmes Walle Damma 
(Honey-seeking bird) and Genna Bona (Winter to 
summer) were followed by a short weather forecast. 

This programming reached audiences in rural areas 
struggling with the effects of intensified droughts 
and flooding, where traditional weather forecasting 
methods were becoming less reliable in the face of 
climate change, and where scientific forecasts were 
not widely understood or trusted. 

Through storytelling and discussion, the 
programming aimed to help people consider 

traditional and science-based weather forecasting 
methods and to use these to make decisions for 
their livelihoods. The combination of humour, 
slang, music, hyper-local references, technical 
insight and appealing presenters built trust and 
understanding among audience members, and 
supported them to make their own decisions based 
on all available information.
 
Research showed that programme content on 
modern weather forecasts was a highlight for  
many audience members – 76% of listeners 
reported having used scientific weather forecasts. 
They cited trust, clear explanations and use of  
their mother tongue as reasons for taking  
practical actions as a result of listening to  
the programmes.19

Multimedia strengthening financial 
literacy and decision-making  
around insurance 

In Brazil, the insurance confederation CNSeg 
streams online audio programmes that contain 
popular music and content to foster public 
dialogue about the insurance sector. This content 
includes multiple perspectives from the insurance 
industry, including regulators and consumer 
protection groups. 

The confederation also produced videos,  
street theatre performances and radio soap 
operas to strengthen financial literacy among 
communities in Brazil and share information 

about insurance options available to low- 
income households. 

CNSeg used participatory approaches to develop 
trust among audience members and help them 
retain information. Simple scripts were tailored to 
the needs of low-income households. Outreach 
activities engaged community members and local 
vendors to develop trust in the insurance sector.

An evaluation showed that 70–80% of people 
who were exposed to these media activities 
could recall at least one insurance product and 
concluded that using media and communication 
was a cost-effective mechanism for sharing 
information about insurance.20  
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COLLABORATION FOR CLIMATE SERVICES

The systemic nature of climate change demands collaboration across multiple 
groups to address, and seek solutions for, complex challenges. Climate modellers 
and institutions cannot simply release complicated calculations online and wait 
for people to use them.

Building enduring relationships between climate experts and media practitioners, 
based on an understanding and appreciation of the demands and value of 
each other’s professions, will help to improve how they share information and 
ultimately how they communicate with the public. In turn, this will result in more 
effective media content for the people who need it most.

Communication in informal communities 
to co-produce early warning systems

In Nairobi and Dar es Salaam, a group of 
organisations sought to address the needs of a 
significant number of residents in informal 
settlements who are exposed to frequent extreme 
weather events without effective early warning 
systems. Led by Resurgence, a social enterprise 
focused on climate resilience solutions, the group 
included community development organisations, 
Kounkuey Design Initiative, and Centre for 
Community Initiatives.

In 2018, together they launched 
DARAJA, which means ‘bridge’ in 
Swahili, an initiative that co-produced 
an inclusive community forecasting 
and early warning service to improve 
these residents’ access to, and  
use of, relevant weather and  
climate information. 

The project placed communities at the 
centre of creating weather information 
services, working with stakeholders 
including vulnerable community 
members, the National Meteorological 
and Hydrological Services, city 
authorities and local media. Through 
a series of co-design workshops, the 
project identified various ways to 
improve the existing service. 

The co-production process and the improved 
forecasting service have enabled residents to be 
more resilient and better prepared to take adaptive 
measures, with impressive results. In Nairobi, for 
example, the improved, actionable weather and 
climate information reached around 800,000 
residents – an increase of 37 percentage points. 
Some 98% of the surveyed residents used the 
information or early warnings to take practical steps 
such as moving their possessions, strengthening 
roofs or clearing drains. Similarly strong results 
have been achieved in Dar es Salaam.21
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Collaborating to communicate for  
climate adaptation

In East Africa, BBC Media Action supported local 
media across Kenya, Tanzania and Uganda – where 
pastoralists, farmers and fishers face extreme 
weather – from 2018. Accurate forecasts can be 
critical for making decisions to protect crops, 
animals and people. Yet until recently a gulf 
between climate scientists and local media meant 
that communities lacked forecasts they could 
understand and trust. 

Climate scientists provided complex weather reports 
and struggled to explain probabilities. At the same 
time, radio producers lacked the confidence to 
question scientists’ reports and felt looked down 
upon by these experts. Short of funding, local radio 
stations stuck to tried and tested programming 
rather than overhauling their weather reports. 

