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I

The importance of outreach

T
he United Nations Framework Convention on Climate Change and its Kyoto Protocol
can only succeed if the general public and key stakeholders support effective action. Since

governments are directly responsible for only a small proportion of greenhouse gas emissions,
they must persuade businesses, communities and individuals to adjust their behavior in
ways that limit emissions and promote adaptation.
Fortunately, governments have several tools at their disposal for motivating people to
make these changes. Policies and legislation can be used to raise the cost of activities that
emit greenhouse gases or create vulnerabilities to climate change impacts. They can also
be designed to reduce the costs of activities that lower emissions and promote adaptation.
Regulations and standards can mandate changes in products and practices. Taxes and
subsidies can also be adjusted to influence behavior.
Such policies and measures, however, can encounter inertia, passive resistance or active
opposition, particularly from those concerned about the imposition of a new cost. Providing
information and explanations is therefore vital for generating public and stakeholder support
for government policies and regulations. Public outreach can also encourage voluntary
changes in habits, address the arguments of those who oppose specific actions and help to
prepare the younger generation for living in the climate-change world that they will soon
inherit.
Many governments and non-governmental organizations (NGOs) are already working
actively to raise awareness. The scale of the change required, however, and the vast number
of people and interests that must be influenced, calls for outreach activities of a much
greater magnitude. National governments will want to encourage local authorities, nongovernmental organizations (NGOs), educators, the media, the entertainment industry
and individuals to play a role. They may also consider building partnerships with many of
these diverse actors.
UNEP has prepared this “handbook for government focal points” by drawing on a
recent series of UN-sponsored workshops and its own experience in supporting outreach
activities. The handbook gathers together a range of practical experiences and commonsense lessons in the field of awareness-raising from Africa, the Asia-Pacific, Europe and
Latin America and the Caribbean. It is UNEP’s hope that this will further encourage
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governments to strengthen their national climate outreach programmes and engage their
citizens in the campaign to address climate change.

How the Convention helps
The importance of communicating with the general public and engaging stakeholders
is fully recognized by the Climate Change Convention itself. Article 6 on Education,
Training and Public Awareness urges governments to develop and implement educational
and public awareness programmes on climate change and its effects, to ensure public access
to information and to promote public participation in addressing the issue (see Annex I).
More specifically, Article 6 commits Parties to “promote and facilitate at the national
and, as appropriate, subregional and regional levels, and in accordance with national laws and
regulations, and within their respective capacities” the following outcomes:
a) “The development and implementation of educational and public awareness programmes
on climate change and its effects.” Some governments have already developed such
proactive programmes, while many others have not. Public awareness aims at early
results and is often pursued via the media and outreach campaigns. Education aims at
a more profound, long-term change in habits, particularly among the young. It tends
to use formal methods and settings to transmit a more substantial understanding of
the climate change problem and its potential solutions.
b) “Public access to information on climate change and its effects.” Information should
be freely available to those who seek it out, in libraries, on the Internet, from
government offices, and so forth.
c) “Public participation in addressing climate change and its effects and developing adequate
responses …” Popular involvement in shaping policy and implementing climate
change programmes can contribute enormously to effective action.
d) “Training of scientific, technical and managerial personnel.” Training targets more
specialized audiences. It seeks to impart specific technical skills that have an
immediate practical application. Examples include the ability to gather and interpret
climate data, conduct inventories of national emissions and formulate national
action plans.
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Governments are also committed to:
e) “Cooperate in and promote, at the international level, and, where appropriate, using
existing bodies … the development and exchange of educational and public awareness material
on climate change and its effects.” Article 6 thus promotes the important idea of international
cooperation and exchange. For example, information materials do not necessarily have to be
reinvented everywhere at high cost; instead, copyright-free texts and images can be adapted
and distributed to new audiences.

