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EXECUTIVE SUMMARY 

 

As signatories of the St. George‟s Declaration (SGD) of Principles for Environmental 

Sustainability, member countries of the Organization of Eastern Caribbean States (OECS) 

are committed to putting in place a number of strategic actions to improve the 

environmental management of their natural resources. Goal 3 of the SGD is aimed at 

managing natural resources and eco-systems effectively so that they remain healthy 

and productive, while Goal 4 is aimed at enhancing the economic and social benefits 

associated with sustainable natural resource management.  

 

Achieving these goals requires a change in awareness and a change away from the 

negative behaviours that presently harm the environment and specifically, Protected 

Areas (PAs). This requires that the general public within the various countries of the OECS 

not only appreciates what their own nations are expected to do (and are doing under 

the SGD), but also that they support their individual country‟s efforts by first also 

appreciating: what protected areas are; how they support long-term sustainable 

economic development; and how individuals and communities can benefit personally 

from the creation and maintenance of PAs. 

 

This type of awareness raising and behaviour change demands a very strategic and 

targeted communication approach at both national and regional levels. Under OPAAL, 

the OECS Secretariat through its Environment and Sustainable Development Unit (ESDU) 

is assisting Member States in two main ways. First, by introducing specific 

communication actions for their own national needs and secondly, by initiating 

complementary regional awareness activities that are likely to be beyond the scope of 

individual OECS countries to implement on their own, but which are nevertheless 

needed to deepen and sustain national public awareness efforts. These activities form 

the regional public awareness strategy.  

 

The justification for this strategic awareness plan is the result of five rigorous steps: 

 

Step 1 Keeping the goals of the SGD front and centre at all times as the overall 

purpose of the strategy; 

 

Step 2  In-depth research of current levels of knowledge, types of behaviours and 

practices (KAPs) related to environmental awareness. In 2007 a detailed 

KAP survey was conducted in six OECS countries and yielded the baseline 

data that informs the present strategy; 

 

Step 3 Careful Consideration of the main audiences (both primary and 

secondary) that need to be targeted as well as consideration of their 

main media preferences; 
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Step 4 Careful consideration of the gaps in knowledge and practices that 

emerged from the above mentioned KAP study that must be addressed if 

protected areas are to be managed sustainably; and 

 

Step 5  Participatory input from key stakeholders and regional experts from the six 

OECS states who are expected to play pivotal roles in the regional 

strategy‟s implementation. 

 

 

 

Based on analysis of the KAP baseline data, the strategy identifies the key audiences 

that need to be targeted and assesses the gaps in their knowledge, attitudes and 

practices that will require precise public awareness messages. Four key pillars for which 

critical messages are clearly needed form the main rationale for the strategy. These 

include:  

 

1. Environmental Literacy: The FACTS associated with PAs in ways that people can 

clearly understand (What are PAs and what are they not? Where are they? Why 

are they important for the sustainable management of natural resources? And so 

forth);  

2. Government Action and Legislation: The FACTS about what governments are 

doing under the St. Georges Declaration with respect to PAs and why? 

3. Benefits of PAs: The FACTS of how PAs benefit (socially and economically) people 

and especially communities who live within closest proximity to them. This is 

important to challenge the current popular perception that PAs only benefit 

outsiders such as (researchers and tourists, but keep local people out); 

4. Community Action: The FACTs about what people and communities can do to 

help manage and conserve protected areas and the natural resources within 

them (marine resources, water and forest resources, as well as cultural and 

historical resources) 

 

Based on the KAP data analysis, strategic communication channels and precise media 

preferences are identified for these audiences and a dynamic multi-media strategy that 

draws from expert advice and lessons learnt from regional communication experiences 

is presented. 

 

Fundamental to the strategy is the promotion of behaviour change, in addition to 

awareness-raising. For this reason, the strategy establishes a very clear goal that must be 

achieved and articulates four precise objectives to ensure its success.  Each of the 

objectives is constructed to be specific, measurable, and achievable within a two year 

period. 

 

The strategy then outlines a series of communication activities for implementation.  

Altogether, a total of eleven distinct activities are presented. For each of these, detailed 

output, process, and outcome indicators are given in order to monitor and measure 
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impact. Partners for implementation and timelines are also identified and the entire set 

of activities presented in both matrix format and as a detailed work plan. 

 

In prioritizing the various activities for implementation, the strategy is guided first and 

foremost by the needs of six draft National Action Plans and recognizes that behaviour 

change communication is best achieved through face-to-face, interpersonal 

communication. The important role of environmental officers and park ranges (among 

others) was strongly affirmed in the KAP study and is at the core of all the National 

Action Plan (NAP) efforts. All six of the OECS OPAAL participating countries have 

identified the need to improve general awareness and for this reason, the activities 

covered under the regional strategy will greatly ease their level of effort by generating a 

regional slogan, radio/TV jingle, public service announcements (for both radio and TV) 

and supportive print information that will assist the face-to-face community meetings 

and other activities being planned through the national action plans. As such, it 

represents a truly unique regional initiative that will genuinely complement and support 

the work of member OECS countries rather than serve as a project-only based 

communication strategy.  

 

To ensure good governance, transparency, capacity building and promotion of 

partnerships during strategy implementation, a management plan is presented that 

recommends the formation of an advisory committee to include representatives from 

key OECS regional institutions such as CERMES, CERN, among others. 

 

A plan for monitoring and evaluation of the strategy is also designed that utilizes the 

indicators suggested for each of the strategy‟s distinct activities. Finally, a broad budget 

is proposed to indicate likely costs for each component. 

 

If implemented effectively, after 2 years, the strategy will have successfully achieved its 

main goal of having citizens in OPAAL Participating Member States become far more 

aware of OECS protected areas leading to an appreciation of the significance of PAs 

to their economic livelihoods and overall quality of life. 

 

More importantly, the strategy will also have succeeded in enhancing sustainability of 

protected areas beyond the scope of the OPAAL project itself by: 

 

1. Encouraging and promoting the need for more public visits to protected 

areas throughout the OECS region;  

2. Raising the public‟s knowledge of what they can do to enhance natural 

resources within PAs through improved behaviour 

3. Strengthening the capacity of the media to report far more frequently 

and accurately on issues and events affecting Protected Areas; 

4. And by enabling the tourism sector (such as tour operators, taxi and bus 

drivers, tourism event promoters, travel agents, and so on) to more 

vigorously and aggressively promote tourism visits to protected areas 

throughout the region. 
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Goal #3 of the St. Georgeôs Declaration 

In pursuit of this goal, Member States hope that natural resources of the sub-

region will be managed effectively so that the eco-systems remain healthy and 

productive; that bio-diversity is protected; the indiscriminate disposal of waste 

pollution does not destroy natural and cultural resources; the new approach to 

energy conservation will include use of new and alternative energy sources.  

 

Goal #4 of the St. Georgeôs Declaration 

Natural resources can contribute to social and economic development but it is 

the goal of the SGD to ensure that these benefits are shared equally and that the 

costs of maintaining the resources are also shared equally among all groups in 

the society.  

 

 REGIONAL PUBLIC AWARENESS STRATEGY FOR 

PROMOTING PROTECTED AREAS WITHIN THE OECS 
 

1. INTRODUCTION 

 

As signatories of the St. George‟s Declaration (SGD) of Principles for Environmental 

Sustainability, member countries of the Organization of Eastern Caribbean States (OECS) 

are committed to putting in place a number of strategic actions to improve the 

environmental management of their natural resources. Goal 3 of the SGD is aimed at 

managing natural resources and eco-systems effectively so that they remain healthy 

and productive while Goal 4 is aimed at enhancing the economic and social benefits 

associated with sustainable natural resource management. Under the OECS Protected 

Areas and Associated Livelihoods Project (OPAAL), the OECS is helping Member States 

to fulfill their SGD obligations in achieving both of these goals while balancing the need 

to enhance livelihoods and protect the environment. 

  

BOX 1 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Achieving these goals, requires improved awareness and a change away from the 

negative behaviours that presently harm the environment and protected areas. These 

changes necessitate that the general public within the OECS not only appreciates what 

their own nation is expected to do (and is doing under the SGD), but also that they 

support their country‟s efforts by appreciating: what protected areas are; how PAs 

support long-term sustainable economic development; and also how individuals and 

communities can benefit personally from the creation and maintenance of PAs.  

 

This type of awareness raising and behaviour change demands a very strategic and 

targeted communication approach at both national and regional levels. Under OPAAL, 

the OECS Secretariat through its Environment and Sustainable Development Unit (ESDU) 

is helping member countries to do just that, in partnership with the World Bank acting as 
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an Implementing Agency of the Global Environmental Fund (GEF); the Fond Français de 

l‟Environnement Mondial (FFEM) of the Government of France; and the Organisation of 

American States (OAS). OPAAL is assisting Member States to introduce specific 

communication actions for their own national needs, while also initiating 

complementary regional awareness activities that are beyond the scope of individual 

OECS countries to implement but which are nevertheless needed to deepen and 

sustain national public awareness efforts. These activities constitute the regional public 

awareness strategy. 

 

The justification for the present strategic communication plan is the result of five very 

critical rigorous steps: 

 
Step 1 Keeping the goals of the SGD front and centre at 

all times as the overall purpose of the strategy; 

 

Step 2 In-depth research of current levels of knowledge, 

types of behaviours and practices (KAPs) related to 

environmental awareness. In 2007 a detailed KAP 

survey was conducted in six OECS countries and 

yielded the baseline data that informs the present 

strategy; 

 

Step 3 Careful consideration of the main audiences (both 

primary and secondary) that need to be targeted 

as well as consideration of their main media 

preferences; 

 

Step 4 Careful consideration of the gaps in knowledge 

and practices that emerged from the 

abovementioned KAP study that must be 

addressed if protected areas are to be managed 

sustainably; and 

 

Step 5 Participatory input from key stakeholders and 

regional experts from the six OECS states who are 

expected to play pivotal roles in the regional 

strategy‟s implementation and in the 

implementation of the national action plans 

 

Before delving into the strategy and outlining its goals, objectives and recommended 

activities, it is first important to review the key logical conclusions that have resulted from 

the above step-by-step process. These provide the sound rationale and justification for 

the strategy‟s key activities and components.   
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BOX 2 

ñWhich group of people, if they were to change their behaviour and 

attitudes, would help us achieve 80% of our goal?ò 

2. CONTEXT AND BACKGROUND 

 

 2. 1 AUDIENCE PROFILES 

 

One of the most critical steps in any communication strategy is to correctly identify and 

define the main audience to be targeted. In determining the primary audience, it is 

critical to ask: 

 

 

 

 

 

The KAP targeted two main groups in its survey: householders and staff of environmental 

departments in Antigua and Barbuda, Dominica, Grenada, St. Kitts and Nevis, Saint 

Lucia and St. Vincent and the Grenadines. To a large degree the general public is 

characterized by the profile of householders that emerged from the KAP and it is this 

group that is considered as the Primary Audience for the strategy as this is the group 

whose knowledge and behaviour most needs to change if PAs are to be managed 

sustainably.  Moreover, as a regional initiative, this strategy is focused on the OECS 

public generally and must have as wide appeal as possible.  At the same time, the 

strategy further recognizes the need to segment audiences along socio-economic lines 

since differences in socio-economic factors were found to be significant in the KAP. 

Some sub-sectors will require different approaches or special attention. A more detailed 

description of the targeted audiences is provided below. 

 

 2.1.1 Profile of Primary Audiences ð Households 

 

The KAP survey yielded detailed socio-economic data about the knowledge, attitudes 

and practices among general households in the region and this data informs the profile 

of the main audience the strategy seeks to address. It is noted that the KAP data also 

revealed some distinct differences from country to country with respect to certain socio-

economic factors, but these differences are more significant and appropriate for 

country level national public awareness activities to address. At the regional level, the 

broader distinctions between age, income, education and gender are less likely to be 

significant.  

 

Based on the KAP data, approximately 25% of the population surveyed was between 15 

and 25 years old, another 23.6% were between 25 and 34 years of age, and 

approximately 21.5% were aged 35 to 44 years suggesting that messages and 

communication approaches should be tailored slightly differently for each of these age 

groups. Younger audiences for example are more drawn to the internet and 

Information Communication Technologies (ICTs) such as mobile phones, texting, and so 

on. 
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Two-thirds (68%) of the household respondents had completed education at the 

secondary level, but only 8% had university education. Therefore messages should be 

tailored for the secondary level in order to reach the widest audience. This is especially 

so since only 51.4% or roughly one half of the respondents claimed to read very well with 

women respondents claiming to have higher reading ability than their male 

counterparts. 

 

Most of the household respondents surveyed in the KAP were employed, although the 

levels of full-time employment varied from country to country. Younger respondents 

were however, less likely to be employed. Housewives and students were also reported 

to be un- or under- employed. 

 

Greatest employment was found in the categories of skilled tradespersons, clerical staff, 

sales staff, and machine operators indicating that the majority of the people in the 

OECS region are likely to be in the working class sector, rather than in professional 

employment. 

 

Income levels were largely between EC $1000 and $2000 (27.2%) monthly or under EC 

$1000 (31.2%) indicating modest salary levels. 

 

Those who earned less than EC $1000 monthly were unemployed housewives and 

students, unskilled labourers and domestics, youth, small farmers and micro-business 

owners, semi-skilled machine operators and to a lesser extent technical persons and 

sales people, and para-professionals.  

 

A high percentage of the respondents surveyed indicated that they attended church 

weekly (43.6%) which offers opportunity to link environmental messages about PAs to 

spiritual themes and to also consider the role of churches as a communication channel. 

Media materials should therefore be packaged as informational kits for churches to use 

in discussion groups or retreats as part of the National Action Planning efforts. 

 

Over half of the general public surveyed uses public transportation (buses/taxis/vans) 

thus suggesting that messages promoted through the public transportation outlets 

should be strongly considered. For example, popular music events and dances are 

often advertised as decals on taxi and bus windscreens. This is therefore a 

communication medium that may be utilised in the implementation of the strategy and 

particularly at the NAP level. 

 

People are well rooted in their communities with older persons obviously having lived in 

the same place longer than younger persons. In either case, the connection with 

community suggests that community based approaches and community media should 

form key communication channels especially at the national level. 

 

Finally, the KAP survey also indicated that people were most concerned with their own 

immediate areas and with natural areas that were closest to where they lived. This is not 
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surprising, but indicates that messages should seek to generate as much personal 

impact as possible in order for audiences to resonate and respond. It also suggests that 

messages should emphasize how protected areas will economically, and socially, 

benefit the people that live in the closest vicinity but who may not now consider PAs to 

be part of their own natural environment. 

 

 2.1.2 Media Preferences and Consumption Patterns for the Primary Audience 

 

In order to ensure that the right media are selected and utilized for information 

dissemination, the communications strategy considers what media preferences the 

target audience currently has, what their viewing and listening habits are, and which 

messengers they view as credible. Once again, the KAP survey found very useful data 

that guide the strategy in this respect. 

 

It showed the following: 

 

Radio was found to have the highest media use across the region followed by television, 

while newspapers were found to have very limited readership. However, newspapers 

were still seen to be credible sources of information by many of the respondents and 

can play a limited, but affirming role by reinforcing the main messages that should be 

promoted predominantly through radio. More detailed information can be transmitted 

through print than radio or TV.  

 

Television viewership was highest for national programs and cable TV, with little 

indication of regional TV viewership. However, of the regional television offerings, 

Tempo, Cable Vision and Hype were suggested. Thus, use of regional television should 

be minimized in any awareness campaign that is mounted as part of the regional 

strategy. 

 

Radio was also identified as the main key source for information on the environment, 

while national television was felt to be the most effective medium for environmental 

messages. Seventy percent (70%) of the respondents reported regular daily exposure to 

television and radio, sometimes using these media simultaneously. Radio listenership was 

highest between 6:00 a.m. and 12:00 noon on weekdays (44.8%) – likely when people 

are getting ready for work and doing daily chores. Less listenership was reported over 

the weekends. Television viewership was highest in St. Lucia but was high for all countries 

with 70.5% of respondents reporting daily TV consumption mostly during prime time 

evening hours (6:00 to 12:00 midnight). Weekend TV consumption was more 

fragmented, indicating that any television messages should be targeted at primetime 

during week nights rather than on weekends. These findings suggest that radio and 

television should reinforce each other. 

 

Participatory media and community meetings were also highly valued two-way 

channels of communication for environmental issues and should especially form the 

foundation of the NAPs. 
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Print news consumption varied from country to country, but over a quarter of 

respondents across the countries indicated that they generally did not read newspapers 

at all. Thus, newsprint media, if used, should be targeted at the more educated 

audience segment or used to reinforce and give higher visibility and status to the main 

messages promoted through radio and national television. 

 

The least effective media suggested in the KAP data were books/magazine and 

drama/theatre, the latter of which is surprising given the cultural relevance of drama 

and the oral-history traditions of the region. However, the KAP suggests that the low rank 

associated with drama may be due to the limited exposure to this medium and not 

necessarily that it is truly perceived to be ineffective for environmental messages. As a 

result, drama should still be considered. 

 

 2.2 Key messengers identified in the KAP 

 

The KAP data identified critical information with respect to appropriate environmental 

messengers. Persons most trusted to deliver environmental messages were reported to 

be environmental officers, followed by teachers. Interestingly, officers of the law were 

not seen to engender trust.  Also importantly, perceptions of trusted messengers varied 

with age. Younger persons identified teachers, newspapers and the internet as trusted 

sources of environmental information, while older persons identified public TV and Radio 

personalities, religious leaders and government environmental officials. Unfortunately, 

the KAP did not investigate audience perception of musicians, sports heroes, celebrities, 

models or beauty queens as potential promoters of environmental messages as such 

persons have often proven to be highly effective, if chosen carefully and appropriately. 

This strategy therefore considers these options. 

 

In addition to households, the study sought to understand the KAP levels of staff from the 

environmental departments. These are considered as Secondary Audiences in the 

strategy in so far as they serve as important gate keepers and communication channels 

for reaching the primary audience. Environmental officers and rangers are in fact 

appreciated as the “front line” channels of communication at the National Action Plan 

level. 

 

In addition to these two main audiences that were surveyed in the KAP, the strategy 

also addresses two additional secondary audiences: mainstream media personnel 

within the region; and tourism promoters. These groups are included because they are 

also deemed essential for reaching the primary audience effectively. Other groups – 

such as teachers, schools, community organizations, NGOs, churches, and tourists are 

also identified as important. 
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3. GAPS IN KNOWLEDGE, ATTITUDES AND PRACTICES (KAPS) 

 

In addition to the KAP survey yielding a wealth of information with respect to the 

public‟s current attitudes, knowledge and practices regarding PAs, it also revealed 

several gaps that must be addressed through targeted messages at both the national 

and regional levels. A summary of the gaps that are most relevant to the regional 

strategy is presented in Table 1 below. 
 

TABLE 1 ï ANALYSIS OF GAPS EMERGING FROM THE KAP  SURVEY  
Current Reality  Gap Messages needed to Address 

the Gap  

Knowledge of Protected Areas 

1. Few people claimed to be óvery 
familiarô with environmental issues 

(only 18.0% overall) 

82 percent are not very familiar with 

regional environmental issues and need 

to be informed 

Environmental issues directly 

affect the life of everyone, 

including my own life 

2. Little awareness of many 

environmental terms and literacy 

(although this was audience 

differentiated) 

Environmental literacy needs to be 

improved 

Clear and easy messages 

defining environmental terms 

and facts 

3. Limited awareness of the importance 

of establishing protected areas as the 

primary method of preserving 

biodiversity and protecting natural 

resource assets 

Link between PAs and biodiversity 

protection needs to be established 

Protected areas help to maintain 

valuable biodiversity 

4. Clear interest in knowing more about 

the environment and specifically 

protected areas ï but this was 

especially among those who were 

more educated 

Need to increase interest to learn more 

among those who are less educated. 