The Weather Wise project attempted to turn this 
situation around. It (followed by the Down2Earth 
project) aimed to unite climate scientists with  
local radio producers to create practical, 
actionable weather forecasts that local 
communities understood. 

At first, climate scientists resisted invitations to 
workshops, fearing their work would be attacked. 

Eventually, in carefully orchestrated sessions, the 
climate scientists and media producers came to 
know each other, understand the pressures of each 
others’ jobs and learn how collaboration could 
benefit their work. 

Both groups benefited from hearing about  
in-depth research into the everyday contexts of 
farmers, pastoralists and fishers. The scientists 
learned how to break down complicated concepts 
and write more effective press releases. The  
radio producers learned about the technicalities 
behind weather forecasting, and how to create 
engaging programmes that prioritised practical 
discussion among audience members and 
resonated with them. 

Within two years, both the skills of, and relationships 
between, the climate scientists and media 
producers grew – and audiences noticed. By the 
end of this period, 97% of audience members who 
participated in research said the topics broadcast 
on radio were relevant to them, 88% felt the 
information was clear and easy to understand, and 
76% trusted the climate and weather information 
provided. Nearly 70% of listeners agreed that the 
programmes facilitated discussion among 
representatives from governments, organisations 
and communities, and 60% agreed the 
programmes held leaders to account.22
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2.3  Disaster risk reduction  
and ‘early warning early action’ 

How media can help reduce disaster risk

Failing to communicate effectively about climate-related risk – or failing to 
communicate at all – can fuel rumours, erode trust, hamper solutions and even 
increase risk. This can lead people to underestimate or ignore some climate-
related risks and overestimate others, leading to misallocated resources and 
ultimately endangering lives.23  

Conversely, media and communication that reflects the 
systemic nature of climate-related risks, rooted in ongoing 
dialogue, can improve people’s understanding of hazards, and 
their exposure and vulnerability to them. Communication can 
also foreground local knowledge, spark innovation, build trust 
in key experts and actors, and increase transparency. Effective 
communication can boost people’s confidence, motivation and 
capacity to make informed climate-related decisions and adopt 
locally-led solutions, ultimately contributing to a shift in how 
societies respond to climate risks. 

Media and communication can play a direct role in the 
elements of end-to-end, people-centred early warning 
systems. Not only can it reach people with clear, impact-
based early warnings (including in the ‘first/last mile’) but it 
can also establish the credibility, knowledge, understanding, 
preparation and critical decision-making among the general 
public that is required to prompt life-saving early interventions.

“Media sharing climate 
information and early 
warning is something 
which needs to be scaled 
up, with more investment, 
because it really can save 
livelihoods and lives.”
Rohini Kohli
Lead Technical Specialist, 
Adaptation Planning, United 
Nations Development 
Programme (UNDP)

Multimedia prompting disaster 
preparedness for the whole family

In Costa Rica, World Animal Protection launched 
a media project in 2012 to encourage urban 
pet owners to take simple steps to prepare to 
evacuate pets and, in turn, reduce disaster risks 
for the whole family. The project comprised TV 
advertisements, social media posts, a website and 
text messages featuring an attention-grabbing 
talking dachshund.

This strategy was based on research that showed 
that around 500,000 companion animals provided 
valuable psychological comfort and support to 
families across the country. This research also 

found that 75% of urban pet owners would not 
leave their pets behind during an evacuation, even 
if they only had five minutes to leave. This is a 
known problem in emergencies around the world 
– rescuers have reported numerous instances of 
people refusing to evacuate without their animals, 
which severely affects people’s health and safety.

The initial research determined that less than 3% 
of all pet owners in Costa Rica were even partially 
prepared for the evacuation of their pets, such 
as by having a pet ID tag or having an emergency 
kit in a secure container. Following the campaign, 
the proportion of people with an emergency plan 
increased from 2% to 21% and those with an ID tag 
increased from 5% to 20%.24
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TV role modelling community-led  
flood early warning systems and 
evacuation drills

In Cambodia, BBC Media Action produced a 
national TV reality programme from 2018–2019, 
which visited communities throughout the 
country. ‘Don’t Wait for Rain’ explored locally-led 
adaptations to climate change, shared innovations 
and encouraged viewers to take action. 

In one episode, the hosts visited a community that 
had lost loved ones in recent flooding. A local 
water management expert visited the village, 
explained how flood early warning systems work 

and helped volunteers to build a local system 
themselves. Viewers received instructions and 
guidance to replicate the early warning system 
in their own villages. The programme also role-
modelled an evacuation drill, advising viewers what 
to take, where to go, how to leave quickly and how 
to assist vulnerable people in the community. 