The New Delhi Work Programme
To stimulate and enhance national efforts to implement Article 6, in 2002 the Parties
adopted the New Delhi Work Programme on Article 6 of the Convention (see Annex
I). To strengthen the effectiveness of this five-year work programme, the Parties asked
the Convention secretariat to facilitate regional Article 6 workshops for assessing needs,
identifying priorities, sharing experience and exchanging information. The conclusions and
other useful information from these workshops are posted at www.unfccc.int/cooperation_
and_support/education_and_outreach/items/3143.php.
The secretariat has also
established an information
clearinghouse on available
resources
for
Article
6. Also known as CC:
iNet, this web portal
serves as a clearinghouse
for information sources
on public information,
education and training in
the field of climate change.
It is designed to help
governments, organizations
and individuals gain rapid
and easy access to ideas, strategies, contacts, experts and materials that can be used to
motivate and empower people to take effective action on climate change. (See www.unfccc.
int/ccinet/.)
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II

Developing an Article 6 outreach
programme

F
or many governments, establishing and maintaining a successful communications
strategy can be a major challenge. Barriers can include a lack of staff, skills and money.

The following template, developed by UNEP in collaboration with a dozen governments,
may offer a possible way forward for developing or strengthening a national Article 6
programme. This approach is based on five steps:
Step 1: Commit to developing a National Climate Awareness Programme. The
climate change focal point (whether an individual or a team) must be able to invest a
significant amount of time and energy in building a national programme. He or she must
have a vision of what needs to be achieved and of how to engage partners and stakeholders
in a broad and stained effort. In the case of the UNEP-supported countries, detailed budgets
and work plans were established based on a Memorandum of Understanding.


KENYA’S NEW PROGRAMME
K         
          . I
        N E
M A (NEMA),    C C
C  .
NEMA          
 . I   A     
   S N C   C  
      . T  
 NEMA’          
    .
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NEMA’          
    ,  ,  
  NGO. T         
         NEMA’ 
.

Step 2: Conduct a national needs assessment. National climate awareness programmes
are most likely to succeed if they are developed in cooperation with major stakeholders and
individuals from all walks of life. Their views and insights may differ from and complement
those of the government, and they can play a key role in implementing and supporting the
national outreach programme.
A questionnaire survey can be used to gauge the opinions and capabilities of key
stakeholders and potential partners, such as government officials, business leaders, NGO
representatives, journalists, scientists, clergy and youth. Survey questions can explore
climate change priorities, awareness levels, messages, target audiences, existing resources for
communicators, barriers to action and so forth. The written survey can be supplemented
by in-person and telephone interviews (See sample questionnaire developed by UNEP at
www.unfccc.int/files/cooperation_and_support/education_and_outreach/application/
pdf/questionnaire_e.pdf.)
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ALBANIA’S NEEDS ASSESSMENT
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Step 3: Organize a workshop for stakeholders. As a follow-up to the survey, the
focal point may organize a national workshop for a day or two. The workshop should
bring together people who participated in the survey as well as other interested entities and
individuals. Its main purpose is to:
•

review and validate the findings of the needs assessment;

•

agree on a list of priority activities;

•

recommend how to implement these activities and allocate resources; and

•

produce an agreed strategy paper and action plan for establishing a sustainable and
long-term climate awareness programme (and, if appropriate, plans for the other
elements of Article 6, such as education and training).


CAMBODIA’S ARTICLE 6 WORKSHOP
C’ A       UNEP 
 C M  E   . P 
 -        M
 E   M  E, Y  S. T
     G, NGO,   .
F        
    A ,      
 . O    , 
    ,     
  . T      
   A   C.
NAMIBIA’S ARTICLE 6 WORKSHOP
B    ,  G  N   
        ,
       A  . S 
   E  A M  

8

Raising awareness of climate change

NGO    - ,    ,
    . F    ,
     ,   
 :









N’       
   (   
)      
.
M  -     
 ,    
.
P     - 
       .
E        
 (   --),    
       
    ,    
      
.
I        
  A . O    
 UN D  E  S,  
  ,    
        UNFCCC A
 C H (CC:N)    
    R .

T    A P  I K S A
  N S  UNFCCC A   N. T P
    ’ ,   
   ,      ,
    . I   
 A       
       N .

9

A handbook for government focal points

Step 4: Implement priority activities. Depending on national priorities identified by
stakeholders and approved at the workshop, initial activities may cover several elements
of Article 6. In the case of public awareness, they may range from producing popular
brochures and radio programmes in local languages for the general public to establishing
partnerships with NGOs and launching ambitious campaigns. Other possibilities are
elaborating educational curricula for secondary schools and publishing training manuals
and tutorials for technical staff. These initial activities must typically be carried out within
existing capacities and with a minimum of funding.