Protected areas are for 

everyone, not only researchers 

or academics 

5. Strongest agreement to protect cultural 

sites (such as Amerindian states) came 

from Grenada, St. Lucia and Dominica 

May need to increase awareness of the 

cultural significance of protected areas 

within the other countries. Need to 

make a link between ócultureô and the 

importance of protected areas. 

Cultural heritage sites are also 

protected areas 

6. Little awareness of what protected 

areas actually are. (Perception that 

PAs are ñprisonsò in some instances) 

Public clearly needs to know about  

protected areas and needs to be fully 

able to articulate why they are 

important. 

a. The importance of protected 

areas 

b. The names and locations of 

protected areas in each 

OECS country 

7. Little first hand knowledge or direct 

experience with protected areas with 

few persons reported having visited 

protected areas 

People need to know: that they can visit 

these sites; where they are; how they 

can enjoy them; and so forth. 

Come enjoy and visit the 

protected areas in your own 

country 

8. Generally, protected areas were 

understood to be legally protected by 

law 

This is good, but should be reinforced. 

People may also need to know which 

specific laws in their country help 

protect and what they may need to do as 

part of community law enforcement. 

Environmental laws protect 

rights 

 

What to do to report a breech 

against an environmental 

regulation 
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9. 48% of respondents surveyed felt that 

Marine Protected Areas should allow 

local fishing to take place 

People need to specifically know how 

controlled fishing within marine parks 

will allow fish stock to replenish, 

thereby enhancing their own livelihoods 

in the long run. Fisher folk may also 

need to know more about their roles 

and responsibilities if fishing within the 

PA 

Sustainable fishing methods can 

help to manage marine 

protected areas; 

Fisher folk have a key role and 

responsibility to play in 

conserving marine resources 

Current Reality  Gap Messages needed to Address 

the Gap 

Attitudes Toward Responsibility 

1. Little familiarity with what 

Governments in the region are doing 

to protect the environment with only 

12.1% saying they were very familiar 

with what their government was doing, 

another 42% saying they were 

somewhat familiar and 46.0% saying 

they were not familiar 

Obviously, all countries need to know 

and should be able to articulate what 

their own government is specifically 

doing for the preservation of PAs. 

Under the SGD, governments 

are obligated to conserve 

protected areas 

 

Specific messages on what 

individual governments are 

doing 

2. The extent to which respondents felt 

their government was responsible for 

protecting the environment varied 

from country to country. Antigua and 

Barbuda (60+ percent); St. Vincent 

(59+%) and St Kitts (58% or so) ï felt 

it was the governmentôs responsibility. 

Dominica, Grenada and St Lucia less 

so, but still a high proportion.  

Greater awareness of how individuals 

and communities need to work together 

with government to enhance 

environmental management. 

Governments and communities 

need to work together to 

conserve protected areas 

Types of Environmental Concerns Voiced 

Current Reality  Gap Messages needed to Address 

the Gap  

1. Hurricanes seen as an important 

environmental issue and one with which 

most respondents  felt theyôd had direct 

experience 

This can hold opportunity as a óhookô 

for widening awareness about the need 

for environmental protection if 

interventions and messages can be 

designed to harness this personal 

experience. People may also need to 

learn how harmful environmental 

practices can exacerbate the impact of 

hurricanes on PAs 

Human practices can exacerbate 

the impact of hurricanes and 

natural disasters on protected 

areas  

2. Solid waste management loomed large in 

the minds of audiences with respect to 

environmental degradation; water 

pollution, air pollution, deforestation 

(82.4% considered improper waste 

disposal as a major threat to PAs) 

The fact that audiences were concerned 

about solid waste is not a gap as much 

as it is an opportunity to promote 

messages about what alternatives exist 

to improper solid waste disposal in PAs. 

Improper solid waste 

management is especially 

harmful to PAs and can be 

avoided through specific actions 

 

How to report breaches 

3. 67.8 % felt there had been an increase in 

improper garbage disposal 

As above As above 

4. 72.1% were concerned about illegal tree 

cutting 

Good that there is concern, but little 

info about specifics on what people are 

concerned about per se (such as loss of 

water supply? Loss of habitat? Lack of 

What to do if one witnesses 

illegal cutting  

 

Messages on the full impact of 
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enforcement? etc) illegal cutting 

5. Strong reticence to restrict usage of 

natural resources for education only, 

research only or tourism only purposes. 

Less than 20% believed that PAs should 

only be for tourists. Slightly more than 

20% believed that PAs should be used 

only for education and research.  

While OPAAL is supporting livelihoods 

and does not intend to support the 

creation of PAs that would limit 

peopleôs access, people may need to 

know that this might sometimes, or in 

some instances, be necessary under 

specific circumstances (such as cases 

where endangered specie habitat is 

threatened). 

There are many ways in which 

people can enjoy protected areas 

and many ways in which local 

people can benefit from 

protected areas  

6. Little evidence that people were aware of 

invasive species or problems threatening 

biodiversity and endemic endangered 

species. 

Appears to be much more needed to 

support awareness of , and action 

toward, endangered species and how 

PAôs help to protect them.  

Invasive species of various 

types can threaten indigenous 

biodiversity 

Current Reality  Gap Messages needed to Address 

the Gap 

Specific Awareness of environmental threats - Perceptions of environmental changes varied from country to country 

7. 72.5% did not know what coral 

bleaching was 

This is a huge gap. People need to know 

exactly - What coral bleaching is? How 

it happens/occurs? What can be done 

about it? How negative behaviours in 

upper watersheds affect marine 

resources ? And how PAs can help? 

How coral bleaching is caused 

and what actions people can 

take to prevent it? 

8. 41.7% had not noticed changes in rising 

tides, while 23.9% felt there was an 

increase 

This is more challenging. People likely 

need specific scientific facts about this 

phenomenon if it is occurring. 

Climate change is related to 

rising tides 

Steps for adapting to climate 

change 

9. 29.3 % could not say if there had been an 

increase in temperature, but 42.7 

believed there had been 

As above Climate change is related to 

rising temperatures; 

Steps for adapting to climate 

change 

10. 21.5 % could not say if there had been a 

change in drought patterns, but 45.% felt 

there had been an increase in drought and 

38.5% felt that there had been a decrease 

in rainfall 

As above.  

 

Specific messages related to 

climate change 

11. 23 % had not noticed changes in fish 

catches, but 26.6%  said their had been 

an increase, whereas 30.5% there had 

been a decline 

As above Specific messages related to 

climate change and impact on 

fish catches 

12. 34.5% were not sure if there had been 

increased sedimentation in rivers, but 

37.1% believed there had been an 

increase 

Again, as above, specific facts and 

figures are need as well as information 

about alternatives to practices that may 

cause sedimentation. 

How river sedimentation is 

caused? What the impacts of 

sedimentation are? And what 

human actions can remedy the 

problem? 

13. 30.8% had not observed changes in 

coastal sedimentation but 38.1% believed 

there had been an increase 

Lack of awareness of specific facts and 

behaviour change options to prevent 

sedimentation. 

How coastal sedimentation is 

caused, what the impact is, and 

what human actions can be 

taken to prevent it 
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4. RECOMMENDATIONS FROM THE KAP SURVEY 

 

In summarizing the main conclusions that emerged from analysis of the KAP‟s findings, 

the following recommendations for enhancing public awareness have been taken into 

account in the design of this strategy: 

 

 Messages related to protected areas must be kept simple, straightforward and 

focus on simple behaviour changes that can be adopted relatively easily (KAP, 

2007:74) 

 Messages should be tailored to emphasize local relevance, local issues, personal 

testimonials and local proximity thereby highlighting the “whatõs in it for me?” 

factor which is so important. 

 Messages should be tailored to help build greater environmental literacy and 

understanding of key environmental terms 

 A segmented communication approach should be considered which tailors 

messages to audiences with different levels of education (KAP, 2007:78). 

 Socio-cultural nuances vary from country to country should be respected and 

used to encourage national relevance of regional messages as much as possible 

 A multi-media approach should be adopted that relies mainly on electronic 

media (especially radio), but which is also deepened and enhanced by 

community interventions, and the use of non-traditional media. 

 Regional television programming should not serve as the main communication 

channel as KAP evidence indicates that regional TV is rarely viewed by the 

general public 

 Radio was considered a much more effective medium of communication and 

was recognized as being the most important source of environmental 

information. The regional strategy should therefore maximize the use of national 

radio stations since no regional radio networks currently exist.  

 Print newspapers can be considered an appropriate medium for members of the 

target audience who are more educated and may be utilized in countries where 

there is higher readership, such as Antigua and Barbuda and St. Kitts and Nevis. 

 The internet should not be one of the main channels of communication for the 

public generally, but can be a supportive medium for secondary audiences (the 

media, environmental officers, NGOs, youth, and so forth) and for those persons 

of the general public who may be more educated and who may have easier 

access to the internet. 

 Small group consultations, town hall meetings, community presentations and so 

forth should be maximized and form the backbone of the strategy as these are 

highly valued by audiences and allow for discussion, feedback and questions 

and answers to be shared. In this regard, environmental officers (such as park 

rangers, wardens, and others) should play a pivotal authority role and their 

capacity should be strengthened by preparing a cadre of officers as trainers of 

other trainers. At the minimum, such persons should be trained in community 
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participation for action; community-based resource management; effective 

communication; and strategic communication planning. 

 

 

5. RECOMMENDED APPROACHES FROM EXPERT PRESENTATIONS DURING THE REGIONAL 

STAKEHOLDER CONSULTATION 

 

The above mentioned KAP survey suggestions for guiding the regional strategy have 

also been balanced with many of the recommendations that emerged from the expert 

presentations made during the 3-day regional consultation held in July 20081. These 

expert presentations offered valuable and highly creative advice as well as lessons 

learnt from a wide variety of regional and national public awareness experiences. 

 

Some of the expert suggestions were to “think outside the box” when deciding on 

media products. For example:  

 Publishing postcards that feature PA‟s (especially appropriate for the tourism 

sector); 

 Supporting and/or getting involved in Community Media (newspaper/community 

radio); 

 Using public theatre and music especially to promote messages about PAs; 

 Engaging influential talk show hosts was a strong recommendation since key 

media personalities often have considerable impact and leverage in convincing 

their audiences to do or not do certain things; 

 Creating locally owned media sources in order to take advantage of the era of 

social networks, „free new media‟ and increasing Internet access (Free websites, 

Blogs, YouTube, Facebook, MyPodcast),  

 Partnering with popular, long-running serial dramas that are not project specific, 

such as RARE Radio. The long-running nature of this radio drama allows time for 

the audience to form bonds with the characters and allows time for the 

characters to evolve in their thinking and behavior (at a believable pace). In 

addition, as an „edutainment‟ medium, this type of drama is more appealing to 

audiences, and would be especially attractive to younger persons because it 

creates “emotional ties to audience members that influence values and 

behaviors more forcefully than purely cognitive information” (Regis, 2008). RARE is 

based on real people and uses realistic models for role modeling behaviour and 

behaviour change choices that audiences can relate to and consider in their 

own context. Because of the highly credible nature of the RARE characters, 

audiences strongly identify with them and seem them as being similar to their 

own lives. The behaviour choices the characters therefore make in the drama 

thus carry a lot of weight for their audiences. In this respect, the RARE drama 

mimics face-to-face interpersonal communication 

                                                 
1
 For more information, please review the Regional Consultation for an Awareness Strategy on Protected Areas 

Final Report, July 14-16
th

, 2008, St. Kitts Marriott Resort and the Royal Beach Casino, St. Kitts and Nevis, Prepared 

by Maria Protz, Ph.D 
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 Ensuring that not just “awareness messages” are designed but that behaviour 

change messages are also generated based on sound audience research 

methods (focus groups, etc.) Messages should include practical, doable action 

steps that can be readily adopted. 

 Adopting Face to Face and one-on-one communication approaches 

 Identifying a Team of Spokespersons and Experts on biological diversity as well as 

sustainable management  who can be called upon by the media and local 

interest groups to speak about PAs on an as needed basis 

 Provision of training and seminars 

 Use of catchy musical jingles 

 Employing non-traditional channels such as advertizing messages on taxis, buses 

and so forth. 

 Hosting a Newspaper Editors Workshop to ensure the media knows how to 

promote PAs 

 Establishing websites to promote networking and exchanges of information 

across OECS countries 

 Producing radio and video Public Service Announcements(PSAs) 

 

While the KAP survey did not focus on actors working within the tourism sector, this group 

was identified by the experts as a very strong secondary audience to be targeted. 

Tourism promotors, travel agents, taxi drivers, tour desk representatives, can all play a 

role in communicating messages about PAs to their clients.  

 

However, they cautioned that messages for foreign visitors in general should be mindful 

of the following:  

 

 Any messages to tourists about PAs can be serious but the delivery and tone 

does not have to be. Tourists are on vacation; therefore messages must be 

simple and quick to understand; 

 There is only a small window of opportunity to get messages across to tourists 

so there are no benefits to lengthy campaigns. Therefore messages must be 

very poignant, attractive and designed to have high impact; 

 The main focus of the visitor is on relaxation – therefore it may be difficult to 

get their attention; 

 It is important to get the support from tourism authorities before embarking on 

any campaign for this sector. 

 

6. FOUR PILLARS OF THE STRATEGY 

 

As a result of all the considerations summarized above, and in consideration of the 

recommendations that have emerged from both the research and participatory 

consultations, it is clearly evident that the current regional strategy must address the 

following four priority areas:  
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1. Environmental Literacy: The FACTS associated with PAs in ways that people can 

clearly understand (What are PAs and what are they not? Where are they 

located? Why are they important for the sustainable management of natural 

resources? And so forth);  

2. Government Action and Legislation: The FACTS about what governments are 

doing under the St. Georges Declaration with respect to PAs and why? 

3. Benefits of PAs: The FACTS of how PAs benefit (socially and economically) people 

and especially communities who live within closest proximity to them. This is 

important to challenge the current popular perception that PAs only benefit 

outsiders (such as researchers and tourists), but keep local people out; 

4. Community Action: The FACTs about what people and communities can do to 

help manage and conserve protected areas and the natural resources within 

them (marine resources, water and forest resources, as well as cultural and 

historical resources) 

  

These four areas form the fundamental pillars of the strategy.  

 

7. GUIDING PRINCIPLES 

 

Based on these four fundamental areas, the strategy is further informed and guided by 

two sets of principles in determining its recommended actions: 

 

1. Whether the recommendation is specific, measurable, achievable, realistic and 

time-bound or in other words,  SMART and; 

2. Whether or not it is actually necessary to do and sufficient (N&S) to achieve the 

desired results. 

 

The following communication plan is therefore the result of rigorous employment of the 

above guiding principles, as well as careful consideration of: 

 

 the findings and recommendations that have emerged directly from the KAP 

survey; 

 the recommended actions proposed by the stakeholder participations and by 

the expert panelists during the regional consultation; 

 the fact that the strategy should complement or buttress the core community 

and national level public awareness work of the National Action Plans for each 

country. It is recognized that behaviour change is more likely to occur as a result 

of inter-personal communication that is best achieved at the local country level 

and which is the forté of the environmental officers. The comparative advantage 

of regional activities is in the production of electronic media that can reach 

wider, but more generic audiences, at one time. 

 

The strategy that follows considers all the above factors and research findings. 

 

8. REGIONAL AWARENESS STRATEGY FOR PROTECTED AREAS 
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BOX  3 

OVERALL STRATEGIC GOAL   

 

By 2011, at least 4 out of 10 citizens in OPAAL participating Member 

States will be aware of and understand the nature of protected areas 

within their own countries and across the OECS, leading to an 

appreciation of the significance of these PAs to their livelihoods. 

 

 

The strategy document now outlines: 

 

a)  The overall goal that the regional strategy seeks to achieve 

b)  The needed objectives and logical steps to achieve the overall goal; 

c)  The recommended SMART and Necessary and Sufficient communication 

activities needed to fulfill the discrete objectives; 

d) The types of output, process and impact indicators that should be used for 

monitoring and  evaluating success; and  

e)  The key target audiences for each specific objective. 

 

In addition, recommendations are made for distribution of messages and media 

outputs, monitoring and evaluation, management and implementation and budgeting 

considerations. 

 

 8.1  GOAL OF THE REGIONAL STRATEGY 

 

Bearing in mind Goals 3&4 of the St. George‟s Declaration that the regional strategy 

seeks to support, while also considering the gaps in the KAP survey that need to be 

addressed, the overall goal for the regional strategy is:  

 

 

 

  

 

 

 

 

 

 

 

 

 

8.2 OBJECTIVES FOR THE REGIONAL STRATEGY 

 

Objectives are best considered as the steps that are needed to achieve the goal and 

must therefore be not only SMART, but must also satisfy the necessary and sufficient 

guiding principles and criteria. 

 

Based on the above goal and on the activities proposed, four main objectives have 

been fully articulated as follows 

 

1. Within the first six to twelve months of implementation of the strategy, all 

countries within the OECS will eagerly embrace a common, unifying 
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regional slogan to promote awareness of protected areas and will use the 

slogan as part of their own national public awareness strategies. 

 

2. By the end of Year Two, there will be a 40 percent increase in awareness 

of  protected areas as a result of vigorous exposure to specific 

educational and informational messages on: (a) the importance of 

protected areas under the SGD; (b) the economic benefits of protected 

areas; (c) the important ways in which protected areas enhance 

sustainable natural resource management; (d) the different types of 

protected areas that exist within the OECS region and where they are 

located and (e) the ways in which the public can enjoy protected areas 

directly.  

 

3. Within Year One, 40 percent of the mainstream professional media within 

the OECS will be fully informed of the nature of protected areas, the types 

that exist within the OECS countries and their economic and natural 

resource benefits and will be increasingly engaged in correctly reporting 

and promoting stories about protected areas in the OECS. 

 

4. By the end of Year One, 40 percent of tourism promoters (tour operators, 

travel agents, and so forth) will be fully informed and know about: (a) the 

nature of protected areas; (b) the economic benefits of protected areas; 

(c) the important ways in which protected areas enhance sustainable 

natural resource management; (d) the different types of protected areas 

that exist within the OECS region and where they are located and (e) 

ways in which the public can enjoy protected areas directly. More 

importantly however, by the end of Year Two, the tourism sector will be 

actively engaged in promoting tourism products related to protected 

areas in the OECS region. 

 

 8.3 ADDITIONAL KEY PARTNERS/AUDIENCES 

 

As discussed above under the review of findings from the KAP survey, the strategy will 

need to address a variety of audiences if it is to be successful.  

 

First among these are the key primary audiences for which specific messages and 

activities will be targeted. Primary audiences in the strategy include: 

 

Primary Audiences 

a) Households - especially those living closest to protected areas and those whose 

livelihoods may depend on the natural resources within PAs (such as fisher folk, 

farmers, craft vendors and so forth) and whose behaviour may most need to be 

changed in order for PAs to be protected. 

b) School children – who represent the future and whose behaviour can be most 

influenced. 
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c) Media professionals – who play a strong secondary role in communicating the 

importance of PAs but who first need to be properly educated and informed. 

d) And tourism representatives – who need to also appreciate the opportunity that 

PAs can add to the tourism sector‟s offerings. 

 

The following additional partners/audiences can serve a secondary role in 

communication and strategy implementation and are therefore identified as secondary 

audiences even though some have also been identified as key primary players as well: 

 

Secondary Audiences: 

 Broadcasters and Journalists in OPAAL member countries 

 OPAAL member Government Information Services (GISs) 

 Teachers, Schools, and Parent Teacher Associations 

 Churches and religious organizations 

 Government agencies (especially environmental officials and environmental 

officers) 

 Visitors/tourists 

 Private Sector (Coastal developers, Tourism operators) 

 Non-governmental organizations 

 

 8.4  TIME FRAME FOR THE STRATEGY 

 

Implementation of the regional strategy is expected to continue roughly over a two (2) 

year period from the beginning of 2009 to the end of 2010. 

 

 8.5  PROPOSED COMMUNICATION ACTIVITIES TO ACHIEVE EACH OBJECTIVE 

 

In order to ensure that the strategy presents a sufficiently complete set of actions to 

achieve the desired goal within the desired time period, the OECS should undertake the 

following activities2 as part of the regional component. The activities have been listed 

and organized according to the specific priority objectives (either Objective 1, 2, 3, or 4) 

to which they most closely correspond.  

