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Executive Summary

The “Demonstration Site Communication Plans” - D6.5 outlines the local strategies for engaging
stakeholders and providing information about the project and the implementation of Nature-Based
Solutions (NBS) in specific demonstration sites. In particular, the six Front-Running Regions (FRRS)
covered in this deliverable are: Country of Euskirchen (DE), Lafnitz River catchment (AT), Nature
Reserve of Bohemian Switzerland and City of Krasna Lipa (CZ), Lower Po Delta (IT), Upper Timis
River (RO), and Ronava River (SK). These plans have been developed by t the Front-Running
Regions (FRRs) in collaboration with academic partners and Communication and Dissemination
Lead (DEN), with the aim of supporting the FRRs in organising effective local communication
activities and achieving their objectives.

As the FRRs are in the early stages of their initiatives, these communication plans are living
documents, which will be continuously updated, with significant revisions expected after month 24.

Keywords

Communication, Dissemination, Engagement
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1. Introduction

The LANDACLIMATE communication activities operate on two distinct levels: the general project
level (refer to "Communication and Dissemination Strategy" - D6.1) and the level of the Front-Runner
Regions (FRRs) as demonstration sites. They aim to implement local communication actions to
engage with their communities and stakeholders, informing them about the project and the
implementation of Nature-Based Solutions (NBS) in their areas, and encouraging participation in
specific initiatives organised. This interaction will be facilitated through the development of tailored
iterative communication plans, as outlined in this deliverable. These plans take into consideration
the site-specific needs as well as cultural and socio-economic contexts of each of the demonstration
sites.

This document introduces the communication plans for the FRR: Country of Euskirchen (DE), Lafnitz
River catchment (AT), Nature Reserve of Bohemian Switzerland and City of Krasna Lipa (CZ), Lower
Po Delta (IT), Upper Timis River (RO), and Ronava River (SK). These plans have been developed
through a co-design process involving the FRRs partners, the academic partners involved in each
demonstration site area and the Communication and Dissemination LAND4CLIMATE Lead (DEN).
Each plan has then been finalised by the respective FRR partners.

The plans are designed to support the relevant FRRs in organizing their local communication
activities and achieving their planned outcomes. It is important to note that the FRRs are at an early
stage of their activities, and these communication plans are living documents that will be
continuously updated. Indeed, an updated version of this document is planned after month 24.

2. Methodology and coordination of the development of the
LANDA4CLIMATE Demonstration Sites Communication Plans

The FFRs communication plans were developed in a co-design process between the
LAND4CLIMATE Communication and Dissemination lead team, the six FRRs - Country of
Euskirchen (DE), Lafnitz River catchment (AT), Nature Reserve of Bohemian Switzerland and City
of Krasna Lipa (CZ), Lower Po Delta (IT), Upper Timis River (RO), and Ronava River (SK) - and their
academic partners. As such, online workshops were organised to collaboratively explore the FRRs
planned engagement actions, as well as the communication actions needed to support this
engagement and to reach out to the local target groups.

After the meetings, the six FRRs where provided with a template (Annex 1) for drafting the
Communication Plan (“Demonstration sites communication plans” — D6.5). This template enabled
each FRR to outline the strategies and actions they aimed to implement for disseminating
information, engaging their communities and stakeholders, and ensuring clear and consistent
communication throughout the project. When drafting this document FRRs were asked to include
enough detail to make the plan useful and relevant but not to go overboard and make it too long.

Although the document's overall structure is the same for each FRR, the content is adapted to the
overarching goal and specific objectives of each region and each region is in charge for the
implementation of the planned activities

3. Demonstration Sites Communication Plans

Each FRR was given these report headings and guidance. The Communication Plans below follow
this structure.

Objectives — What do you want to achieve by communicating?
o Clearly define and list short-term and long-term objectives.
o Ensure they are specific, measurable, achievable, relevant, and time-bound (SMART).

o Consider including objectives related to raising awareness, audience engagement,
behavioral change, etc.
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Target Audience — Who do you want to reach with the communication?

o Identify the primary and secondary target audience segments.

o Consider demographics, psychographics, communication preferences, and any other
relevant information.

o Try creating audience personas to better understand their needs and preferences.

o Tryto be as specific as possible. List the specific names of the organisation or local planning
department, for example, don't simply say farmers, but local farmers owning/managing land in the
specific areas of xy.

Key Messages — What information should be provided?

o Articulate the key messages to be communicated.
o Ensure messages are aligned with the objectives and resonate with the target audience.
o Highlight the unique value proposition of the LAND4CLIMATE project in the region.

Communication Channels and Tactics — Which channels work best for you to communicate
with your audience and to achieve your objectives?

o Provide an overview of existing communication channels and their effectiveness.
o Explore potential new channels that may better reach the target audience.
o Consider the suitability of each channel based on audience preferences and behaviour.

Resources and Responsibilities — Who is responsible for creating and delivering the
communications?

o Define roles and responsibilities for each aspect of the communication plan.

o Specify the resources allocated for communication activities, including personnel, tools, and
possibly budget.

o Try to be as specific as possible here too by giving the role of the person in charge for
delivering different activities.

Measurement and Evaluation — How will you evaluate your communication to ensure it has
the desired effect?

o ldentify key performance indicators (KPIs) and metrics for evaluating the success of the
communication actions.

o Establish methods for collecting data and analyzing results.

o Include provisions for making adjustments based on evaluation findings.

Timeline — When are your communication activities taking place?

o Develop a timeline outlining when each communication activity will take place.
o Include key milestones and tasks involved in the implementation process.
o Ensure tasks are assigned to responsible team members and deadlines are clearly defined.

At the level of the demonstration sites, the communication plans will mainly be implemented in the
local language. Therefore, the key messages are presented both in the local language and in
English.
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3.1.1 Objectives

Objective 0: To raise awareness and understanding of Nature-Based Solutions (NBS), highlighting
their benefits for environmental sustainability, climate change adaptation, biodiversity conservation,
social well-being and community resilience.

Objective 1: Increase awareness of the implementation of our NBS among the people of the county
of Euskirchen.

Objective 2: Actively involve a significant number of stakeholders from different groups (local
citizens, farmers, residents of a housing company, private businesses).

Objective 3: Inform our citizens about the progress and the outputs of the project.
3.1.2 Target Audience
Primary Audience

Local Farmers from the county of Euskirchen. They are a diverse group with regard to size of
land, age, medium-income and e crops grown. Hence, it is impossible to depict an audience persona
that is representative of this group. The only common characteristic seems to be that a majority is
hesitant, if not reluctant, to introduce new or more sustainable farming methods. Moreover, there
seems to be a widely felt feeling of resentment and distrust against state regulations and state
interference in agricultural affairs. The fact that their resentment is, in particular, directed at EU
institutions does not make our work any easier. Thus, it is imperative that we try to communicate on
a personal level with them and that we build up a personal and trusting relationship.

Secondary Audience

Residents of the two housing companies. Most of them have a so-called migration background
consisting of a broad range of ethnicities and nationalities. Nevertheless, a basic knowledge of
German can be assumed. They are also very diverse in terms of age groups and household type:
pensioners, young families, middle-aged singles and couples etc. Consequently, we need to
communicate in a simple way and provide information, participation and engagement offers, which
have a low threshold of effort to participate.

