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Communicating 
why the NAP 
process
matters





• Raising awareness about climate 
change

• Behavior change communications 
• Communication of weather data and 

climate information, including early 
warning systems

• Adaptation communications under 
the UN Framework Convention on 
Climate Change

What counts as 
communications on 
adaptation?
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Strategic 
communications
A strategic approach to 
communications—in which key 
messages are tailored for priority 
audiences and delivered through the 
most appropriate communications 
channels to reach those 
audiences—can improve how 
governments engage citizens 
throughout their NAP process.
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Prioritizing 
Audiences
Who do you want to reach? What 
is your call to action—what do you 
want your audiences to do? 

Be specific. We often talk about 
groups (the general public, policy-
makers, the private sector, the 
media) that cover a large diversity 
of actors with varied values and 
priorities. 



Prioritizing Audiences: 
Stakeholder Influence-Interest Grid



Repetition is key to good communications. 
But that doesn’t mean repeating the same 
exact message.

Message ‘supports’ add variety 

 Statistics—meaningful numbers
 Human Interest Stories—Real-life 

examples involving people
 Memorable Phrases—A concise phrase 

that expresses your message

Message supports should be chosen based on 
what resonates with your audience.

Key messages



Statistics



Human 
Interest
Stories



Memorable 
phrases and 
soundbites



What types of media do your priority 
audiences already use?

Are key documents related to the NAP 
process available to national 
stakeholders via a website or in print?

Have government officials built 
relationships with journalists from print 
and broadcast media?

Are spokespeople for the NAP process 
identified?

Read more: http://bit.ly/2oalvA7 

Communications 
Channels



Choosing Metrics 
to Measure Impact
Metrics should meet SMART 
criteria and be 
• Specific
• Measurable,
• Attainable, 
• Relevant to the objectives
• Timebound



Our ActivitiesExample of how strategic communications 
can align with stages of the NAP process



www.napglobalnetwork.org
info@napglobalnetwork.org
Twitter: @NAP_Network
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