 

This section outlines each objective and discusses the specific communication activities, 

primary and secondary audiences, and potential partners that will likely be required to 

make them happen. Also importantly, output, process and outcome indicators are 

articulated for each.  

 

In some cases as well, more than one option exists to undertake the specific activity and 

in these instances more than one choice for doing so is suggested. In such cases, 

however, the pros and cons of each option are also given and ultimately it will be up to 

OPAAL/OECS ESDU and the agencies implementing the national action plans to select 

the option that they think best fits the resources available. 

                                                 
2
 Eight of these activities were proposed by participants of the July 2008 regional consultation 
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Box 4 

Types of National Activities Covered in the National Action Plans: 

 

 Quizzes and crossword puzzles 

 Radio and TV quizzes 

 Field trips and tours 

 Community competitions and incentives for best practices 

 Awareness assemblies for schools with PA experts 

 Interactive radio and TV call-in show discussions 

 Newspaper feature advertorials 

 School debate competitions 

 Road shows and exhibits 

 

 

As stated, activities elaborated under the regional strategy are meant to complement 

and support the work of the national action plans. In this regard, all of the six national 

action plans emphasize the need for increasing general public awareness about PAs 

and also the need for enhancing awareness about the social and economic benefits 

PAs provide. Many of the national action plans called for radio and television public 

service announcements, video documentaries, brochures and other generic material 

that are best produced at the regional level with slight adaptation for the national 

contexts. As a result, these activities are emphasized in the regional strategy media mix 

and are meant to help facilitate national efforts. 

 

At the national level, the regional strategy recognizes the central role that community 

media and interpersonal communication must play in encouraging behaviour change 

and seeks to balance the regional media mix with a full appreciation of the many other 

exciting activities that have also been proposed by the national action plans for the 

community and local contexts. Some of these include: 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

These are fully described in each of the respective draft national action plans included 

in the appendix. 

 

Most importantly however, the media mix stresses that all of the materials and 

communication products to be developed through the regional strategy should be 

packaged electronically in a format or kit available to environmental officers to use in 

their community interactions as part of the NAP, but that can also be used by schools, 

churches and NGOs. By so doing, each product can then be used for multiple 

audiences and will have far wider reach and appeal. 

 

With this balance outlined, the strategy now presents the specific communication 

activities proposed for each objective. 
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OBJECTIVE NUMBER 1: 

Within the first six to twelve months of the strategy implementation, all countries within 

the OECS will eagerly embrace a common, unifying regional slogan to promote 

awareness of protected areas and will use the slogan as part of their own national 

public awareness strategies. 

 

 ACTIVITY 1.1 CREATE A SLOGAN  

 

Create a catchy and attractive Slogan within the first eight (8) months that all OECS 

countries will embrace and utilize as part of their own national public awareness 

strategies. 

 

There are several options which can be considered for the generation of a unifying 

slogan including school competitions or media competitions, but in the interest of time 

and cost, it is suggested that the regional strategy hire a professional communication 

consultant or firm to not only produce it, but to also pretest it with several focus groups 

representing different members of the primary audience. 

 

What is absolutely essential however is that the slogan satisfies the following criteria if it is 

to be acceptable to all and easily adopted: 

 

 It must be catchy and highly memorable (i.e., it should create “buzz and sizzle”) 

 It must be short and punchy (like a headline) and thus easy to add to national 

messages and materials such as T-shirts, caps, mugs, pens, kites, balls, bumper 

stickers and so forth. 

 It must convey a positive, warm feeling of pride about protected areas 

 It must strike a sense of personal connection with the public (i.e., the “what‟s in it 

for me?” factor) 

 And it must clearly dispel the misconceptions found in the KAP survey that 

protected areas are either for „researchers and environmentalists‟, or are some 

type of prison. 

 

During the regional consultation, the proposed message for the regional strategy was 

agreed as:  òProtected Areas are Our futureó  – Our air. Our food. Our life.   The future is 

worth protecting.  

 

Other messages and/or slogans that emerged during the regional consultation were: 

 

 Our Future is worth protecting” 

 “It‟s the Caribbean, Naturally” 

 “The Future is Green” 

 It‟s our green space! Protect our parks and natural treasures! 

 Our parks. Our space. Ours to Keep. 

 Ours to Keep and Enjoy! 
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 Keep our Parks Green 

 Let‟s keep our natural treasure and protected areas protected. 

 Protected areas – our natural treasures to keep and enjoy 

 Protected areas – ours to keep and enjoy 

 Protected Areas are our Treasure and our Future – Our Air, Our Food, Our Life.  

 Our Natural Resources are our Treasure and our Future – Let‟s Protect them! Or 

Keep them protected! Or Protect them! Or keep them safe! 

 Let‟s keep our natural treasure safe to use and enjoy: take care of our protected 

areas! 

 

To a certain extent however, none of these suggestions truly satisfies the criteria of being 

a catchy slogan that will likely resonate directly with individuals. Most are too long and 

too lofty. Social marketing evidence indicates that it is extremely difficult to sell today‟s 

behaviour change for the reward of future benefits. The slogan needs to be targeted 

not at „we and ourõ but at ôI and myõ if it is going to inspire individual behavioural 

change action. It also needs to be written in a strong, active voice.  

 

It will also only be most effective and compelling if voiced from the perspective of the 

people who live closest to, and benefit the most from, the natural resources that need 

to be protected – rural folk, craft people, farmers, fisher folk, unemployed youth, cultural 

artists and so forth.  

 

Rather than a single long slogan that covers everything that protected areas are meant 

to promote, it is probably best to start with a common opening phrase such as òI CARE 

FORéó that will allow short inserts of testimonials from different people who have 

different needs or benefits from PAs, and value them for their daily life in a very direct, 

local and personal way. Utilizing the words “protecting” or “protected” may cause the 

unwanted effect of audiences associating the slogan with some of the current regional  

HIV/AIDS campaigns that promote condom use as „protection‟. 

 

With more active phrasing that is short, and not confusing, this approach would allow a 

series of different faces from around the region to promote slightly different but very 

similar messages and would allow the greatest flexibility and use of the slogan by the 

different countries. It would also provide an opportunity for all of the countries and their 

individual protected areas to be featured in short spots to be aired throughout the 

region. 

 

The following are a set of alternatives to consider: 

 

Iõm caring for MYé. ð This (or theé.) protected area keeps it safe. 

 

Iõm taking care of My é. Protected areas keep it safe. 
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 òIõm caring for MY livelihoodó - A  (perhaps voiced by a local craft person who 

uses basket materials from a protected area, or a carpenter who needs a 

sustainable wood source, or a fisherman, or all three. 

 òIõm taking care of... My history and My cultureó 

 Iõm caring for éé..  MY peace and serenity (in this beautiful natural environment) 

 Iõm caring for éé..  MY leisure and enjoyment (hikers, etc.) 

 Iõm caring for éé.. MY right to enjoy this beautiful natural environment 

 Iõm caring for éé Our biodiversity (birders, etc.) 

 

Use of the word “protection‟ may inspire the concept of covering up or something 

illegal, but it may also help to massage the concept of “protected areas” which is 

presently not clearly understood by the public. It is more worthwhile to relate protected 

areas to what individuals want to protect for themselves, the slogan may help to dispel 

the concept that protected areas are off –limits, or are prisons. 

 

The above suggestions are offered by way of consideration and as guidelines for the 

slogan generation process but are not meant to serve as definitive expressions. The 

OECS region has a myriad of highly creative and talented artists who have the ability to 

formulate a strong and thorough tested slogan that meets all of the relevant criteria. 

 

Primary audience for this activity:  

General Public throughout the OECS 

 

Output indicator:  

 Within eight months, the slogan is created and accepted by all OPAAL 

regional/national communication activities. 

 

Process indicators:  

 Within eight months, the slogan will be adopted and employed by all OPAAL 

regional and national communication activities as a common, unifying 

„branding‟ slogan. 

 

Outcome/Impact Indicators:  

 After the first year of the use of the slogan, 4 of 10 persons in the OECS will have 

heard the slogan and will not only be able to recall it well, but will resonate 

positively and enthusiastically with its message. 

 

Potential Partners may include: national OPAAL focal points, OECS-ESDU, and possibly a 

major private sector sponsor, in addition to the consulting firm/artist that is selected. 

 

 ACTIVITY 1.2  

SET UP A REGIONAL NETWORKING INITIATIVE  
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a) Dovetail the regional message and slogan with similar regional awareness 

programs especially those related to the St. George‟s Declaration (SGD). 

In practice this would mean that messages adopted under the regional 

strategy will stress the point that the establishment of PAs is part of what 

OECS countries have committed to do under the SGD. As part of this 

activity it is suggested that the regional strategy align with whatever similar 

projects and activities that are taking place in the region such as the 

Caribbean Environmental Reporters Network (CERN), RARE, Caribbean 

Conservation Association (CCA), the Marine Resource Governance in the 

Eastern Caribbean (MarGov Project), the Sustainable Grenadines Project 

(SusGren) and possibly the Integrated Watershed and Coastal 

Management Project (IWCAM) among others. 

b) Create a Protected Areas intranet and public portal on the OECS main 

website with links to other networks and websites 

 

 Primary audience: PA Stakeholders working with similar projects and/or with the 

programmes under the SGD 

 Secondary Audiences: General Public, students, teachers, NGOs, government 

departments, and researchers working in natural resource management 

 

Indicators for Activity 1.2  

 

Output indicators 

a) Within the first year, at least 3 factual PA message products will be created 

and promoted under the regional strategy that will stress not only the 

natural aspects of PAs but also their importance under the SGD 

b) Within Year 1, one Intranet/public portal will be created and hosted with 

links to at least five (5) other regional sites 

c) At the end of 2 years, at least 3 Memoranda of Understanding established 

with similar projects such IWCAM, and others to engender joint PA 

awareness initiatives  

 

Process Indicators 

a) Within the first year of strategy implementation, network partners will 

mainstream messages related to PAs as part of their own initiatives and 

also promote their importance within the context of the SGD 

b) Over 2 years, quality of the MOU partnerships will be indicated by the 

number of MOU partnerships sustained and still operative to promote 

mutually beneficial messages and activities  

c) Over 2 years, quality of process will be indicated by:  

 Number of hits on the portal;  

 Number of requests for more information;  

 Number of expressions of interest to join and/or sign up;  

 Increased number of links established with other sites;  
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 Number of persons requiring more specific information and/or 

downloading information posted;  

 Number of additional spin-off networking activities that are generated 

such as e-forum discussions, list-serves, and so on. 

 

Outcome Indicators: 

 After 2 years, networking will continue to be sustained among PA stakeholders 

and partners‟ 

 Demand for the intranet will continue beyond the 2 Year period with increased 

website traffic from within and outside the region.  

 New links will be established to other sites expanding participation on an on-

going as needed basis.  

 At the end of year 2, stakeholders will report a 60 percent satisfaction with the 

quality of the networking process and with the information shared and 

communicated. 
 

OBJECTIVE NUMBER 2: 

By the end of Year Two, there will be a 40 percent increase awareness of  protected 

areas as a result of vigorous exposure to specific educational and informational 

messages on: (a) the importance of PAs under the SGD; (b) the economic benefits of 

protected areas; (c) the important ways in which protected areas enhance sustainable 

natural resource management; (d) the different types of protected areas that exist within 

the OECS region and where they are located and (e) the ways in which the public can 

enjoy protected areas directly.  

 

 Activity 2.1 RADIO JINGLE 

Create a generic Radio Jingle that can be adapted for national messages 

 Main audience: General Public throughout the OECS 

 

As is the case with the overall slogan, there are different ways in which the jingle could 

be created such as through competitions or school events. But again, in the interest of 

time and effectiveness, it is strongly recommended that OPAAL hire a popular musician 

or musical group and approach them to serve as a PA good will ambassador. The 

person/group can then write and produce the jingle. If the right person or group is 

identified, their celebrity will also help to boost the PA awareness campaign. This option 

would lend some high visibility and publicity to the overall campaign and would serve 

as an additional news worthy public relations event in its own right. 

 

Output Indicator 

Within the first six months, the jingle is created, distributed and aired on OECS radio 

stations, with versions adapted for national use. 

A downloadable instrumental version of the jingle is posted on the OPAAL website that 

can be used as ring tone on mobile phones 
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Process Indicators 

a. Jingle is produced on time and within budget; 

b. All OECS countries actively embrace it and use it regularly as part of their own 

national public awareness efforts.  

c. Ring tone version of the ingle is promoted by a regional mobile service provider 

d. Number of downloads of jingle by mobile phone users. 

 

Outcome Indicator: 

By the end of the first year, at least 40% of persons in the OECS will have heard the jingle 

and will not only be able to recall it, but will resonate positively with its message. 

 

Potential Partners for this activity: 

OECS-ESDU, National Focal Points, popular musicians, and major private sector sponsors 

(in particular a regional mobile phone service provider). 

 

 Activity 2.2 PUBLIC SERVICE ANNOUNCEMENTS FOR RADIO AND TELEVISION 

Create generic PSAs (both radio and television) for multiple mass media and 

 adaptable for national messages. 

At least five (5) different radio and television PSAs should be created on the following 

topics: 

1. the nature of protected areas especially under the SGD;  

2. the economic benefits of protected areas;  

3. the important ways in which protected areas enhance sustainable natural 

resource management;  

4. the different types of protected areas that exist within the OECS region 

and where they are located and  

5. ways in which the public can enjoy protected areas directly. 

 

 Primary audience: General Public (especially persons living closest to PAs) and 

students 

 Secondary Audiences: Non-governmental organizations (NGOs); the mainstream 

media, and government civil servants working for protected areas. 

 

Output Indicators 

 Within the first year, five (5) radio PSAs and five (5) television PSAs will be 

produced on the above aspects of protected areas. 

 Within year one, the PSAs will also be incorporated into information packages for 

schools and resource centres. 

 

Process Indicators 

 Within year one, the PSAs are produced on time and within budget. 

 Within year one, PSAs are embraced by all the countries in the OECS and used as 

part of their own national strategies. 

 Within year one, the PSAs will be aired at least 3 times weekly and for at least six 

(6) months during prime time broadcasts as part of the national strategies. 



 

 
_____________________________________________________ 

 

Regional Public Awareness Strategy for Protected Areas.  

Final Strategy.  

OECS Protected Areas and Associated Livelihoods Project (OPAAL) 

 Prepared by Dr. Maria Protz, Consultant 

30 

 Within year one, the PSAs will also be posted on You-Tube and other relevant 

websites (including the networking intranet that is to be created as part of 

activity 1.2) 

 Within year one, at least 500 hits on the OPAAL web-page will indicate demand 

for downloadable versions of the PSAs 

 Within year one, at least 50 high schools within the OECS will receive the PSAs as 

part of their information packages. 

 

Outcome Indicators: 

By the end of Year 2, 40 percent of the general public will be able to correctly articulate 

and discuss:  

a) the nature of protected areas under the SGD and what their own 

governments are doing;  

b) the economic benefits of protected areas;  

c) the important ways in which protected areas enhance sustainable natural 

resource management;  

d) the different types of protected areas that exist within the OECS region 

and where they are located and  

e) ways in which the public can enjoy protected areas directly. 

 

Potential Partners: OECS-ESDU; OECS-Communications Unit; CERN, National Focal Points, 

national and regional radio and television stations 

 

 Activity 2.3 BOOKLET  on 5 Aspects of PAs 

Creation of a booklet in easy to understand, common everyday language, on the five 

(5) key topics above to supplement the information communicated through the Public 

Service Announcements.3  

 

Main audience: general public and students 

 

Output Indicators: 

 Within the first year, one booklet will be produced on the five different topics to 

support the above PSAs. 

 Within year one, the written material will also be incorporated into information 

packages for schools and resource centres. 

 Within 1 year, digital versions will be posted on the OPAAL and/or OECS ESDU 

website 

 

Process Indicators: 

 Within year one, the booklet is produced on time and within budget. 

 Within year one, the booklet is embraced by all the countries in the OECS and 

used as part of their own national strategies. 

                                                 
3
 It is noted that OPAAL has already produced a series of print materials and these materials can also be used. 
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 Within year one, the materials are distributed through all appropriate national 

outlets such as schools, information kiosks, PA sites, resource centres, and so forth 

 Within year one, the booklet will also be posted on relevant websites (including 

the networking intranet that is to be created as part of Activity 1.2) 

 Within year one, at least 3,000 hits on the OECS website will indicate demand for 

downloadable versions of the booklet. 

 Within year one, at least 50 high schools within the OECS will receive copies of the 

booklet as part of an information package for schools. 

 

Outcome Indicators: 

As per activity 2.2 above.  

 

Potential Partners: OPAAL-OECS, national focal points, schools, national print media, 

NGOs 

  

 Activity 2.4 RARE RADIO DRAMA SERIES 

Production of scripts for RARE Radio Drama in pre-production format over the 3rd and 4th 

of Quarter 2008 – to be made available for messaging on OPAAL themes. 

 Main audiences: OECS General Public 

 

Output Indicator 

 By the end of year one, At least 5 different pre-production scripts and/or story 

lines on the five key informational topics above are produced for use by RARE 

Radio. 

 

Process Indicators 

 By the end of Year 2, RARE will have utilized the pre-production scripts as part of 

their regular drama series. 

 By the end of Year 2, after RARE has aired its drama segments promoting OPAAL 

themes, there will be a 50 percent increase in requests for more information 

about PAs from both the OPAAL head office and also national country 

institutions. 

 

Outcome Indicators: 

Also as per activity 2.2 above. 

 

Potential Partners: OECS-ESDU and Population Media Centre (RARE) 

 

 ACTIVITY 2.5  PRINT CARTOON PRODUCTION 

Create a print cartoon about protected areas for younger school children that reflects 

similar messages to those covered in the booklet for adults above (Activity 2.3) but 

which employs illustrated characters from foliage and fauna found in protected areas. 

This should be done as a newsprint, black-and white cartoon colouring book which 

schools and NGOs can use as part of inter-active exercises with school children.  
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 Main audience: Children ages 3 to 12 

 

 

 

 

 

Output Indicators: 

 A total of  one (1) black and white newsprint cartoon story produced on time 

and within budget within the first year.  

 

Process Indicators: 

 Early in Year Two, a graphic artist and story teller are hired to produce the 

cartoon and a cartoon is produced. 

 By mid-year Two, a draft of the cartoon is produced and pre-tested 

 By 3rd quarter of year 2, 2000 copies of the cartoons are printed and distributed 

among all the OECS countries who in turn distribute them to primary schools  

 With distribution, a regional PR event to promote the cartoon will be held  

 By the 3rd quarter of year 2, the cartoon will be posted on OPAAL‟s website and 

other relevant sites 

 By the end of year two, at least 5,000 hits on the website will indicate demand for 

downloadable versions of the cartoons 

 

Outcome Indicators: 

 By the end of year two, 40 percent of OECS children aged 3 to 12 will know the 

cartoon characters and will be able to articulate the main messages promoted 

by the cartoon characters. 

 

Potential Partners: OECS Education Reform Unit, primary schools, Ministries of Education, 

regional artists 

 

 Activity 2.6  PROMOTIONAL DVD ON PROTECTED AREAS 

 Production of a promotional video (DVD) on protected areas in the OECS 

  

This promotional video can be for the following uses:  

Á for possible sale or giveaways;  

Á to use in interpretation centres across the region;  

Á to provide to hotels and tour operator for guest viewing (in order to enable 

guests to see what is offered at particular sites);  

Á to make available to GIS' and local television stations across the OECS for airing 

at their convenience (encouraging them to play it at special environmental 

calendar dates)  

Á for small media/workshop sessions  

Á for distribution at special exhibitions and trade shows on the environment  

Á for use by community groups, town hall meetings, church meetings or retreats, 

and so on 



 

 
_____________________________________________________ 

 

Regional Public Awareness Strategy for Protected Areas.  

