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 EVENT SUMMARY 

 
2022 DevCom Annual Meeting 

Hosted by the Agence Française de Développement (AFD), this year's DevCom Annual Meeting was the first
opportunity for network members to re-connect in person since 2019! The event brought together 60
participants in total, including development communicators from more than 30 different institutions in 20
countries. 

 
Over two days, DevCom members (re-)connected with their peers and discussed strategic communications
challenges and opportunities in a new geopolitical landscape. In a series of member-led workshops, they
shared very practical ideas on how to manage communications in a time of content overload, complex
internal and external relationships, and growing pressure to demonstrate impact. Ahead of COP-27,
participants explored the climate policy debate and identified shared tips on reaching young audiences on
climate issues. 

Overview 



Ragnheiður Arnadottir, Director, OECD Development Centre 
Mathilde Schneider, Director of Communications, Agence Française de Développement (AFD), & DevCom Co-Chair 

Opening remarks 
 Speakers: 

Ragnheiður Arnadottir (OECD) shared personal reflections on communications, noting that it is still often 
treated as an “add on” rather than a strategic priority. She highlighted three crucial reasons why 
 communicators have central roles to play in our organisations: 

1. Communicators can help build public support. To do so, we need stronger narratives, explaining  why
international solidarity and co-operation matter, fighting mis- and disinformation, and building new coalitions.
2. Communicators can promote action. We need to raise awareness about global issues while also  showing
our audiences how they can help make a difference. 
3. Communicators can provide us with crucial feedback. We need to reconnect with people, gather their
advice and understand how they feel about us.

Mathilde Schneider (AFD) emphasized top challenges from the point of view of a practitioner: 

1. We have entered an era of content overload and fragmentation of channels and audiences. The notions
of “general public” and “mass media” no longer exist. We can no longer think of a unique “top down”
message that fits all audiences, nor can we assume that audiences are listening to us. Communicators need to
constantly adapt their strategies to bring added value.
2. Social media has encouraged more radical and simplistic messages. Algorithms have created “echo
chambers” and, in a polarised political context, over-simplistic messages circulate faster and easier than
factual and rational ones. 
3. People don't trust governments as they used to. People are increasingly voicing their grievances towards
public institutions. Many feel let down and abandoned. 

On the bright side, Mathilde also stressed ways forward for development communications: 

 

Day 1 – Thursday, 6 October

1. We need to invest in honest communication,
based on facts, reality, and imperfections, rather  than
on promises. We should not seek to impose our
Northern vision of the world, but focus on  how we
provide services, solutions and added value to our
audiences. With this approach, we will  be credible
with audiences at home and around the world. 
2. We need to decentralise our communication
actions. We cannot do everything on our own, we need
to decentralise our efforts to reach local and niche
audiences. This requires empowering our colleagues
and partners to be co-responsible for communicating
about their work. 
3. We need to better measure our impact. We should
define and monitor relevant KPIs and improve our
standards to give greater credibility to our
communications actions. 
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Stephan Klingebiel, Head of Inter- and Transnational Co-operation, German Institute of Development and
Sustainability (IDOS) 
Mark Gray, Head of Political Strategy & Communication, Directorate-General for International Partnerships,
European Commission 
Anne-Claire Legendre, Spokesperson, Director of Communication & Press, Ministry of Foreign Affairs, France 
Minister Andréia Cristina Nogueira Rigueira, General Coordinator of Planning and Communication, Brazilian
Cooperation Agency (ABC) 

Nanette Braun, Chief, Communications Campaigns Service, Strategic Communications Division, United Nations
Department of Global Communications, & DevCom Co-Chair 

 Speakers: 

          
 Moderator: 

The opening panel focused on new policy priorities for international development co-operation, and what
they mean for development communicators. 

There is a general sense that international development co-operation – and multilateralism as a whole – is
in gridlock. The climate crisis, the pandemic, and the fallout from Russia's war on Ukraine show that we need
collaboration more than ever. However, such co-operation has become much more difficult in a tense
geopolitical landscape. At national level, fuelled by domestic anxieties and crises, populists are questioning
the value of international co-operation and calling for lower aid budgets. At the global level, we observe a 
 competition of different development paradigms, narratives, and values, symbolised by major programmes
like Europe's Global Gateway and China's Belts and Roads Initiative. 