The citizens of Euskirchen. This is the general group consisting of people living in the county of
Euskirchen.

3.1.3 Key Messages

Planting reed grass not only creates environmental benefits but also creates economic opportunities.
In fact, planting reed grass and the opportunity for farmers to sell it to local businesses as a
renewable raw material will contribute to establishing a circular economy. The fact that planting reed
grass is also economically viable is the greatest asset to make it a sustainable NBS.

EN: “Be part of a green and local economy with renewable raw materials and thriving businesses.
Join us in planting reed grass. A small idea with a huge impact.”

DE: “Seien Sie Teil einer grinen und lokalen Wirtschaft mit erneuerbaren Rohstoffen und
florierenden Unternehmen. Machen Sie mit bei der Anpflanzung von Schilfgras. Eine kleine Idee mit
groBer Wirkung.”

Planting urban forests and climate parks mitigates climate risks such as heat islands and flash flood
events along with promoting biodiversity. Moreover, urban forests and climate parks foster greater
awareness for climate risks among residents, because of their inclusion in the planting and care
taking activities. At the same time, they foster social interaction within neighbourhoods and thereby
strengthen social cohesion. Beyond that, they promote physical and mental well-being and improve
the quality of life of the residents in general, since they protect against heat islands with their shade
and air moisture, and reduce air and noise emissions.
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EN: “A tiny forest cools the city and creates tiny islands of shelter for plants and animals in the midst
of concrete and dust. A seed of life in a hostile environment.”

DE: “Ein winziger Wald kiihlt die Stadt und schafft winzige Inseln des Schutzes fiir Pflanzen und
Tiere inmitten von Beton und Staub. Ein Samen des Lebens in einer lebensfeindlichen Umgebung.”

The offer to plant native, climate-robust plants on private land if the area has previously been
unsealed by the landowner creates an incentive for unsealing. This counteracts climate risks such
as heat islands and flash floods. These Nature-Based Solutions (NBS) are, therefore, an important
building block in our climate adaptation strategy, in general and in our natural flood management
specifically.

EN: “Make room for nature and let the soil do its work. Away with the gravel garden and welcome
birds and bees.”

DE: “Schaffen Sie Platz fiir die Natur und lassen Sie den Boden seine Arbeit tun. Weg mit dem
Schottergarten und willkommen Vbégel und Bienen.”

The County of Euskirchen has created an overall sustainability strategy that orchestrates all of our
different topics and activities with regard to reducing greenhouse emission, strengthening vulnerable
groups and social cohesion, along with climate impact adaptation. The promotion of NBS via
LAND4CLIMATE is part of our climate impact adaptation efforts within our sustainability strategy and
climate change adaptation strategy.

EN: “Learn more about our sustainability strategy and how you can get involved.”
DE: “Lernen Sie mehr liber unsere Nachhaltigkeitsstrategie und wie Sie mitmachen kénnen.”

3.1.4 Communication Channels and Tactics

The is used to share all the relevant
information on the NBS implementation and LAND4CLIMATE.
Social Media channels are used for posting on events and activities. and

are established channels that most citizens are already familiar with. Posts with photos
and video will be done to raise public awareness on NBS implementation.

Local newspapers — such as and cover
events and the distribution of the survey.

Press Offices/Websites of Euskirchen’s 11 municipalities — e.g. Municipal website of Hellenthal
Social Media Channels target a younger audience whereas newspapers and radio stations,
generally, target an older audience and municipal website and press officer of Mechernich helped
cover events and with the distribution of the survey.

Local Radio Stations - e.g. — for supporting the dissemination of the
survey.

Newsletter about climate adaptation measures, providing information on our NBS and our
sustainability strategy implementation.

In-person event with farmers, such as keynote speakers, workshops, group discussions, to promote
and discuss NBS ideas.

Direct personal contact with farmers via the Chamber of Agriculture by email or letter Information
letter, personal contact.

3.1.5 Resources and Responsibilities
The LAND4CLIMATE County of Euskirchen team is responsible for:

e Overall communication plan and coordination with partners along with our press and
communication department.

e Creating engaging content, and interactions with the local media.
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Events, liaising with local organizations, and sister projects.

County of Euskirchen press and communication department can carry out all press related

activities.

3.1.6 Measurement and Evaluation

Tool

LinkedIn post
(image, video, etc.)

Stakeholder event

Survey

Press coverage of
survey

Newsletter planned
at M12 and M48

Stakeholder event:
two information
events for residents
(M11)

Stakeholder event:
planting event of
climate parks and
urban forests (M13 -
14)

Final survey (M40)

3.1.7 Timeline
M1 — Announcement of LAND4CLIMATE kick-off event (done)

KPI

Number of views

Number of participating farmers

Feedback from participants/ interest to implement
NBS measures on their properties

Number of participants

Article in local newspaper and on websites of
communities: at least 2 in total

Number of subscribers

The majority of residents takes part

The majority of residents takes part including children
from a kindergarten

Number of participants

Expected
Results

150

30
>5

300

Needs to be
discussed

90

120

>3 journalists
from different
local
newspapers,
ideally television
as well

300

Communicating - with the assistance of press and communication department - the participation

in LAND4CLIMATE and

introducing the project

administrations, and to the public.

itself to colleagues,

partners, local

Explaining what it wants to achieve and why we chose to take part in this project.

Start using Communication Tools: social media channels and website as well as conferences,
video calls, along with word-of-mouth recommendations of meetings and events.

M2 -— M4 Development of the overall communication strategy (done)

Defining communication goals and relevant stakeholders.

Choosing appropriate  communication tools and coordinating them with our press and
communication department.

Deliverable 6.5
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e Preparing templates for different communication formats and agreeing upon a standardized
terminology that can be understood by a broader public to communicate our NBS measures.

e Allocate and reconcile responsibilities for different communication activities.
M3 — M4 Preparation of LAND4CLIMATE Websites (done)
Writing content for the LAND4CLIMATE website.

Editing and reconciling content with our press & communication department and with our deputy
chief administrative officer.

Creating a LAND4CLIMATE page on our County of Euskirchen website.

Editing and reconciling content of our child page with our press department and our deputy Chief
Administrative Officer.

Assigning department responsible for our website to create a Land4Climate child page with our
contents.

M5 — M7 Organisation of event with farmers (done)

e Discussing the goals and purpose of the event.

o Drafting the agenda, including an interactive workshop to discuss potential NBS in agriculture.
¢ Requesting keynote speakers.

¢ Finding a suitable location.

e Organizing the catering.

e Harmonizing the agenda with the keynote speakers.

e Preparing the presentations and information materials.

¢ Drafting and reconciling the save the date email and the invitations to the farmers.
¢ Sending out a save the date and the invitations with the agenda.

e Sending personal invitation to key players.

e Preparing the reporting documentation of the event.

M8 — M9 Creation of survey on climate adaptation measures (ongoing)

The survey asks our citizens questions on the topic of climate change and climate change
adaptation. The answers will help us better understand, which NBS are needed and which NBS
measures are most popular among our citizens. Moreover, the results will be incorporated into the
implementation of our climate change adaptation strategy.

In this survey, we asked our citizens: 1) How are you personally affected by climate change and the
increased number of hot days in the summer months? 2) How do you get information about climate
change? 3) What specific climate change adaptation measures would you like to see?

