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I. BACKGROUND


With signing of initial rounds of Agreements on Tumen River Area Development in 1985, five member nations: China, Korea, North Korea, Russia and Mongolia agreed Tumen river to become a focus of economic development in the near future.  

Tumen river region is abundant with natural resources and has great human resource potential. It includes strategically and internationally significant waters including Tumen river and all of its tributaries Peter the Great bay. Unique biological diversity, ecosystems and wetlands also characterise the region.  Rare and endemic species that depend upon the area for survival include the Siberian tiger, the Amur leopard, the Mongolian gazelle in eastern Mongolia and several species of migratory birds and cranes.

However, the industrial and economic development will also bring new dangers to this environment, unless the preventive strategies are immediately developed and implemented. Resource degradation due to unsustainable use pattern and industrial pollution does not only cause environmental problems, but also creates social problems. The water pollution and overuse of fish resources caused a virtual collapse of fishery, which in turn causes social problems by forcing fisherman who were dependent on fish and other resources for several generations to join the urban poor. Resettlement and elimination of traditional lifestyles for Tumen River residents is a very potential social issue as well. 

Thus, public living in the area whose livings are directly dependent on the region’s long term prosperity has a right to be informed of potential negative effects of economic development and actively participate in prevention and mitigation activities.  

The purpose of this document is to provide with a thorough step-by-step guideline to develop a successful National Public Awareness Raising Programs (ARP), which includes education, information, and communication (EIC) activities, for each participating country in Tumen river area, its coastal and northeastern Asian environs. 

It will give an overview and potential EIC activities in the region.  At the same time, the paper aims to demonstrate that these three components are equally important and mutually reinforcing to raise public awareness and lead to actions in the Tumen River region. 

II. GOAL  

The goal of the Regional Education, Information, C ommunication Strategy (REICS) is assist the participating countries to develop a successful National Public Awareness Raising Program and guide all activities under the Awareness raising component in the Tumen River area, its Coastal and related northeastern Asian Environs.

III. OBJECTIVE

The objectives of the REICS are:

· To promote Tumen region’s residents’ awareness on biodiversity conservation and international water issues associated with the economic development in the region, and lead to changes of negative practices.

· To recognise and adopt TRADP as the new development paradigm which recognises the synergy and reconciliation of the biodiversity and water resources management and economic development;

· To identify complex ways (education; information and communication activities) to change the knowledge, attitude and practice of target groups identified. These could include specifically:

1. Promotion of 2-way communication in order to effectively involve local communities into awareness raising program design and implementation.

2. Encourage education of local people including school children in reducing water pollution/reduction and biodiversity conservation. 

3. Design and launch environmental awareness raising campaigns through information dissemination.

· To be an efficient coordinating tool to motivate public participation in participating countries

IV. PROCEDURES 

As described above, this Regional EIC Strategy is an overall guideline document to assist developing National Public Awareness Raising Program on promotion of biodiversity conservation and international water issues in Tumen river area, its coastal and northeastern Asian environs.  

Thus, this document will provide with an effective guideline for partner institutions of each participating country on how to develop a successful National Public Awareness Raising Programs (ARP) at the country-level, which is participatory and effective.  

For developing the guideline, we used a comprehensive model for developing an Environmental Public Awareness (EPA) programme, which promotes participation and team spirit. The model is described in more detail in Annex 1.  

In order to make the National Public Awareness Raising Program successful in the region, a comprehensive step-by-step planning is required at each country level.  Six major steps are used here as an easy guidance for the planning process.  The suggested six steps are recommendable in order to develop a truly participatory strategy, however, a flexibility approach should be taken at each participating countries, based on their situation.

V. SIX STEPS FOR DEVELOPING AN EFFECTIVE PUBLIC AWARENESS RAISING PROGRAM AT THE COUNTRY LEVEL
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In order to develop a comprehensive National Public Awareness Raising Program, it is important to conduct a detailed situational analysis at the country level.  There are many ways to conduct situation analysis and problem identification.  It can be done by outsiders based on results of rigorous research work.  However, after hard work of studies of scientific expertise, reports and other array of supporting literature, yet the problems may not be revealed completely. Instead, we recommend to use participatory instruments that enable people who are supposed to change their practices themselves to become the researchers instead of being researched. To ensure participatory process, it is recommended to use the Participatory Rural Appraisal (PRA) or Rapid Rural Appraisal (RRA) methods.  

