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Why are Communication Actions important? 



Mandatory Communication Actions 

Mandatory 
Actions 

Website 

Layman’s 
report 

After-
LIFE 
plans 

Notice-
boards 

Net-
working 



If you want to make a difference… 



Go beyond mandatory actions   

Community 
Engagement 

• Local events 

• Festivals 

• Guided visits 

• Meetings with 
interest groups e.g. 
Local Authorities 

Expert Engagement 

• Seminars 

• Workshops 

• Conferences 



Go beyond mandatory actions   

Publicity material 

• Videos 

• Posters 

• Leaflets 

• Articles 

Public Relations 

• Working with the 
media 

• Use of social media 

• Engagement with 
policymakers 



Design your Communication Strategy 

Target 
Audience 

Primary 
school 
pupils 

Gymna-
sium 
pupils 

Lyceum 
pupils 

Adults 

1. Define your target audience and 
segment it   

 

 



Design your Communication Strategy 

2. Define your Objectives 

• How do you want your target audience to react? 

• Is it a call to action, or about raising awareness? Or maybe 
both? 

• Set SMART communication objectives (Specific, Measurable, 
Achievable, Relevant, Time-bound)  

• Adapt your message and language to the target audience and 
the objective 

• Different audience = different message            

 

 



Communication Case Study 1 

Go to Workbook  

 

 





Design your Communication Strategy 

3. Communication channels & tools 

• Adapt the channel to your audience and to the moment 

• Adapt the channel to your objective 

• Visualise your message e.g. photos, infographics, posters  

• Be creative!           

 

 



Design your Communication Strategy 

3. Communication channels & 
tools 

• Examples of communication 
tools  

Key tools 

Site 

Social 
media 

News- 

letter 

Printed 
material 

Events & 
meetings 

Media 
kits 



Design your Communication Strategy 

4. Evaluation   

• Measure the 
results of your 
communication 

 

Invitees Vs Attendees 

Website visitation 

Social media followers 

Media coverage 



Design your Communication Strategy 

4. Evaluation  

• Identify weak points and 
lessons learnt 

• Adapt your strategy if 
needed 

 

 

Measure 

Assess Adapt 



Communication Case Study 2 

Go to Workbook 

Spot the mistake in the communication activity. 

 



Communication Case Study 2 

Advertisements in the daily press (newspapers). Eight 
different newspaper advertising messages will be created 
(months 1, 5, 8, 20, 26, 32, 44, 47) having a word length of 50 
– 100 words and size 21 x 17 cm with at least 2 photos. The 
potential beneficiaries (NGO’s, private companies, public 
authorities, etc.) will be the target. The advertisements will 
deal with a different issue of environment and climate change 
each time. The advertisements will be published in the 
Saturday’s issue of the largest circulation newspaper. 

 

 



Communication Case Study 3 

Go to Workbook 

 

 



External assistance costs 

Description Cost 

1 TV spot 8.000 € 

1 Radio spot 1.000 € 

2 Video Walls 500 € 

Other costs 

Description Cost 

Airing time for the TV spot 6.000 € 

Organisation of Open Day Fair for specific 
stakeholders & potential beneficiaries 500 € 

 

Communication Case Study 3 

Spot the mistakes 

 

 

What about the airing of the 
Radio spot and Video Walls? 

Low budget 

Low budget 





Examples of good communication actions 

1. Coaching for changing behaviour  

• Project: LIFE - ClimAct (LIFE15 GIC/AT/000092) - 
DoppelPlus 

• Objective: Bring about changes in daily activities and 
everyday practices in favour of energy efficiency and 
mitigating climate change in low- income households. 

 

 



Examples of good communication actions 

1. Coaching for changing behaviour  

• The DoppelPlus programme helps people with low-
income contribute to the energy and climate strategy 
of the state of Tyrol, Austria, while at the same time 
improving their financial situation and quality of life.  

 

 

 

 

 

 

 

 

 

https://www.doppelplus.tirol/en/home/  
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Examples of good communication actions 

2. Interactive learning  

• Project: LIFE Forests-waterworlds - Ville Forests 
(LIFE13 NAT/DE/000147) 

• Objective: Increase the area of oak-hornbeam forest 
in western Germany (Ville Forests) 

 

 

 

 

 

 

 

https://www.villewaelder.de/de/  
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Examples of good communication actions 

2. Interactive learning  

• Pupils from a local school were involved in helping to 
increase the area of oak-hornbeam forest in western 
Germany.  

• The children filled trays with acorns and placed them 
in selected spruce stands for the Eurasian jay to 
collect and hide over winter. 

• The pupils monitored their trays over the winter and 
the germination rate the following year.  



Examples of good communication actions 

2. Interactive learning  

• Pupils learn about: 

- The flora and fauna of the area  

- Natural processes and cycles in forest ecosystems 

- Forest conservation  

- The importance of the oak for the project area and 
the native forests  

• Pupils acquire crafting skills and learn about the 
different forest-related jobs 

 



For better results… 

Assign the communication 
actions to a specialist  

• Hire a specialist or 

• Include a communication 
agency / firm in your 
consortium 
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