Evaluation showed that audience members felt 
an emotional connection to the contributors 
featured in the programme because they were like 
themselves. Viewers found the series educational, 
inspiring and practical, especially because the 
suggestions shown were small-scale, affordable 
and brought economic benefits.25 
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“If you’re working on issues related to 
climate change and disaster risk reduction… 
[working with media] is a good return on the 
investment… We are trying to include media 
as much as we can.”
Dr A. Sezin Tokar
Lead Senior Hydrometeorological Hazards and Disaster 
Risk Reduction Advisor, Bureau for Humanitarian 
Assistance, United States Agency for International 
Development (USAID)
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2.4 Health

How media can help climate-related health outcomes

There is a growing body of evidence on the connection between climate change 
and human health.26 Along with millions of lives lost as a result of severe weather 
events, global heating contributes to a range of health conditions. These include 
malnutrition, infectious vector- and water-borne diseases such as malaria, 
dengue27 and cholera, heart diseases, diarrhoea, heat stress, reproductive health 
complications and mental illness. Climate-related health impacts are of particular 
concern in low- and middle-income countries because of their disproportionate 
burden of disease and the potential for climate change to increase health 
inequalities internationally. 

Health behaviors related to nutrition, 
reproductive health and prevention and 
treatments for common conditions are often 
passed down through generations – through 
parenting, sharing advice from family and 
health workers and modelling behaviour. 
But one impact of climate change is that 
it is introducing novel health conditions 
to communities, such as new infectious 
diseases brought on by expanded habitats 
for mosquitoes and other species carrying 
disease, or cardiovascular problems related 
to increased heat or water salinity. Affected 
communities are having to adapt. Media 
can help make sense of these changes and 
point to information that can enable more 
informed health decisions. 

Experiencing new health threats can 
produce fear and misunderstanding. 
Health content produced and disseminated 
by trusted sources can guide affected 
populations through confusion and the 
inevitable misinformation that accompanies 
new health challenges. Experience with 
the Ebola epidemic28 and the COVID-19 
pandemic has shown that when people 
share their health stories, it can help 
others feel less alone and stigmatised, and 
normalise new health behaviours. Media can 
also provide a platform to amplify localised 
health guidance and inspire discussion 
and collective action around how to make 
communities safer from climate risks. 

“Climate change is already 
damaging the health of people 
around the world in many different 
ways. If people can see how other 
communities have dealt with similar 
problems, we may be able to help 
avoid some of these health effects, 
maybe even save lives. The media 
couldn’t be more important.” 
Lara Clements
Associate Director for Public Engagement  
at Wellcome
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Radio for fresh air

In Ethiopia, BBC Media Action produced radio 
programmes and supported partners from 2015-
2017 in rural communities of Oromia, where 
habitual practices and poorly ventilated dwellings 
produce high levels of household air pollution.  
The project was part of a wider initiative to address 
air pollution, deforestation and carbon-dependent 
fuel sources. 

A radio drama, Golaafala (Solution from Within), 
and public service announcements (PSAs) aimed 
to contribute to behaviour change by increasing 
knowledge and supportive discussion of 
traditional cooking and lighting methods and the 
practical actions that can be taken to reduce the 
health impacts at household and community levels.

Programmes focused on the health risks of 
traditional cooking and use of kerosene as a 
household fuel, as well as alternative methods, how 
to choose the best stove, what makes a good quality 
fuel-efficient stove that is safe and has the most 
health benefits, and where to access carbon efficient 
commodities. To engage women, men and children 
in rural parts of Oromia, the radio drama featured a 
love story, popular music and role modelled men 
and women discussing cooking issues.

As pollution from one house or other sources 
affects neighbours, and vice-versa, community-
wide action as well as household action, with 
women playing a central role, was featured in the 

dramas and PSAs to address ingrained social norms 
and cultural preferences.

The project reached over five million people 
with 76% of targeted men and women in Oromia 
reporting having learned about health problems 
caused by indoor smoke, as result of listening 
to the programmes. Listeners correctly cited 
eye diseases (trachoma), lung diseases and skin 
problems as some of the main health risks of 
indoor air pollution. In addition, 64% learned about 
new things that could be done to reduce the effects 
and over 40% said they discussed the health 
problems caused by indoor smoke and alternative 
solutions with their family or friends. 

