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Climate Change Campaign 

 to raise awareness of the issues which affect Climate Change;  

 to change behavior of collective and individual practices and 
patterns of consumption;  

 to encourage consumer demand for socially responsible 
manufacturing and industry to minimize environmental impact;  

 to encourage social demand and calls for government action on 
climate change and creating the conditions for environmentally 
responsible business and industry. 
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The Consumer Journey 

 
 Television/Print drives 

people to website 
 

 Website informs and 
motivates people to 

take action 

 Participation in 
local/social 

initiatives/events  

1 2 3 
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Multi-sector Collaboration 

 (i) ‘University Creative Teams’ (UCTs) in target countries to design and 
implement a national communications campaign[1];  

 (ii) Social and on-line media -- the highest-ranking social media and online 
sites in target countries to carry and promote campaign content;  

 (iii) Traditional Media -- national media company partners/sponsors, including 
national and government broadcasters, including terrestrial, cable and satellite 
to carry and promote campaign content; and  

 (iv) Advertising Industry Professionals -- advertising agencies with in-country 
presence to advise/consult in the  creation of campaign branding and highly 
visible, high-quality content aimed at raising awareness and stimulating positive 
action in response to climate change;  

 (v) Civil society organizations to link the campaign to grassroots action; and  

 (vi) Corporate Partners/Sponsors – private sector partners investing in 
sustainable development and responses to climate change who may provide 
additional funding for campaign activities.  
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Regional Media Outlets 

In-country Media Outlets 

Thailand Philippines Viet Nam 

Assumption University  

Bangkok University 

University of Philippines Academy of Journalism and 
Communication 



 

 

 
The Roles  

 Ogilvy & Mather  

 

 University Creative 
Teams  

 Provide an overarching regional  
theme, name, look and feel for 

the campaign. 
 

Provide regional creative assets to 
drive people online  where they 
will discover what they can do 

Convert visitors to the website 
into active agents of change 

 
Motivate people to join and 

participate in local projects on the 
ground  using locally relevant 

media and creative 



 

 

 

The brief for the campaign theme… 

 We want to remind people of a fact that they are all too familiar 
with…. 

 

 

 

 

 

  

 

 ….flooding and rising sea levels, caused by climate change are 
drowning us, and they will only continue to hit us harder. 



 



 

 

 

They don’t need much reminding: this week in S.E Asia 



 

 

 

They need advice so they can help themselves: 
governments are NOT going to solve this alone… 

  
Neeraj Jain, country specialist for the 
Philippines at the Asian Development Bank  

 

   
 

 
 

 

What we are seeing is a 
phenomenon that will affect 

many major cities in Asia. 
Urbanization has been so rapid, 
yet the planning processes have 

lagged.  

The challenge facing the Philippines and 
other poor Asian countries is one of 

resources. Most Southeast Asia nations 
budget around 2% or 3% of their GDP for 
infrastructure development. To fend off 
such disasters in the future, that figure 

ought to be closer to 5% or 6%.  



 

 

 

But instead of just fear-mongering and scaring 
people…. 

 We want to empower people to change. We will encourage 
them to go online to see what they can do to both prepare 
for the worst and help prevent the effects of climate 
change.  

 

 Things like… 
– Buy green labeled products 

– Take sustainable transport where possible 

– Use less electricity 

– Prepare adequately for flooding 

– Inform others of the dangers 

 

 

 

 

 

  

 

  



 

 

 

A simple strategy…. 

 Use an issue they 
are all too familiar 
with at home 

 To inspire them to 
take action and 

change behaviour 
in their community 



 

 

 
Which will affect a big mindset shift… 

 Only God and 
government can 
solve this 

 I CAN DO IT 

My small actions can 
and will make a 

difference 



 

 

 
Objective:  

 Make people believe that they CAN make a difference to the problems 
of Climate Change (and direct them to a site that tells them how) 

 

Insight: 

 People are so overwhelmed by the scale of the environmental issues 
that they feel powerless to act. 

 It's for someone else to sort out (e.g. Governments) 

 

Idea:  

 Redraw the Line. 

 A call to action that inspires people by showing them the immediate 
knock-on effects of their positive environmental behaviours.  

 



 

 

 

CREATIVE 



 

 

 



Redraw_50s_Op1_H264 - 12 March.mov


Awareness of the issues ALONE, solves NOTHING 



 

 

 

180k students are already taking action in Marikina City… 

1. Do a task 

2. Collect points 

3. Points win prizes 



 

 

 

 

 

 

It’s working because… 

Its competitive 

Its social 

Its fun 

 

& Rewarding 

 



 

 

 

 

 

 

It addresses… 

poverty 

gender 

education 

 

& environment 

 



 

 

 And it’s working by using some of the same game dynamics 

that credit card companies and airlines have used for years… 



 

 

 

Media Leaders’ Forum 

7 December 2011 -- Singapore 

 a high-level forum of Asia-regional media leaders during Asia Television Forum (ATF) 
2011  

 Memorandum of Understanding to allocate media resources. 

 regionalization of the UNESCO Paris Declaration on Broadcasting and Climate Change. 

 United Nations ESCAP Executive Secretary, Ms Noeleen Heyzer to deliver a keynote 
address. 

 United Nations Climate Change Conference in Durbin, South Africa – 1-10 December.  

Supported by: In collaboration with: 



 

 

 

Media Leaders’ Forum - Breakfast Briefing  

“The economic and social development opportunities of 

climate change in Developing Member Countries” 

 Proposed panelists: 

 Dr. Noeleen Heyzer, UN Under-Secretary-General and Executive-Secretary, United 
Nations Economic and Social Commission for the Asia-Pacific (UNESCAP) 

 Woo Chung, Deputy Director-General, Regional Sustainable Development 
Division, Asian Development Bank 

 AnnaMaria Olthorp, Regional Director, Swedish International Development 
Cooperation Agency (Sida) 

 Environmental and Economic Development Expert, The World Bank (TBD) 

 Proposed invitees: 

 Developing Member Country media heads (China, India, Vietnam, Pakistan, 
Nepal, Bangladesh, Philippines, Thailand, Indonesia, Cambodia, Laos, others) 

 Executive Editors and Senior Correspondentss Noeleen Heyzer to deliver a 
keynote address. 

 United Nations Climate Change Conference in Durbin, South Africa – 1-10 
December.  



 

 

 

-The end- 