Meanwhile, we also have a convergence of two global policy agendas: on development and environment.
These agendas have traditionally been managed – and funded – by different constituencies. Today, we know
how closely climate and development goals are linked. But we do not yet have clarity on how to set priorities,
who does what or how to count (and communicate about) the money. Are new climate pledges additional to
aid pledges? Will climate finance reduce the funds available for other development goals? 

In this context, development organisations need to demonstrate value in new ways. At home, they need to
partner and communicate more actively with other ministries and partners (e.g., foreign, trade, environment,
interior). In doing so, they can share their experience in managing complex programmes and processes that
cut across policy sectors. In the context of global challenges like security or migration, they can show how
well they understand local contexts, thanks do their strong informal and formal networks. They also need to
stay focused on the long-term benefits of development cooperation: on how tackling global climate change or
pandemics can prevent crises at home. 

If they want to operate in the new global context, development actors also need to understand how they are
perceived and accepted in partner countries. Recent public attitudes surveys suggest that many OECD DAC
donors have lost standing in partner countries, despite spending large sums there over decades. 

The standing of development organisations can suffer from historic grievances, or from large-scale mis- and
disinformation campaigns, but also from feelings of current injustice and hypocrisy (as is the case in global
negotiations on climate action). This needs to change if all countries are to be allies in the global effort for
sustainable development. Several DevCom members are investing into public opinion research in partner
countries, expanding their capacity for local communications and campaigns, and providing more support to
local fact-checking organisations. 

Opening panel 
Development in a new geopolitical landscape: What has changed for communicators? 
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Reflecting on the world’s many challenges, Rémy Rioux called for Official Development Assistance (ODA) 
to transition out of the last century. There is a paradoxical situation where ODA is increasing, but its public
acceptance is decreasing. Our narratives on ODA have become fragmented, and we have not yet adapted to
the new policy landscape that was agreed in 2015. We have not yet resolved the inherent tension in
development cooperation: our clients are not the people who are supposed to benefit from our work, but the
ones who are paying for our work.

One example has been the area of vaccine solidarity: some organisations have focused on the sums they have
spent; others have focused on how they have helped countries become vaccine producers. Traditional donors
could learn a lot from providers of South-South co-operation, who use concepts like  solidarity and mutual
respect to guide their development cooperation partnerships, and who underline that their co-operation
comes without pre-prepared solution or strings attached. To draw further lessons from this approach,
DevCom will soon organise an event on South-South Co-operation, in collaboration with the Foreign Ministry
of Brazil. 

Keynote Speech 

For communicators, the key will be to find a balance:
accept criticisms and acknowledge historical
injustices but be confident about your "unique selling
proposition": i.e., the values you represent, like
democracy and human rights. Another way forward is
to change the concepts that inform the way
development co-operation is run. Even in 2022, many
organisations still define their work with 20th Century
terminology that breaks the world into North and
South, or East and West. 

Development communicators also need to focus more
on the content: how their organisations help increase
the strategic autonomy of countries and efficiently
address the issues that matter. Instead, their
messages too often focus on the big sums of money
their organisations pledge: messages about money are
often less engaging and can open the door to criticism
when results do not follow.

Provide a more common narrative on our common
goals, one that integrates climate and
development goals, and that responds to the
“losses and damages” debate led at COP-27. 
Present a more coherent picture on finance, with
specific funds to support and protect the most
vulnerable people, and further financial
instruments to raise resources to tackle climate
action as a global public good. 

As the most important global public policy, ODA
needs to reinvent itself and set out a more modern and
coherent vision for the future. We need to: 

Rémy Rioux, General Director, Agence Française de Développement (AFD) 
 Speaker: 
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Public attitudes insights 
What people think and feel about international co-operation? 