Final Strategy.  

OECS Protected Areas and Associated Livelihoods Project (OPAAL) 

 Prepared by Dr. Maria Protz, Consultant 

33 

  

This activity is justified based on the results of the KAP survey that television was viewed 

as a regular and effective means of information on the environment as well as on the 

basis that the medium was a highly favoured form of communication. 

  

 Main audience: general public 

 Secondary audiences: schools, NGOs, tourist venues, information kiosks 

 

Output Indicators: 

A single promotional video/documentary is produced (on time and within budget) that 

features some of the major PAs in the region and promotes the key slogan and 

messages.  

 

Process Indicators: 

 By the end of year two, the video is promoted on all TV stations within the 

participating countries 

 By the end of year two, information kiosks and existing interpretative centres 

within various PAs are using the video on a continual basis 

 By the end of year two, 50 schools throughout the OECS will have requested 

copies of the video and will use it as a learning tool in their classrooms 

 By the end of year two, 5 NGOs will also be using the video as part of their 

community awareness activities 

 

Outcome Indicator: 

By the end of the first year, at least 40% of persons in the OECS will have seen the video 

and will not only be able to recall it, but will resonate positively with its message. 

 

Potential Partners: OECS Education Reform Unit, NGOs, primary schools, Ministries of 

Education, airport information kiosks, and other outlets. 
 

 

OBJECTIVE NUMBER 3: 

Within Year One, 40 percent of the mainstream professional media within the OECS will 

be fully informed of the nature of protected areas, the types that exist within the OECS 

countries and their economic and natural resource benefits and will be increasingly 

engaged in correctly reporting and promoting stories about protected areas in the 

OECS. 
 

 Activity 3.1 MEDIA AWARENESS INITIATIVE4 

                                                 
4
 It is noted that under the current OPAAL project, it may not be possible to fully finance this activity with project 

funds. However, the need for this component was strongly recommended by the experts during the regional 

consultation, many of whom were mainstream media professionals. Effective PA communication cannot happen 

without this group being better informed and engaged in the process. Moreover, most of the OPAAL staff at the 

country level are already stretched and likely do not have the time, energy and creativity to always keep the media up 
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Launch a Regional Media Awareness Initiative that includes a mix of workshops, training 

sessions, training materials, production of a glossary of terms and definitions related to 

PAs; creation of a list of key persons/experts within the region that can be called on for 

media interviews on the subject of protected areas; and creation of media networking 

opportunities such as one-on-one discussions and media briefings over 2009-2010. 

 

 Main Audiences: Government Information Service (GIS), media workers, Editors, 

Reporters, Producers, Talk Show Hosts 

 

Output Indicators: 

a) Within the first eighteen months, six (6) national professional media 

workshops are organized which will include training 

b) Six (6) sets of workshop/training materials within the first eight (8) months 

c) A glossary of PA related terms and definitions for use by the media in year 

one is prepared 

d) A roster of regional experts that can be called on for media interviews is 

identified 

e) Over year two, create three (3) networking opportunities such as media 

breakfasts or lunches, one-on-one press conferences, and/or quarterly 

briefings in conjunction with key environmental calendar dates that are 

relevant to PAs and/or correspond to the other communication activities 

involved in the strategy (such as the jingle, slogan launch, and so forth). 

 

Process Indicators: 

 Workshops/training sessions held on time and within budget 

 Training materials prepared on time and within budget 

 Confirmed attendance and participation in workshops, training sessions 

and/or press briefings by at least 65 % of invitees 

 Willingness of expert personnel to serve on the interview roster 

 Number of calls made to persons on the roster by the media 

 Requests for additional information made to both the OECS, OPAAL and 

to national focal points 

 

Outcome Indicators: 

1) By the end of year two, 40% of professional media persons who have participated in 

the working sessions will:  

 be able to correctly articulate the terms and concepts associated with PAs;  

 be able to articulate the various types of  benefits associated with PAs; and  

 will know where the various types of different PAs are within the OECS region. 

 

                                                                                                                                                              
to speed. As a result, it is critical that efforts to engage the media take place at the regional level. For this reason, this 

set of activities is included in the regional strategy, although it is recognized that additional outside funding may be 

required to implement these components fully. 
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2) By the end of year two, there will be a 30% increase in the number of regional and 

national news stories and media pieces about PAs produced independently by the 

media personnel who have been trained and involved in the Regional Media 

Awareness Initiative.  

 

Potential Partners: OECS Communications Unit, CARIMAC, journalism students, Panos, 

CERN, regional media personnel and national focal points 

 

Objective Number 4: 

By the end of Year One, 40% of the tourism sector will also be fully informed and know 

about: (a) the legal nature of protected areas under the SGD; (b) the economic benefits 

of protected areas; (c) the important ways in which protected areas enhance 

sustainable natural resource management; (d) the different types of protected areas 

that exist within the OECS region and where they are located and (e) ways in which the 

public can enjoy protected areas directly. More importantly, by the end of Year Two, 

the tourism sector will be actively engaged in promoting tourism products related to 

protected areas in the OECS region. 

 

 

 Activity 4.1 TOURISM SECTOR AWARENESS INITIATIVE 

 

Launch a Tourism Sector Awareness Initiative, similar to the initiative for media 

professionals, (as outlined above) that provides training and briefing sessions on the 

tourism value of PAs for stakeholders working in this sector to ensure that they are: (a) 

informed of the economic and social benefits of PAs and can correctly articulate these 

benefits, and (b) skilled to genuinely promote PAs as part of their regular tourism 

offerings. 

 

Output Indicators: 

 Within year 1, produce specific awareness materials (brochures/fact sheets) for 

the tourism sector on the value, and tourism potential, of PAs. 

 Within year 1, produce training materials for tourism promoters on how to „sell‟ 

PAs as part of their regular product promotion 

 By the end of year 1, host a regional “training of trainers‟ session in partnership 

with CTO, CHA and other relevant organizations and produce training report 

 By the end of year two, host six national training sessions for the sector in each of 

the participating OECS countries and produce six reports  

 

Process Indicators: 

 Within year one, PA awareness materials for the tourism sector produced on time 

and within budget 

 Within year one, PA training materials for the tourism sector produced on time 

and within budget 

 At least 30 percent of tourism sector invitees to the regional “training of trainers‟ 

session attend, participate and receive certificates 
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 At least 30 percent of tourism sector invitees attend and participate in the 

national training and briefing sessions and receive certificates 

 

Outcome Indicators: 

 By the end of year two, 50 percent of the participants in the training sessions will 

be able to correctly articulate the various benefits of PAs to the tourism sector 

and will be able to correctly name and identify PAs within their own country and 

within the OECS region; 

 By the end of year two, 50 percent  of the participants from the training sessions 

will be actively engaged in promoting PAs as part of their regular tourism product 

offerings 

 

Potential Partners: 

a) OECS Tourism Unit 

b) National OPAAL Focal Points 

c) Caribbean Tourism Organization (CTO) 

d) Caribbean Hotel Association (CHA) 

e) National tourism and hotel associations 

f) National Focal Points 

 

 ACTIVITY 4.2 PARTICIPATE IN TOURISM INDUSTRY FAIRS AND EXHIBITS 

Collaborate with the media and Tourism Industry Sector through participation and 

exhibits at regional and national tourism conferences such as the Caribbean Media 

Exchange on Sustainable Tourism (CMEx), the Caribbean Tourism Organization (CTO) 

and the Caribbean Hoteliers Association (CHA). 

 Primary audience: Regional Tourism Stakeholders and Promoters 

 Additional audience: General public 

 

Output Indicators: 

 By the end of year 1, produce regionally relevant PA display materials including 

5000 copies of PA promotional posters; a PA portable display board (one for 

each country); and 5000 copies of a PA brochure for distribution at key tourism 

events. 

 

Process Indicators: 

 Display materials produced on time and within budget and distributed to the 

participating OECS countries 

 By the end of year 2, there will be a 25% demand for reprints of all PA 

promotional materials (with the exception of the display boards) by hotels and 

tourism information sites 

 

Outcome Indicators: 

 By the end of year 2, 40% of key tourism promoters in the region will be actively 

involved in promoting visits and tours of PAs to their regular clientele 



 

 
_____________________________________________________ 

 

Regional Public Awareness Strategy for Protected Areas.  

Final Strategy.  

OECS Protected Areas and Associated Livelihoods Project (OPAAL) 

 Prepared by Dr. Maria Protz, Consultant 

37 

 By the end of year 2, 40% of key tourism stakeholders and promoters will have 

visited a PA in their own country 

 

Potential Partners: 

g) OECS-ESDU 

h) National OPAAL Focal Points 

i) Caribbean Tourism Organization (CTO) 

j) Caribbean Hotel Association (CHA) 

k) National tourism and hotel associations 

l) National Focal Points 

 

In order to see the above draft strategy at a glance, a matrix of all the activities, the 

outputs, indicators, suggested timeline and potential partners is presented here for 

easier perusal. 
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8.6 MATRIX 1: REGIONAL PUBLIC AWARENESS STRATEGY FOR PROTECTED AREAS 

MATRIX OF ACTIVITIES  
 

Overall Goal By 2011, at least 4 out of 10 citizens in OPAAL participating Member States will be aware of and understand the nature of 

protected areas within their own countries and across the OECS, leading to an appreciation of the significance of these PAs to 

their livelihoods. 

 
S.M.A.R.T 

Objective 

Suggested 

Activities 

Measurable Indicators Management & 

Implementation 

Responsibilities 

Time 

Frame Output Indicators Process Indicators Outcome/Impact Indicators 

1. Within the first six to twelve 

months of the implementation 
of the strategy, all countries 

within the OECS will eagerly 

embrace a common, unifying 
regional slogan to promote 

awareness of protected areas 

and will use the slogan as part 
of their own national public 

awareness strategies. 

. 
 

Activity 1.1 CREATE 

a SLOGAN  

 
Hire a consultant or 

firm to create and test a 

slogan for the regional 
stratey. 

 

Within 8 months, the slogan 

is completed 
 

Within eight months, the 

slogan will be adopted and 
employed by all OPAAL 

regional and national 

communication activities 
as a common, unifying 

óbrandingô slogan. 

 

After the first year, 4 of 10 

persons in the OECS will 
have heard the slogan and 

will not only be able to 

recall it but will resonate 
positively and 

enthusiastically with its 

message. 
 

OPAAL-OECS  

 
OPAAL focal 

points 

 
Consulting firm 

 

First 8 

months 

ACTIVITY 1.2  

REGIONAL 

NETWORKING 

INITIATIVE  

 
Partner with similar 

public awareness 

initiatives working on 
SGD activities and 

align with similar 

projects such as 
SusGren, MarGov, 

CERN, etc. 

 

Within the first year, at least 

3 factual PA message 
products will be created and 

shared under the regional 

strategy that will stress not 
only the natural aspects of 

PAs  but also their 

importance under the SGD 
 

Within the first year, 

network partners will 
mainstream messages 

related to PAs as part of 

their own initiatives and 
also promote their 

importance within the 

context of the SGD 
 

At the end of year 2, 

stakeholders will report a 60 
percent satisfaction with the 

quality of the materials and 

networking process and with 
the information shared and 

communicated. 

 

OPAAL-OECS 

 
National focal 

points 

 
PA stakeholders 

 

Other related 
projects such as 

Margov, IWCAM, 

etc. 

Late in 

Year 1 

At the end of 2 years, at 

least 3 Memoranda of 

Understanding with joint 
PA public awareness 

initiatives created with 

similar projects such as 
SusGren, MarGov, CERN, 

etc. 

 

By the end of Year 2, 

quality of process will be 

indicated by:  
 

Number of hits on the 

portal 
 

Number of requests for 

more information;  
 

Number of expressions of 

interest to join and/or sign 

Relationships established 

will continue to be sustained 

By end 

of year 

2 
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up;  

 
Increased number of links 

established with other 

sites;  
 

Number of persons 

requiring more specific 
information and/or 

downloading information 

posted;  
 

Number of additional 

spin-off networking 
activities that are 

generated such as e-forum 

discussions, list-serves, 
etc. 

 

Create an intranet and 

portal among PA 
stakeholders 

By end of Year 1, one 

Intranet and/or public portal 
will be created and hosted 

by the OECS but with links 

to at least five (5) other 
regional sites 

 

Over 2 years, quality of 

process will be indicated 
by:  

 

Number of hits on the 
portal;  

Number of requests for 
more information;  

Number of expressions of 

interest to join and/or sign 
up;  

Increased number of links 

established with other 
sites;  

Number of persons 

requiring more specific 
information and/or 

downloading information 

posted;  
Number of additional 

spin-off networking 

activities that are 
generated such as e-forum 

discussions, list-serves, 

etc. 
 

 

After 2 years, networking 

will continue to be sustained 
among PA stakeholders and 

partnersô 

 
Demand for the intranet will 

continue beyond the 2 Year 
period with increased 

website traffic from within 

and outside the region.  
New links will be 

established to other sites 

expanding participation on 
an on-going as needed basis.  

 

Late in 

Year 1 
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S.M.A.R.T 

Objective 

Suggested 

Activities 

Measurable Indicators Management & 

Implementation 

Responsibilities 

Time 

Frame Output Indicators Process Indicators Outcome/Impact Indicators 

2. By the end of Year 

Two, there will be a 40 

percent increase in 

awareness of  protected 

areas as a result of 

vigorous exposure to 
specific educational and 

informational messages 

on:  
 

(a) the importance of 

protected areas under the 
SGD;  

(b) the economic benefits 

of protected areas;  
(c) the important ways in 

which protected areas 
enhance sustainable 

natural resource 

management;  
(d) the different types of 

protected areas that exist 

within the OECS region 
and where they are 

located and  

(e) the ways in which the 
public can enjoy protected 

areas directly.  

 
 

Activity 2.1 

 

Approach a musician 

or group to serve as a 

PA embassador to 

create a generic 
Radio Jingle that can 

be adapted for 

national messages 

 

 

 

Within the first six months, the 

jingle is created, distributed and 

aired on OECS radio stations, 

with versions adapted for national 

use. 

 

Within Year One, the main 

process indicators for the jingle,  

will be whether or not it is 

produced on time and within 

budget, and whether or not all 

OECS countries actively 
embrace it and use it regularly 

as part of their own national 

public awareness efforts 

By the end of the first year, 

40% of persons in the OECS 

will have heard the jingle 

and will not only be able to 

recall it, but will resonate 

positively with its message. 
 

 

OPAAL-OECS, 

National Focal Points, 

schools and students, 

popular musicians, and 

major private sector 

sponsors. 
 

 

Year  1 

Suitable musician is identified 

and agrees to be goodwill 
ambassador and to promote the 

regional strategy within the first 

six months.  
 

Activity 2.2 

Create generic PSAs 

(for both radio and 
television) 

Within the first year, five (5) radio 

PSAs and five (5) television PSAs 

will be produced on the above 
aspects of protected areas. 

Within year one, the PSAs will 

also be incorporated into 
information packages for schools 

and resource centres. 

 

PSAs are produced on time and 

within budget. 

PSAs are embraced by all the 
countries in the OECS and used 

as part of their own national 

strategies. 
PSAs are aired at least 3 times 

weekly and for at least six (6) 

months during prime time 
broadcasts as part of the 

national strategies. 

PSAs are posted on You-Tube 
and other relevant websites  

3000 hits on the OPAAL 

website will indicate demand 
for downloadable versions of 

the PSAs 

50 high schools within the 

By the end of Year 2, 40 

percent of the general public 

will be able to correctly 
articulate and discuss all 5 

aspects of the material that 

are produced.   
 

 

OPAAL-OECS; CERN, 

National Focal Points, 

national and regional 
radio and television 

stations 

Year 1 
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OECS will receive the PSAs as 

part of their information 
packages. 

 

 Activity 2.3 

Creation of Booklet 
to support the PSAs 

Booklet will be produced on the 

five different topics. 
 

Print material will also be 

incorporated into information 
packages for schools and resource 

centres. 

 
 

Booklet is produced on time and 

within budget. 
 

Booklet is used as part of 

national action plans 
 

Materials are distributed 

through all appropriate national 
outlets such as schools, 

information kiosks, PA sites, 

resource centres, and so forth 
 

Booklet posted on relevant 

websites 
 

3,000 hits on the website will 

indicate demand for 
downloadable versions of the 

Booklet. 

 
50 high schools within the 

OECS will receive copies of  
the booklet as part of an 

information package for 

schools. 
 

By the end of Year 2, 40 

percent of the general public 
will be able to correctly 

articulate and discuss all 5 

aspects of the material that 
are produced.   

 

OPAAL-OECS, 

national focal points, 
schools, national print 

media, NGOs 

Year One 

Activity 2.4 Creation 

of RARE Radio 

Drama Series 

5 different pre-production scripts 

and/or story lines on the five key 

informational topics above are 
produced for use by RARE Radio. 

 

RARE will have utilized the 

pre-production scripts as part of 

their regular drama series. 
 

50 percent increase in requests 

for more information about PAs 
from both the OPAAL head 

office and also national country 

institutions. 
 

As per 2.2 and 2.3, by the 

end of Year 2, 40 percent of 

the general public will be 
able to correctly articulate 

and discuss all 5 aspects of 

the material that are 
produced.   

 

OPAAL-OECS and 

Population Media 

Centre (RARE) 

Start of 

Year 2 

Activity 2.5  Print 

Cartoon production 

 

A total of one (1) black and white 

newsprint cartoon is produced on 

time and within budget within the 

first year.  

 

Graphic artist and story teller 

are hired to design cartoon for 

production 

 

Cartoon is produced 
 

40 percent of  OECS 

children aged 3 to 12 will 

know the cartoon characters 

and will be able to articulate 

the five main cartoon 
messages. 

OPAAL-OECS, primary 

schools, Ministries of 

Education, regional 

artists 

 

Year 2 
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Cartoon is copied and 

distributed 
 

Cartoons are embraced by all 

the national action plans. 
 

Cartoons will also be posted on 

relevant websites  
 

10,000 hits on the website will 

indicate demand for 
downloadable versions of the 

cartoons 

 

 

10 percent increase in 
awareness of PAs by 

children within this age 

group as a result of having 
seen the cartoons. 

 

 Activity 2.6  

Production of a 

promotional video 

(DVD) on protected 

areas in the OECS 

  

 

A single promotional 
video/documentary is produced 

(on time and within budget) that 

features protected areas in the 
OECS (these may include the 

OPAAL demonstration Sites), and 

promotes its key slogan and 
messages.  

 

 By the end of year two, the 
video is promoted on all TV 

stations within the 
participating countries 

 By the end of year two, 
information kiosks and 

existing interpretative centres 

within various PAs are using 
the video on a continual basis 

 By the end of year two, 50 

schools throughout the OECS 
will have requested copies of 

the video and will use it as a 

learning tool in their 

classrooms 

 By the end of year two, 5 
NGOs will also be using the 

video as part of their 

community awareness 
activities 

 

By the end of the first year, 
at least 40% of persons in 

the OECS will have seen the 

video and will not only be 
able to recall it, but will 

resonate positively with its 

message. 
 

OECS Education 
Reform Unit, NGOs, 

primary schools, 

Ministries of Education, 
airport information 

kiosks. and other outlets 

Production 
in Year 1 
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S.M.A.R.T 

Objective 

Suggested 

Activities 

Measurable Indicators Management & 

Implementation 

Responsibilities 

Time 

Frame Output 

Indicators 

Process Indicators Outcome/Impact Indicators 

3. Within Year One, 40 percent of the 

mainstream professional media within the 

OECS will be fully informed of the nature 
of protected areas, the types that exist 

within the OECS countries, and their 

economic and natural resource benefits and 
will be increasingly engaged in correctly 

reporting and promoting stories about 

protected areas in the OECS. 