PRA and RRA are commonly adopted participatory methods that are highly recommended for participatory situational analysis. Because it allows teams and local people/groups to evaluate the current situation by themselves. The end product of a collective work comes out more realistic, down to the earth, rather than “far from lay-man’s understanding” reports produced by expensive experts. One of many advantages of group discussions and PRAs with local people is an involvement of local people in decision making/project designing process from the very beginning. By doing so, the projects can reflect stakeholders interests. Of course, to diversify and validate the findings on related problems, professional expertise is required. For this purpose, the responsible agency of the participating countries should also visit the area and conduct assessment of the local situations (conducting situation analysis) and develop an ARP relevant to the country 

In order to conduct the PRA or RRA methods for situation analysis and problem identification at the project site, contact your country’s local NGOs or related institutions, which are trained in such methodologies.  

Following are potential questions to be asked for situation analysis:

· What are the major environmental problems (biodiversity loss and water pollution/reduction) in the Tumen river area, its coastal and Northeastern Asian environs in your country?

· What are the root-causes of these problems? 

· Where are the most critical problems (target areas)?

· Who are the people/institutions causing or affected by these problems?
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2-1. Target Groups Identification

Target groups are those groups to whom the messages on biodiversity loss and international water issues are targeted to, ideally those who can generate changes in their behaviour and practices. Target groups can be categorised into different groups as follows: 

1) Affected Groups, who are directly affected by international water issues and loss of biodiversity. They can be: the residents of the region (suffering from polluted drinking water); fisherman  (who lost their sources of income through water pollution and overuse of fish resources) etc.

2) Originators, causing biodiversity loss and international water issues. They can be the industries/business entities (which are polluting the water) and infrastructure projects (which are causing the degradation of water catchment are) etc.

3) Intermediaries are groups of individuals/organizations that assist in reaching the target groups effectively. It can include e.g., local governments; national and provincial decision makers; governmental institutions; business community; multilateral and bilateral donors providing funding for awareness raising programs; NGOs; scientific institutions, and journalists and individual environmentalists committed to environmental protection that highlight critical issues and transmit it promptly to public etc. 

Please note that in some instances depending on the country specific situations, the national and local governments; decision makers and business communities can be listed under the affected groups or originators categories. Without knowingly, the local governments and decision makers can be the target groups-originators, due to loopholes in weak legislations and law enforcement on biodiversity and water related issues.

2-2. KAP Analysis of Target Groups

After identification of target groups, their KAP (knowledge, attitudes and practices) in relation to already identified problems (based on situation analysis- Step 1) need to be analysed. The target groups’ perceptions differ depending on cultural contexts; visions; value judgement and lifestyles. The knowledge and practices of fisherman in Russia and China could differ significantly. NGOs could play an important role in Mongolia but maybe not in China.  Moreover, even though one has “knowledge” on environmental problems, it does not mean that the person/organisation “practices” for a change. Through the KAP analysis, it will become easier to envision which one of these three components (knowledge, attitude, and practices) needs changes, and how it could be done. In other words, it eases the preliminary outlining process of the strategy. 

Since the KAP analysis seeks qualitative information from respondents, various techniques could be used: through focus group interviews or distribution of questionnaires. For example, in Jilin province, the China Biodiversity Network conducted a limited survey of local awareness on environmental issues and prepared a multi-lingual (Chinese; Russian; and in English) PC database. 
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This step proposes actions to be carried out in relation to environmental education, information and communication for/with each identified target groups based on their KAP analysis. In this section, a generic guideline on how to design and develop education; communication and information activities are provided.  Moreover, potential actions for each of the three components are also provided.  It is up to the country-level ARPs, whether to carry out all the listed activities or to select a few of them, which are most suitable to the local conditions and situations.