Climate change, inequality and economic crises are what people are most concerned about. However,
these priorities can change quickly, in response to a changing context. 
Support for international aid spending remains high: 57% of US citizens and 73% of Canadians  want
aid to increase or stay the same. Yet, people have very mixed feelings. While 22% of  Canadians and 10%
of French feel “hopeful” about aid, 23% and 15% feel “indifferent”. 
What to prioritise in aid: Basic services, like clean water, education and health are seen as high 
 priorities for aid and viewed positively. By contrast, messages on climate change and gender equality can
be divisive (especially when using jargon like “net zero”). 
Frames matter. Many people respond well to moral arguments around solidarity, fairness, justice and
“the right thing to do”. But between 21% (UK) and 33% (Germany) of people want aid to both reduce
poverty and serve national interests.
Messengers also matter. Warmth, competence, relatability, and genuine care are key criteria for a good
messenger. Frontline workers and volunteers are more positively regarded than business leaders, aid
recipients, and activists.
Don’t write off television or Facebook. Both remain very popular among many age groups. 

Jennifer Hudson shared insights on public opinion on international cooperation in Canada, France, Germany,
Great Britain and the United States. Here are key messages from her presentation (for the full data behind
these messages, please refer to the slide deck). 

1.

2.

3.

4.

5.

6.

Jennifer Hudson, Director, Development Engagement Lab 
 Speaker: 
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Focus and prioritize. Set up metrics, be creative, show real professionals engaged in your organisation’s
work and purpose.
Allocate communication budget to projects. It helps to have a larger budget linked more closely to the
work of your organisation.
Invest in partnerships. Music and film festivals, for example, can allow organisations and their leaders to
get recognition from outside partners. Strengthen links with other public institutions to broaden your
audience.
Invest in good publicity on social media. It is easy and costs little to produce engaging content that
shows what you do. Take pictures in the field and post them on social media accounts. 

How do you show that communications is a worthy investment? Who decides on and manages the
communications budget? How do you monitor and measure impact of your communications strategy? 

Communicators are accountable for their work and need to show why communication budgets matter
strategically. Yet, many members struggle to find appropriate KPIs to measure the quality of engagement and
dialogue, or to measure the impact of communications training over time. Budgets come from the top, but
project leaders and CEOs are rarely involved in the process of defining and measuring results. 

Here are some ideas and solutions shared: 
1.

2.

3.

4.

Practical Peer-Learning Workshops 
Managing complexity in development communications 

Managing development communications can be overwhelming. We need to deal with vast amounts of content,
collaborate with a complex set of partners, and are under pressure to show that our communications work
achieves results for our organisations. In these member-led beehive sessions, we shared practical
experiences and ideas on a range of specific challenges. 

 
This session was built on the following Learning Areas of the 

DevCom Toolkit for Development Communicators: 
• Resources • Partnerships • Knowledge • 

Round 1: Managing Resources 

Christian Mäntele, Engagement Global, Germany 
Hana Šišková Grznárová, Ministry of Foreign Affairs, Czech Republic 

Opening reflections: 
A. Securing a communications budget 

Elodie Martinez, Agence Française de Développement (AFD)
Emma Hernborg, Expert Group for Aid Studies, Sweden (EBA) 

Opening reflections: 
B. Managing content overload

Which types of content deserve your time and money? Which formats and channels bring least value? How
do you decide what to publish? What systems do you use to store, filter and archive content?

It is difficult to assess what content is relevant, timely and strategic since many requests come in with the
same level of urgency. Often, there is also a lack of coordination between teams. Communications officers
don’t have access to key reports until the last minute and struggle to find key messages in long and
technical reports, as they have not been involved in discussions from the beginning. A further big challenge
is increasing the reach of development stories and finding the right balance between what must be said and
what the audience wants to hear.

6

http://www.sdg-communicator.org/toolkit
http://www.sdg-communicator.org/toolkit


Share real stories. Prioritize storytelling; engage with local community to share their stories, as it will get
a bigger impact than a general press release. 
Build strategic partnerships. Find partners that can connect you to the public. Get interviews from
experts, push for peer-learning activities. Moreover, be strategic about the content to share and cross-
post with partners.
Be strategic with what and when you post. Posting less is more; Set up a communication calendar that
outlines the key priorities for the year. Re-post and re-share content when relevant, have a repackage
content ready.
Craft top-notch messages with help from colleagues. To get key messages from long and technical
reports, connect with the research team to become involved since the beginning of its draft.
Use resources on your favour. Use metrics to understand your audience better. Set up training sessions
to empower individuals with the right tools to teach them how to communicate better. 