Here are the actions that have already been implemented for the survey collection.

o Drafting the survey and seeking advice and lessons learnt from other communities who already
have carried out a survey on climate adaptation measures.

e Editing and reconciling content with our press and communication department and with our
deputy Chief Administrative Officer.

e Requesting input from other departments on which other important issues should be addressed
in the survey.
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e Coordinating and liaising with our press and communication department a press campaign to
promote the highest possible level of participation.

o Coordinating and liaising with our press and communication department to select appropriate
communication tools.

o Coordinating and liaising with our administrative counter parts from other communities to
coordinate the press campaign.

e Tendering an offer to a graphic designer to create a poster and a digital ad to promote the survey.

¢ Awarding a contract to a graphic designer, writing the content and choosing the design for the
poster and for the digital ads.

o Answering feedback and questions from participants of the survey.

¢ Publicising the results of our survey in liaison with our press and communication department on
our social media channels and on our website.

M9 — Organisation of interview with a farmer for a local television broadcast. Arranging
contacts and setting up appropriate locations for the interview. (Upcoming)

M11 — Preparation of stakeholder events. Two information events for residents will be organised
between August and September 2024.

M12 — M48 Planning of creation of newsletter (quarterly).
M24 — Preparation of the update version of Communication plan.
M40 — Creation of the final survey.
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3.2.1 Objectives

Objective 0: To raise awareness and understanding of Nature-Based Solutions (NBS), highlighting
their benefits for environmental sustainability, climate change adaptation, biodiversity conservation,
social well-being and community resilience.

Objective 1. Inform relevant organisations, municipalities and local decision makers about the
project to enable them to be multipliers (enhancing the credibility of the project among the primary
target group. E.g. local mayors are particularly important to promote the project within their networks)
within 2024 during workshops and press releases.

Objective 2: Encourage participation from private landowners and land managers? to support and
implement NBS integration within 2024 and 2025.

Objective 3: Raise awareness, educate stakeholders about the multi-benefits of the implementation
of Nature-Based Solutions, and land use changes to enhance climate resilience.

3.2.2 Target Audience
Primary Audience

Landowners and farmers who are willing to discuss the benefits and opportunities of participating
in the project. They need to know about LAND4CLIMATE's initiatives, how they can participate in
the activities, and the benefits to their community. Focus lies on landowners and farmers within the
risk hotspot areas. This audience group is characterized by an age between 30 and 60, mainly male
dominated, who are occupied as full-time or part-time farmers. Economically their income level can
be described as average with a property ownership of 20 to 50 hectares. Furthermore, there is a
plurality of mindsets and motivations within the target group. The communication activities are guided
by the viewpoints identified by Braito et al. 2020.

Subsidies and financial incentives for NBS play a major role for adaptation as well as the
embeddedness and the backing of their network and their institutional context (esp. Chamber of
Agriculture/Landwirtschaftskammer). The target group trusts information from local agricultural
advisors, seminars and workshops with an agricultural background and other successful landowner
testimonials. Decision-making is based on detailed information and case studies showing successful
implementations and clear economic impacts before making decisions.

Secondary Audience

o Policy Makers (local level, mayors of the municipalities).

e Agricultural Organisations and Initiatives (Chamber of Agriculture/Landwirtschaftskammer
¢ Humus+, myhumus (Kompetenzzentrum fir Acker, Humus und Erosionsschutz).

e Local Communities (community members in the pilot region).

e Scientific Institutions (research that supports and amplifies the message).

e Environmental Organizations/NGOs (local NGOs that are embedded within the communities and
can use their network for more outreach, esp. Weideverein Lafnitztal, Biolage, Naturschutzbund).

3.2.3 Key Messages — What information should be provided?
EN: “Adaptation to climate change by implementing Nature-Based Solutions is key!”

AT: “Anpassung an den Klimawandel durch naturbasierte Lésungen ist der Schliissel!”

1 In the remainder of the text, we use ‘landowners’ as an inclusive term for land owners and other people whose land
management decisions and actions influence natural water retention.
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EN: “The main advantages from a community perspective are flood risk reduction, biodiversity
enhancement, groundwater level increase, microclimate improvement and increasing climate
resilience. If Nature-Based Solutions (NBS) are well adjusted to the needs of landowners and land
managers they can also offer economic opportunities through the reduction of erosion and irrigation,
diversification of products and optimisation of subsidies.”

AT: “Die wichtigsten gesellschaftlichen Vorteile von naturbasierten Lésungen sind die Verringerung
des Hochwasserrisikos, die Verbesserung der biologischen Vielfalt, die Erhéhung des
Grundwasserspiegels, die Verbesserung des Mikroklimas und die Starkung der Klimaresilienz.
Wenn naturbasierte Lésungen gut an die Bedirfnisse der Landbesitzer und -bewirtschafter
angepasst sind, kénnen sie auch wirtschaftliche Chancen bieten, indem sie die Erosion und den
Bedarf fir Bewésserung verringern, die landwirtschaftlichen Erzeugnisse diversifizieren und den
Nutzen der Subventionen optimieren.”

3.2.4 Communication Channels and Tactics

The following communication tactics should be used within the project to reach out to the primary
target group. Ongoing media work as press releases are considered as “business-as-usual” and will
not be described in detail.

Direct and Personalized Communication

Personalized Invitations and Farm Visits. Get in direct contact by providing individual visits for
interested farmers and landowners. These contacts should be based on an information pack (and
will also be handed out in print) that includes detailed information on the project and case studies,
NBS options for different backgrounds/topographies, and calculations of changes in cash flows,
income, subsidies and compensations.

Local Community Engagement Program

Landowner Roundtable Discussions. Roundtable events in local community centres should give
landowners the opportunity to discuss challenges and opportunities with Nature-Based Solutions.
These events will feature guest speakers who are already successfully implementing such solutions.

Farm Walks. Organize guided tours on properties that have successfully integrated Nature-Based
Solutions. This peer-to-peer learning opportunity allows landowners to see practical results and
discuss the processes with fellow landowners.

Social Media. Create private Facebook or LinkedIn group specifically for landowners in the project
area. This group can serve as a space for sharing experiences, advice, and updates on the project,
moderated by experts and show the progress of ongoing transformations. Another approach is using
synergies with existing channels by establishing connections with such groups (like MyHumus
“Praktikerforum”, a WhatsApp-Group for the self-support for farmers in humus management).

3.2.5 Resources and Responsibilities

Communications Manager. Oversees strategy, content creation, and distribution for the information
of stakeholders and the organization of workshops; interaction with local media; connect with local
organizations. Communication Manager is involved in:

e Landowners' Roundtable Discussions.
e Social Media Group.

Content Creator. Creates content for engagement activities like workshops or bilateral meetings,
working with an illustrator on specific graphical content for communication. Content Creator is
involved in:

e Personalized Invitations.

e Social Media Groups.
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Agricultural Consultants: Provide expertise during farm visits and self-organized workshops, tailor
NBS proposals to individual needs of landowners and farmers based on the principles of co-creation.
Agricultural Consultants are involved in:

e Personalized Invitations and Farm Visits.
e Landowners' Roundtable Discussions.
o Farm Walks Social Media Group.