The main objective of the National Public Awareness Raising Program is to increase environmental public awareness in respective countries, which would lead to changes of negative practices. It is important to emphasise that people/organizations usually need incentives and benefits if they are supposed to change their practices.  If not, they may gain knowledge and develop environmentally friendly attitudes, but will not change their detrimental practices. Therefore, it is highly recommended to combine environmental education and communication activities with alternative income generation activities or any other incentive programmes (such as small grants program).  

3-1. Environmental Education 

Environmental education is considered to be a driving force of environmental learning. It includes two different levels of education: formal and non-formal educations. Under the formal environmental education, children and secondary school teachers are used as effective multipliers of knowledge. The children, then, can be a good source of non-formal education for their family members. In order to conduct an environmental education programme, a good curriculum, teaching capacity and accessible environmental education materials are required. For developing an efficient education component, it is recommended to involve educational institutions and their representatives into the design and implementation process, since they know well about the current situations and future needs of education sector.

Based on the experiences in the regional countries, effective potential Environmental Education activities (both formal and non-formal) are listed as follows:

Educational Activities
Description of the activity

Include ecological education

As a part of an official curricula

(addresses water & biodiversity issues)
Exchange of experiences among 5 nations.

Research & collect sample curricula

Hold discussions/workshops with curricula developers & teachers/instructors

Form Working Groups to develop proposals at the regional level

Select and learn from the best work

Support funding or market for producing national/local curricula 

Help with development of 

Ecological education materials


Organise a Working group

Workshops with school teachers

Produce locally specific education materials/manuals; brochures; posters; videos and websites

Pilot activities in target schools 

Revised and printed for wider distribution & use

Support the production with Small Grant Programme

Organise Eco-clubs  


Train upper grade students as Focal points of Eco-clubs to teach lower grade students

Provide them with necessary materials

Have regular monthly meetings to evaluate EE process & make changes.

Capacity building for teaching environmental education 
Organise national workshops

Distribution of distance learning materials for instructors

Distance learning Programme for adults
Using radio and newspaper, conduct awareness programs to provide knowledge on key environmental issues and encourage actions. 

Annual Green Award for Best Institution/Teacher
Price could be given to encourage further works

Promotional advertising can be placed through mass media

Competitions among school children (painting; essay; folk songs/tales collection etc)
Price/awards are rewarded to winners

Best works are advertised through mass media or included into the Tumen network annual calendars etc.

Environmental Training

On critical issues


Env.training in severely affected provinces such as Jilin 

Families complete questionnaires evaluating env. knowledge (in Jilin, baseline data is available)

Hold training on water pollution and biodiversity loss

Evaluation & feedback

Coming up with creative and original ideas is always challenging.  However, it is important to recognise that the conventional activities such as art competition or clean-ups lost their popularity due to several reasons: 1) these activities are usually of low-output by omitting to address root-causes of environmental problems; and 2) it does not lead to behavioural changes.

3-2. Environmental Information

The effectiveness of the comprehensive National Public Awareness Program depends on the ability of information to attract attention of and be understood by the target groups. Therefore the messages/information must be designed to fit to specific characteristics, educational and intellectual horizon and the aspirations of each target group. 

The another criteria are that information should fit to the media channel selected. A successful positioning of information is important: consider that usually urban populations suffer from information overload.

The following are some key messages which could be transmitted to the target groups in the region:

· Biodiversity conservation  and water pollution reduction is a matter of survival for the people in the region.

· The pursuit of development must be balanced with the protection of the biodiversity and international water issues.
To be successful, information should be:

· Accessible for target groups

· Easy to verify and accepted by target groups

· Disseminated at right time and at right spot

· Relevant to the topic

Making the information theme attractive and simple, remember using psychological or social appeals such as:

· Fear-arousal

· Incentive

· Role-model

· Civic duty 

· Common-man etc. 

Please remember to add special treatments: fact giving, humour, and conclusion-drawing as well.  Information can be given out in different forms by using a variety of media channels.  For detailed discussion of potential media channels, please refer to STEP 4. Media selection and Mix.

3-3. Environmental Communication

Communication is an interactive process, not like a transmission of information with an active transmitter on one end and passive receiver at the other end. Examples of this would be advertising; promotion; publicity and propaganda; often through posters; brochures and the mass media.