Some ideas and solutions proposed were: 

1.

2.

3.

4.

5.

Annie Mutamba, Africa Communications Week
Susanna Seymour, European Investment Bank (EIB) 

Opening reflections: 
C. Communicating in partner countries

Encouraging embassies and country offices to become more active communicators. This includes
training and guidance for communications; communication-related KPIs for staff; new local social media
accounts; hiring local professionals. 
Adding communications clauses to project contracts. This works best when: communication is
integrated throughout the project cycle; guidance to project teams is clear; training is provided; the local
context and political dynamics are considered carefully; and there is a common understanding with
project partners on how funding can be spent. 
Running specific country- or regional level campaigns, in collaboration with local agencies, NGOs or
media. This allows for communication beyond the project/institutional level. However, partners are often
not experts on development cooperation. A major challenge in all three cases is to ensure that local
media ecosystems are respected, and that independent media is not undermined by donor funding. 

How is our work and presence perceived in the countries where we operate? How can we better organise our
communications to achieve greater impact there? What is the right balance between project-level
communications and campaigns? 

Participants highlighted many reasons why communication in partner countries had become important. First,
demonstrating results to citizens in partner countries is crucial in building trust and legitimacy in local
contexts. Despite many years of aid, local perceptions often remain negative about or unaware of the
organisations funding local programmes. For some members, becoming better at communicating locally is
also about business development and scaling up successful programmes. 

DevCom members have increased their country-based communications in three ways:

1.

2.

3.

Olli Moilanen, Ministry for Foreign Affairs, Finland
Jasmin Singgih, Federal Ministry for Economic Cooperation and Development (BMZ)

Opening reflections: 
D. Setting up a communications team

What skills do you prioritise and need in a new communications team? How do you coordinate across
departments? Which activities need to stay in-house? When can you outsource?

Different team structures work for different organisations. However, good communication almost always
requires people who are flexible and have a variety of skills (e.g., writing, filming, creating visuals, organising
events).
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The role of communicators is to offer technical advice and reassure colleagues. Some colleagues will
be reluctant to use modern approaches, particularly in politically sensitive environments (e.g. Palestinian
territories). Some consider social media to be dangerous for a career, or gimmicky. Communicators must
explain the practical benefits of social media. 
There are many tools to encourage our colleagues to communicate: workshops, guidelines, toolkits, or
even contractual performance objectives. Training can be another solution.
There is also the common sense. People can understand why they shouldn’t say something, and it’s
impossible to control everything. We must trust people and allow for creativity. 

Has COVID-19 changed the way we communicate internally? How can we help colleagues become our best
ambassadors? What guidance and incentives do they need to improve their communications and contribute to
your strategy? 

Participants discussed how to provide colleagues with incentives to communicate, and with materials and
guidance to become ambassadors. The discussion focused mainly on social media, and particularly on the use
of private accounts. Here are three recommendations: 

1.

2.

3.

Identify what hard and soft skills are needed. The most strategic hard skills are writing, storytelling,
press and media, digital, analytics, data visualisation and event management (creating spaces for
informed and constructive debates). The most important soft skills are flexibility, young minds,
multitasking, ability to understand and synthesizing content.
Be strategic. Establish a communications strategy that is validated and monitored by top management.
This can help comms be included in project planning from the outset. 
As a general rule, outsourcing is better used to cover blind spots, while essential work is better
conducted in-house. However, outsourcing can bring new ideas and practices into teams with limited
budgets. 

Managers also need to break silos between different communication functions, as the lack of coordination
can be inefficient. It is difficult to assess how much one should outsource. The transaction costs of
outsourcing are high, and external contractors are not always fully aware of line of work, which results on
extra time spent redoing their work. 

Here are some ideas and solutions shared by our participants:

1.

2.

3.