Evaluative research showed that 32% of community 
members took action as a result of listening, such 
as constructing ventilated or separate kitchens 
and purchasing electric stoves. Listeners cited 
improved stoves as a good solution for reducing 
firewood consumption. Where it was difficult to 
access improved cookstoves, due to financial or 
access barriers, some people started to use locally 
constructed improved stoves made from mud. 

For some listeners, the PSAs helped them 
understand that the way kitchens are constructed 
can help to divert the direction of smoke in the 
kitchen so that they can greatly reduce smoke and 
indoor pollution. Some acknowledged building 
separate buildings for kitchen and for cattle, where 
previously they were combined.

“Listening to Golaafala is like listening to my 
own voice. It’s like a mirror to me. It’s the exact 
reflection of the society I live in. I trust Golaafala so 
much that after listening to the drama, I not only 
bought a cookstove for myself, I bought one for 
my mother-in-law as well.”

Emebet Kedir from Agaro, Jimma zone

“I had no idea that smoke in the house had such a 
serious impact. Now I know how dangerous it is 
and I am planning to buy a cookstove for my wife.”

Nega Aba Fita from Omo Nada
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2.5  Civic participation, governance  
and accountability

How media can help engage people in informed public dialogue 
and hold decision-makers to account

Mechanisms for individuals  
and groups to participate in  
climate governance processes 
are often limited, inefficient or 
inaccessible, especially for those 
most marginalised. 

Public interest media can enhance 
governance and accountability 
around climate change, and civil 
participation in these processes, 
in several ways. 

Firstly, media can act as an 
impartial and independent 
convener of conversations between 
different layers of government 
and with the public, on various 

platforms to reach different audiences. Media content can help to stimulate 
public knowledge, attitudes and discussion about, and participation in, issues 
related to climate and the environment.29 It can also amplify questions and 
requests from marginalised groups, and act as an accountability mechanism 
that enables people to question decision-makers and demand answers.30 

Media can help populations to understand climate-related commitments such 
as Nationally Determined Contributions and National Adaptation Plans, and 
how these are relevant to their daily lives. In addition, media content can enable 
people to seek transparency on progress against these commitments. 
Media can also facilitate conversations about public spending on climate 
adaptation measures and help people in emerging economies to envisage 
sustainable futures that don’t deplete natural resources.31 

Finally, media can explore how public and private sector entities play a role in 
upholding people’s basic rights in the face of climate change, such as increasingly 
dangerous conditions from extreme heat.

Clare Shakya from the IIED observes that media has an ‘interactive’ role to play 
in convening “a really important conversation… between central governments, 
local governments and citizens”.  Sim Kok Eng Amy from Internews’ Earth 
Journalism Network says, “Media has a big role in terms of highlighting the 
resilience of communities as well as empowering them, giving them a platform 
to share their challenges with a wider audience, especially policy makers.”

“The Paris Agreement recognised that 
governments can’t do it alone, that 
everyone has to be included in the 
work… Media has a huge role to play 
in providing information, in fostering 
conversations that allow people to be 
part of positive change. If people have a 
participatory role, it’s more likely that we 
[will] have much better results.”
Dr Koko Warner
Manager, Vulnerability subdivision, Adaptation 
division, United Nations Climate Change Secretariat
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“In [the] process of a just transition, the value that 
media has is to enable the dialogue that citizens 
need to have right now, around the future and 
around societal change. And if we don’t do that, 
we’re just completely wasting our time.”
Clare Shakya
Climate Change Group Director, International Institute for 
Environment and Development (IIED)
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TV enabling people to ask  
decision-makers tough questions

In Nepal, BBC Media Action’s long-running political 
discussion TV programme, Sajha Sawal (Common 
Questions), played an important role during the 
country’s transition to democracy, providing a 
platform for people across the country to hold their 
leaders to account from 2007–2020.

The first episode was recorded in rural eastern 
Nepal and featured then-Prime Minister Girija 
Prasad Koirala taking questions from traditionally 
marginalised citizens, including women, poor rural 
people and members of Dalit communities. Since 
then, the programme has been recorded in each of 
Nepal’s 77 districts and provided a digital platform 
for Nepali diaspora and migrant workers to watch 
the show and submit questions. 

Given Nepal’s high rates of drought, forest fires, 
flooding and landslides, climate and environmental 

issues feature regularly on the programme. 
Sajha Sawal audience members have repeatedly 
recounted experiencing hardships arising from 
climate change, and have demanded government 
action and solutions to address its impacts on their 
farming, livelihoods and lives.