Communication means having a dialogue. Thus, it is not a one-way process; it is a two-way communication. It is a two-way social interaction process enabling stakeholders’ interests equally expressed and reflected in shared meanings. Talking to target groups in groups and individually, finding out about their needs and suggestions to improve the situation is far more effective than a transmission based communication. 

By doing so, communication promotes public participation in decision-making. It is an interactive process of negotiation, discussion and exchange of information.  It involves all the major stakeholders involved in a specific issue. During the process the participants learn from each other and about each other, and hopefully manage to come to consensus. Effective communication channels are discussed more in detail in the following section: Step 4 Media Selection and Mix.  
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To implement an Awareness Raising Programme, including education, information and communication activities, one needs to find the most effective communication channels to effectively reach the target groups. Research shows that using a combination of mass, group and interpersonal media channels are most effective. Different media have different use and its advantages and downsides. Thus, a combination of few different media channels will mutually support each other. 
There are 4 types of media/communication channels and means:

Spoken 
Written/printed
Visual
Digital

· Meeting including site visits, study & business tours
· Newspapers
· TV
· The internet

· Press conference
· Books
· Slide shows
· CD-ROMs

· Training sessions
· Magazines
· Videos
· PC-demo’s

· Radio broadcasts
· Pamphlets

· List servers

· Discussion groups 
· In-house publications

· E-mail bulletins

· Hearings
· Posters

· Discussion groups

· Lobbying
· Brochures

· On  line conferences


· Letters



In addition to the above, it is effective to use incentive measures to widely encourage public involvement to the biodiversity and water conservation issues.  As follows, some of such effective tools include the Small Grants Programme and Environmental Campaigns.

4.1. Small Grants Programme

Small Grants Programme (SGP) is one of other tools that are effective to raise public awareness at the grassroots.  By developing and implementing the small projects with full participation of target groups, they will be able to gain knowledge, attitude, and can be a good incentive to change practices/actions.  For more detailed information on procedures of SGP, please refer to the Tumen river website or consult the lead agent, the Mongolian Nature and Environment Consortium office in Ulaanbaatar.

Based on the experiences in implementing SGP in Mongolia and elsewhere, here are few tips to design a successful Small Grants Programme to raise environmental public awareness and encourage public participation:

· Efforts should be made in capacity development of community organisation and social mobilisation to have a truly successful SGP.  Unless there is a strong community groups with clear needs and strategies, a participatory approach on development and implementation of small projects cannot be effective. Although the process of development and implementation of a good small project based on community participation is time consuming and requires extensive site visits and dialogue with the communities; it is an essential process in order to have good potential projects.

· The SGP should be introduced and announced at a village or even smaller entity level (possibly a village meeting or during some events), so that enough interaction and discussion could be held.  It is a very good opportunity to raise environmental awareness of the local people.  It also gives equal opportunities to the local people, not only to the powerful  

· Priority should be given to a project, which has productive investment so that the activity can be sustainable with the generated benefit. Small business or income generation activities should be given priority.

· The project should be beneficial to the majority of the community or to have a multiplier effect, so that not only a few benefits from the initiative. 

· Conduct the SGP in few phases and reflect lessons leant from the first round of project selection. Organise intensive monitoring and impact assessment (it is recommended to have a monitoring workshop with the participants of the SGP and review the process and programme).

4.2. Environmental Campaigns:

A campaign is an integrated set of innovative and high profile activities, carried out to achieve specific conservation target within a defined timeframe.  The major lesson learnt from past environmental campaigns is to initiate them for raising quick public interests, but ensure to combine with a systematic and long term follow up actions. Campaigns are costly; requires adequate preparation and organisational support.

Pre-testing of various communication materials plays a significant step before going for expensive measures. Therefore, it is very important to include a variety of media products to enable the campaigns fully effective to address the problem. 

Following are some practical steps to plan for successful Environmental Awareness Campaigns:

1) Identify the objectives of the campaign and expected end-results of the campaign

2) Develop the campaign strategy (what; how and who does what) 

3) Assign duties and make necessary preparations

4) Start implementing the strategy and be ready to deal with unforeseen challenges

5) Monitor the campaign (review media; interview people; monitor performances; if so required make additional changes etc)

6) Evaluate the campaign: Draw lessons learned 

Based on regional experience, following are some practical hints for selecting suitable media:

· Select media that people trust in your country. The media that can be locally produced, and that actively involve public are considered to be most powerful. In some cases creating events that stage media inputs, e.g., festivals and VIP visits can be most suitable.