Round 2: Managing Relationships 

Nicolai Tust, KfW Development Bank
Martina Waldis, Swiss Agency for Development and Cooperation

Opening reflections: 
E. Collaborating with colleagues
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Martha Haukaas, Norwegian Agency for Development Cooperation (NORAD)
Áslaug Karen Jóhannsdóttir, Ministry for Foreign Affairs, Iceland

Opening reflections: 
F. Engaging with the media

Invest in media training. Be it through a fellowships or training programmes, we need to help journalists
grapple with technical and specific development issues. Many DevCom members organise regular
background briefings for media experts.
Create long-term relationship with the media. Communicators and journalists share very common
challenges. This means investing in a regular and sustainable partnership with them.
Support the media in their work. When journalists write about a development issue, development
communicators should support and engage with journalists by preparing key messages and data that can
make their stories relatable and connected to development work.
Create opportunities. Facilitate the work of journalists, give them opportunities to access people and
places they could not access before.
Be creative. Find innovative ways to engage the media, for example, mobilise influencers on the topic
and hack the agenda during big international events (e.g. fashion week). 

What kinds of relationships do we need to get our messages into the news? How can we support journalists in
presenting a fairer picture of development work? 

Participants identified three main challenges. First, it is difficult to engage the media on international
development co-operation when national issues feel more important and urgent. Second, journalists lack
knowledge on what we do, which makes harder for them to explain who we are and what we do. Third,
journalists have limited resources to conduct investigative, fact-based work about global issues.

In sum, the biggest questions were: how can we train our colleagues to share their knowledge in a media
compatible way? How we connect with journalists and make them interested in what we do? 

Participants shared their ideas and suggestions:

1.

2.

3.

4.

5.

Lucy Milmo, Foreign, Commonwealth & Development Office (FCDO), United Kingdom
Ulrike Lacoste, Austrian Development Agency (ADA)

Opening reflections: 
G. Partnering with civil society

Build a trustworthy relationship. CSOs are important allies when advocating on behalf of development
agencies. Development organisations must accept that they cannot control all messaging. Build civil
society teams in your organisation, have regular information sharing meetings, and focus on sharing
experiences with CSO allies.
Learn from their funding strategies. CSOs depend on public support for their funds and have honed
great campaigns and strategies in areas like climate and human rights. 

How do you collaborate with CSOs without co-opting them? What are the best ways to find common ground in
public engagement? 

Participants agreed that the CSO environment is fragmented, which makes it harder to invest in sustainable
relationships and campaign with them. However, even long-term relationships can be problematic when
funding is in play: civil society often depends on government funding, but needs to remain free to criticise
governments.

Here are some ideas and suggestions shared: 

1.

2.
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Latifa Belmahdi, Global Affairs Canada
Ingrid de Beer, Ministry of Foreign Affairs, Netherlands

Opening reflections: 
H. Engaging the private sector

We must tell a compelling story on why the public and private sectors need one another. There are
many win-win stories to be found where business and development goals align. 
The private sector has to help tell the development story about entrepreneurship, innovation and
success in communities around the world.
The private sector can help us reach new audiences: business leaders, clients, consumers. 
Despite wide-spread recognition of the need for public and private collaboration, there remain trust
issues and challenges in language. These can be overcome by focusing on examples of collaboration at
the local level, where challenges are often shared. 

How should we tell the story of the private sector’s role in achieving sustainable development? What can we
learn from the way the private sector communicates? How do you collaborate with businesses without “SDG-
washing?” 

This is an area where DevCom member’s experiences are very diverse, and where good practices are hard to
identify. Our ability to engage with the private sector varies depending on whether we are a government
ministry, agency or multilateral institution. And our private partners are highly diverse, ranging from small
businesses to multinational corporations, and including private sector associations. 

Some takeaways: 

1.

2.

3.
4.
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We need to promote both development and climate action. While developing countries already suffer
most from climate change, they also have immediate needs, such as access to energy. Some of them
depend largely on exploiting natural resources for their livelihoods. Having contributed least to climate
change, developing countries perceive as unfair the global pressure to reduce emissions and divest from
energy. There is a strong call to respect each country’s own pathways to the green transition.
Despite progress in climate finance, international pledges for the green transition and climate adaptation
have not yet been met. Developing countries who stand to suffer from climate change argue that financial
responsibility lies with those who caused historical and future emissions, and that they have a right to
compensation for their losses and costs.