THE RUSSIAN FEDERATION’S PRIORITIES
F   ’    
   R      C
 I S (CIS),        
 . O :
•

A       WWW.CLIMATECHANGE.RU. T 
     ,  C 
 P,  A    N D W P;
        N
D W P;       
 .
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A        , 
   R.
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A U    ,    
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• A      “C C P” 
  -,      R
A  C S     .
• A     . T   
   ’     
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  . I   -
, -    
      - .
•

A “W  C”   R  .

Step 5: Strengthen and sustain the programme. Sustainability is always a major
challenge for outreach programmes. Funding and collaborative partnerships need to be
maintained over the longer term. The effectiveness of the priority activities and the overall
strategy need to be assessed, either through formal surveys or through informal means.
These assessments may lead the outreach team to revise its original strategies and plans.
Monitoring feedback from the field and the implementation of the activities can contribute
to the national awareness programme’s overall success.


UZBEKISTAN’S FOLLOW-UP PROGRAMME
U’       
  A  U   S C  H.
T U           
          .
T          
  .
H,          
        
  ,    . T  
      . W  
 NGO,         U ,
  ,    . U’
   (WWW.CLIMATE.UZ/)     
 U  E,      - 
     .
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A template for national action
Launch National Climate Awareness Programme
•

The designated national authorities identify priorities to
be addressed, develop timeframe and budget and agree
respective responsibilities and institutional arrangements

•

Identify possible national and international sources of
Support

Assess National Needs
•

Identify national stakeholders, assess needs and
general level of climate change awareness, and
recommend priority activities

•

Write background paper for a stakeholders’ workshop.

Organize Stakeholders’ Workshop

•
•

Review and validate findings of needs assessment
Recommend priority activities, an approach to
implementation and allocation of resources

•

Write strategy paper on long-term awareness
programme

Implement Initial Priority Activities
•
•
•

Pursue the most immediate and urgent needs
Emphasize activities that are relatively simple but have a
large demonstration effect
Emphasize activities that are cost effective and
replicable

Assess Sustainability

12

•
•

Survey the impact of the initial activities
Assess lessons learned and agree outline for the way
forward

•

Revise national climate awareness programme

Raising awareness of climate change
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III Implementation: A checklist for raising
awareness

C
ommunications programmes have a proven record in bringing about behaviour
change in health and environmental practices. Successful examples can be found in the

fields of nutrition, HIV/AIDs, ozone-depleting CFCs and conservation. A well-conceived
communications programme for addressing climate change can be similarly successful. The
following steps for planning and organizing a climate change communications strategy draw
on the wide range of experiences organizations and governments have had in conducting
outreach, particularly in the areas of environment and health.
1) Set your goals. The outreach strategy should be integrated into climate change
policy from the very beginning. This will ensure that its goals and implementation are
more fully aligned with the policies and activities that it is supporting. It will also help
communicators to avoid promising things that the government cannot actually deliver.
When considering what priorities and goals to set for the communications strategy, ask:
What are we really trying to achieve? What is the actual problem that needs to be solved? Are
we trying to give people knowledge, change their attitudes or alter their behavior? Do we
want to engage people or stakeholders proactively with two-way communication? Or simply
inform them of what we are doing so that they passively support or do not resist it? Are our
communications goals clear, realistic and achievable? Are they too ambitious or too weak?
Following such an assessment, an outreach programme can be designed to meet one or
more goals, such as the following:
•

provide general information to the public about climate change and its risks;

•

provide specific information to the public about the national strategy to address
climate change and how people can actively contribute, thus establishing a broader
and stronger constituency for government policies;

•

engage other ministries, policymakers or parliamentarians in a collaborative effort to
develop and implement national climate change policies;

•

build new partnerships between governments and civil society including local
communities, indigenous people, women’s groups and the private sector;
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•

enhance the government’s accountability and credibility as well as the costeffectiveness of climate policies;

•

ensure effective two-way communication between the policymakers and stakeholders
and involve them in setting priorities and allocating resources; and

•

promote regional coordination with other governments and stakeholders.