3.2.6 Measurement and Evaluation

Tool

Adoption Rate of
NBS

Data collection
method: Survey
following
personalized
invitations and farm
visits

Engagement during
workshop

Data collection
method:
Documentation of
workshops and
participants

Engagement during
workshop

Data collection
method:
Documentation of
workshops and
participants

Ongoing review and
guality of
communication and
participation
Ongoing review and
quality of
communication and
participation

3.2.7 Timeline

KPI

Number of landowners implementing NBS following
engagement activities

Area (in hectares) with implemented NBS as a result
of the project’s outreach

Response rates to personalized
communication/exchange

Number of attendees at workshops and roundtable
discussions

Participation in farm visits

Regular Review Meetings: Hold quarter-yearly
meetings with the communications team and to review
KPIs and discuss necessary adjustments to reach the
three main objectives

Pilot Testing: Before rolling out the main instruments
and the used materials, conduct pilot tests to test the
effectiveness of approaches in smaller settings

Expected
Results

50 landowners

70 ha
transformed
area

>15% response
rate

200 participants

50 participants

6 meetings

5 test cases

M1 — Presentation of the project at a local conference (Lafnitztaltagung) to the secondary audience

(done).

Responsible: Communications Manager.
M3 — M4 Preparation of LAND4CLIMATE Website for FRR Lafnitz (done).

Responsible: Content Creator.

Deliverable 6.5
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M5 — M11 Clarification and definition of possible approaches, communication strategy and
required communication material.

Responsible: Content Creator.

M9 — Finalize and approve the communication strategy within the team during partner meeting
(done).

Responsible: Communications Manager.

M6 — M13 Organise a workshop with local stakeholders with roundtable discussions to network
with other initiatives, organisations and local public authorities.

Responsible: Communications Manager.
M1 — M13 Design and production of informational packets and materials for Farm Visits.
Responsible: Content Creator.

M13 — M48 - Personalized Invitations, Farm Visits and Farm Walks fostering the co-creation of
NBS.

Responsible: Agricultural Consultants.

M16 — Launch of the social media group for the sharing of experiences and knowledge exchange.
Responsible: Agricultural Consultants and Communications Manager.

M16 — Assessment of activities during 2024 and Definition of the work program for 2025
Responsible: Communications Manager.

M24 — Update version of Communication plan.
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3.3.1 Objectives

Objective 0: Increase awareness and understanding of Nature-Based Solutions (NBS) and highlight
their contribution to environmental sustainability, climate change adaptation, biodiversity
conservation, social well-being and community resilience through the example of selected research
sites.

Objective 1: To introduce the issue of global climate change to local communities through the
example of selected research sites.

Objective 2: To present and show examples of good practice of nature-friendly measures realised
in revitalizations in National Park and on private land.

Objective 3: To involve local communities in activities that help to reduce the effect of global climate
change.

Objective 4: Teaching children about the importance of NBS preventing climate extremes and
increasing biodiversity in classrooms of NP administration. Passing on good practice to land owners
on NP conference.

3.3.2 Target
Primary Audience

Representatives of the municipality of Krasna Lipa and the whole Usti nad Labem Region. This
group is essential for further dissemination of knowledge about the LAND4CLIMATE project, which
creates measures to help reduce global climate change.

Secondary Audience

Inhabitants of these municipalities and school students, their involvement is important for the
knowledge of future generations.

3.3.3 Key Messages

The key message we want to give to residents is the opportunity for them to be directly involved in
the process of reducing the impact of global climate change. It also includes information on what
NBS residents can implement or assist in the creation of, for example, by providing land, etc. We
want to offer primary school students relevant information about the current state of global climate
change, but also offer them realistic options for reducing this phenomenon, which could also lead to
an improvement in their psychological well-being.

At the same time, the implementation of the NBS also brings economic benefits. In particular, water
retention in the landscape provides better opportunities for agriculture and reduces irrigation costs.
Retaining water in the landscape will also help to fill wells and other water storage facilities in areas
where these resources are needed. A water-filled landscape could also bring a reduction in the risk
of wildfires, which can be quite devastating to this residential and tourist area. Increasing green
infrastructure also leads to more urban settlements.

EN: "A great opportunity to tackle climate change and build community resilience!"

CZ: "Skvéla pfilezitost zabyvat se zménou klimatu a pomoci spole¢ného zajmu prohloubit pospolitost
komunity."

EN: “Awareness is the first step to adapt to the impacts of global climate change.”
CZ: “Informovanost je prvnim krokem k adaptaci na dopady globalni zmény klimatu.”
EN: “The selected NBS measure is an example of how to help reduce the impacts of climate change.”

CZ: “Vybrané opatreni NBS je pfikladem toho, jak pfispét ke snizeni dopadt zmény klimatu.”
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EN: “The selected NBS measure not only helps to reduce the impacts of global climate change, but
also has economic benefits and enhances resident well-being by increasing water in the landscape.”

CZ: “Zvolené opatieni NBS nejenZe pomahéa snizovat dopady globalni zmény klimatu, ale také
pfispiva ke zlepSeni Zivotniho prostredi., ale ma také ekonomické benefity a zvysuje blahobyt
rezident( zadrzovanim vody v krajiné.”

3.3.4 Communication Channels and Tactics

We propose several activities for communication with target groups, including a travelling
exhibition, a mini-film, lectures or projects. The whole topic could be presented at a conference
of its own, which would include all these activities.

To invite people social media and project website will be used: such as the profile and
the

Some of the information that should reach the residents will be regularly presented in local
periodicals — e.g. Circular Letter of National Park - as part of a short window. This space should
suggest small changes that residents can implement in their own homes or businesses.

School groups could be informed through lectures or a touring film or a freely available version of
this film on social media.

3.3.5 Resources and Responsibilities
KLM:

¢ Newspaper column: a small article in a local periodical dedicated to the project, Nature Based
Solutions and common activities that residents can do to reduce global climate change.

¢ Organisation of excursions to old coal mines in Germany, as an educational and awareness
raising activity for the target groups (municipal officials from FRR and RR and private landowners
from both regions), to better involve them, to draw attention to best practices in the
implementation of NBA and to inspire and spread awareness of successfully applied NBS in the
surroundings of our region that we found in the Lusatian LakesCreation of information leaflet
about NBS for residents in the FRR.

e Planning of community landscape architect in NBS designs in the city's intra-villa and extra-villa
with the involvement of the public.

e Realisation of a mini-film/small-scale educational video.