· Select media that are suitable for the target group.  For example, newspaper is not a good channel to make announcement for children’s competition since children rarely read newspaper. In such case, schoolteacher would be a better channel.    

· Consider both the advantages and disadvantages of the media channel. For example: TV programs may not be the most appropriate one for remote village fisherman in the region, since many families do not have TV sets. Instead of the TV, they might have better access to radios.

· Go for piggy backing or get a free ride on existing communication channels, such as extension services or institutional outlets.  For example, environmental education programme can be combined with a fishing extension workshop. 

Here is a useful checklist for interactive communication means and instruments.


Definition 
Advantages
Disadvantages

Hearings
Usually a formal consultation of the public.

Often required by law. Purpose is to discuss 

proposed plans
Suitable for two-way communication.  Good opportunity for stakeholder to voice opinions and ask questions. Can reach fairly large groups.
Less suitable to reach consensus. People sometimes afraid to speak in public. Requires preparation. Usually limited time available. Difficult when atmosphere is hostile.

Round Table Meetings
Informal process to discuss or explore a specific issue, involving different stakeholders on a basis of equality.
Suitable for more in depth discussion with smaller groups. can be used to reach consensus.
Need skilled facilitators/discussion leaders.

Focus Group
Small group of citizens/

stakeholder representatives that an organisation can use to assess reaction to plans, ideas etc. It has no formal advisory role.
Useful for organisation to get insight into stakeholder/public ideas, wishes and perceptions.


Workshops


Meeting of different stakeholders to actively work on analysing issues and finding solutions.
Good opportunity for two-way communication: will provide chance for obtaining insight into each other’s motivation, ideas and knowledge.
Needs careful preparation and good facilitation; purpose of workshop has to be very clear.

Electronic discussion groups
Different stakeholders discuss issues using the internet.
Deals with problem of people being afraid of speak in public. Discussion can be reread later, to see how arguments developed and locate misunderstandings. People do not have to travel to a central location.  Discussion can be either open to the public or private.
No direct personal contact.  Non-verbal aspects of communication are lost.  No sense of being a real group. Need technical skills and facilities not available to all. 

Telephone
Information numbers which stakeholders can ring to get information, give their opinion etc.
Establishes direct contact with stakeholders; easily accessible to many people.
Can be quite costly to set up a run; service has to be made known.



Live radio shows
Stakeholders can ring radio studio and talk ‘live’ with experts; give their opinion; ask questions etc.
Establishes direct contact; reaches wide audience; low costs.
People will be afraid to go live on radio; TV and it requires considerable personal communication skills.

Internet


Web sites
Offer the possibility to give a lot of information, and via e-mail feedback is possible.
No direct personal contact. Need technical skills and facilities not available to all.

Site visits
Visits to location/sites that are at the heart of the problem under discussion.
Provides opportunity to make participants aware of dimension of the problems.
Can be expensive.

Adopted: 
Communication strategies for 
Heightened awareness of water from B.S Sadler: UNESCO, 1987





[image: image5.bmp]
The implementation of a multi-component National Awareness Raising Program will only be successful, if the media materials are produced on time, and if all actors involved in this process have been informed, participated and trained accordingly.  
Provide clear briefing for all ARP materials on content, design, persuasion, and memorability.  It is also usually necessary to select an external communication specialist to support the production process. 

Pre-testing is also an essential and important process for the production of materials.  Before producing larger quantities of material, one should always conduct pre-testing. It is important to conduct pre-testing on the site with representative sample social groups, since different groups of people can interpret messages in very different ways, such as children and adults; groups with different levels of education, and groups with different cultural background etc.   Define precisely what should be tested, e.g. relevance, textual and visual understanding, motivation and action potential, and acceptancee and credibility

Pre-testing can be done in various ways: either in simple or complicated comprehensive manners. Simple pre-testing includes finding out about people’s reactions on sample media products: through interviews of your colleagues and friends, family members and a few pedestrians etc. If you want to have larger sample sizes to be tested, go for a comprehensive pre-testing with sample social groups of bigger size (ensure variety of opinions; professional expertise are provided). 