 

 

Activity 3.1 

Regional Media 

Awareness 
Initiative 

 

a) National  media 
workshops 

6 national  

workshops held 

(to include 
training) 

 

Workshop 
materials 

prepared 

 

6 workshop 

reports 

produced 
 

Workshops held on 

time and within 

budget 
 

Workshop materials 

produced on time 
and within budget 

 

At least 65 % of 

invitees participate 

 

1) By the end of year two, 40% of 

professional media persons who have 

participated in the working sessions will:  

 be able to correctly articulate 

the correct terms and concepts 

associated with PAs;  

 be able to articulate the various 

types of  benefits associated 
with of PAs; and  

 will know where the various 
types of different PAs are 

within their respective countries  

 
2) By the end of year two, there will be a 

30% increase in the number of regional and 

national news stories and media pieces 
about PAs produced independently by the 

media personnel who have been trained 

and involved in the Regional Media 
Awareness Initiative.  

 

OPAAL-OECS and 

possibly: 

 
CARIMAC, journalism 

students, Panos, CERN, 

regional media 
personnel and national 

focal points 

 

late in 

Year 1 

but 
mostly 

over year 

2 

b) Glossary of 

Terms 

Glossary of 

terms produced 

 
 

Glossary of terms is 

found useful and is 

utilized by the 
media  

 

c) create a roster of 
experts on PAs and 

Biological 

Diversity for media 
interviews 

 Willingness of 
expert personnel to 

serve on the 

interview roster 
 

Number of calls 

made to persons on 
the roster by the 

media 

 

d) networking 

opportunities 

3 networking 

opportunities 

held (briefings, 
etc.) 

Requests by media 

for additional 

information made to 
both the OECS, 

OPAAL and to 

national focal points 
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S.M.A.R.T 

Objective 

Suggested 

Activities 

Measurable Indicators Management & 

Implementation 

Responsibilities 

Time 

Frame Output Indicators Process Indicators Outcome/Impact Indicators 

4.By the end of Year One, 40 

percent of tourism promoters 

(tour operators, travel agents, 
and so forth) will be fully 

informed and know about:  

 
(a) the nature of protected 

areas;  

(b) the economic benefits of 

protected areas;  

(c) the important ways in which 

protected areas enhance sustainable 
natural resource management; 

 (d) the different types of protected 

areas that exist within the OECS 
region and where they are located and  

(e) ways in which the public can enjoy 

protected areas directly. More 
importantly however, by the end of 

Year Two, the tourism sector will be 

actively engaged in promoting tourism 
products related to protected areas in 

the OECS region. 

 

Activity 4.1 

Tourism Sector 

Awareness 

Initiative 

 

Within year 1, produce specific 

awareness materials 

(brochures/fact sheets) for the 
tourism sector on the value, and 

tourism potential, of PAs. 

 
Within year 1, produce training 

materials for the tourism sector on 

how to ósellô PAs as part of their 

regular product promotion 

 

By the end of year 1, host a 
regional ñtraining of trainersô 

session in partnership with CTO, 

CHO and other relevant 
organizations and produce 

training report 

 
By the end of year two, host six 

national training sessions for the 

sector in each of the participating 
OECS countries and produce six 

reports  

 

PA awareness materials 

for the tourism sector 

produced on time and 
within budget 

 

PA training materials 
for the tourism sector 

produced on time and 

within budget 

 

At least 65 percent of 

tourism sector invitees 
to the regional ñtraining 

of trainersô session 

attend, participate and 
receive certificates 

 

At least 65 percent of 
tourism sector invitees 

attend and participate in 

national training and 
briefing sessions and 

receive certificates 

 

40 percent of the participants in the 

training sessions will be able to 

correctly articulate the various 
benefits of PAs to the tourism sector 

and will be able to correctly name 

and identify PAs within their own 
country and within the OECS region 

 

30 percent  of the participants from 

the training sessions will be actively 

engaged in promoting PAs as part of 

their regular tourism product 
offerings 

 

OPAAL-OECS 

 

National OPAAL 
Focal Points 

 

Caribbean Tourism 
Organization 

(CTO) 

 

Caribbean Hotel 

Association (CHA) 

 
National tourism 

and hotel 

associations 
 

 

Late in 

Year 1 

 
 

 

 
 

 

 

 

 

 
 

 

 
 

 

 
 

 

 
 

 

Activity 4.2 

Participate in 

Tourism 

Industry Fairs 

and Exhibits 

 

Produce regionally relevant PA 

display materials including 5000 

copies of PA promotional posters; 
a PA portable display board (one 

for each country); and 5000 

copies of a PA brochure for 
distribution at key tourism events. 

 

Display materials 

produced on time and 

within budget and 
distributed to the 

participating OECS 

countries 
 

25% demand for 

reprints of all PA 
promotional materials 

(with the exception of 

the display boards) by 
hotels and tourism 

information sites 

 

40% of key tourism promoters in the 

region will be actively involved in 

promoting visits and tours of PAs to 
their regular clientele 

 

40% of key tourism stakeholders and 
promoters will have visited a PA in 

their own country 

 
 

OPAAL-OECS 

 

National OPAAL 
Focal Points 

 

Caribbean Tourism 
Organization 

(CTO) 

 
Caribbean Hotel 

Association (CHA) 

 
National tourism 

and hotel 

associations 

More 

in Year 

2 
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9. MANAGEMENT AND IMPLEMENTATION PLAN 

 

The OPAAL project is devoted to fostering partnerships and strengthening capacities of 

national and local organizations within the OECS. It also operates based on the 

principles of good governance and transparency. For this reason, a partnership 

approach should also be adopted for the implementation of the public awareness 

strategy. While the main responsibility for implementing the strategy should remain with 

OPAAL, it is strongly recommended that partnerships are fostered through the formation 

of an advisory committee that will provide key and timely input and advice during 

implementation. Secondly, it is also recommended that specific partnerships for 

implementation are formed for the implementation of each discrete activity and that in 

these instances, responsibility is shared. 

 

Both of these recommendations are now discussed in more detail. 

 

 9.1 Establish an Advisory Committee 

To assist with the implementation of the strategy, OPAAL should consider establishing a 

voluntary advisory committee (AC) that could help to offer guidance and direction 

and which could also assist with some of the decision making involved in key activities.  

While it is recognized that the OPAAL project already has a Project Steering Committee 

(PSC) and also benefits from the OECS Technical Advisory Committee (TAC) on the 

environment, implementation of the communication strategy will require 

persons/partners with technical expertise in communication/public 

awareness/behaviour change. If the current PSC and TAC already have such expertise, 

then there is no reason to set up an additional advisory committee. Otherwise, it is 

strongly recommended that this AC be established.  

 

The demands of the NAPs and the depth of activities proposed for the regional strategy 

will require advice from communication persons within the region.  The establishment of 

an AC will therefore help to enhance ownership of the strategy and create 

transparency and credibility to the management and implementation process. 

Moreover, persons selected to serve on the  AC could be given a role to help leverage 

resources for major components of the strategy. 

 

In considering appropriate persons to serve on the AC, OPAAL may select 

representatives of the institutions that were represented as part of the regional working 

group during the consultation such as CERMES, CERN and PMC, but all should be 

persons with some level of communication and public awareness expertise. 

 

 9.2 Work Plan 

Implementation of the strategy requires a clear and concise work plan that details the 

key steps required to complete each activity. Finalization and approval of the work 

plan must be one of the first responsibilities and tasks of the advisory committee. To 

assist this task, a draft work plan is presented below which includes all of the various 

production options that have been presented. OPAAL and the advisory committee 
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together will need to review all of the options and make a final decision in determining 

what is feasible to undertake with the final work plan reflecting the options that are 

ultimately selected. 

 

 9.2.1 Priority Activities for Year One 

 

Some of the activities are more critical than others in large part because they will be 

extremely important to the National Action Plans. All six national action plans 

emphasize enhancing awareness of basic terms associated with PAs and indicate the 

need for basic awareness steps to take place first. Thus, the following activities are 

given priority for the first year of implementation based on the needs of the member 

countries: 

 

 Activity 1.1 ð Creation of a Regional Slogan that the educators/promoters can 

use as part of their regular work activities 

 Activity 2.1 – Creation of a Radio Jingle – that the educators can use as part of 

their promotional activities 

 Activity 2.2 – Creation of Generic Public Service Announcements for radio and 

television (PSAs) that will provide factual information on the nature of PAs, the 

economic benefits of PAs, the different types of PAs that exist within the region; 

and the ways in which the public can enjoy PAs directly. 

 Activity 2.3 ð Creation of a Booklet to support PAs 

 Activity 2.6 ð Production of a Promotional Video on Protected areas within the 

OECS 

 

Completion of these activities in Year 1 will greatly assist and support the 

complementary activities that the various countries will be implementing under their 

own national action plans. 

 

Next in priority are, but later in Year 1 should be: 

 

 Activity 1.2 ð Formation of a Regional Networking Initiative with which the 

educators/promoters can link and share information and the Creation of an 

Intranet Portal among PA Stakeholders 

 Activity 3.1 ð Regional Media Awareness Initiative (to include training sessions for 

media professionals, regional media workshops, establishment of a regional 

roster of experts on PAs for media interviews) This can be spaced out over the 2 

year period but must begin towards the end of year 1. 

 Activity 4.1 ð Tourism Sector Awareness Initiative (that will produce specific 

awareness materials for this sector and which will produce training materials and 

provide training sessions on how to „sell‟ protected areas to the tourism sector 

thereby resulting in „training of trainers‟ sessions for each participating country). 

This also can begin more towards the end of year 1 and beginning of year 2. 
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Lastly, while also extremely important, but not quite as urgent are the following activities 

that should commence at the beginning of Year 2: 

 

Á Activity 2.4 ð Creation of a RARE Radio Drama Series to promote PAs 

Á Activity 2.5  - Cartoon Production on PAs for young audiences 

Á Activity 4.2 ð Participation in Tourism Industry Fairs and Exhibits (to include 

production of PA display and exhibit materials (posters, display boards, 

brochures, etc.) for distribution at key tourism sector events) 

 

The work plan is therefore structured along these priority lines for implementation and is 

presented in matrix form below. 
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9.2.2 MATRIX 2: REGIONAL PUBLIC AWARENESS STRATEGY FOR PROTECTED AREAS  

WORK PLAN  MATRIX  
ACTIVITY 

NUMBER  

ACTIVITY 

DESCRIPTION  

SUB-ACTIVITIES  MONTH OF IMPLEMENTATION 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

COORDINATION AND ADMINISTRATION                          

Establish advisory committee 

(AC) to guide regional strategy 

1. Persons Identified to 

serve on the AC 

X                        

2. TORs identified for AC 

members 

X                        

3. Coordinating and 

Decision-making 

mechanism established  

 X                       

4. Quarterly AC 

electronic meetings held 

(or on an as-needed basis) 

   X   X   X   X   X   X   X   

ACTIVITY 

NUMBER  

ACTIVITY 

DESCRIPTION  

SUB-ACTIVITIES  MONTH OF IMPLEMENTATION 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

ACTIVITY 

1.1. 

CREATE A SLOGAN                          

Hire consultant to 

produce slogan 

1. TORS for consultant 

prepared 

X                        

2. Bidding for Consultant 

conducted 

X                        

3. Consultant selected 

 

 X                       

4. Slogan draft slogan 

produced and pretested 

  X                      

5. Slogan finalized based 

on pre-test results 

   X X                    

6. Slogan adopted and 

used by participating 

OECS action plans 

     X                   

9. Slogan finalized based 
on pre-test results 

        X                
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ACTIVITY 

NUMBER 

ACTIVITY 

DESCRIPTION 

SUB-ACTIVITIES MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

ACTIVITY 

1.2 

 

 
 

 

 
 

 

  

REGIONAL NETWORKNG INITIATIVE                         

 Partner with 

similar SGD public 

Awareness 

activities 

1. Establish relationships with 

other SGD public awareness 

programmes 

            X            

2. Formal MOUs established 

with partner initiatives  

             X           

3. Produce 3 factual messages 

about the legal aspects of PAs 

under the SGDs for 

distribution by networking 

partners 

              X X X        

Create Intranet 

Portal 

1. Portal link created in house 

by the ESDU-OPAAL project 

and posted on OECS website 

           X             

2. Links with other websites 

established 

            X            

3. Person identified to 

facilitate monitoring and 

networking through the site 

            X            

4. List-serve established to 

facilitate networking  

             X           

5. E-forum discussions held on 
regular topics of interest 

                X   X   X  
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ACTIVITY 

NUMBER 

ACTIVITY DESCRIPTION SUB-ACTIVITIES MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

ACTIVITY 

2.1 

CREATE JINGLE                          

Popular musician or 

group produces jingle 

and serves as PA good 

will ambassador 

1. Suitable 

musician(s) suggested 

by AC and 
approached 

 X                       

2. TORS for good 

will ambassador 
created with input 

from AC 

 X                       

3. Suitable 

ambassador agrees to 

serve 

  X                      

4. Draft jingle 
produced by the 

musician  

    X X                   

5. Jingle pretested 
with focus groups and 

revised accordingly 

      X X                 

6. Jingle approved 
and launched through 

PR event 

        X X               

7. Jingle aired in all 
participating 

countries 

 
 

 

 
 

 

         X X X X X X          
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ACTIVITY 

NUMBER 

ACTIVITY DESCRIPTION SUB-ACTIVITIES MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

ACTIVITY 

2.2 

RADIO AND TELEVISION 

PUBLIC SERVICE 

ANNOUNCEMENTS 

1. Content for all 5 
subject areas drafted 

for the  PSAs 

   X                     

2. Content approved     X                    

3. TORS for radio & 

TV PSAs production 

prepared  

     X                   

4. Firm solicited to 

produced Radio PSAs 

      X                  

5. Firm selected to 

produce TV PSAs 

       X                 

6. TV and Radio PSAs 

drafted 

        X X X              

7. PSAs pre-tested with 

focus groups 

           X X            

8. PSAs finalized based 
on pre-test results, 

produced and 

distributed 

             X           

9. PSAs adopted and 

promoted through 

national media by 
country focal points 

              X X X X X X     

10. PSAs promoted by 

OPAAL through 
regional broadcast 

networks 

              X X X X X X     

ACTIVITY 

NUMBER 
ACTIVITY DESCRIPTION SUB-ACTIVITIES MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

ACTIVITY 

2.3 

PRODUCTION OF 

BOOKLET  

1. Booklet is produced 

on the five subject 
areas to support the 

PSAs 

        X X               

2. Booklet is pre-tested 
with relevant focus 

groups 

          X X             

3. Booklet iss finalized 
and printed based on 

results of pre-test 

findings 

            X            

4.Booklet is distributed 

through national focal 

              X          
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points and through 

partnership networks 

5. e-version of booklet 
posted on website 

             X           

 

 

 
ACTIVITY 

NUMBER 

ACTIVITY 

DESCRIPTION 

SUB-ACTIVITIES MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

ACTIVITY 

2.4 

RARE RADIO 

DRAMA SERIES 

1. TORs identified for consultant 

to produce pre-production story 
ideas for five (5) RARE dramas 

            X            

2. Consultant identified and 

contracted 

             X           

3. Five (5) story ideas generated 

and approved by RARE 

              X X X        

4. Five (5) draft scripts produced 
by RARE 

                X X       

5. Draft scripts pre-tested with 

focus groups 

                 X X X     

6. Dramas revised and produced 

based on the pre-test results 

                   X X    

7. Dramas are broadcast as part of 
RAREôs regular programming 

                    X X X  

ACTIVITY 

NUMBER  

ACTIVITY 

DESCRIPTION  

SUB-ACTIVITIES  MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

ACTIVITY 

2.5 

CARTOON 

PRODUCTION  

1. TORS for cartoon story writer  

produced 

             X           

2 Writer contracted               X          

3. Story lines for cartoons 

produced and characters 
determined 

               X X X       

4. TORs for cartoon illustrator 

developed 

                 X       

5. Mock-ups of cartoon drafted 

and approved by AC 

                 X X X     

6. Focus-group testing of cartoon 
conducted 

                  X X     

7. Cartoon revised base on pre-

testing results 

                  X X     

8. Cartoon printed                    X     

9. Cartoons distributed to schools 

through National focal points 

                    X X   

10. PR event held to launch                       X  
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cartoon 

11. E-versions of cartoons posted 

on OPAAL site and other relevant 
websites 

 

 

 

 

                      X  

 
ACTIVITY 

NUMBER 

ACTIVITY 

DESCRIPTION 

SUB-ACTIVITIES MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

Activity 2.6 Promotional 

Video 

Production 

1. TORs identified for firm to 
produce promotional video 

featuring PAs from the OECS 

region 

      X                  

2. Consultant identified and 

contracted 

       X                 

3. Draft script prepared and 
submitted for review 

        X                

4. With approved script, taping is 

completed in all of the six OECS 
countries 

         X X X             

5. Draft video production is 

finalized for pre-testing and 
review by AC 

            X X           

6. Focus group testing is 
completed of the video 

              X          

7. Based on Focus group results, 

video is finalized 

               X         

8. copies of video are packaged 

and distributed throughout the 

region 

                X X       

9. Video is aired during prime-

time television throughout all 

OECS states 

                  X X X    
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ACTIVITY 

NUMBER 

ACTIVITY 

DESCRIPTION 

SUB-ACTIVITIES MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

ACTIVITY 

3.1 

LAUNCH A 

REGIONAL MEDIA 

AWARENESS 

INITIATIVE  

1. Regional Professional Media 
workshop materials produced 

         X               

2. Glossary produced          X               

3. AC suggests list of experts for 
roster 

          X              

4. Suggested persons for roster 

are contacted and invited to 
serve 

           X X            

5. Roster of experts finalized              X           

6. Venue and date for 1st 

workshop identified 

           X             

7. Workshop consultant 

identified and contracted 

           X             

8. Invitations for 1st workshop 

sent 

           X             

9. 1st workshop held               X          

10. Venue and date for 2nd 

workshop identified 

            X            

11. Workshop consultant for 2nd 
workshop identified and 

contracted 

            X            

12. Invitations for 2nd workshop 
sent 

               X         

13. 2nd workshop held              X           

14. 1st training session venue and 
date suggested 

                 X       

15. Invitations for training 

session sent 

                        

16. 1st Training held                    X     

17. 2nd training session venue 

and date suggested 

                        

18. Invitations for 2nd training 

session sent 

                    X    

19. 2nd Training held                     X    

20. 3 media briefing/networking 

opportunities held (most likely 

in conjunction with other 
activities) 

                     X   
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ACTIVITY 

NUMBER 

ACTIVITY 

DESCRIPTION 

SUB-ACTIVITIES MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

ACTIVITY 

4.1 

TOURISM SECTOR 

AWARENESS 

INITIATIVE  

1. Production of tourism 
specific awareness materials 

          X              

2. Production of training 

materials for tourism sector 

           X X X           

3. Identification of date and 

venue for regional tourism 

ñtraining of trainersò workshop  

              X          

4.Tors for Tourism training 

consultant produced 

              X          

5. Tourism training consultant 

selected and contracted 

               X         

6. Regional training workshop 

held 

                        

7. Six (6) follow-up national 

tourism training workshops 

held in each participating 
OECS country 

                X  X  X  X  

ACTIVITY 

NUMBER 

ACTIVITY 

DESCRIPTION 

SUB-ACTIVITIES MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

ACTIVITY 

4.2 

PARTICIPATE IN 

TOURISM INDUSTRY 

FAIRS AND EXHIBITS  

1. Production of portable 

display boards for each OECS 

participating country 

           X            X 

2. Production of draft 

posters/brochures for tourism 

sector  

            X X           

3. Pretesting of posters and 

brochures for tourism sector 

              X          

4. Final production based on 
pre-test results with this sector 

               X X        

5. Distribution of promotional 

material to tourism sector 
stakeholders 

                  X      

6. Participation in regional 

tourism exhibits/fairs by 
OPAAL staff 

 

                  X X X X X  

7. Participation in national 
tourism opportunities by 

national focal points 

                 X  X  X  X 
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REGIONAL PUBLIC RELATIONS ACTIVITIES  MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

In addition to the above activities that 
provide PR opportunities, the regional 

initiative should also seek to generate 

news releases for most major 
environmental calendar date 

1. Preparation of regular 
news releases of key 

milestone activities 

(ongoing as  needed) 

                        

2. Hosting of timely 

media events and/or 

launches ï one per 
quarter 

  X   X   X   X   X   X   X   X 

MONITORING AND EVALUATION  MONTH OF IMPLEMENTATION  

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 21 22 23 24 

A) Regular quarterly reporting of progress against all relevant 

activities 

  X   X   X   X   X   X   X   X 

B) The pre-production monitoring and evaluation tasks are 

already built into the above work- plan above 

                        

C) Final evaluation 1. TORS for evaluation 
firm drafted 

             X           

2. Bidding for evaluation 

solicited 

              X          

3. Evaluation consultant 

contracted 

               X         

4. Evaluation 

methodology designed in 

conjunction with AC and 
national focal points 

                X X       

5. Evaluation process 

conducted with national 
focal points 

                 X X X     

6. Draft final evaluation 

report submitted 

                    X    

7. Draft evaluation report 

presented to stakeholders 

in regional workshop 

                     X   

8. Final evaluation report 

prepared 

                      X  
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 9.3 Distribution Plan 

Another key component of the implementation plan has to do with the distribution of 

messages and the media products once they are produced. For this purpose, the 

strategy must rely on the existing working relationships between the OECS-ESDU and 

national focal points and these tasks have been built into the overall draft work plan.  