¢ Organisation of a conference with excursion focused on revitalization measures for private
owners and self-government.

e Organisation of roving exhibition.
o Publication of paperback with practical examples of revitalization measures.
¢ Organisation of educative program for school children to be included into ongoing education programs.
UJEP:
e Organisation of beer coasters with NBS themes.
3.3.6 Measurement and Evaluation

Tool KPI Expected Results

As part of normal daily

Newspaper column interaction with its citizens and 30 POsts
obtaining feedback from them
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Excursion

Leaflet

Community landscape
planning

Mini-film

Conference with excursion

Exhibition

Publication

Educative program for school
children

Beer coasters

3.3.7 Timeline

on the plans and running of
the town hall (e.g. elections
held once every 4 years are
an absolute evaluation)

Based on an evaluation
guestionnaire after the
excursion

It will depend on the content of
the leaflet (e.g. at the starting
point of the project, the
priorities to be communicated
to the citizens have not yet
been determined in detail)

Measured on citizen feedback
during the public hearing of
the plans

Number of views on the social
networks

Conference focused on
municipalities and private land
owners to share good practice
examples and ways how to
get there

Number of arrangements,
number of visitors and
contributions in the visitors'
book (if it will be indoors). If in
the exterior - on the basis of
ongoing consultations with
citizens and visitors

Publication summarizing
conference topics about
processes needed to revitalize
private and communal land

Sharing the importance of
water retention, precious
water habitats and its
protections

A interview with the staff of the
restaurant where the beer
coasters will be placed

30 participants

3000 pieces

Improvement of quality of the
plan

100 views

50 participants

2000 visitors

100 publications to distribute
at the conference and at the
National Park

50 participants

7 respondents

M1 — Clarification and possibilities for implementation of individual actions and events.

M2 — M3 Organisation of the content of the calendar.

M13 — M48 Production of contents for newspaper columns.

M17 — M19 Educative program for schoolchildren.

Deliverable 6.5
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M20 — M26 Organisation of excursion.
M20 — M22 Beer coasters.
M23 — M31 Preparation of Leaflet.

M29 — M43 Realisation of mini-film to be disseminated on social media.

M27 — M48 Organisation of exhibition.

M31 — M35 Community landscape planning.
M32 — M34 Conference with excursion.

M35 — M37 Publication.

M35 — M37 Beer coasters.

Deliverable 6.5
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3.4.1 Objectives

Objective 0: To raise awareness and understanding of Nature-Based Solutions (NBS), highlighting
their benefits for environmental sustainability, climate change adaptation, biodiversity conservation,
social well-being and community resilience.

Objective 1: The Park intends to present the objectives and the contents of the LAND4ACLIMATE
project to the various categories of stakeholders that includes local farmers, local communities and
business actors involved in the local tourist economy. To achieve this, the goal is to raise local
community engagement by updating stakeholders on the progress and results of actions taken at a
local level, as well as in other involved Front Running Regions and to share information about project
progress. (This is a long-term objective).

Objective 2: The final goal is to enhance the knowledge, acceptance, and mainstreaming of the
Nature-Based Solution (NBS) intervention among local stakeholders. These three categories involve
several aspects and objectives that are fundamental to our communication purposes:

o Knowledge about: Measures, protocols for climate change adaptation (CCA), ecological
systems, and hydro-meteorological risks in the Po-River Park; interests and roles of every
involved stakeholder; governance, policy, and procedures for CCA,; tools and techniques for
ecosystem services evaluation.

e Acceptance of: The effectiveness of the NBS in mitigating coastal erosion, drought and river
flooding; costs and co-benefits related to NBS implementation and maintenance. Enhancing
acceptance will consider the sense of personal responsibility within the local population, their
trust in implementers and the scientific community, and the potential presence of competing
societal interests.

¢ Mainstreaming of the NBS intervention is a long-term objective that consists in the engagement
of stakeholders in future actions related to the maintenance or further implementation of NBSs,
the willingness to increase investments, and the inclusion of NBSs in planning and policies.

3.4.2 Target Audience
Primary Audience
Private landowners and local citizens near to the intervention of the Lower Po Delta

The involvement of landowners is important because actions aimed at identifying nature-based
solutions to mitigate the effect of climate change on coastal lands are aimed at them; many of the
land behind the dunes is private and used for agriculture and it is threatened by soil salinization.
They are well known and used to cooperate with the Park.

Citizens, however, generally benefit indirectly from the planned actions, but are a preferential and
fundamental interlocutor for a public body like the Park.

Secondary Audience

Regional Civil Defence Agency Centre of Ravenna and Ferrara, public entities that are
responsible of the coast defence activities and of the territory management.

3.4.3 Key Messages
The key take-home messages that the Park wants to provide to the community are:

¢ Managing activities in the territory in response to these changes is the only viable option, as it
makes the population resilient to climate change.

o Identifying, applying, and monitoring Nature-Based Solutions (NBS) is the most likely approach
to ensure sustainable territorial administration even during climate change.
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The application of NBS ensures the preservation of territorial resources while maintaining the
human activities that take place within it.

Other messages that we would like to spread will include the following content and elements:

The aim of the project.
The involved partners and their role.
The role of the Po Delta Park and its collaboration with the University of Bologna.

The risks that need to be faced: Climate change is currently happening and everyone at all levels
of territorial administration and in all aspects of territorial life must be aware of this.

What is a Nature-Based Solution (NBS) and what are the potential beneficial aspects of
introducing these solutions in our territory in the context of climate change adaptation strategies.

Which kinds of NBSs have been identified to face those threats at the local level.

3.4.4 Communication Channels and Tactics

Social media platforms (
post every 6 weeks.

and ) for engaging with a younger audience — 1

Direct email for communicating with specific stakeholders — as needed.

Articles in the to update progress in the project development.

Articles in local newspapers:

Specific meetings in which the private landowner will be directly involved by the Park.

Two public conferences for citizens.

3.4.5 Resources and Responsibilities

Responsible for overall communication plan, and coordination with partners.

Responsible for creating engaging content, and interactions with the local media.

Two staff members responsible for organizing events, liaises with local organizations, and sister

projects.

3.4.6 Measurement and Evaluation

Tool

Website
Local newspapers
Social media

Direct email

Meetings/Debates/Conference
with the target audience

Deliverable 6.5

KPI

Number of pageviews
Articles
Number of views

Feedback from recipients

Stakeholders engaged
(private landowners, farmers,
citizens) — Specific meetings
with private landowners; two
conferences for citizens

Expected Results
200 per post

10 per year

200 per post

20 per email

50 participants
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Metrics: quarterly reviews to assess overall effectiveness and to monitor the KPIs, questionnaires to
evaluate the knowledge, acceptance, and mainstreaming of NBS intervention within the
stakeholders (they will be administered during the events).

3.4.7 Timeline
M1 - Announcement of LAND4CLIMATE kick-off event (done)

¢ Communicating - with the assistance of SOCIAL MEDIA - the participation in LAND4ACLIMATE
and introducing the project itself to colleagues, partners, local administrations, and to the public.

e Explaining what it wants to achieve and why we chose to take part in this project.

e Start using Communication Tools: social media channels and website as well as conferences,
video calls, along with word-of-mouth recommendations of meetings and events.

M11 - Present the activities of the FRR to students of the NBS summer school organised by
UNIBO.

M12 - Develop the overall strategy and a content calendar.

M15 - Organise and promote a community event on NBS: Conference with the target audience.
M21 - First meeting with stakeholders (local authorities, landowners, NGOSs)

M24 - Connect with sister project to organise joint events.

M24 - Article in local newspapers is published.

M24 - Update version of Communication plan.
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3.5.1 Objectives

Objective 0: To raise awareness and understanding of Nature-Based Solutions (NBS), highlighting
their benefits for environmental sustainability, climate change adaptation, biodiversity conservation,
social well-being and community resilience.

Objective 1: Informing local communities about the purpose and importance of the LAND4CLIMATE
project and its benefits.

Objective 2: Increasing the awareness of the rural population on climate change and its adaptation
measures.