The programme reached nearly seven million 
people, over one-third of Nepal’s adult population. 
Three-quarters (73%) of viewers said the 
programme increased their knowledge of key 
governance issues. One-quarter (23%) “strongly 
agreed” that the programme played a key role in 
holding the government to account.32 

Alongside the TV programme, BBC Media 
Action built the capacity of local radio stations 
in all seven provinces to run related discussion 
programmes addressing local issues. This has  
led to examples of local officials initiating  
changes in direct response to issues raised in 
these programmes.
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Multimedia catalysing care for  
the environment 

In Indonesia, BBC Media Action has produced 
media content since 2019 to inform and engage 
urban youth on the issues of deforestation and 
green growth. It is based on an analysis of young 
people’s digital content preferences and research 
to understand their beliefs and existing knowledge.

Through digital media, a TV drama series, an online 
discussion programme and capacity strengthening 

for civil society and media organisations, BBC 
Media Action seeks to create a strong public 
discourse in the Indonesian media. This provides 
spaces for the public to have informed and 
balanced discussion on environmental issues, 
which in turn strengthens governance and civic 
participation in policies and actions relating to 
deforestation and green growth. 

BBC Media Action is currently working with  
an academic partner to measure the impact of  
this project.33

Young reporters amplifying  
community voices

In the Philippines, Plan International launched Youth 
Reporter in 2013, when the aftermath of Typhoon 
Haiyan left millions of young people devastated. 

This participatory, community-based media 
project enabled young people to share their 
stories and priorities around climate-related 
disaster risk reduction with each other, and with 
local adults and decision-makers. Using creative 
media, videography and broadcast journalism, 
Youth Reporter was designed to evolve during the 

post-typhoon recovery process and inform efforts 
on risk-informed development, rights and climate 
change adaptation. As young people learned media 
skills as interviewees, producers and directors, they 
also developed media literacy skills. 

Participants reflected on their own vulnerabilities 
to climate change, how different groups are 
affected differently by risk, and what they think 
should change. They presented their work at 
community screening events that attracted 
young people, adults, government officials 
and representatives from non-governmental 
organisations, fostering debate among them.34
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2.6 Conflict and climate change

How media can help build social cohesion among communities 
and support climate adaptation

In communities affected by conflict, the effects of climate change and 
environmental degradation can exacerbate existing tensions, put additional 
pressures on livelihoods, food and water availability, access to support services, 
and contribute to displacement. The effects of climate change and environmental 
degradation can also cause new conflict or tensions. 

As mentioned elsewhere in this paper, the media can play a key role in supporting 
climate adaptation, including in fragile and conflict-affected settings or as part 
of existing humanitarian interventions. This can be particularly valuable when 
physical access is limited or cut off.

Media has long been used to build social 
cohesion in conflict-affected and fragile 
contexts by supporting dialogue and non-
violent conflict resolution.35 It can go  
further by presenting conflict through a 
climate lens – addressing climate-related 
drivers of tension by highlighting practical 
approaches that individuals and groups 
can take to manage scarce resources and 
negotiate agreements. 

In communities that are not experiencing 
heightened conflict, media can help to 
prevent conflict by exploring climate 
adaptation approaches through a social 
cohesion lens. This might involve supporting 
collective actions to adapt to climate change 
in a way that resolves minor disagreements, 
supports negotiation and collaboration 
between community members, and 
ultimately builds communities’ resilience to 
both conflict and climate change.

In both cases, media can illustrate that 
different groups of people face similar 
climate-related challenges, equip audience 
members with the skills to resolve 
disagreements peacefully, tackle dangerous 
mis- and disinformation, encourage  
people to work together and demonstrate 
successful outcomes.

“Climate-related security risks are 
increasingly complex and context 
dependent, and locally-relevant 
media and communication around 
these issues are important. Not 
only can the media provide vital 
information and suggest practical 
solutions to climate-affected 
communities, but in areas also 
impacted by conflict, there can 
be opportunities to help build 
the social cohesion needed for 
communities to work together 
on peaceful solutions, facilitate 
effective dialogue between citizens, 
power holders and other relevant 
stakeholders, and increase the voice 
of those most affected.”
Florian Krampe
Director and Senior Researcher, Climate 
Change and Risk Programme, Stockholm 
International Peace Research Institute
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Media and communication can also address conflict drivers related to climate 
change. For example, media content can help people to identify new livelihood 
options that may reduce their desire to migrate, or their willingness to join a 
violent extremist group. 