 

However, the new networks, new partnerships and new media relationships that will be 

forged as a result of the strategy‟s activities must also be leveraged to enhance 

distribution. For example, tourism related messages and materials must be facilitated 

through the networks that should result from the Tourism Awareness Initiative. Regional 

media promotion should also result from the formation of new relationships with the 

professional media as a result of the media workshops that are proposed.  

 

Very importantly though, the strategy should try to ensure to the extent possible, that 

every media product which is produced can be re-packaged and distributed in more 

than one form. Radio and Television PSAs, for example, should be posted on You-Tube, 

websites and distributed electronically on DVDs as part of larger OPAAL public 

awareness kits. The RARE Radio drama series should also be copied to DVD to be used 

during community meetings and/or in classrooms. The jingle should be widely aired on 

radio, but also produced as a ring-tone that can be downloaded directly from the 

OPAAL/OECS website and from links to other partner sites. In short, for every product 

that is produced, it should be viewed through a distribution lens that seeks to maximize 

the number of audiences (general public, students, environmental officers, etc.) and 

outlets for which it can be made available and used.  

 

 

 9.4 Public Relations (PR) Plan 

The strategy outlines a number of milestone activities for which PR mileage should be 

sought to build publicity on an on-going basis. For every key activity started, every 

training event held, and so forth, news releases should be disseminated and the soon to 

be strengthened relationships with professional media at both the regional and national 

levels should be capitalized on.  

 

Additionally however, the strategy should seek to capitalize on specific Environmental 

Calendar Dates that are especially pertinent to protected areas. A list of such dates is 

outlined below. OPAAL should coincide some of its activities with this calendar and 

should also consider releasing a news item corresponding to these environmental 

dates. 

 

TABLE 2  ï ENVIRONMENTAL CALENDAR DATES FOR PUBLIC RELATIONS  
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10. MONITORING AND EVALUATION PLAN 

 

The strategy carefully outlines output, process and outcome indicators for measuring 

both its efficiency and effectiveness. To monitor progress as the strategy is 

implemented, it is suggested that quarterly reports are prepared not only for OPAAL‟s 

use and for its donors, but also to be shared with the Advisory Committee.  

 

Monitoring should consider both the output and process indicators that have been put 

forward in the strategy.  

 

Monitoring considers whether or not work is taking place on time and within budget, 

but also considers the quality of the process involved. The strategy has sought to identify 

a wide variety of useful process indicators that will indicate quality of participation and 

quality of implementation. During the two-year time frame within which the strategy is 

to be implemented, quarterly reporting with the AC should be sufficient to make 

necessary adjustments if needed and no outside mid-term evaluation will be required. 

EVENT  CALENDAR DAY  

*  ARE FIXED ANNUAL DAT ES 

a)  World Wetlands Day  February 2*  

b)  World Fores t Day  March 21 st*  

c)  World Water Day  March 22*  

d)  World Meteorological Day  March 23*  

e)  Caribbean Spiny Lobster Closed Season  April 1 to June 30 (but may vary in 

your country)  

f)  World Health Day  April 7*  

g)  Earth Day  April 22*  

h)  International Compost Awareness Week  2nd  week of May  

i)  International Day for Biological Diversity  May 22*  

j)  Disaster Preparedness Month  June 1 -30 (may vary in your country)  

k)  World Environment Day  June 5*  

l)  World Oceans Day  June 8*  

m)  Hurricane Season  June to November 30*  

n)  World Population Day  July  11*  

o)  International Ozone Day  September 16*  

p)  International Coastal Clean -up Day  3 rd  Saturday in September  

q)  Maritime Week  Check your countryôs calendar 

r)  World Tourism Day  September 27*  

s)  World Habitat Day  1st Monday in October  

t)  Creole Day  October 5th  

u)  Inter national Day for Natural Disaster 

Reduction  

2nd  Wednesday of October  

v)  World Food Day  October 16  

w)  Earth Science Week  3 rd  week of October  

x)  GIS Day  3 rd  week of November  
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With respect to monitoring and evaluation of material and message development 

process, it is acknowledged that three stages of production are involved:  

 

 pre-production (including pre-testing of all messages and media products);  

 production and  

 post-production.   

 

In the work plan, the main process evaluation steps related to message design 

concentrate on pre-testing with focus groups have been more fully elaborated .. As a 

result, these steps are incorporated within the overall implementation work plan.  A 

separate set of steps however are indicated for the final evaluation process which 

should be done by an externally identified consultant and which should employ the use 

of the baseline KAP data and the outcome indicators that are put forward in the 

strategy. 

  

11. PRELIMINARY BUDGET 

A very preliminary budget is included below to begin identifying all of the components 

that will need to be costed in more precise detail as the work plan is implemented. 

Finalization of the budget will depend on the options for some of the activities to be 

selected by the advisory committee once it is established but the estimates suggested 

are generous enough to cover the costs to be expected. 
 

BUDGET 

Budget Item Cost Estimate in 

$EC 

Sub-totals 

Activity 1.1 Slogan Creation  50,000.00 

a) Slogan Pretesting PMS 00.00- 

b) Production of promotional materials (cups, bumper stickers, 

caps, etc.) 

50,000.00  

Activity 1.2 Regional Networking Initiative  5,000.00 

a) Production of 3 factual messages about PAs under the SGD OECS-In-kind  

b) Creation of networking intranet portal  5000.00  

c) Intranet monitor stipend OECS-In kind  

d) Facilitation of e-forum events OECS-In-kind  

Activity 2.1 Create a Jingle  8,000.00 

a) Jingle pretesting costs PMS  

b) Studio production of jingle 6,000.00  

c) Copying and reproduction for broadcast (x 20 copies) 2000.00  

Activity 2.2 Production of Radio and Television PSAs  55,000.00 

a) Consultant/design costs  5,000.00  

b) Pre-testing  PMS  

c) Radio Production costs 10,000.00  

d) Television production costs 40,000.00  

e) National Radio broadcast time PMS  

f) National TV broadcast airtime costs PMS  

Activity 2.3 Production of Booklets to support the PSAs  65,000.00 
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a) Design 15,000.00  

b) Printing costs (including shipping and handling) 50,000.00  

Activity 2.4 RARE Radio Dramas  20,000.00 

a) Consultant costs for production of story lines and draft 

scripts 

RARE Radio Con-

financing 
 

b) Pre-testing costs of draft scripts   

c) Drama production 20,000.00  

d) Broadcast/airtime costs RARE Radio Con-

financing 
 

Activity 2.5 Cartoon Production   43,000.00 

a) Writing costs 3,000.00  

b) Graphic artist/illustration 4,000.00  

c) Pre-testing 1000.00  

d) Printing 30,000.00  

e) PR event to launch cartoons 5,000.00  

Activity 2.6 Promotional Video Production  93,000.00 

a) Filming  70,000.00  

b) Focus Group Testing PMS  

c) Post-production 20,000.00  

d) Copying and Distribution 3,000.00  

e) Broadcasting  PMS  

Activity 3.1 Regional Media Awareness Initiative (Note: extra funding 

support may be required for this activity) 

 45,000.00 

a) Production of training and workshop materials 5,000.00  

b) Training consultants 30,000.00  

c) Venues for workshops 4000.00  

d) Venue and costs for 3 media breakfasts/lunches/briefing 

sessions 

 

6000.00  

Activity 4.1 Tourism sector awareness Initiative  57,000.00 

a) Production of training materials for tourism sector 5000.00  

b) Tourism training consultant 10,000.00  

c) Training venue  6000.00  

d) Cost of transportation for regional participants to the 

ñtraining of trainersò session 

30,000.00  

e) Support for 6 follow-up training sessions in individual 

national countries 

6000.00  

Activity 4.2 Participation in tourism fairs and exhibits/conferences  16,000.00 

a) Production of 6 portable display boards 10,000.00  

b) Posters and materials 6,000.00  

Monitoring and Evaluation   

a) Final evaluation through OPAAL completion evaluation Other Project funds  

Sub-totals: EC $457,000.000  

 US $168,628.46  

10% Miscellaneous   EC$45,700 

Total  EC$502,700 

 

 

 

12. CONCLUSION 
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In conclusion, if implemented effectively, it is fully anticipated that after two years, the 

strategy will have successfully achieved its main goal of having citizens in OPAAL 

participating Member States become far more aware of OECS protected areas and 

understand the nature of protected areas, leading to an appreciation of the 

significance of these PAs to their livelihoods and social well-being. 

 

The regional strategy will also greatly complement and ease the level of effort that 

member states will be under-taking in implementing their own national action plans by 

generating a regional slogan, jingle, public service announcements and supportive 

print information that will assist the face-to-face community meetings and other 

activities being planned through the national action plans. As such, it represents a truly 

unique regional initiative that will genuinely complement and support the work of 

member OECS countries rather than serving as a project-based communication 

strategy. Implementation of the strategy in partnership with member states and through 

a transparent decision-making process involving a regional advisory committee will not 

only ensure transparency, but will deepen ownership of the entire strategy across the 

OECS region. 

 

More importantly, the strategy will also have succeeded in enhancing the sustainability 

of protected areas beyond the scope of the OPAAL project itself by: 

 

1. Increasing awareness of the importance of protected areas to 

biodiversity conservation  

2. Raising the public‟s knowledge of what they can do to enhance natural 

resources within PAs thus improving their behaviour 

3. Strengthening the capacity of the media to report far more frequently 

and accurately on issues and events affecting Protected Areas 

4. Enabling the tourism sector to more vigorously and aggressively promote 
tourism visits to protected areas throughout the region. 
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APPENDICES 

 

 

NATIONAL ACTION PLANS
5
 

 

 

                                                 
5
 It is important to note that the National Action Plans presented here are still in draft form and will be confirmed 

once the regional strategy begins implementation. 
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NATIONAL  PUBLIC AWARENESS ACTION  PLAN   

ON PROTECTED AREAS 
 

 

ANTIGUA AND BARBUDA  
Draft O nly   
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Box 1 

Overall Communication Goal 

By 2010, at least 50% of households in Antigua and Barbuda will understand the 

importance and benefits of protected areas, and exhibit an increase in sustainable 

environmental practices through their engagement in the reduction or eradication of 

harmful environmental practices (such as littering, illegal sand mining, mangrove 

destruction, destructive fishing practices, indiscriminate clearing of land and removal 

of soils).  

NATIONAL  PUBLIC  AWARENESS ACTION  PLAN 

ON PROTECTED AREAS 

 

ANTIGUA AND BARBUDA  

 

For Antigua and Barbuda, the most critical gaps in knowledge, attitudes and practices were 

prioritized as follows: 

 

1. The need for increased environmental education and awareness of protected areas 

2. Understanding the importance of PAs and the benefits that can be derived from them 

3. Increased interest and involvement in protected areas 

4. Knowing and understanding the legal and institutional framework for the management of 

protected areas 

 

Antigua and Barbudaôs overall goal for the National Action plan is articulated in Box 1. 

 

 

 

 

 

 

 

 

 

 

 

Communication Objectives to achieve the above goal: 

 

To achieve the above goal, the following steps should be accomplished as discrete objectives. 

These have been modified slightly from the originals that were put forward during the regional 

consultation in order to reflect more realistic targets. In order to ensure that the actual objectives 

are clearly specific, measurable, achievable and realistic within the time available for 

implementation, they have been tailored slightly. 

 

By 2010, there should be: 

 

1. A 40% increase in the environmental education and awareness of Antiguans and 

Barbudans with respect to specific facts about PAs 

2. At least a 30% increase in the number of persons who can articulate the  benefits (cultural, 

socio-economic, environmental, etc.) of protected areas 

3. At least 10% of households outside PAs and at least 25% of households within PAs 

involved in sustainable environmental practices (such as proper garbage disposal, good 

fishing practices, good land management, etc.) 
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Target Audiences: 

The following primary and secondary audiences were identified to be targeted through the A&B 

national action plan: 

 

Primary 
 

Secondary 
 

 

Students (primary School and 

tertiary) 

 

Government agencies 

(especially environmental 

agencies) 

 

Householders 

 

Private sector 

 

Non-governmental 

organizations (NGOs) and  

Community Based 

Organizations (CBOs) 

Religious organizations and 

other groups 

 

 

 

SYNERGIES WITH THE REGIONAL PUBLIC AWARENESS STRATEGY 

 

To a large extent, Antigua and Barbudaôs national plan is concentrated on raising awareness and 

also educating people about what they can do to help improve protected areas. For this reason, 

this national action can benefit greatly from several of the activities that will be initiated under 

the regional strategy and the National Plan will seek to make considerable use of these 

opportunities as they become available. Those that are most important among these are shown in 

Box 2. 
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Box 2 

Synergistic Activities from the Regional Strategy 

 

Activity 1.1 ï Creation of a Regional Slogan that the educators/promoters can 

use as part of their on-going communication activities 

Activity 2.1 ï Creation of a Radio Jingle ï that the educators can use as part of 

their promotional activities 

Activity 2.2 ï Creation of Generic Public Service Announcements (PSAs) that 

will provide factual information on the legal nature of PAs, the economic benefits 

of PAs, the different types of PAs that exist within the region; and the ways in 

which the public can enjoy PAs directly. 

Activity 2.3 ï Creation of Booklets to support PAs 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In addition to the regional media activities that can assist Antigua and Barbuda, other media 

activities are also required. These are presented below for each specific objective. 

 

 

OBJECTIVE 1:  

BY 2010 THERE WILL BE A 40% INCREASE IN THE ENVI RONMENTAL EDUCATION AND 

AWARENESS OF ANTIGUANS AND BARBUDANS WITH RESPECT TO SPECIFIC FACTS ABOUT PAôS. 

 

Media activities: 

To achieve this objective, vigorous use of the regional slogan, PSAs, jingle and booklet will be 

adopted. Additionally, achieving this objective will also involve four other activities. 

 

Activity 1.1 Interactive radio/TV  programs and call-in talk show events 

Activity 1.2 Awareness Assemblies at individual schools with expert speakers 

Activity 1.3  Radio quizzes and contests for schools 

Activity 1.4 Field trips/tours  of protected areas 

 

Activity 1.1 Interactive radio/TV programs and call-in talk show events 

This activity should be timed to support awareness of PAs around key environmental calendar 

dates. 

 

Output Indicators 

Five talk show events to be held per year (either radio or TV) targeted around key environmental 

calendar dates. 
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Process Indicators 

 Expert panelists identified who are willing to speak on key issues associated with 

protected areas 

 Depth of audience reach (listenership and viewership) of the programmes selected 

 Extent and quality of the questions and comments from the public during the call-in 

segments, active participation and interest generated 

 Requests for more information 

 

Outcome Indicators 

Final evaluation at the end of 2010 will indicate number of persons who actually listened to, or 

watched, the various interactive programmes that were promoted under this activity, at least 40% 

will recall having seen/heard at least one of the programmes and will be able to correctly 

articulate specific facts about PAs that were covered.  

 

Activity 1.2 Awareness Assemblies for schools with expert speakers 

This activity involves directly engaging students in schools and inviting them to ask questions 

from key experts. Ideally, these assemblies should follow the inter-active radio/tv shows 

described above under activity 1.1. This will help to maintain momentum and to make best use of 

the expert panelists who are available to visit schools. 

 

Output Indicators 

12 School Assemblies held over a 2 year period 

12 reports of assemblies completed 

 

Process Indicators 

 Schools and students are eager to host an assembly to learn more 

 Quality of óexpertsô is appropriate to student age level 

 Level of participation and response during the actual assemblies 

 

Outcome Indicator 

At the end of 2 years, final evaluation reports will show that of the students who participated in 

the assemblies, at least 50% will be able to accurately articulate at least 50% of the specific facts 

associated with protected areas that were covered during the assembly event. 

 

Activity 1.3 Radio quizzes and contests for schools 

 

Quizzes can be designed to be relevant to a variety of school aged children.  This activity will 

therefore involve two streams: a series of quizzes for primary students and a second series of 

quizzes for secondary students. Both series can move around the island taking turns with different 

schools serving as hosts at different times. This will also encourage healthy rivalry among the 

schools. Ideally, both series should be televised or done as part of a regular call in radio 
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programme. Important partners will therefore be relevant media houses. Another critical partner 

for this activity will be the Ministry of Education. 

 

Output Indicators: 

 Criteria for the quizzes are established 

 Competition entry forms are designed and sent to all participating schools 

 At least 60 entries are received for the various activities 

 4 quiz show sessions with primary students are held over two years 

 4 quizzes are held with secondary students over two years 

 Reports are prepared for all quizzes held 

 

Process Indicators: 

 Elements of the competitions are designed and criteria for judging are established 

 Judges are identified and agree to serve 

 A launch is held to promote both series (venue identified, news release prepared, event is 

held) 

 News coverage of the series is wide and well-received 

 High quality entries for the various components are received within the specified time 

frame 

 Appropriate winners are selected 

 A news event is launched to profile the winners 

 Private sector support is forthcoming for school prizes 

 

Outcome Indicators: 

By the end of 2010, 50% of Antiguaôs and Barbudaôs schools will have been actively engaged in 

some aspect of the quiz programme. 

 

Activity 1.4 Organize and promote field trips (and/or picnics; hiking trips, bird watching 

trips, church outings, nature walks, and so forth)  for children and families to protected areas 

 

Output indicators 

 Various types of field trip options are designed and developed 

 Marketing strategy is developed with special promotion around environmental calendar 

dates, and includes a wide variety of groups such as schools, church groups, service clubs, 

companies, and so forth 

 Tour reps are hired and trained 

 Trips are conducted on a regular basis  

 

Process Indicators: 

 Trips are well designed 

 Marketing strategy is implemented on time and within budget 

 Tour reps stay actively engaged 
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 Number and types of persons who take the trips (church tours, school tours, etc.) 

 Increases in requests for tours 

 

Outcome Indicator: 

By end of year 2, there will be a 40% increase in family type activities held in protected areas.  

 

OBJECTIVE 2:  

BY 2010, THERE WILL BE AT LEA ST A 30% INCREASE IN THE NUMB ER OF HOUSEHOLDS WHO 

CAN ARTICULATE THE BE NEFITS (CULTURAL , SOCIO-ECONOMIC , ENVIRONMENTAL , ETC.) OF 

PROTECTED AREAS 

 

Media Activities to Achieve this Objective 

PSAs, booklets, and jingles, as well as the other material that are being produced under the 

regional strategy and which have already been described above under objective number 1, will 

also be extremely valuable in helping to promote the benefits of PAs to local communities and 

will go a long way in helping to achieve this objective.  