Objective 3: Making aware the target audience about the importance of Nature-Based Solutions
and the possibility of their implementation in their area.

Objective 4: Informing the target audience (stakeholders) about the evolution and results of the
project.

Objective 5: Sharing project knowledge and lessons learned with key stakeholders to facilitate
informed decision-making in land use planning for multiple benefits.

3.5.2 Target Audience
Primary Audience

Land owners in the flood plain. Owners of ponds and gravel pits, farmers, local/regional
authorities: This target group will be encouraged to ask questions to find out benefits for them.

The community of the area (rural environment) will be encouraged to understand the two benefits
of the NBS measures: environmental and economic.

Local authorities (Timis Environment Protection Agency; Caras-Severin Environment Protection
Agency). Promote cooperation / partnerships between scientists and policy makers in this region.

Secondary Audience
Universities and NGOs. Promote general interest and create awareness of project.
3.5.3 Key Messages

EN: “LAND4CLIMATE promotes how Nature-Based Solutions (NBS) improve the environment for
the population in the project area’.

RO: “LAND4CLIMATE promoveazd modul in care solutiile bazate pe natura (SBN) imbunétatesc
mediul pentru populatia din zona proiectului”,

EN: “NBS reduces the amplitude and risk of floods, increasing the adaptation capacity of ecosystems
to climate change”.

RO: “Solutiile bazate pe naturd reduc amplitudinea si riscul inundatiilor, crescand capacitatea de
adaptare a ecosistemelor la schimbarile climatice”,

EN: “Increasing the lateral connectivity of the Timis River leads to increased biodiversity”.
RO: “Cresterea conectivitétii laterale a réului Timig duce la cregterea biodiversitatii’.

EN: “The creation of new wetlands at the Timis River will lead to increased aquifer recharge, which
will increase the availability of groundwater in adjacent communities and beyond”.

RO: “Crearea de noi zone umede la raul Timis va duce la cresterea reincércarii acviferelor, ceea ce
va creste disponibilitatea apei subterane in comunitatile adiacente si nu numai’.
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3.5.4 Communication Channels and Tactics

Website. and are used to publish
informative material.

Social Media. E.g. Facebook — Apele Romane Banat are used when appropriate. For example,
project video will be shared on social media.

Regional/Local Radio.

Meetings/debates with the target audience at the headquarters of the local authorities.
Press release to disseminate information, 1-3 per year or whenever needed.

3.5.5 Resources and Responsibilities

In order to implement the communication activities within the demonstration site, there is an internal
Communication Manager responsible for:

e Local Communication Plan.

e Creating content for posts.

¢ Interaction with regional media.

e Liaison with stakeholders.

e Organizing meetings/debates in the rural community.
3.5.6 Measurement and Evaluation

Tool KPI Expected Results
Website Numbers of visitors ~100
. . Number of likes, comments, 30 likes per post, ~50 views
Social media o oo b
distributions per individual post
Regional/Local Radio Number of news /shows 1-2 per year
Meetings/debates with the Number of participants 1-2 per year

target audience

Number of articles published

Pr Rel . X )
eSS Releases in online media

1-3 per year

Number of likes, comments,

Video (share on social media) distributions

1-2 per year

3.5.7 Timeline

M1 (done) - Participation in the kick-off event in Dortmund, in particular in sessions on
communication.

M2 — M5 (done) Administrative process of staff recruitment and selection for the project’s
administrative team and the project’s technical team, including the communication team.

M6 — M10 (done) Preparation of Communication strategy.
M11 — Starting the implementation of the Communication strategy.
M11 — (done) Launch of the first press release - (project information).

M11 — M14 News posts on the website and social media.
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M15 — Monitoring and analysis of the results of communication actions.

M19 — M20 First meeting with stakeholders (local authorities, landowners, NGOSs).
M19 — Press release — (project stage).

M23 — M26 News posts on the website and Social media.

M22 — M23 Press release — (project stage).

M24 — M25 Second meeting with stakeholders.

M24 — M25 Press release — (project stage).

M22 — M27 Monitoring and analysis of the results of communication action.
M24 — Update version of Communication plan.

M31 — M32 Press release — (project stage).

M34 — Third meeting with stakeholders.

M34 — M35 Press release — (project stage).

M31 — M38 News posts on the website and Social Media.

M37 — M38 Press release — (project stage).

M34 — M39 Monitoring and analysis of the results of communication actions.
M43 — M44 Press release — (project stage).

M43 — M48 News posts on the website and Social Media.

M47 — M48 Press release - (end of the project).

M48 — Monitoring and analysis of the results of communication actions.
Ongoing:

e Preparation of materials for social media: 2-3 days before the participation to meetings.
o Regional/Local Radio, Meetings/debates: 2-3 days before the activities.

e Analysis of results and revision of Communication actions: In every November and June of each
year of project implementation (2024, 2025, 2026, and 2027).
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3.6.1 Objectives

Objective 0: To raise awareness and understanding of Nature-Based Solutions (NBS), highlighting
their benefits for environmental sustainability, climate change adaptation, biodiversity conservation,
social well-being and community resilience. (M 1-48)

Objective 1: Increase awareness of LAND4CLIMATE among local communities in Ronava River
catchment (M1-11), and encourage knowledge of the region about benefits of long-term use of NBS.

Objective 2: Increase community engagement in climate action initiatives (M3-M14).

Objective 3: Raise awareness of NBS through direct implementation by stakeholders (volunteering
and workshop), (M10-M26).

Objective 4: Inform our audience about the progress and the outputs of the project (M10-M26).
Objective 5: Inform local landowners about the benefits of Nature-Based Solutions (NBS) (M3-M42).

3.6.2 Target Audience
Primary Audience

Local farmers, forest managers, land owners, active citizens. They should learn about the direct
and indirect, economic and environmental benefits of implementing NBS on their land. They must
understand that by mismanaging the country, they are contributing to ongoing climate change and
the degradation of the country.

Secondary Audience

Environmental civil organizations, watercourse managers, and representatives of local
governments. They need to understand the significance of LAND4CLIMATE's work, and how it
aligns with local policy goals. Moreover, they can also support and amplify the message. They must
find out that by changing local policies and certain regulations, they can make a positive contribution
to reduce the impacts of the ongoing climate change and that they have a responsibility for the proper
management of the country.

3.6.3 Key Messages

EN: “Each of us is responsible for the state of the country we live in and for extreme weather changes
that negatively affect us all.”

SK: “KazZdy z nas je zodpovedny za stav krajiny, v ktorej Zijeme a za extrémne zmeny pocasia, ktoré
nas vsetkych negativne ovplyvriuju”.

EN: “Nature-Based Solutions (NBS) bring not only environmental benefits but also economic
opportunities. In fact, the implementation of NBS projects promotes income generation and the
sustainable economic development of the region.”

SK: “Prirode blizke opatrenia (NBS) prinasaju nielen environmentalne vyhody, ale aj ekonomické
prilezitosti. Realizacia projektov NBS totiz podporuje tvorbu prijmov a trvalo udrzatefny ekonomicky
rozvoj regionu.”

EN: “Nature-Based Solutions (NBS) fosters greater interaction and acceptance among local
populations. LAND4CLIMATE will also highlight how NBS positively affects communities, enhancing
quality of life, and promoting social cohesion.”