2) Assess and strengthen your resources. Early consideration should be given to the
budget and staffing available for the outreach effort. The internal skills needed for outreach
should be reviewed. An outreach group can be organized and specific tasks assigned,
including the responsibility for coordination.
It is worth considering the benefits of providing some training in communications
skills to key staff early in the process. Consideration should also be given to the need for
consultants or external staff. In addition to budget and staff, other resources should be
inventoried, such as equipment and contact lists and other databases.
If the budget and staff resources are limited (as they typically are), consider focusing
the communication effort more intensely on one or two key goals rather than spreading
your efforts around too thinly. Other ways to leverage limited resources include building
partnerships with other stakeholders and emphasizing synergies with other issues, such as
biodiversity and desertification.
For example, some governments have established a National Climate Change Committee
drawing together officials from a broad range of ministries and departments as a way of
engaging the entire government more fully in the multi-sectoral issue of climate change.
A Committee can help to develop and support outreach activities. However, while such
a committee can help to communicate the climate change message to a full spectrum of
national policymakers, a dedicated climate change office may be a practical necessity for
ensuring that outreach activities occur in a timely manner.
Tapping into international resources, including expertise, copyright-free materials and
funding opportunities, can also be important. The Climate Change Information Network
(CC:iNet) offers a useful entry point.
3)
Identify your target audience(s). Climate change should concern everybody, but
in truth some people will feel more concerned than others because they face particular risks
or because they can play a particular role in solving problems. In addition to the general
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public, possible target audiences can include policymakers, community leaders, industry
leaders, farmers, technical experts, youth and religious leaders. Consider the benefits and
drawbacks of focusing on each possible group. Are some audiences a greater priority than
others?
Once you have identified the possible sub-groups in your country, you will want to
assess their knowledge, attitudes, behaviors and interest. Focus on the needs of your target
audience. Why should they care about climate change? What is it in for them? The profile
of each potential target group can be assessed through formal surveys or through informal
conversations with small but representative samples of individuals.
Do not overlook the importance of internal communications. The communications
team and key partners are a vital target audience that needs to be kept informed of ongoing
activities and plans. Options for internal communication can include in-house newsletters
(whether paper or electronic), policy manuals, bulletin boards, staff meetings and social
events.
According to surveys conducted by the UNFCCC Secretariat and UNEP in 20032005 of government officials in Africa, Asia and Latin America and the Caribbean, the
priority target group for most climate change focal points consists of policymakers in other
ministries. This is because officials responsible for national climate change programmes
often find that their colleagues in other ministries and departments are not yet fully engaged
or interested. Because climate change is a cross-cutting issue, climate change policymakers
need the active engagement of their other colleagues in order to develop effective policies.
The surveys found that the next priority is the general public, with specialized groups
such as NGOs, media, youth, academia and business lower down. NGOs and journalists
can be valuable partners in promoting climate change awareness because of their role as
intermediaries with their own extensive networks for outreach. Industry can be key, both
because of its contribution to emissions and its capacity for organizing and contributing to
effective responses.
Many survey respondents emphasized the importance of engaging youth in the longterm campaign against climate change. Schools and organizations such as the Scouts can
offer useful channels for reaching young people. Others stressed the importance of religious