 

However, in order to provide even deeper coverage of the information that people need, and to 

also provide opportunity for face to face dialogue and exchange, the Antigua and Barbuda 

national action plan will seek to utilize two additional activities: 

 

Activity 2.1 Regular Newspaper feature articles 

Activity 2.2 Road shows to different communities to stimulate discussion 

 

Activity 2.1 Publication of monthly newspaper information articles 

Under this component, monthly articles will be published that feature key aspects of protected 

areas and the benefits that they offer to the people of Antigua and Barbuda. To create synergy 

with the other activities that are being implemented, the newspaper articles will reinforce the key 

facts and subjects that are also being promoted through the radio and TV call in shows. 

 

Another important characteristic of each feature news article should be the incorporation of a 

distinct ócall to actionô that encourages readers to ódo somethingô specifically as a result of 

reading the article. This could be an activity such as visiting a protected area near where they 

live; participating in a clean-up of the park; or other similar behaviour change tasks that are 

directly related to the subject matter that is covered in the news feature. 

 

Output Indicators 

 Production and publication of 12 feature news stories on protected areas over a two year 

period, each of which will have a clear ócall to actionô. 

 

Process indicators 

 News features are written and produced on time and within budget 

 News features are published in appropriate news papers on a monthly basis 
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 Extent of audience reach of news paper coverage 

 Number of requests for more information as a result of readership 

 Use of the news articles by schools, NGOs and other groups 

 Number of responses and ócalls to actionô that can be linked directly to readership of the 

news feature 

 

Outcome Indicator 

Final evaluation will show that persons who were exposed directly to the news features will be 

able to recall and articulate at least 50% of the key messages and facts they promoted. 

 

Activity 2.2 Road shows to different communities to stimulate discussion 

This activity joins traditional town hall or community meetings with more of a ófair or exhibitô 

opportunity for community members to learn more about PAs and to especially learn how they 

can help benefit from PAs as well.  

 

Rather than just provide key speakers to talk about PAs, the road show concept involves fanfare 

and will include a banner, interactive media (including PowerPoint, promotional videos, episodes 

from RARE Radio Drama, and other materials) to actively engage community members in 

discussion about PAs. In short, they seek to be óeventsô not just meetings and help to generate 

ósizzle and buzzô about PAs in a more face-to-face format. 

 

Output indicators 

Banner produced 

Memorabilia/Promotional materials developed for give-aways (e.g. cups, caps, pens, bumper 

stickers, taxi and bus advertisements, etc.) 

Visits to at least 10 communities held over the 2 year period 

 

Process Indicators 

 Road show events held on time and within budget 

 Quality and level of participation, number of visitors 

 Quality of two-way exchange during the road show 

 Requests for promotional and informational items 

 Requests for follow-up visits or more information 

 

Outcome Indicator 

Final evaluation will show that persons who were exposed directly to the road show events will 

by able to recall and articulate at least 50% of the key messages and facts they promoted. 

 

OBJECTIVE 3:  

BY 2010, AT LEAST 10% OF PERSONS OUTSIDE PAS AND AT LEAST 25% OF HOUSEHOLDS 

WITH IN PAS WILL BE INVOLVED I N SUSTAINABLE ENVIRO NMENTAL PRACTICES (SUCH AS 

PROPER GARBAGE DISPOSAL, GOOD FISHING PRACTIC ES, GOOD LAND MANAGEMENT , ETC.) 
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Steps to achieve this objective will follow after steps to accomplish the first two objectives have 

been initiated as this objective seeks not only to raise awareness but also to generate active 

behaviour change both within and outside of protected areas. Once again, the activities that will 

have been initiated under Objectives 1 and 2, will provide a sound foundation for achieving this 

step. The road show concept is expected to be especially useful and will help to stimulate the type 

of healthy competitive interest that communities will need to become excited about adopting new 

behaviour. 

 

As a result, the activities here continue the community engagement process and deepen it further. 

 

Activity 3.1 Community-based competitions and incentives 

Activity 3.2 Promotion of Good Practices 

 

Activity 3.1 Community-Based Competitions and Incentives 

This activity will involve the launch of a national competition that will recognize community 

groups who put in place good practices.  

 

Output indicators 

 Competition is Designed and Launched 

 News release prepared to promote launch of national competition 

 Community application forms developed and distributed through relevant channels 

 Number of communities that take part officially 

 

Process Indicators 

 Judging criteria established 

 Judging panel identified 

 Quality of prizes that are secured 

 Number and quality of partners that become engaged and endorse the competition 

 Number of participating communities and quality of participation 

 Number of persons within communities participating 

 Competition is held on time and within budget 

 

Outcome Indicators 

At the end of 2 years, at least 4 communities will have introduced specific improved management 

practices within and around protected areas. 

 

Activity 3.2 Promotion of Good Practices 

In order for communities to become actively involved in the competition, many will need 

exposure to the types of best practices that can be adopted and may also need training in some of 

the steps or skills involved. This activity seeks to provide the necessary information that 

communities will need to be meaningfully engaged and will promote community training 

sessions on best practices. 
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Output indicators: 

 Training team identified and engaged 

 Training materials are produced 

 Four (4) training seminars are held with community members 

 Four (4) reports are produced of the training sessions 

 At least 50 persons are trained ï 10 from each community 

 

Process Indicators: 

 Training takes place on time and within budget 

 Evaluation results show that training is useful  

 High levels of participation by community members 

 Community members stay engaged throughout the training session 

 Requests for more information by additional persons not involved in the training 

 

Outcome Indicators: 

By the end of year 2, at least 4 communities along/near PAs begin to implement improved 

management projects as part of the national competition. 

 

Synergistic Programmes and Activities 

Additional partners to support the National Action plan will be identified and sought as it is 

implemented. 

 

Contact persons: Mr. Philmore James and Ms. Anika Caleb-Browne  
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NATIONAL  PUBLIC  AWARENESS ACTION  PLAN 

ON PROTECTED AREAS 

 

DOMINICA  

 

 

Based on analysis of gaps in the Knowledge, Attitudes and Practices of Dominican citizens, the 

critical gaps that need to be addressed in this national action plan are: 

 

1. Few people claimed to be óvery familiarô with environmental issues (only 18.0% overall) 

2. Little awareness of many environmental terms and literacy (although this was audience 

differentiated) 

3. Need to increase interest to learn more among those who are less educated 

4. People need to know that they can visit Protected Areas, where they are, how they can 

enjoy them 

 

Box 1 

Overall Communication Goal: 

By 2010, there will be a 50% increase in visits by nationals to protected areas in Dominica and 

increased participation in environmental efforts that support PAs (through such activities as 

coastal clean-ups, community enforcement, improved waste management, and so forth). 

 

Communication Objectives to achieve the above Goal: 

 

1. By end of Year One, 50% of Dominican nationals will be able to identify the main 

protected areas in their country and know their location. 

2. By the end of Year Two, 50% of nationals will understand the importance of the 

sustainable use of natural resources and the positive impact PAs have on their own their 

livelihoods and will be actively involved in some type of positive behavior change 

activity that supports PAs 

3. By end of year one, there will be a 40% increase in family type activities held in protected 

areas. 

 

Target Audiences: 

 

Primary Secondary 

Persons and 

communities living 

closest to PAs 

1. Children aged 5-16, primary 

schools and secondary 

schools, young people aged 

16-40 

2. Adults with families and 

children 
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Media Activities and Time Line for Each Specific Objective 

Several of the activities to be adopted under Dominicaôs national plan will benefit from the 

regional communication activities that are also being developed. These especially include those 

outlined in Box 1: 

 

 

BOX 2 

COMPLEMENTARY REGIONAL ACTIVITIES  

 

Regional Activity 2.1 ï Creation of a Radio Jingle ï that educators can use as part of their 

promotional activities 

Regional Activity 2.2 ï Creation of Generic Public Service Announcements (PSAs) that will 

provide factual information on the legal nature of PAs, the economic benefits of PAs, the 

different types of PAs that exist within the region; and the ways in which the public can enjoy 

PAs directly. 

Regional Activity 2.3 ï Creation of Booklet to support PAs 

Regional Activity 2.6 ï Production of a Promotional Video on Protected areas within the OECS 

 

For each national objective, specific communication activities are outlined and where synergies 

are possible with the regional activities these are also clearly identified. 

  

OBJECTIVE 1: BY END OF YEAR ONE, 50% OF DOMI NICAN NATIONALS WILL BE AB LE TO 

IDENTIFY THE MAIN PR OTECTED AREAS AND KN OW THEIR LOCATION . 

 

Media activities  

Four main activities are proposed to achieve this objective: 

 

Activity 1.1 Production of videos on protected areas to be produced in year one and to be aired 

over the first six months of year two 

Activity 1.2 Production of five radio and TV public service announcements 

Activity 1.3 Production of brochures and fact sheets to support the PSAs 

Activity 1.4 Production of a jingle using voices of children  

 

As discussed, several of these activities are also being done through the regional public 

awareness strategy, and therefore, rather than duplicating efforts, the Dominicaôs national action 

plan will make use of the regional products that can assist this effort.  Where possible, the 

regional templates can be modified to suit specific national needs. 
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Activity 1.1 Production of a promotional video on protected areas to be produced in year 

one and to be aired over the first six months of year two 

 

Dominica has the option of utilizing the video documentary that the regional strategy will 

produce or it may, in addition, also wish to develop its independent video to feature its own 

protected areas as a means of giving more prominence to its local sites.  

 

Output Indicators:  
The following indicators apply: 

 Script for the video is developed 

 Footage is shot 

 Video is produced  

 PowerPoint version of the video is also produced 

 30 Copies of the video are produced and distributed to appropriate outlets, schools, and so 

forth. 

 

Process Indicators: 

 Video crew is identified and hired to produce the video 

 Script is developed on time and approved on time 

 Footage is shot on time and within budget 

 First cut edit is produced and tested with focus groups 

 Final video is produced on time and within budget 

 Video copies are produced and distributed on time and within budget 

 Video is broadcast on prime time television 

 Demand for copies increases after initial airing 

 Video is posted on YouTube and receives at least 100 hits 

 A link to the video is also posted on relevant national websites 

 

Outcome Indicators: 

In the first month after the video is aired, an independent survey will find that at least 50% of the 

respondents polled will have seen the video and will be able to recall the key messages and facts 

it promotes. 

 

Activity 1.2 Production of five radio and TV public service announcements 

This activity is directly linked to what the regional strategy will be doing in the way of radio and 

TV public service announcements. For this reason, Dominica will also take advantage of the 

opportunity to utilize the regional Public Service Announcements and should adapt them or tailor 

them as needed for their own purposes rather than seek to produce their own PSAs from scratch 

unless it is absolutely essential to create distinct messages for specific purposes. However, it is 

expected that the five PSAs being developed by the regional strategy will directly correspond to 

the information needs identified in the KAP analysis for Dominica.  
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Output Indicators:  
Receipt of the regionally produced PSAs (5 in total) with slight adaptation to the Dominican 

context 

 

Process Indicators: 

 PSAs are distributed to the various radio and TV houses for airing during prime time 

 PSAs are promoted over a 4 month period (March to June 2009) 

 

Outcome Indicators: 

Forty (40%) of the general public will be able to recall at least three of the five specific PSAs and 

will be able to correctly articulate the facts associated with the different PSA, especially with 

respect to: 

 

 The legal aspects of PAs and what their own government is doing to protect them under 

the St. Georgeôs Declaration (SGD) 

 The location of PAs within their own country 

 The social and economic benefits of PAs to people within the country 

 What they can do as individuals to protect PAs 

 

Activity 1.3 Production of Brochures and Fliers on Protected areas 

As is the case with the production of the PSAs, a similar activity is also being undertaken at the 

regional level to support the production of the radio and TV PSAs. Production of booklets will 

focus on the five factual topics of the PSAs. They are not designed to promote specific facts 

about PAs unique to Dominica per se, and therefore, Dominica will still wish to produce its own 

material to highlight its own PAs.  

 

Nevertheless, it is strongly suggested that Dominica make use of the booklets and materials that 

will be produced as Activity 2.3 under the regional strategyï Creation of A booklet to support 

PAs. 

 

Output Indicators 

Receipt and distribution of the regional booklets and leaflets with slight adaptation for 

Dominicaôs purposes if needed. 

 

Process Indicators 

 Booklets are distributed through appropriate channels such as schools, churches, post 

offices, bus terminals, clinics, information kiosks, and so forth 

 Number of calls and requests for information as a result of persons receiving the material 

 Requests from schools and other groups for additional copies 
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Outcome Indicators 

Final evaluation will show that persons who were exposed directly to the booklets will by able to 

recall and articulate at least 50% the key messages and facts promoted. 

 

Activity 1.4 Production of a jingle using voices of children  

 

This activity parallels the jingle that the regional strategy will be pursuing under Regional 

Activity 2.1 and should be done in tandem if possible. Given that the regional strategy will 

produce a generic jingle, Dominica may chose to use the voices of their own children to promote 

PAs. For this reason, once the jingle has been produced by the regional strategy, it can be made 

available for the voice-overs of local Dominican child talent if so desired.  

 

Output Indicators:  
The following indicators apply: 

 Regional jingle is produced and received by Dominica focal points 

 Jingle is locally adapted using voices of Dominican children. 

 Copies of the jingle are sent to the key radio and T.V. stations for airing 

 

Process Indicators: 

 Jingle is promoted within the desired time frame 

 Number of requests for more information as a result of hearing the jingle 

 Quality of the experience on the part of the children involved in the re-recording 

 Increased number of requests by the general public to Radio/TV houses to play the jingle 

 Requests for copies of the jingle by schools, community groups, NGOs 

 

Outcome Indicators: 

By the end of 2010, 50% of the Dominican public will have heard the jingle and will be able to 

actively recall its message and will warmly resonate with the message that is promoted. 

 

OBJECTIVE #2:: 

BY THE END OF YEAR TWO, 50% OF NATIONALS WILL UN DERSTAND THE I MPORTANCE OF THE 

SUSTAINABLE USE OF NATURAL RESOURCES AND THE POSITIVE IMPACT PAS HAVE ON THEIR 

OWN LIVELIHOODS AND WILL BE ACTIVELY INV OLVED IN SOME TYPE O F POSITIVE BEHAVIOR 

CHANGE ACTIVITY THAT  SUPPORTS PAS 

 

To achieve this objective, the regional Public Service Announcements already described under 

objective 1 will be especially pertinent and should be widely used along with the booklets and 

fact sheets. Additionally, pursuit of this objective will involve two further activities: 

 

Activity 2.1 Quizzes and debates to encourage participation by young people 

Activity 2.2 Community and town hall meetings in collaboration with village councils 
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Activity 2.1 Quizzes and debates to encourage participation by young people that will increase 

awareness and active engagement of schools in PA promotion  
Quizzes can be designed to be relevant to a variety of school aged children, but debates are more 

appropriate for slightly older students who are in high school or secondary school.  This activity 

will therefore involve two streams: a series of quizzes for primary students and a second series of 

debates for secondary students. Both series can move around the island of Dominica taking turns 

with different schools hosting the quizzes or debates at different times. Ideally, both series should 

be televised. An important partner will therefore be a relevant television media house. Another 

critical partner for this activity will be the Ministry of Education. 

 

Output Indicators: 

 Criteria for the series are established 

 Competition entry forms are designed and sent to all participating schools 

 At least 60 entries are received for the various activities 

 4 quiz show sessions with primary students are held over two years 

 4 debates are held with secondary students over two years 

 Reports are prepared for all quizzes and debates held 

 

Process Indicators: 

 Elements of the competitions are designed and criteria for judging are established 

 Judges are identified and agree to serve 

 A launch is held to promote both the quiz series and the debate series (venue identified, 

news release prepared, event is held) 

 News coverage of the series is wide and well-received 

 High quality entries for the various components are received within the specified time 

frame 

 Appropriate winners are selected 

 A news event is launched to profile the winners 

 Private sector support is forthcoming for school prizes 

 

Outcome Indicators: 

By the end of 2010, 50% of Dominicaôs schools will have been actively engaged in some aspect 

of the competition. 

 

Activity 2.2 Community and town hall meetings in collaboration with village councils in order 

to improve positive behaviour change and community co-management of protected areas 

This face-to-face approach to communication is very important and is especially important 

among communities that live closest to protected areas. This is especially so in Dominica which 

prides itself as the ónature island of the Caribbeanô and therefore relies more heavily on eco-

tourism than many of its sister states. 
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Community meetings should make use of the other media materials already described under 

Objective 1 in order to stimulate discussion and dialogue with community groups and especially 

to provide actions that communities can adopt for co-management arrangements. In this regard, 

copies of the PSAs and booklets will be especially helpful as will the regional video that is to be 

produced. 

 

Output Indicators 

Minutes of Four (4) community meetings to be held in Year 1 

 

Process Indicators 

 Quality and level of participation 

 Numbers of persons who attend 

 Meetings held on time and within budget 

 Extent of use of supportive material (PSAs, leaflets, etc.) 

 Requests by community members for more information and follow-up meetings and/or 

training on specific activities that they can undertake to enhance protected areas after the 

meeting 

 Formation of local groups to continue working with PAs 

 

Outcome Indicators 

1 By the end of Year 2, final evaluation results will show that participants from the town 

hall/community meetings will be able to articulate at least 50% of the benefits to be derived 

from PAs and will be able to correctly articulate positive steps that individuals can take to 

improve their environment 

 

2 By the end of Year 2, 20% of the people who participated in the communities will be actively 

engaged in some type of improved environmental behaviour that helps protect PAs (either 

community enforcement, improved solid waste management, composting, and so forth). 

 

OBJECTIVE #3: 

BY END OF YEAR ONE, THERE WILL BE A 40% INCREASE IN FAMILY T YPE ACTIVITIES HELD IN 

PROTECTED AREAS.  

 

This objectives works on the premise that if people are directly exposed to protected areas and 

can experience them for themselves, a sense of shared ownership, pride and identity with the site 

can be kindled that will enhance protection measures.  

 

Two activities are proposed in order to achieve this objective. 

 

Activity 3.1 Organize and promote field trips (and/or picnics; hiking trips, bird watching trips, 

church outings, nature walks, and so forth)  for children and families to protected areas 
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Activity 3.2 Prepare site-specific brochures for each PA in Dominica that describes its best 

features, location, entry costs, opening hours, and key ways in which they can be enjoyed. 

 

Activity 3.1 Organize and promote field trips (and/or picnics; hiking trips, bird watching 

trips, church outings, nature walks, and so forth)  for children and families to protected areas 

Promoting a wide variety of ways in which people can come and enjoy the beauty, recreation, 

peace, tranquility and scientific interest that PAs engender is very important so that PAs appeal to 

a wide range of groups and are not simply perceived as tourist sites or research stations. Some of 

these ideas include weddings and birthday functions in PAs; religious retreats and/or baptisms; 

artist field trips to do drawings of nature and so forth.  

 

Output indicators 

 Various types of field trip options are designed and developed 

 Marketing strategy is developed with special promotion around environmental calendar 

dates, and includes a wide variety of groups such as schools, church groups, service clubs, 

companies, and so forth 

 Tour reps are hired and trained 

 Trips are conducted on a regular basis with 6 picnics at least in year 1 

 

Process Indicators: 

 Trips are well designed 

 Marketing strategy is implemented on time and within budget 

 Tour reps stay actively engaged 

 Number and types of persons who take the trips (church tours, school tours, etc.) 

 Increases in requests for tours 

 

Outcome Indicator: 

By the end of year 2, there will be a 40% increase in family type activities held in protected areas 

and there will be at least 6 picnics held in the first year. 

 

Activity 3.2 Prepare site-specific brochures for each PA in Dominica that describes its best 

features, location, entry costs, opening hours, and key ways in which they can be enjoyed. 

 

Brochures will be needed for each of the tours that will be promoted.  