In any setting, addressing the challenges of climate change requires action from 
many stakeholders. However, in conflict-affected contexts, this is often hampered 
by the existence of limited or poorly functioning governance structures. In such 
instances, the media can amplify the voices of those most affected by climate 
change, enable dialogue between citizens and those in positions of power, support 
collective action on potential climate-related solutions and hold leaders to account. 

In order to play these constructive roles, media needs to be independent, able 
to operate in conflict-affected environments, and equipped to tackle issues 
related to climate and conflict sensitively and effectively. Government and donor 
support for independent media in conflict-affected countries is vital, so that it can 
effectively support citizens to work together to adapt to the impacts of climate 
change, build their resilience to these challenges and reduce conflict related to 
these issues. 

Radio reflecting real-life conflict and 
resource pressures

In Rwanda, Radio La Benevolecija has produced 
Musekewya (New Dawn), an ongoing radio soap 
opera, since 2004. It seeks to enable people to 
resist incitement to violence. 

The long-running drama features two communities 
– Bumanzi and Muhumuro – situated on two 
opposing hills separated by marshland. A third 
village, Mugereko, was added in 2008. Episodes 
portray how the villages have lived through years 
of land disputes as a result of very limited available 
land, which is of variable quality. These tensions 
are further heightened by the fact that the villagers 
have different (but unnamed) ethnic identities.

The drama aims to reduce inter-group prejudice 
and tensions by encouraging all social groups  
to collaborate on meaningful projects. In this  
way, media is supporting communities to discuss 
issues with each other in order to work together,  
a key requirement to tackle climate issues and 
adapt effectively. 

The latest audience survey shows that 76% of 
Rwandans listen to Musekeweya every week.

In 2009, a field experiment used listening groups 
to test the programme’s impact. Compared with 
a control group who listened to a health radio 
soap opera, Musekeweya listeners’ perceptions 
and behaviours changed positively in relation to 
marriage between people from different ethnic 
groups, open dissent, trust, empathy and co-
operation with others, and trauma healing. These 
changes were attributed to having discussed the 
programme together in the listening groups, and 
the emotions evoked by the drama.36  
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TV addressing conflict amid 
environmental pressures

In Myanmar, BBC Media Action’s Khan Sar Kyi 
(Feel It) TV documentary helped people better 
understand the causes and impacts of conflict, 
how these are relevant to their own lives, and  
how everyone could benefit from a more  
peaceful society.

Across Myanmar, complex internal divisions 
between ethnic and political groups and protracted 
armed conflict have been exacerbated by conflict 
over natural resources, climate change and 
environmental degradation. Khan Sar Kyi covered 
these wide-ranging factors, including land reform 
and land confiscation. 

For example, one episode looked at how 
deforestation and poor management of natural 
resources, such as natural gas, petroleum, timber 
and valuable minerals, have negatively affected 
some communities and led to conflict. In a follow-
up discussion programme, a studio audience of 
70 members of the public from over 10 regions 
of Myanmar were able to ask questions about 
how the country can better manage its natural 

resources to reduce conflict. The panel included 
the director general of the Department of Mines, 
Ministry of Natural Resources and Environmental 
Conservation, and representatives from Myanmar’s 
Extractive Industries Transparency Initiative and 
Alliance for Transparency and Accountability.

Khan Sar Kyi reached an estimated three million 
adult viewers, with 1.6 million tuning in regularly. 
A high proportion of regular viewers were 
‘community influencers’ – people engaged in 
political and social issues who are more likely to 
discuss and influence those around them.

Audience members became more interested 
in, and knowledgeable about, the causes of 
conflict in Myanmar (including drivers such as 
deforestation), were more likely to discuss these 
issues with others, and were clearer on how 
conflict affects their own lives.37 

In future, this type of programming could be 
expanded to help communities identify ways 
to work together to tackle the climate-related 
challenges they face and to reduce tension caused 
by these challenges. 
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3. Recommendations
The following section outlines key recommendations for how governments and 
donors can achieve this, and thereby optimise the impact and effectiveness of 
their climate-related plans and strategies.

For governments 

3.1  Integrate media and communication  
activities into National Adaptation Plans  
and disaster risk reduction strategies

The examples included throughout this policy note illustrate how media and 
communication can complement climate change initiatives and strategies, 
reaching people at scale and ultimately increasing the impact of climate 
adaptation efforts.

