
 

 

 

 
 
 

Adapting Communications Strategies in Light of the Economic Crisis 
 

Survey Results 
 
 
In view of the DevCom Annual Meeting 2009 which has “Communicating Development in an 
Economic Downturn” as central theme, DevCom and IrishAid conducted a survey on 
communications spending. The purpose of the questionnaire was to find out if and how 
DevCom members are adapting their communications strategies in light of the economic 
crisis. 
 
 

Expenditures on public information and communications 
 
 
Participants in the survey were asked to indicate the percentage of ODA and actual amount 
budgeted for public information and communications in 2009 as well as actual expenditures 
incurred in 2008 and 2007. A total of 10 responses were received with some respondents 
specifying the components of these expenditures (advertising, publications, etc.). 
 

 The analysis revealed a slight drop of 0.06 percentage points in the expenditure on 
public information/communications as a percentage of overall ODA spent in 2008, as 
compared to 2007 data. However, expenditure budgeted for 2009 shows that the 
percentage has increased back to the 2007 level: 0.55 per cent of ODA. See the table 
below: 

 

 
 
 

 There is no clear evidence of the impact of the economic crisis on communications 
budgets: the data collected through the survey shows that five out of the ten 
responding countries have cut their public information/communications budget in 
2009 (as compared to 2008), while the other half have increased it. The countries 
with the highest increase were: Belgium (60%) and Denmark (24%). Italy and Ireland 
faced the largest cuts in their communications budgets: -32% and -23% respectively. 
See the column chart below: 
 



 

 

 
 
 

 
 
 

 

 A breakdown of public information/communications expenditure into components 
(advertisement, TV/radio, publications, public events, public opinion, websites, 
other), as per the data collected through the survey, shows that the expenditure on 
certain categories have risen, whilst others have fallen over years 2007-2009. 
Spending on publications and advertisement has been gradually decreasing, 
whereas expenditure on public events and TV/radio communications has been 
rising. See the below chart: 
 
 

 
 
 
 



 

 

 
 
 

Communication strategies 
 
 

 Summary  
 
Six out of nine countries declared changes in their communication strategies as a 
consequence of the current economic situation.  In which ways did they adapt it? 
 
 Investigating public opinion on development aid in the context of crisis. 
 Calling for more support since crisis has even stronger impact on developing 
countries’ citizens. 

 Focusing on results and evaluation of aid effectiveness.  
 Improving flow and quality of communications.  
 Adapting messages by giving more attention to current issues (i.e. hunger). 
 Developing new communications plans taking into account the “crisis scenario”. 
 Stressing on the increased necessity of reaching the ODA goal of 1 percent of GNI. 

 

 Responses 
 
Question asked : Have your communication strategies been changed/adapted in light of 
changed economic circumstances or are there plans to do so? 
 
Austria 
 
“Yes, a little bit. We point out that the crises hit poor countries even more.” 
 
Australia 
 
“We have looked at public attitudes in our market research, we’ve added information 
including country analyses onto our website, and incorporated it into our key messaging. 
We’ve also organised a high-level conference on the issue.” 
 
Belgium 
 
“No, communication strategies have not been changed” 
 
Denmark 
 
“Danida launches a process these days which shall lead to the formulation of a new 
development policy strategy – embedded in this process we are going to formulate a new 
communication plan for development communication.” 
 
Germany 
 
“No.” 
 
 



 

 

 
Ireland 
 
“Irish Aid has increased its focus on communicating the impact of its development 
cooperation, in line with the AAA and the Paris Declaration. It is fair to say that this increased 
focus on impact and results was in train prior to the economic downturn. That said, it is an 
approach which is entirely appropriate at this time, illustrating as it does, the value for 
money that the Ireland’s overseas development programme is achieving.  
 
This increased focus on results has in part been facilitated by the recruitment of a Field 
Information Officer who provides written and visual material with a strong focus on the 
results being achieved by Irish Aid and its partners.  
 
In addition, results focused communications material is now being sourced by our colleagues 
and partners in our priority countries. In consultation with the Public Information Unit in HQ, 
the Irish Embassies in Uganda and Malawi are currently adopting communications into the 
Country Strategy Plans in order to improve the flow and quality of communications 
materials. This approach is expected to be adopted by all of our priority country Embassies in 
the future.  
 
In light of the changed economic circumstances, Irish Aid has moved away from public 
advertising campaigns as a means of raising awareness about our development cooperation 
programme. We have increased our presence at popular public events at such as music 
festivals which allow face to face engagement with members of the public.   
 
To reflect Irish Aid’s increased focus on hunger as a result of the Government’s Hunger Task 
Force Initiative, Irish Aid’s Public Information Unit has increased its focus on hunger related 
issues. The area of hunger has a particular resonance with the Irish public due to our own 
history of famine. Visual identity and messaging relating to our focus on hunger has been 
commissioned and will support this initiative.” 
 
Italy  
 
“A new communication plan is being developed taking into consideration the new economic 
scenario, but also a new approach based on the promotion of a closer cooperation 
mechanism with public and private entities.” 
 
Luxembourg 
 
“ODA commitments have not changed as a result of economic and financial circumstances 
and neither has the overall communication strategy. The Prime Minister and both the former 
and the current Ministers for Development Cooperation and Humanitarian Affairs have 
recently confirmed Luxembourg’s political will to reach the ODA goal of 1% of GNI, not only 
despite the economic crisis, but indeed because of it.” 
 
Portugal 
 
“No major changes are being planned.” 