Evaluation should be made as a continuous effort of ARP planning at all stages, especially on  
1. Situation Analysis – How relevant were the problems addressed to the actors? Did research results reflect reality?
2. Choice of Media – How appropriate was the media selected? Was there an information overload or insufficiency?
3. Media Effects – Did the media and messages have an impact on people‘s knowledge and attitudes? Did they motivate and mobilize people to take action?
Describe and analyze successful and less-successful decisions made during project planning, implementation and management from the very beginning.
ANNEX 1. CONCEPTUAL DESCRIPTIONS

1. Intro into Environmental Public Awareness

EPA or environmental public awareness is defined as a state of being aware of environmental problems (knowing that such problems exist), its root causes and ways to mitigate them. 

Environmental Awareness comprises of:

 K - environmental knowledge (what you know),

 A - environmental attitudes (what you think and feel), and

 P  - environmental practices (what you do).

However, knowledge and attitudes alone do not solve environmental problems - only changes in practice will. People have a tendency to change their practices only if others do and if there is a benefit or incentive for them.


The EPA activities directly means working on Knowledge, Attitude and Practice or Behaviour levels of target groups: injecting more information to increase their knowledge; attitude, which are in turn translated into the changed behaviour and practice at the end. 
2. The classic EPA Model
There are two basic models of EPA. One of which is the classic EPA model, the commonly accepted one agrees that:

A Classic EPA model 

As being the process of

Info dissemination 
 

The proponents of this model assume that with a readily made, and packaged information they can change the behaviour of target groups –originators of environmental problems. 

However, this assumption in general suffers from few flaws:

1. It requires time and capital investment to change people’s practices.  EPA activities cannot be limited with only information dissemination. People start changing their old habits only when they see in it some benefits or be motivated with incentives, or when they are convinced strongly in dangers of certain problems.

2. Unless local knowledge and expertise are used for the whole chain of the process (from very early stages of the project or identification to the very end or evaluation stages), and the stakeholders’ genuine interests in solution of environmental problems are not reflected fully, the EPA programs would not be able to carry out their mission: what kind of specific messages to be given to whom in what format.

3. A Comprehensive EPA Model

A comprehensive EPA Model, which includes all three components (environmental education; information; communication) is more effective than only information dissemination, if the objective is a change of negative practices.

Formal Education 









Factual Knowledge

Non-formal Education 









Social Action

· 2 way Communication: 

Civil Society Dialogue






Info dissemination: to target groups


The advantages of such a Comprehensive EPA Model are:

· It defines up-front for what purpose and for whom information is meant and how the target groups supposed to translate it.

· It uses effectively media products to support public participation 

· It is also a two-way social interaction process. It aims not so much information dissemination alone as at a shared vision on how to make societies; communities sustainable.

· It supports capacity building, training through non-formal education.
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Assessing root causes. A User’s Guide
Example 1:


People smoke regardless of multi-million dollar anti-smoking campaigns and have adequate knowledge on its harmful effects to health. They simply disregard the advices of doctors. Information dissemination alone is not able to change people’s attitudes and practices. Even more, most of them never give up smoking at the end of expensive anti-smoking campaigns targeted at them.


Conclusions:


If this anti-smoking campaign is evaluated at the end, the organizers would have found two flawed assumptions very easily. These could be:


Ignorance of pre-testing procedures for such campaigns before going for expensive nation-wide events. 


Lack of benefits supposed to be delivered along with the information. Just educating people is not a solution to the problem. Use economic benefits; attractive schemes within the allowed budget for strategy implementation. 
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STEP 1. Situation Analysis and Problem Identification 





STEP 2. Target Groups Identification and their Knowledge, Attitude, Practices (KAP) Analysis








STEP 3. Outlining Environmental Education, Information, and Communications Activities for the Target Groups





STEP 4. Media Selection and Mix




















STEP 5. Production and Pre-testing























STEP 6. Evaluation








13
1