National governments will be in a stronger position to reach targets under the 
Paris Agreement, the Sendai Framework and the SDGs if they incorporate  

media and communication as a standard element 
in all plans, strategies and initiatives to support 
transformational change.

Governments at all levels should collaborate more 
effectively with public interest media while respecting 
their editorial independence. The position of 
independent media actors within societies, and the 
trust they have gained among diverse stakeholders, 
enables them to track national progress towards 
achieving climate goals and provide a platform for open 
dialogue on climate-related issues and inspire action. 
Engaging the media as a trusted stakeholder can enable 
a more transparent and inclusive process towards the 
governance and implementation of climate-related 
strategies and plans.

“It’s also required that media 
has sufficient resources and 
accessibility… I think they 
can play a meaningful role 
towards amplifying the voices 
of vulnerable groups.”
Erica Villborg
Regional Programme Manager Asia, 
Swedish International Development 
Cooperation Agency (Sida)
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For donors

3.2  Consider media and communication as 
standard interventions for climate financing

Climate experts interviewed for this policy note strongly support the idea  
that media and communication is a good investment in strategies to address 
climate change. 

Navigating the climate change communication 
challenge requires a clear prioritisation and 
integration of trustworthy media and communication 
approaches into climate adaptation strategies. 
This is particularly important right now, at a time 
when many people access information on climate 
issues from social media, and against the backdrop 
of the ‘infodemic’ that has greatly complicated the 
COVID-19 pandemic response. Yet financial support 
to media organisations to deliver transformational 
work is scarce, representing a missed opportunity to 

leverage the unique and powerful potential of media and communication.

This has historically been characteristic of other major global challenges, from 
pandemics and health emergencies to peacebuilding. Development policy  
actors have consistently struggled to integrate media and communication 
response into their core strategic frameworks until very late in the day.38 Many 
lesson learning exercises have flagged this lack of prioritisation as a key factor  
in programme failures. 

The scale and pace of the climate crisis does not afford us the luxury of not 
learning from the past. Media and communication cannot be a separate 
programming strand designed to raise an organisation’s profile or simply raise 
awareness of climate change issues – they are central in enabling the people most 
affected by climate change to respond to it in a timely and effective way. 

Funding should be made available to support the professional integration of 
high-quality media and communication elements into a full range of climate 
strategies and programmes, implemented at national and local levels. In parallel 
– and to support this – there is also the need and potential to better organise 
technical and financial assistance directly to media committed to scaling up the 
positive impact they can have on climate action in their communities. Many of 
these organisations are facing serious financial crisis – worsened by the effect of 
COVID-19 – and lack the resources to produce high-quality content on climate, or 
the ability to access climate funding to complement other resources.

“For scaling work, it is critical 
to leverage media and 
communication more, to [reach] 
people and to be trusted.”
James Birch
Senior Programme Officer, Bill & 
Melinda Gates Foundation (BMGF)
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3.3  Choose partners that audiences trust 
and deliver high-quality media and 
communication strategies

Effective media and communication initiatives are well-researched, grounded in 
robust strategies for change, and creative. Critically, in an age when false and 
misleading information are rife, effective media and communication are also 
delivered by media (and other) partners that are trusted by audiences. Otherwise, 
they could potentially waste time, money and other precious resources.
Specifically, effective media and communication initiatives include:

Research to understand people
Connecting meaningfully with people requires 
understanding how they access and share 
information in rapidly shifting media landscapes, 
what they think, feel and do in response to climate 
and environment-related issues, how social, 
psychological, political and economic factors play 
a role in this, and what matters most to them in 
their everyday lives. 

Media and communication strategies must be 
designed around these understandings, and 
tailored to meet the specific needs and aims of 
particular audiences.39  

Further, continuing to monitor audience members’ views of media programming 
is vital to adapt output to meet their changing needs. 

Robust evaluation of the role that media and communication can play is vital  
to generate strong evidence around what works to aid policy and donor  
decision-making. 

The BBC Media Action Climate Asia project surveyed over 40,000 people 
across nine countries to understand how climate change affects their lives, 
how they perceive climate change and how they are adapting to it. This data 
has been used to inform how policy makers, media actors, non-governmental 
organisations and civil society groups use media and communication to 
support people to mitigate, adapt, respond and build resilience to the 
impacts of climate change.40 

Strategies for change that draw on social and behavioural theory and evidence

Media and communication initiatives should be based on theories of change 
rooted in a deep understanding of the target audience, combined with social and 
behavioural theory and evidence. 