Focus the narrative on climate solutions. Media coverage often focuses on tensions and disaster,
creating a sense of hopelessness. We need to find stories that demonstrate that climate action is
possible, and disagreements can be resolved. We know that the green transition bears costs, but it also
brings opportunities like green jobs, food security, health, and new technologies.
Link climate to everyday concerns. Make the climate story relatable, not about numbers and jargon (like
“net zero”). We need to show local, human impacts and local solutions. 
Promote dialogue and mutual understanding. Helped by their communicators, development
organisations have a particular responsibility to promote global dialogue and mutual understanding on
climate action. 

High-political ranks: to guarantee that climate change stays on top of the agenda, while ensuring that
there are real commitments rather than political statements.
Global stage: to explain what it will take to have a just transition and what it means locally. This includes
identifying national responsibilities and financial commitments. 
Stakeholder engagement: to share stories on successes and challenges of specific projects and in
specific sectors. 

This panel focused on understanding climate-development policy debates, sharing information on global
campaigns ahead of COP-27, and sharing tips to reach young audiences on climate issues. 

Communicators have a crucial role in explaining the policy debates related to the climate transition. Public
understanding and acceptance are critical for policy makers seeking to implement climate policies. In the
context of the COP-27 Summit, the panelists discussed two policy debates that are particularly important for
development communicators:

1.

2.

 Panelists and participants shared several recommendations for development communicators: 

1.

2.

3.

Ambassador Nasr underlined that COP-27 was a moment for African stakeholders to put their requests and
challenges into the spotlight. He called on communicators to help engage audiences at several levels:
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Day 2 – Friday, 7 October
Campaign Corner
Promoting green action together & preparing COP-27 

Ambassador Mohamed Nasr, Director, Department of Climate, Environment and Sustainable Development, Ministry
of Foreign Affairs of Egypt
Lahra Liberti, Head of Unit, Natural Resources for Development, OECD Development Centre
Rob Greenfield, Account Director & Climate Campaigner, Earthtopia
Nanette Braun, Chief, Communications Campaigns Service, Strategic Communications Division, United Nations
Department of Global Communications, & DevCom Co-Chair 

Basak Pamir, Senior Communications Officer, OPEC Fund for International Development

 Speaker: 

Moderator: 



The main political call is on stronger national action plans. Some key international reports in support of
this message are: the UNFCCC Synthesis Report of the Nationally Determined Contributions; the UNEP
Emissions Gap Report; the IEA World Energy Outlook.
On credibility and accountability, there’s a report by the UN Secretary General’s high-level expert group
on net zero commitments by non-state actors.
On individual action, the ActNow campaign encourages citizens everywhere, but especially the
wealthier segments of society, to do their part by shifting towards more sustainable lifestyles. 

Nanette Braun highlighted some UN messages planned for COP-27:
1.

2.

3.

Find social media assets to all these initiatives in the Trello board, and content from COP27, in multiple
languages, in the UN Climate web page. 

Next Steps
Sharing ideas & defining priorities for DevCom in 2023-2024

Overlapping economic and energy crises, alongside the rise of populism have made it harder to
advocate for international co-operation. A “charity begins at home” argument is gaining traction.
The media landscape: mis- and disinformation is rising, media behaviours are fragmented, and people
feel overwhelmed, distrustful, and disengaged from the news.
The current geo-political crisis has reduced appetite for multilateralism. We have a shared global
agenda – the SDGs – but countries are promoting national brands and objectives.
Communicating in partner countries. Some development organisations face a decline of legitimacy,
trust and standing among citizens in partner countries. 
Finding the right channels and formats, especially to reach young audiences.
Measuring impact of development communications is essential to learn for future communications
efforts, but also to make the case for communications budgets. 

Partnerships. Development organisations have strong links with civil society, project partners and policy
experts in partner countries. They can leverage these partnerships and build new ones.
Local agency. As organisations with global coverage, development organisations can gather local stories
from around the world and understand how to best adapt their communications efforts to different
contexts.