groups. Religious worldviews often shape attitudes toward the natural world. Rituals
have been used to govern resource use, especially among indigenous peoples, and ethical
concerns influence resource use and distribution. The institutional power of religion can
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be wielded in ways that have a positive impact on efforts to protect human health and the
environment.
4) Approach potential partners. NGOs, academics, public personalities, and
journalists concerned about climate change are all potential partners for climate change
outreach. Such partners can often reach out more effectively than can a government climate
change office working on its own, and they can serve as powerful champions of the climate
issue. They may already have a strong relationship with one of your target audiences that
provides them with a comparative advantage in reaching, for example, youth or farmers.
They may also have networks, skills, resources or credibility that can contribute to the
outreach campaign. Non-governmental organizations in particular tend to benefit from
being flexible, cost-effective and highly motivated.
A potential drawback to working with partners may be a lack of control over the message
and how it is delivered. When choosing a partner it is important to consider its particular
interest in the issue and its knowledge, credibility, reputation and image.
UNEP has worked with a number of governments in Africa and East and Central
Asia to promote the partnership approach to climate change outreach. These projects aim
to strengthen networking and collaboration between climate change focal points and key
stakeholders leading to agreement on outreach priorities and a plan of action. The focal
point starts by surveying the views of a wide range of stakeholders using some combination
of questionnaires and interviews.
The survey can also serve as a useful tool for identifying current national activities and
programmes relevant to climate change awareness raising, existing human resources and
other assets, as well as needs for greater capacity and funds. The survey findings can be
analyzed and used as a basis for designing a workshop for engaging potential partners.
5) Sharpen your message(s). When elaborating a message, be sure to use language
that is accessible and attractive to the target audience. Keep the message as simple as possible.
Avoid jargon, acronyms and unnecessary detail. Put yourself in their place and give them
what they need.
Be prepared to vary the message depending upon the particular target audience. The
message must be realistic and focus on behavior or actions that are relevant and that
they can actually pursue. There may be practical barriers to the ability of the audience to
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respond as you want them to. Or they may simply not see why your proposals should be
attractive or useful to them.
Messages to an uninformed public may seek to raise awareness of climate change
and recommend simple actions they can take to reduce emissions or reduce risks.
Messages that provide people with a strong sense that there is a social norm supporting
their actions can be more effective in encouraging the adoption of new behaviors.
For an audience that may already be motivated to change behavior, the most appropriate
messages may focus on providing practical or logistical information. For an audience
already engaged in taking action, in may be useful to provide encouragement, guidance and
information on how to overcome perceived obstacles. A target audience that is successfully
engaged in the new behaviors may benefit from reinforcement and reminders of the benefits
of sustaining the behavior.
The most effective public outreach campaigns tend to establish a “human face” for an
issue. They link their issue directly to citizens’ day-to-day concerns, and in particular to
how they earn their living. This can help motivate people to take action themselves and to
pressure their government to respond to their concerns.
Outreach messages can also focus on encouraging support for certain projects or public
expenditures. Positive messages that provide solutions can be more effective than negative
messages that simply sound the alarm bell without providing information on what people
can do to contribute.
The types of messages that may be appropriate in a climate change campaign targeting
the general public or key stakeholders could include:
●