“Carefully crafted media content 
has the potential to bridge 
significant gaps in distance, 
resource, and most importantly 
trust. It is this trust that will 
generate agency and change.”
Dr Jonathan Stone
Deputy Head, Climate Adaptation 
Department, UK Foreign, Commonwealth 
& Development Office (FCDO)
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Effective media and communication initiatives go beyond ‘disseminating 
information’ on, or ‘raising awareness’ around, climate change and its impacts. 
They respond to the multiple factors that shape people’s views and actions, and 
that can be influenced by media and communication. These may include – for 
instance – exposure to new ideas; risk perceptions; motivation; prevailing social 
norms; understandings of relevant policies and services; unconscious biases; 
levels of self- and collective efficacy; levels of community cohesion and much 
more. Additional factors that media and communication interventions on climate 
may seek to address are illustrated in the diagram on page 10.

Creativity at the core

A strong theory of change alone is not enough to ensure that media and 
communication initiatives around climate change are effective. ‘Dull but worthy’ 
media or programming that ‘lectures’ to audiences can be a turnoff, no matter 
how important the issue. 

Creative media initiatives will bring challenging concepts to life, resonate with 
target audiences, ignite their imagination and spur them to take action. This 
requires skill, talent, and time to create and pilot content that works.

Collaboration between media actors and climate experts is vital to achieve all 
three of these points, as highlighted in the following, final recommendation.

“Communities that are… at the forefront of climate impacts 
often don’t have media capacities that are supported enough to 
be able to carry out the challenging and time-consuming work 
that’s needed to cover climate change stories.”
Dr Maxwell Boykoff
Professor and Director of the Environmental Studies Programme,  
Fellow in the Cooperative Institute for Research in Environmental Sciences, 
University of Colorado Boulder
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“Experts like myself… We’ve 
created our own language. 
We need translators, like 
the media, to help us reach 
that bigger audience. And 
we need to put much greater 
investment in this.”
Clare Shakya 
Climate Change Group Director 
International Institute for 
Environment and Development (IIED)

3.4  Support collaboration among local media and 
climate experts to communicate effectively

There are several ways in which donors can foster collaboration between 
practitioner groups to strengthen the impact of media and communication 
around climate change.

Climate scientists and other experts can benefit from 
science communication training to convey complex 
topics to audiences and media training to give skilled 
interviews. But they also need the knowledge and skills 
to make their insights relevant to media organisations’ 
formats, time constraints and technical needs, and the 
practical needs of audience members. 

Local media practitioners can benefit from general 
training on climate science to help them understand 
technical terms and concepts. They also need access to 
an ongoing source of technical insight on climate issues, 
as well as the knowledge and skills to translate this into 
engaging content relevant to their audience members’ 
daily lives. 

To realise their aims, professionals from both sectors also need to build trust and 
reliability among each other, as illustrated in the examples above. Climate experts 
need local media outlets to represent their technical points accurately. Local 
media practitioners need technical experts to provide brief, useful and timely 
contributions for programme-making. 
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4. Conclusion
This policy note reflects insight from leading climate change experts as well as 
BBC Media Action’s own experience. It points to several clear conclusions. 

The role of trustworthy communication and media is central to meeting the 
challenge of the climate crisis. But the organisation, strategic prioritisation and 
integration of media into climate change responses remains poor.

The scale of the climate crisis, and the increasingly complex and often confusing 
information and communication environments most people now inhabit, makes 
this issue especially urgent. 

There are proven solutions and approaches that can be applied to enable media 
and communication to play a unique role in tackling climate change. Media must 
be integrated into wider strategies, funded sufficiently, underpinned by robust 
strategies and creativity, and delivered through novel collaborations.

“If we cannot imagine 
our way out of the 
climate crisis, with the 
help of creatives, we will 
– frankly – not make it.”
Christiana Figueres
Founding Partner, Global Optimism and Former 
Executive Secretary of the United Nations Framework 
Convention on Climate Change (UNFCCC), at the  
BBC Climate Creatives Festival
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About BBC Media Action
BBC Media Action is the BBC’s international development charity. We believe in 
media and communication for good. We work in over 20 countries around the 
world and reached over 130 million people in 2020 – helping to save lives and 
improve health, protect livelihoods, challenge inequality, and build more peaceful 
and democratic societies.

Our work on climate change, in partnership with local media, has a direct 
and positive impact on people’s lives. It helps people, especially the most 
marginalised, to engage on issues related to climate and the environment, 
express their views, take action and hold decision-makers to account.
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