SK: “Prirode blizke opatrenia (NBS) podporuju vacsiu interakciu a akceptaciu medzi miestnym
obyvatelstvom. LAND4CLIMATE tiez poukaze na to, ako NBS pozitivne ovplyvriuje komunity,
zvy8uje kvalitu Zivota a podporuje socialnu sudrznost.”

EN: “Nature-Based Solutions (NBS) make communities more resilient to climate change and natural
disasters. Green infrastructure such as urban green spaces, green roofs and natural flood
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management systems not only mitigate risks, but also reduce vulnerability and increase adaptive
capacity.”

SK: “Prirode blizke opatrenia (NBS) zvysuju odolnost komunit voéi klimatickym zmenam a
prirodnym katastrofam. Zelena infraStruktura, ako su mestské zelené plochy, zelené strechy a
prirodzené systémy protipovodrioveho manaZmentu, nielenze zmierfiuju rizika, ale tieZ znizuju
zranitelnost’ a zvy$uju adaptacnu kapacitu.”

For Landowners

EN: "Nature-Based Solutions can make your land more resilient to floods and droughts. Join the
Land4 Climate project and find out how these measures can protect your property."

SK: "Prirode blizke opatrenia (NBS) mézu urobit vasu pédu odolnejSou voéi povodniam a sucham.
Zapojte sa do projektu Land4 Climate a zistite, ako mdéZu tieto opatrenia ochranit vas majetok.”

EN: "The Ronava Basin deserves effective solutions to the problems caused by droughts and
frequent flooding."

SK: "Povodie Roriava si zasluZi efektivne rieSenia problémov spésobenych suchom a ¢astymi
zaplavami."

For Local Municipalities

EN: "The LAND4CLIMATE project offers sustainable solutions that can improve your communities’
resilience to climate change. Work with us to implement the NBS."

SK: "Projekt LAND4CLIMATE ponuka udrzZatelné rieSenia, ktoré mbézu zlepsit odolnost vaSich
komunit vocCi klimatickym zmenam. Spolupracujte s nami na implementacii NBS (Prirode blizke
opatrenia)."

For the General Public

EN: "Natural solutions are the key to adapting to climate change. Support under the LAND4CLIMATE
project will contribute to a safer and more resilient environment."

SK: "Prirodné rieSenia st klucom k prispésobeniu sa klimatickym zmenam. Podpora v ramci projektu
LANDA4CLIMATE prispeje k bezpecnejSiemu a odolnejSiemu prostrediu.”

EN: "The LAND4CLIMATE project brings solutions that will directly impact the quality of life in our
community. NBS help us create a healthier and safer environment for all.”

SK: "Projekt LAND4CLIMATE prinaSa rieSenia, ktoré priamo ovplyvnia kvalitu Zivota v naSej
komunite. Prirode blizke opatrenia nam pomahju vytvarat zdravsie a bezpecnejSie prostredie pre
vSetkych."

For Local Government Support

EN: "The LAND4CLIMATE project provides local governments with the tools and knowledge needed
for NBS implementation on private and public land."

SK: "Projekt LAND4CLIMAT poskytuje samospravam nastroje a znalosti potrebné na implementéciu
NBS na sukromnych a verejnych pozemkoch."

EN: "Collaboration with local governments is key to the success of the project. Thanks to you, we
can better plan and implement measures that will benefit the whole community."

SK: "Pre uspech projektu je kltucova spolupraca so samospravami. Vdaka vam mézZzeme lepSie
planovat a realizovat opatrenia, ktoré budu prinosom pre celti komunitu.”

Strategic Relevance and Long-Term Planning

EN: "NBS are not only effective in solving current problems, but are also strategic for long-term
planning and development of the region.”
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SK: "NBS su nielen efektivne pri rieSeni aktualnych problémov, ale aj strategické pre dlhodobé
planovanie a rozvoj regionu."

EN: "By investing in NBS, we can achieve sustainable development that will benefit all generations."

SK: "Investiciou do prirode blizkych opatreni méZeme dosiahnut’ udrZatelny rozvoj, ktory bude
prinosom pre vsetky generacie.”

3.6.4 Communication Channels and Tactics

Social Media Platforms are used for engaging with a younger audience, publishing one post every
two months.

e Facebook: ,

My sme alternative.
e Linkedin: ,
e [nstagram:

Direct emails are used for communicating with specific stakeholders. At least 4 times a year email
communication with each stakeholder.

Joint events will be organised once a year, with local environmental organizations for capitalising
on resources and sharing knowledge.

Press releases and articles in local newspapers. At least one article per year is produced.

Final Conference, Press Conference (M42). All interested parties will be invited to the final
conference, as well as mayors and citizens of municipalities where NBS will be implemented. At the
final conference, the idea and purpose of the project, the procedures for implementing the project
and the results will be presented. Landowners will share their experience with the implementation of
NBS on their land.

3.6.5 Resources and Responsibilities

Chief communications officer (ARR). Responsible for overall communication plan, and
coordination with partners.

Public relations officer (PaW). Responsible for creating engaging content, and interacts with the
local media.

Chief communications officer and public relations officer. Responsible for organizing events,
liaises with local organizations, and sister projects.

3.6.6 Measurement and Evaluation
Tool KPI Expected Results

Number of landowners
reached: how many

Email, meetings landowners were reached >10
through communication
channels
Events: Number of participants at
Public presentation of events (i.e. how many people
: ; > 120
selected locations attended organised

Workshop workshops and meetings)
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Conference with public
presentations on the result of
NBS

Final Conference

Events

Articles in newspapers

Social Media

Website

Brochure

3.6.7 Timeline

Feedback from participants:
Number of positive and
negative responses received
through questionnaires or
post-event surveys

Number of new contacts or
partnerships

Number of articles published:
How many articles were
published in local newspapers

Number of posts published:
how many posts on social
media

Social media engagement
rate: Number of likes, shares,
comments and reach of posts
on platforms such as
Facebook, X and Instagram

Number of visits to the
website: How many people
visited the project website,
and how long they stayed

Number of municipalities that
will receive the brochure
electronically

M1 — Start communication on LAND4ACLIMATE (done)

> 10
20

> 25

> 100

15 per month, 3 min

100

e Start using communication Tools: social media channels and website as well as conferences,
video calls, along with word-of-mouth recommendations of meetings and events.

M2 — M3 Development of the overall communication strategy (done)

o Defining communication goals and relevant stakeholders.

o Allocating and reconciling responsibilities for different communication activities.
M3 — M4 Preparation of LAND4ACLIMATE Websites (done)

e Helping with writing content for the LAND4CLIMATE website.

M4 — M6 Organisation of event with farmers (done)

o Discussing the goals and purpose of the event.

o Drafting the agenda, including an interactive workshop to discuss potential NBS in agriculture.

e Requesting keynote speakers.

¢ Finding a suitable location.
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¢ Organizing the catering.

e Harmonizing the agenda with the keynote speakers.

e Preparing the presentations and information materials.

¢ Drafting and reconciling the save the date email and the invitations to the farmers.
¢ Sending out a save the date and the invitations with the agenda.

e Sending personal invitation to key players.

e Preparing the reporting documentation of the event.

