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Sample Communications Strategy Template for Green Habito Network 

and Outreach for international Conferences
The focus is on two themes: a green economy in the context of sustainable development, undulation & poverty, and the institutional framework for sustainable development.
In the context Nordic-Baltic collaboration of CSOs and continues work of our International collaboration network “Green Habito”, different communication and outreach activities are taking place in members countries to engage national and local stakeholders to renew commitment for sustainable development implementation, to raise awareness and promote partnerships in building CSOs capacity. 
The following strategy framework serves as a template from which CSOs communications and outreach efforts could be developed. It could be used in its entirety or in part to support communications and outreach efforts at the national level.
I. Strategic goals
· Foster renewed political commitment for sustainable development.
· Obtain broadest engagement by national and local stakeholders 
· Promote innovative partnerships for sustainable development as a driver for real change. 
· Make a positive impact on public opinion and support for sustainable development.
II. Communications goals
· Build confidence, buzz and momentum to spur strong interest in and support for a constructive outcome
· Inform the general public about sustainable development and its inter-linkages with the fight against poverty and uneducation in order to build long-term support for action.

· Raise awareness that sustainable development is a common solution to a host of high-visibility issues, such as quality education, biodiversity, energy, food security and climate change — and that it works. 
III. Scope
The communications effort could include the following components: 
1) The promotion of the Conference itself — to inform and promote why the Conference is important; to highlight the governmental & CSOs process and negotiations and showcase the key players who are making things happen. This would also serve to illuminate the key issues and proposals under consideration in the negotiations, including the green economy and improved sustainable development governance.

2) A campaign on sustainable development — to promote the concept of sustainable development to the media and the general public, explaining what it means for people and communities.
a. Seven key issues raised by CSOs and networks during the programm will be addressed at the final conference. Some issues may be more important than others in your country and could therefore be prioritized in the communication efforts.

The issues are: green jobs and social inclusion; sound water management; energy access, efficiency and sustainability; disaster resilience and preparedness; food security and sustainable agriculture; sustainable cities; sustainable oceans management: 
b. Connecting the dots — the bigger picture

i. to project overarching sustainable development issues 

ii. to show how all the issues are linked 

3) Implementation partnership with civil society, the private sector, educational institutions, NGOs, the scientific community etc., to promote sustainable development issues 

IV. Target Audiences
· Government leaders: Political decision-makers will be key players in accelerating progress on sustainable development.
· Private sector: Business leaders play an essential role in putting sustainable development into practice.

· NGOs, foundations and faith-based organizations, especially those engaged in development and environmental issues, including the Major Groups will be key in making the Conference and work of “Green Habito” network success
· The broader public, especially young people and students, in developed and developing countries, in order to influence long-term engagement by governments, industry and other decision-makers. 
· Media – both traditional and new – that reach above audiences.

VI. Sample Messages 
· The world faces a massive implementation gap. Progress towards the aims of Agenda 2030 and Plan of Implementation. We as a network expected to turn that around and put us on a path towards a sustainable future, a fairer, more prosperous world in harmony with nature. 
· Green Habito needs to build consensus on the types of policy and concrete actions to ensure that our region will be able to provide a decent life now and for future generations.
· The role of all parts of society is fundamental to meet the objectives of sustainable development.
· New partnerships should address the seven areas that member states have raised in their communication with CSOs, government institutions etc.. 
· Green Habito annual conference is a participatory, bottom-up Conference of all stakeholders who agreed to contribute to the SDG achievement. Conference always includes to the dialogue European institutions and INGOs, governmental organizations, business representatives, researchers and major groups and is an opportunity for different voices to be heard.
VII. Spokespeople and Messengers
· Key government officials, national NGO heads
· In addition, national celebrities from sport, the media, entertainment, eminent personalities from the policy, private, academic, entertainment and philanthropic sectors among others.
VIII. Conference identity
To generate broad support for the Network and its annual Conference, the concept of sustainable development and its implementation, a logo has been developed by the Network management. It represents the components of sustainable development in the shape of a globe. 
Additionally, the slogans , “No one behind SDG” and “The Future We Want,” is being used, not as an aspirational concept, but as one denoting implementation of sustainable development. The messaging and imaging around the slogan will portray a future in which sustainable development is being implemented and practiced. 
IX Outreach

Pro-active communications outreach should target the media, major groups and civil society, and the general public.
1. Media
Print and broadcast journalists should be encouraged to cover sustainable development issues in a way that can convince the general public and policy-makers that “sustainable development” is not only feasible, but is already happening and making a difference in many communities. Different communities could be encouraged to showcase successful examples   that highlight the positive power and promise of sustainable development.
Outreach to media should include:
· Regular briefings on sustainable development issues 
· Special outreach to correspondents who can cover success stories and projects from the field, 

· Briefings of editorial boards and editorial page editors 
· Partnering with news outlets, such as broadcasters and online networks to show success stories/best practices;
· Media workshop on how to cover sustainable development

· Media training event for journalists;


· Targeted outreach to bloggers;
· Targeted outreach to college and university newspapers and radio stations.

2. Major Groups and Civil Society
Major groups as well as other civil society organizations should effectively be tied into the communications effort on Sustainable development process. This could be done through:

· A meeting with communications experts from the Major Groups in your country

· A special effort should be made to reach out to faith-based groups not presently involved in the Rio process, possibly through interagency partnerships.
· Partner with international NGOs and organizations on specific issues

3. General Public

Besides using traditional media channels to reach the general public, a number of initiatives can mobilize public opinion and reach out directly to citizens, especially youth:

· A website showcasing the latest news and information on sustainable development, including stories from the field (see below for more details).
· A social media campaign, using Twitter and Facebook (see below for more details).

· Videos and Public Service Announcements to be broadcast by media partners worldwide (see below for more details).

· Sustainable development fairs that showcase green, sustainable products and ideas for the public to see (see below for more details).

X. Products and activities

Various advocacy products and activities could be developed to reach out to the general public and other target audiences.  

· Website: To showcase communications and outreach activities in the country including success stories from the field, with photos and videos. 
· Social media: New media tools, such as Twitter and Facebook, could be used to promote sustainable development on a daily basis as soon as possible. These are inexpensive tools to engage audiences, particularly young adults and youth. 
· Press materials: A press kit, including fact sheets, backgrounders and press releases, to provide the media with a coherent package of the latest data, news and information on sustainable development. A list of contact people for the media to arrange interviews should also be included in the press kit.
· Promotional materials: produced a brochure for the Conference and network, in English and is available to reproduce from www.unsdg.ee  
Logos and guidelines are also available from www.unsd.ee/logo 
· Video, TV, Radio: Radio programmes could be produced and interviews conducted in local languages, including public service announcements, using celebrities can further support the communications efforts. Television and video can be used in similar ways.
· Press conferences, interviews: Designated spokespeople could speak to the press on a regular basis. Depending on resources, briefings and workshops for reporters could be organized in urban centres as well as in the field.
· Exhibitions: Special exhibitions on all or some of the seven thematic issues could be showcasing the work of partners/stakeholders at the national level. 
· Staff communications: Network staff could  be kept informed on sustainable development issues and preparations for international conference and futher events through internal communication channels 
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