●

●

●

Even minor changes in personal and consumer habits can make a big difference in
reducing emissions and promoting adaptation to climate impacts.
Using public transport and turning off electrical appliances when not in use can help
to reduce greenhouse gas emissions.
Because farms and ranchlands are extremely vulnerable to a potentially drier
and hotter climate, agricultural policymakers and farmers should already start
incorporating climate change concerns into their strategic planning.
Energy efficiency and renewable energy sources can reduce urban air pollution and
improve industrial efficiency, thereby reducing both health problems and business
costs.
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●

●

The Government’s newly adopted policy offers a managed transition to a new
business environment and provides a framework for anticipating and minimizing
risks and costs and exploiting new market opportunities.
Government policies to limit emissions and prepare for adaptation, even though
they may impose some costs, are both economically and environmentally beneficial
for the nation as a whole.

A vital step in developing a message is pre-testing. If resources forbid a formal effort,
then at least check the messages with non-experts – neighbors, friends, family – to see if
they understand it and if the tone is appealing. Remember that two-way communication is
most effective. Communicators can make expensive errors when they simply assume that
their message is appropriate and understandable and do not seek ongoing feedback from
the target audience.
Finally, any communications strategy must anticipate the risk that its target audiences
will receive opposing messages from other quarters. In the case of climate change, for
example, some “climate skeptics” continue to argue that the evidence for a human influence
on the global climate system is unconvincing. Other commentators express concern that
addressing climate change will be too expensive. Communicators must be prepared to
respond quickly to these and other messages that may be directed against their efforts to
address climate change.
6) Deliver your message to your target audience(s). Only once you are confident
about who your audience is and what your messages are should you start considering
the best way to transmit your message. If your message is sophisticated and addressed
to a limited group of stakeholders, it may be most effective to rely on an approach that
emphasizes dialogue. Approaches that best promote interaction and feedback can include
meetings, phone calls, Internet conferences, workshops and roundtables. Such efforts are
more targeted and generally more expensive (per person).
In other cases you may want to transmit a relatively simple message to large numbers
of people. For example, you may want to alert people to new regulations about coastal
development. In such cases the most effective tools may include brochures and leaflets,
films and videos, posters, signs and billboards, books and reports, exhibits, mass letters,
CDROMs, radio and TV. When producing materials always keep in mind the challenge
of distributing them effectively: too often boxes of posters or brochures end up gathering
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dust because no one has figured out how and to whom to distribute them. Local languages
should also be considered.
Production and distribution costs can be significant. It is worth considering that various
governments and intergovernmental and non-governmental organizations have already
developed public awareness materials on climate change. Some of these materials may be
free of charge to you. Others may need to be translated or otherwise adapted to your
particular needs. Save time and money by taking texts and images that are copyright-free or
for which you have permission to use or adapt.
Other channels for reaching the public can include delivering messages via sports
and music celebrities, theatre performances, agricultural extension workers and other
professional networks, religious groups, and UN Days such as World Environment Day.
Messages can be conveyed through text, drama, song, comedy, contests (such as posters,
essays or paintings), publicity events (book launches and debates), on-line chat groups and
public meetings. Cultural activities, workshops and seminars, site visits and partnerships
with advertisers and NGOs all offer innovative possibilities.
One of the most cost-effective ways of reaching any target audience, of course, is through
the media. Developing an effective working relationship with the media is an extremely
worthwhile investment. Journalists are always looking for good stories, and climate change
offers many possibilities. However, many activities that may seem important to climate
policymakers may seem too procedural or dull for journalists, who are looking for action,
concrete results, new data or information. Do not bombard the press with information or
they will start ignoring you. Instead, choose several important actions, such as the launch of
new subsidy programme for encouraging energy efficiency in housing, or new regulations
about coastal development. Remember to focus on your message, request media training if
you feel the need, and invest time in preparing for interviews. Never lie, exaggerate or make
promises you cannot keep.
Journalists often face serious constraints. Many would like to receive more professional
training, including in specialized topics such as climate change. Journalists sometimes
observe that government regulations and practices can inhibit fruitful exchanges between
civil servants and the press; they argue that government officials could communicate
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on climate change more effectively by proactively seeking positive relationships with
journalists.
Outreach strategies should exploit the advantages of each type of media. For example,
newspapers and magazines tend to be considered more authoritative, are read by decisionmakers and allow a more detailed explanation. On the other hand, they reach only the
literate and are often concentrated in capital cities, so that distribution levels can be low
outside urban areas. Radio stations that transmit in local languages can be particularly
effective for outreach. Radio’s strengths are that it is relatively inexpensive, reaches many
people and does not require a literate audience.
In all cases, it is vital to develop effective spokespersons or champions to deliver your
messages. If necessary offer generous training to the chosen messengers.
Promoting public participation in climate change decision-making and public
access to information can also play a critical role. Efforts could focus on ensuring that
libraries and educational institutions offer a full range of relevant materials, from national
communications and the IPCC assessment reports to videos and popularized brochures.
Also essential is a proactive effort to ensure that people are informed about how climate
change information can be accessed.
7)
Evaluate and monitor the results. Evaluating the effectiveness of a
communications effort can be extremely difficult. However, it is well worth making an
effort. While it may not be possible to estimate the number of tons of carbon dioxide
avoided thanks to a particular campaign, it may be possible to evaluate its impact on public
perception or on use of a particular government programme.
Key questions are: Has your message been heard? Understood? Acted upon? Credible
feedback on these questions from the target audience can be obtained through follow-up
interviews or surveys and from close observation of changes in behavior. Such feedback is
useful for adapting a campaign as you go along, improving for next time, and justifying
future budgets.
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REACHING OUT TO THE YOUTH OF INDIA
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SELECTED WEB-BASED RESOURCES
WWW.UNFCCC.INT