M5 - M11 Public presentations at open forums: presentation of the results of processed plans to
a wide interested public and obtaining feedback, creation of a press release.

M3 - M14 - Organisation of individual consultations and communication with stakeholders
on NBS planning and concretization.

¢ Communication with interested parties with the selection of suitable locations for the
implementation of NBS with the processing of plans in selected specific locations in the Rofava
river basin.

¢ Organisation of a public presentation of selected locations with public open opposition of the
proposed solutions, press conference (Minimum 20 participants).

M10 - M26 Communication actions regarding the NBS implementation and monitoring at
specific locations monitoring and regular provision of outputs from NBS implementation to
the media and publication on social networks.

e Organisation of a workshop on restoration of the damaged landscape with practical
implementation (Minimum 10 participants).

¢ Organisation of a conference with public presentation on the results of NBS implementation
(Minimum 30 participants).

M20 - M35 Dissemination of experiences and lessons learnt to other partners in the Ronava
basin and the KosSice region including to replicating regions.

e Creation of a brochure with recommendations for public policies shared electronically with at
least 100 municipalities.

M42 — Organisation of a final conference with an expected of minimum 60 participants.
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Conclusions

This document presents the local communication plans of the LANDACLIMATE FRRs as
demonstration sites. It outlines the objectives, target groups, key messages, communication
channels, responsibilities, monitoring and evaluation metrics and timeline for each FRR.

These plans are intended to help develop specific local communication activities and establish local
communication channels in relation to the planned interventions in the FFRs. Therefore, they should
be seen as supplementary to the local NBS implementation plans. In addition, they support the
broad communication of the overall LAND4CLIMATE project at the local level, enabling local actors
to understand the broader perspective of NBS and the importance of their project implementation in
the context of climate change mitigation and adaptation.

The local communication will be supported and accompanied by the general communication
activities of the broader project, both in terms of materials and co-designing the communication
plans.

A further update of the local strategies is planned for M24 ("Demonstration sites communication
plans — updated version" - D6.6). This will include a more detailed planning of the final
communication activities and results to date of communication activities completed in the
demonstration areas.
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Annex 1 - Template Demonstration sites Communication Plan

This document is to be used as a template for your Communication Plan (D6.5 — Demonstration sites
communication plans). Remember that the scope of the Communication Plan is to effectively outline
the strategies and actions that your region will implement to disseminate information, engage
stakeholders, and ensure clear and consistent communication of your activities throughout the
duration of the project. When drafting this document please think carefully about who you are
communicating to about your project, the target audiences of the communication activities might be
different to stakeholders you plan to engage with to help you deliver your project.

All text in italics should be deleted before submission. The bullet points are there for guidance as to
what should be included in that subsection, while the example text are illustrative examples of the
type of things you should include in your plan. These plans do not have to be too long but they need
to have enough details that if for whatever reason you are no longer involved in the project your
successor can come along and continue from where you left off.

Objectives - What do you want to achieve by communicating?
e Clearly define and list short-term and long-term objectives,
e Ensure they are specific, measurable, achievable, relevant, and time-bound (SMART)

e Consider including objectives related to raising awareness, audience engagement,
behavioral change, etc.

EXAMPLE:

Objective 1: Increase awareness of LANDACLIMATE among local communities within the next XY
months.

Objective 2: Increase community engagement in climate action initiatives over the next XY years.

Objective 3: Inform our audience about the progress and the outputs of the project
Target Audience - Who do you want to reach with the communication?

e [dentify the primary and secondary target audience segments

e Consider demographics, psychographics, communication preferences, and any other relevant
information

e Try creating audience personas to better understand their needs and preferences

e Try to be as specific as possible. List the specific names of the organisation or local planning
department, for example, don't simply say farmers, but local farmers owning/managing land in
the specific areas of xy

EXAMPLE:

Primary Audience: Farmers aged XY, with an interest in sustainable living and environmental
conservation. They need to know about LANDA4CLIMATE's initiatives, how they can participate in the
activities, and the benefits to their community.

Secondary Audience: Local government officials and policymakers, aged 30-60, interested in climate
change and NBS strategies. They need to understand the significance of LAND4CLIMATE's work
and how it aligns with local policy goals. Moreover, they can also support and amplify the message.

Key Messages — What information should be provided?
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e Articulate the key messages to be communicated.

e [Ensure messages are aligned with the objectives and resonate with the target audience.
e Highlight the unique value proposition of LAND4CLIMATE project in the region.
EXAMPLE:

Nature-Based Solutions (NBS) bring not only environmental benefits but also economic
opportunities. In fact, the implementation of NBS projects promotes income generation and
sustainable economic development of the region.

Nature-Based Solutions (NBS) fosters greater interaction and acceptance among local populations.
LANDACLIMATE will also highlight how NBS positively affects communities, enhancing quality of life,
and promoting social cohesion.

Nature-Based Solutions (NBS) make communities more resilient to climate change and natural
disasters. Green infrastructure such as urban green spaces, green roofs and natural flood
management systems not only mitigate risks, but also reduce vulnerability and increase adaptive
capacity.

Communication Channels and Tactics - Which channels work best for you
to communicate with your audience and to achieve your objectives?

e Provide an overview of existing communication channels and their effectiveness.

e Explore potential new channels that may better reach the target audience.

e Consider the suitability of each channel based on audience preferences and behaviour.
EXAMPLE:

Social media platforms for engaging with a younger audience — 1 post every 2 weeks

Community newsletters for reaching local residents — 1 per year

Direct email for communicating with specific stakeholders — each time

Local radio stations for broader awareness — at specific milestones

Joint events with local environmental organizations for capitalising on resources and sharing
knowledge — 1 per year

Resources and Responsibilities - Who is responsible for creating and
delivering the communications?
e Define roles and responsibilities for each aspect of the communication plan.

e Specify the resources allocated for communication activities, including personnel, tools, and
eventually budget.

e Tryto be as specific as possible here too by giving the role of the person in charge for delivering
different activities.

EXAMPLE:

XY: Responsible for overall communication plan, and coordination with partners.

XY: Responsible for creating engaging content, and interacts with the local media.

XY: Responsible for organizing events, liaises with local organisations and sister projects.

Measurement and Evaluation - How will you evaluate your communication
to ensure it has the desired effect?
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e [dentify key performance indicators (KPIs) and metrics for evaluating the success of the
communication actions.

e Establish methods for collecting data and analyzing results.
e Include provisions for making adjustments based on evaluation findings.
EXAMPLE:

KPIs: 10 likes, 3 comments per social media posts; 30 participants to events; 100 pageviews on
website; 3 articles in local newspapers.

Metrics: Monthly reports tracking KPI against set targets; quarterly reviews to assess overall
effectiveness.

Timeline and Implementation Plan - When are your communication
activities taking place?

e Develop a timeline outlining when each communication activity will take place.

e Include key milestones and tasks involved in the implementation process.

e Ensure tasks are assigned to responsible team members and deadlines are clearly defined.
EXAMPLE:

Month 1: Develop the overall strategy and a content calendar.

Month 2-3: Organize and promote community event on NBS.

Month 4-6: Connect with sister project to organize joint events.

Month ....

Ongoing: Regularly monitor and adjust communication efforts based on performance metrics.
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