In the final session, participants shared their ideas for the 2023-2024 DevCom work programme. Their
discussion built on a series of “speed-dating” sessions on Day 1, during which participants identified
challenges and assets in development communications today. 

Challenges in development communications:

 
Assets in development communications:
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Focus on actions individual, business and governments are taking to help the planet. Use a positive
tone and add a dash of humour where it feels appropriate. Don’t dwell on doom. 
Be short and snappy. The main message of your post should land in the first 3 seconds of a video. 
Lay off information as if you are explaining it to a friend and make it engaging and relevant. 
Produce relevant and engaging content. Usually, the content that performs best are tips, product 
and initiatives that help your audience to live greener lives.
Engage with pop culture. Young people follow celebrities closely, often seeing them very critically or as
role models. Lately, many celebrities have received backlash for using private jets. 
Go local and go global. Young audiences want to make individual contributions to the environment, but
also monitor how organisations and business act worldwide. They will boycott products and want to be
informed how green the products they consume are. 

1.

2.
3.
4.
5.
6.

7.

Rob Greenfield of @Earthtopia, the largest Eco community on TikTok, shared tips on how to engage the 
young public into climate action:

https://unfccc.int/ndc-synthesis-report-2022#:~:text=Nationally%20Determined%20Contributions%20%E2%80%93%20or%20NDCs,adapting%20to%20climate%20change%20impacts.
https://unfccc.int/ndc-synthesis-report-2022#:~:text=Nationally%20Determined%20Contributions%20%E2%80%93%20or%20NDCs,adapting%20to%20climate%20change%20impacts.
https://www.unep.org/resources/emissions-gap-report-2022
https://www.unep.org/resources/emissions-gap-report-2022
https://www.unep.org/resources/emissions-gap-report-2022
https://www.iea.org/reports/world-energy-outlook-2022
https://www.iea.org/reports/world-energy-outlook-2022
https://www.un.org/sites/un2.un.org/files/high-levelexpertgroupupdate7.pdf
https://www.un.org/sites/un2.un.org/files/high-levelexpertgroupupdate7.pdf
https://www.un.org/sites/un2.un.org/files/high-levelexpertgroupupdate7.pdf
https://trello.com/b/bK5ioIoO/actnow-the-uns-climateaction-campaign
https://trello.com/b/bK5ioIoO/actnow-the-uns-climateaction-campaign
https://trello.com/b/bK5ioIoO/actnow-the-uns-climateaction-campaign
https://trello.com/b/bK5ioIoO/actnow-the-uns-climateaction-campaign
https://trello.com/b/GTSZgaWr/climateaction
https://trello.com/b/GTSZgaWr/climateaction
https://trello.com/b/GTSZgaWr/climateaction
https://www.un.org/en/climatechange/cop27
https://www.un.org/en/climatechange/cop27
https://www.un.org/en/climatechange/cop27
https://www.tiktok.com/@earthtopia


Get in touch with us at: dev.com@oecd.org

Secretariat 2022
Henri-Bernard Solignac-Lecomte

Felix Zimmermann
Isabela Carrozza Joia

Vanina Meyer

The DevCom Secretariat delivered a presentation, reporting on DevCom activities in 2021-2022, outlining 
 different ways in which the network can bring value to its members in 2023-2024, and providing an update
on the network’s membership and budget situation.1 

Please refer to the 2023-2024 DevCom Work Programme, which was developed based on the ensuing
discussion, in which members identified the challenges they would like DevCom to address, the expert
partners they would like to engage with in DevCom events, and the policy challenges they could campaign on
together during the next biennium. The work programme also integrates comments received in feedback
forms distributed during the final session. 

Having a strong team. Communications teams are professionalising by bringing in new skills and
demonstrating that communications is also a means for organisations to achieve policy impact. 
Social media & innovation. Digital platforms have made it possible for communicators to reach further
than ever before.
An international community. Networks like DevCom itself are a source of experiences and advice from
an international community of peers (e.g., the DevCom Toolkit).

https://sdg-communicator.org/about/2022-devcom-annual-meeting/
https://sdg-communicator.org/our-work/
https://sdg-communicator.org/toolkit/
https://sdg-communicator.org/toolkit/
https://sdg-communicator.org/toolkit/

