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I. Introduction

❖In its 2022-2024 flexible workplan, the AC agreed to a “revision of the AC 
communications strategy and plan.”

❖AC 20 evaluated its communications plan and strategy during the 2020-2021 
reporting period. Two key areas of improvement were identified: increasing the 
reach and impact of the AC’s events and publications and increasing the 
visibility of the AC overall.

❖At AC 21, a proposed communications plan for 2022 and 2023 was presented to 
fulfil the AC communications objectives. The AC identified four pillars of 
strategic communications (foundational items, content development, delivery 
platforms and monitoring & evaluation) 

❖At AC 22, project updates on the communication activities of the AC were given, 
including updates on the audience assessment, restyling and opportunities to 
showcase content development, and evaluations of online communication 
channels and social networks between the AC21 and AC22 period.
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I. Foundational elements

Audience assessment

❖ Audience assessment to be conducted by AC24 via an online survey

❖ The assessment will ensure that the AC has sufficient data in order to more 
efficiently communicate to its audience

❖ Surveys will be distributed via all available delivery channels and translated 
into UN official languages, where necessary
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III. Content development
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II. Content development II
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II. Content development III
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III. Delivery channels
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❖ Usual output through the traditional 
delivery channels (Facebook, Twitter, 
newsletters, UNFCCC newsroom)

❖ Additionally:
➢ Initiation of planning to use the Adaptation 

Contact Points via email for adaptation-
related updates on a regular basis (twice a 
year, before SBs and COPs)

➢Use of additional region-specific outreach 
channels such as the RCC newsletters



IV. Evaluation
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❖Facebook

❖Total of 76 posts in the reporting period 
(increase from 55 posts compared to 
reporting for AC22). The posts generated 
about 31,324 impressions (decrease from 
35,654), and 1,302 instances of 
engagements (decrease from 1,495). 

❖17,056 likes (increase from 16,629 at AC22)

❖52,2% male, 40.9% female, 6.9% unspecified



IV. Evaluation II
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❖Twitter

❖4,320 followers (increase from around 
4,130), with around 140 tweets posted
(decrease from 245). 

❖The posts generated about 39,000 
impressions (decrease from 117,900) 
and 9,361 instances of engagements 
(increase from 8,986). 

❖On average, posts from the reporting 
period generated about 279 average 
impressions (decrease from 481) and 
67 engagements (increase from 37) per 
post.

➢Adaptation Finance bulletin

➢Issues 13 and 14 launched

➢4,200 subscribers

➢The bulletins had an open rate of 31-
34% and a click rate of 1%



IV. Evaluation III
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❖ Websites

❖ Adaptation Committee pages were visited 8,572 times (increase from 8,313 
times) 

❖ 2:49 minutes of average spending time on page (increase from 2:06 minutes).

❖ Publications page of Adaptation Committee experienced 445 total downloads 
of content. 