C

— U N F C  C

WWW. UNFCCC . INT / COOPERATION _ AND _ SUPPORT / EDUCATION _ AND _ OUTREACH /
ITEMS/2529.PHP

-    UNFCCC A 

— T C C I N,
   CC:N,          
    ,   
     .
WWW.UNFCCC.INT/CCINET

WWW.IPCC.CH

— I P  C C (IPCC)

WWW.WMO.INT

— W M O

WWW.UNEP.ORG/THEMES/CLIMATECHANGE/

— UNEP   

WWW.UNEP-WCMC.ORG/CLIMATE/HOME.HTM

 

— UNEP   

WWW.GRIDA.NO/CLIMATE/

— UNEP-GRID A

WWW.FOEI.ORG/CLIMATE/

— F   E I.

WWW.CLIMATENETWORK.ORG
WWW.WBCSD.CH

— W B C  S D

WWW.CLIMATEWIRE.ORG
WWW.EARTHWIRE.ORG
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Raising awareness of climate change

Annex 1
UNFCCC Article 6 on Education,Training and Public
Awareness
In carrying out their commitments under Article 4, paragraph 1(i), the Parties shall:
(a) Promote and facilitate at the national and, as appropriate, subregional and regional
levels, and in accordance with national laws and regulations, and within their
respective capacities:
(i) The development and implementation of educational and public awareness
programmes on climate change and its effects;
(ii) Public access to information on climate change and its effects;
(iii) Public participation in addressing climate change and its effects and developing
adequate responses; and
(iv) Training of scientific, technical and managerial personnel.
(b) Cooperate in and promote, at the international level, and, where appropriate, using
existing bodies:
(i) The development and exchange of educational and public awareness material on
climate change and its effects; and
(ii) The development and implementation of education and training programmes,
including the strengthening of national institutions and the exchange or secondment
of personnel to train experts in this field, in particular for developing countries.
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Excerpt from New Delhi work programme on Article 6 of the
UNFCCC
As part of their national programmes and activities in implementing the Convention,
and within the scope of the Article 6 work programme, Parties, taking into account
their common but differentiated responsibilities and their specific national and regional
development priorities and capacities, could, inter alia:
(a) Develop institutional and technical capacity to identify gaps and needs for the
implementation of Article 6, assess the effectiveness of Article 6 activities, and
consider the linkages between Article 6 activities, implementation of policies and
measures to mitigate and adapt to climate change, and other commitments under
the Convention, such as technology transfer and capacity-building;
(b) Prepare assessments of needs specific to national circumstances in the area of
the implementation of Article 6, including the use of surveys and other relevant
instruments to determine target audiences and potential partnerships;
(c) Designate, and provide support to, a national focal point for Article 6 activities and
assign specific responsibilities. These responsibilities could include the identification
of areas for possible international cooperation and opportunities for strengthening
synergies with other conventions, and the coordination of the preparation of the
Article 6 chapter in the national communications, ensuring that relevant contact
information, including web site addresses, is provided therein;
(d) Develop a directory of organizations and individuals, with an indication of their
experience and expertise relevant to Article 6 activities, with a view to building active
networks involved in the implementation of these activities;
(e) Develop criteria for identifying and disseminating information on good practices for
Article 6 activities, in accordance with national circumstances;
(f ) Increase the availability of copyright-free and translated climate change materials,
in accordance with laws and standards relating to the protection of copyrighted
materials;
(g) Enhance efforts to develop and use curricula and teacher training focused on climate
change as methods to integrate climate change issues at all educational levels and
across disciplines;
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(h) Seek opportunities to disseminate widely relevant information on climate change.
Measures could include translation into appropriate languages and distribution of
popularized versions of the Intergovernmental Panel on Climate Change Third
Assessment Report and other key documents on climate change;
(i) Seek input and public participation, including participation by youth and other
groups, in the formulation and implementation of efforts to address climate change
and encourage the involvement and participation of representatives of all stakeholders
and major groups in the climate change negotiation process;
(j) Inform the public about causes of climate change and sources of greenhouse
gas emissions, as well as actions that can be taken at all levels to address climate
change;
(k) Share the findings contained in their national communications and national action
plans or domestic programmes on climate change with the general public and all
stakeholders.
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