 

Output Indicators  

 Graphic artist/writer hired to design brochure for each PA site  

 Draft brochures prepared for pre-testing 

 Pretesting is conducted with each type of group to be targeted 

 Brochures are revised based on pre-test results 

 5000 copies of the brochures are printed 

 Brochures are distributed to the relevant groups and appropriate outlets 
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Outcome Indicators 

Exit polls will show that 40% of visitors who go on the tours that are promoted will have seen a 

brochure promoting the tour and indicate that it helped to influence their decision to visit the PA 

 

PUBLIC RELATIONS PLAN  

The Dominica National Action plan will also benefit from opportunities through the regional 

strategy that will be directly involved in strengthening the professional media under Regional 

Activity 3.1 ï Regional Media Awareness Initiative (this will include training sessions for media 

professionals, regional media workshops, establishment of a regional roster of experts on PAs for 

media interviews)  

 

Through this effort, Dominica will seek to solidify strong working relationships with key media 

personalities, (especially Alex Bruno) and with popular media shows to help promote the 

importance of protected areas. These include: 

 

 Environmental Corner 

 From All Angels 

 Talking Point/RUM 

 In-depth Report 

 The Henge 

 Matt in the Morning 

 

MANAGEMENT AND IMPLEMEN TATION  

There are several organizations and partners that will be approached to help in this initiative, 

including: 

 

Youth Program 

Forestry, Wildlife and Parks 

Ministry of Tourism 

Environmental Coordinating Unit 

Ministry of Health and Environment 

Government Information Service 

Youth Division 

Ministry of education 

NAYA ï National Association of Youth in Agriculture 

DOWASCO ï Dominica Water and Sewerage Company 

DOMELEC ï Dominica Electricity Services 

DYEO ï Dominica Youth Environment Organization 

ATREC ï Archbold Tropical Research and Education Consortium 

SLIC ï Sustainable Living Centre 

 

Contact person: Jacqueline André 
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Box 1 

Overall Communication Goal for Grenada 

 

To increase by 40% active participation of key community stakeholdersô in the 

sustainable co-management of Protected Areas by 2012 through increased 

awareness, improved practices and good governance activities. 

 

 NATIONAL  PUBLIC  AWARENESS ACTION  PLAN 

ON PROTECTED AREAS 

 

GRENADA  

 

 

The following gaps in knowledge, attitudes and practices are identified as being critical to 

Grenada: 

 

 Clarity : The need to clarify the technical terminologies in relation to protected areas 

(Protected areas, endemic, ecology, Forest Reserve, National Park etc.)  

 Networking: Establish, institutionalise and foster linkages among environmental 

agencies in order to have cohesiveness and coordination.  This also corresponds very 

closely with the priorities for the regional strategy. 

 Initiatives: Encourage and support more proactive initiatives to be undertaken towards 

environmental awareness on a national level. 

 Advocacy: Promote the environment by highlighting the importance of protected areas 

through dissemination of information.  

 

Communication Goal  

 

During the regional consultation, the overall communication goal articulated by Grenada was a 

little too ambitious and not sufficiently precise. It has been tightened and made more realistic and 

achievable as presented in Box 1. 

 

 

 

 

 

 

 

 

 

 

 

Communication Objectives to Achieve the Goal 

1. Raise the awareness by 20% of (40%) of the population on key terminology associated 

with protected areas by the end of year one (1)  

2. Provide key information and messages that will raise public awareness and support the 

institutional frame work that has already been established for community co- management 

by 2012  

3. Build capacities of key stakeholders especially local communities living closest to PAs to 

promote co-management initiatives of protected areas by 2012) 
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Box 2 

Synergistic Regional Activities 

Activity 1.1 ï Creation of a Regional Slogan that the educators/promoters can use as part of 

their regular work activities 

Activity 2.1 ï Creation of a Radio Jingle ï that educators can use as part of their 

promotional activities 

Activity 2.2 ï Creation of Generic Public Service Announcements (PSAs) that will provide 

factual information on the legal nature of PAs, the economic benefits of PAs, the different 

types of PAs that exist within the region; and the ways in which the public can enjoy PAs 

directly. 

Activity 2.3 ï Creation of Information leaflets and Brochures to support PAs 

Activity 2.4 ï Creation of a RARE Radio Drama Series to promote PAs 

Activity 2.5  - Cartoon Production on PAs for young audiences 

Activity 2.6 ï Production of a Promotional Video on Protected areas within the OECS 

 

 

 

 

Target Audiences:   

 

Primary:  

 

Secondary Audiences: 

 

General Population 

(with emphasis on 

communities close to 

the protected areas) 

 

1. Media (print, electronic 

and performing arts) 

2. Public Sector Officials 

(policy makers, cabinet, 

politicians, permanent 

secretaries, department 

heads, 

3. Civil Society  

Organisations (NGOôs, 

private sector)  

4. Schools 
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Grenadaôs priority is ultimately to garner community involvement in co-management of protected 

areas and to encourage behaviour change that will effectively help to conserve PAs. Raising 

public awareness and education are understood as stepping stones to achieving this goal and are 

not necessarily seen as end goals in and of themselves. 

 

Based on objectives 1 and 2 especially, as stated above, it is evident that Grenada will benefit 

greatly from using many of the media products that will be developed through the regional 

strategy. The regional activities that are most relevant in this respect are included in Box 2 and 

are integrated into the National Action Plan. 

 

In addition, other media activities are also proposed and these are now presented. 

 

OBJECTIVE 1 

RAISE THE AWARENESS BY 10% OF (40%)  THE POPULATION ON KE Y TERMINOLOGIES IN 

RELATION TO PROTECTE D AREAS BY THE END OF YEAR ONE (1)  
 

 

Activity 1.1 ï Disseminate information through all media to general population  

Activity 1.2 ï Promote cross word puzzles and quizzes for students through newspapers 

Activity 1.3 ï Conduct community Meetings and Discussions to encourage better understanding 

 

Activity 1.1 ï Disseminate information through all media to general population  

 

This activity will essentially involve promotion of the slogan, various PSAs, jingle, promotional 

video and other regional activities outlined above in Box 2. There will not necessarily be any 

need for the Grenada National Action to produce additional materials, but rather only to slightly 

adapt the regional materials to the local context. 

 

The indicators for assessing the impact and effectiveness of disseminating the materials will be as 

follows: 

 

Output Indicators 

 Receipt and distribution of the five television and radio PSAs that are to be produced in 

Year One with slight adaptation for the national context needed. 

 Receipt and distribution of the regional booklets  

 Receipt of the jingle 

 

Process Indicators 

 PSAs are distributed to appropriate media houses on time and within budget 

 PSAs are aired during prime time over a 4-6 month period 

 Number of calls and requests for information as a result of the broadcasting 

 Booklets are distributed through appropriate channels such as schools, churches, post 

offices, bus terminals, clinics, information kiosks, and so forth. 



 

_____________________________________________________________________ 
 

Regional Public Awareness Strategy for Protected Areas.  

Final Strategy.  

OECS Protected Areas and Associated Livelihoods Project (OPAAL) 

 Prepared by Dr. Maria Protz, Consultant 

 

87 

 Number of calls and requests for information as a result of persons receiving the material 

and/or hearing the jingle 

 Requests from schools and other groups for additional copies 

 

Outcome Indicators 

Final evaluation will show that persons who were exposed directly to the PSAs, jingle, slogan, 

booklets and so forth, will be able to recall and articulate at least 50% of the key messages and 

facts they promoted. 

 

Activity 1.2 ï Promote cross word puzzles and quizzes for students through newspapers 

 

Quizzes and cross word puzzles will be developed for students and published through local 

newspaper outlets. A critical partner for this activity will be the Ministry of Education. 

 

Output Indicators: 

 Criteria for the quizzes are established 

 A set of 10 quizzes are produced 

 10 different crossword puzzles are also produced 

 Copies of the puzzles and quizzes are published in the paper with reach of up to 10,000 

households 

 

Process Indicators: 

 Puzzles and quizzes are printed on time 

 Requests for additional copies by schools and students 

 Depth and extent of audience reach 

 

Outcome Indicators: 

By the end of 2010, 30% of Grenadaôs students will have attempted and enjoyed the 

puzzles/quizzes and final evaluation will indicate that among those exposed, 30% can recall at 

least 40% of the key words and terms used in the puzzles. 

 

Activity 1.3 ï Conduct community Meetings and Discussions on PAs 

Face-to-face and peer group meetings are very important to encourage clarity on terms and issues 

associated with protected areas, especially because they provide opportunity for 2-way exchanges 

of information to take place and for people to ask questions.  

 

These community meetings will also make use of the other media materials outlined above in 

order to stimulate discussion and dialogue with community groups. In this regard, copies of the 

PSAs, booklets, video documentaries and other materials being produced under the regional 

strategy will be used to promote dialogue and discussion. 

 

Output Indicators 

Minutes of Four (4) community meetings to be held in Year 1 



 

_____________________________________________________________________ 
 

Regional Public Awareness Strategy for Protected Areas.  

Final Strategy.  

OECS Protected Areas and Associated Livelihoods Project (OPAAL) 

 Prepared by Dr. Maria Protz, Consultant 

 

88 

Process Indicators 

 Quality and level of participation 

 Numbers of persons who attend 

 Meetings held on time and within budget 

 Extent of use of supportive material (PSAs, leaflets, etc.) 

 Requests by community members for more information and follow-up meetings and/or 

training on specific activities that they can undertake to enhance protected areas after the 

meeting 

 Formation of local groups to continue working with PAs 

 

Outcome Indicators 

By the end of Year 2, final evaluation results will show that participants from the town 

hall/community meetings will be able to articulate at least 50% of the facts communicated about 

PAs 

 

OBJECTIVE 2 

PROVIDE KEY INFORMATI ON AND MESSAGES THAT WILL RAISE PUBLIC AWARENE SS AND 

SUPPORT THE INSTITUTIONAL FRAME WORK THAT HAS ALREAD Y BEEN ESTABLISHED F OR 

COLLABORATION AND CO ORDINATION AMONG AGE NCIES RELATIVE TO PR OTECTED AREAS 

MANAGEMENT BY YEAR F OUR (4)  

 

This activity is quite specific to Grenada. It will be necessary to outline the specific details about 

the countryôs institutional framework in words and language that the general public will 

understand easily. This is often a challenge when it comes to government terminology. For this 

reason, the national action plan will need to generate its own unique and original materials for 

public awareness. 

 

Activity 2.1 Create Brochures and Posters that explain the Institutional Framework and how 

people can be involved 

Activity 2.2 Conduct community awareness consultations to build foundations for co-

management arrangements 

 

Activity 2.1 Create Brochures and Posters that explain the Institutional Framework and how 

people can be involved 

 

Output Indicators 

 Brochures and Posters about the new institutional framework are designed and published 

 5000 copies of each are printed for distribution 

 Electronic versions are posted on relevant websites 

 

Process Indicators 

 Writer and graphic designers for the material are contracted 

 Drafts of the brochures and posters are produced on time 
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 Materials are pretested with focus groups 

 Revisions are completed based on focus group findings 

 Both posters and brochures are distributed through appropriate channels and outlets 

 Requests for additional copies indicate that the material is being used properly 

 Electronic versions are posted and downloaded 

 

Outcome Indicators 

Final evaluation will show that persons who were exposed directly to these materials will be able 

to recall and articulate at least 50% of key messages and facts they promoted. 

 

 

OBJECTIVE 3 

BUILD CAPACITIES OF K EY STAKEHOLDERS ESPECIALLY LOCAL COMMUNI TIES LIVING CLOSEST 

TO PAS TO PROMOTE CO-MANAGEMENT INITIATIV ES OF PROTECTED AREAS BY YEAR FOUR (4) 

 

With the foundation in awareness laid through activities under objectives 1 and 2 above, it will be 

possible to begin establishing actual community-based co-management organizations. Effective 

co-management is essentially a capacity-building task and strictly speaking, capacity building is 

beyond the scope of what communication activities can do. However, communication activities 

can be supportive of wider capacity building initiatives. 

 

One main activity is therefore proposed to assist with the wider capacity building effort: 

 

Activity 3.1 Development of supportive training materials on community co-management  

 

 

Output indicators: 

 Team for development of training materials is identified and engaged 

 Draft training materials are produced in print, power point and video format 

 Materials are pre-tested with focus groups 

 Materials are revised based on pre-testing findings 

 Final training materials are produced 

 Five (5) training seminars are held with community members 

 Five (5) reports are produced of the training sessions 

 At least 50 persons are trained ï 10 from each community 

 

Process Indicators: 

 Culturally appropriate material and case studies are found 

 Materials are developed on time and within budget 

 Evaluation results show that training material is useful and effective 

 High levels of participation by trainees is reported 
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 Requests for more information/copies of the training materials by additional persons not 

involved in the training 

 

Outcome Indicators: 

By the end of year 1, at least 4 communities along/near PAs begin to establish their own co-

management organizations and will be using the training material on a regular on-going basis 

 

Media preferences  

 Radio  

 TV  

 News paper  

 Community consultations  

 School programmes  

 Performing Arts 

 Workshops  

 Utility Bills/general mails (promotional messages) 

 Mobile Phones 

 Emails 

 

List of Stakeholders  

 

 Inter Agency Group of Development Organization (Agency for Rural Transformation 

(ART), Grenada Community Development Agency (GRENCODA) etc.) 

 Grenada Solid Waste Management Authority   

 National Water and Sewage Authority  

 Environmental Health (MOH) 

 Forestry and Parks Department (MOA) 

 Fisheries Division (MOA) 

 Ministry of Education/Educational Institutions   

 Sustainable Development Committee  

 Physical Planning (MOF) 

 Chamber of Commerce  

 Conference of Churches  

 Ministry/Board of Tourism  

 Hotel Association/Taxi Operators/Tour Guides   

 

Identification of Media Personnel 

 Mis. Lynda Straker  

 Mr. Leslie Pierrie 

 Anthony Greenidge (Jerico)  

 George Grant  

 Louis Smith (GBN) 
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NATIONAL  PUBLIC AWARENESS ACTION  PLAN   

ON PROTECTED AREAS 

 
 

ST. K ITTS AND NEVIS  
Draft Only
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 NATIONAL  PUBLIC  AWARENESS ACTION  PLAN 

ON PROTECTED AREAS 

 

ST. K ITTS AND NEVIS  

 

The critical priority gaps in Knowledge, Attitudes and Practices (KAPs) for St Kitts and Nevis 

identified during the regional consultation are as follows: 

 

1. Residents of SKN do not know about Protected Areas (PAs) in their own Federation, 

much less in the wider OECS region 

2. Residents of SKN do not know why PAs are important (including the economic benefits 

they can provide) 

3. Residents of SKN were the least aware of why it is important to protect cultural and 

historical sites as part of wider PA efforts 

4. Residents of SKN were not aware of specific environmental threats (such as over fishing, 

among other aspects) 

 

Communication Goal 

 

By the end of 2010, there will be an increase of 20% in both resident and overseas visitor-ship to 

protected areas in the federation. 

 

 

Communication Objectives: 

1. By the end of Year 1, five persons will be trained in education and promotion associated 

with PAs 

2. By the end of Year 1, 50% of residents will be able to identify the existing and potential 

PAs in the country, what they do, and why they are important 

3. By the end of Year 1, a promotional awareness initiative will be launched in SKN to 

educate persons about the benefits of PAs and to encourage visitor-ship 

4. By the end of Year 2, it will be proven that 60% of residents in SKN can communicate a 

range of opportunities and practical ways in which individuals can be involved in helping 

to sustain and develop PAs.  

 

Target Audiences 

 

Primary Audience Secondary Audience 

1. local residents  Tour Operators 

2. tourists  

  

 

 

 



 

_____________________________________________________________________ 
 

Regional Public Awareness Strategy for Protected Areas.  

Final Strategy.  

OECS Protected Areas and Associated Livelihoods Project (OPAAL) 

 Prepared by Dr. Maria Protz, Consultant 

 

93 

MEDIA ACTIVITIES AND TIME LINE FOR EACH SPECIFIC OBJECTIVE 

 

OBJECTIVE 1:  By the end of Year 1, five persons will be trained in education and promotion 

associated with PAs 

 

Main activity for Objective 1: 

Train 5 persons (3 from St. Kitts and 2 from Nevis) by June 2009 as environmental 

educators/promoters using an experienced, overseas consultant. This activity will also involve a 

three-month on-the-job practical field work training component. 

 

INDICATORS: 

 

Output Indicators: 

 Training Materials developed 

 Minutes of training sessions and/or training reports 

 Five persons trained as educators and promoters of protected areas 

 Promotional plans produced by the trainees 

 Training certificates distributed 

 

Process Indicators: 

 Training consultant is identified and contracted 

 Training Materials developed on time and within budget 

 Training sessions held on time 

 Trainees remain in training course for the duration 

 Trainees complete their full training including the field work component 

 Trainees remain actively engaged in doing positive promotion of PAs for at least 2 years 

after the training program is completed 

 

Outcome Indicators: 

Each of the five trainees, at the end of their training period, will be actively engaged in 

implementing their respective promotional strategies 

 

Synergistic and Complementary activities from the Regional Strategy 

The above activity will be complemented and should be implemented in coordination with the 

following activities that will be undertaken by the regional strategy: 

 

Activity 1.1 ï Creation of a Regional Slogan that the educators/promoters can use as 

part of their regular work activities 

Activity 1.2 ï Formation of a Regional Networking Initiative with which the 

educators/promoters can link and share information 

Activity 2.1 ï Creation of a Radio Jingle ï that the educators can use as part of their 

promotional activities 
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Activity 2.2 ï Creation of Generic Public Service Announcements (PSAs) that will 

provide factual information on the legal nature of PAs, the economic benefits of PAs, the 

different types of PAs that exist within the region; and the ways in which the public can 

enjoy PAs directly. 

Activity 2.3 ï Creation of A booklet to support PAs 

Activity 2.4 ï Creation of a RARE Radio Drama Series to promote PAs 

Activity 2.5  - Cartoon Production on PAs for young audiences 

Activity 2.6 ï Production of a Promotional Video on Protected areas within the OECS 

 

Objective 2:  

By the end of Year 1, fifty percent (50%) of residents will be able to identify the existing and 

potential PAs in the country, what they do, and why they are important.  

 

Three activities are proposed to achieve this objective: 

 

Proposed  Activities: 

2.1 Conduct survey on current visitor-ship of existing and potential PAs pecifically in the St. 

Kitts context by February 2009 in order to establish more detailed baseline data about what the 

general public in St. Kitts and Nevis knows and does not know about protected areas. This should 

be done to deepen the information and data already available from the existing KAP survey. 

 

Indicators: 

 

Output Indicators: 

 Survey completed 

 

Process Indicators: 

 Firm or consultant is identified and hired to conduct the survey 

 Survey is completed on time and within budget 

 Survey results are in demand by PA stakeholders and other stakeholders in the country. 

 

Outcome Indicators: 

 Survey data are being used to guide appropriate activity design, implementation and 

monitoring and evaluation 

 

2.2 Produce professional video of PAs in St. Kitts by February 2009 

The SKN team wishes to produce a video that is highly specific to PAs within the twin island 

state and which includes cultural and historical PAs as well as national environmental parks and 

protected areas.  
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Indicators: 

 

Output Indicators: 

 Script for the video is developed 

 Footage is shot 

 Video is produced  

 PowerPoint version of the video is also produced 

 30 copies of the video are produced and distributed to appropriate outlets, schools, and so 

forth 

 

Process Indicators: 

 Video crew is identified and hired to produce the video 

 Script is developed on time and approved on time 

 Footage is shot on time and within budget 

 First cut edit is produced tested with focus groups 

 Final video is produced on time and within budget 

 Video copies are produced and distributed on time and within budget 

 Video is broadcast on prime time television 

 Demand for copies increases after initial airing 

 Video is posted on YouTube and receives at least 100 hits 

 A link to the video is also posted on relevant websites within SKN 

 

Outcome Indicators: 

 In the first three months after the video is aired, an independent survey will find that at 

least 50% of the respondents polled will have seen the video and will be able to recall the 

key messages and facts it promotes. 

 

2.3 Carry out 12 workshops and 30 field trips  for teachers, students, community groups, 

service clubs, tour/taxi operators by December 2010 to all the PAs within the SKN area. 

 

Indicators 

 

Output: 

 Workshop materials 

 12 Workshop reports 

 30 Field trip reports 

 

Process Indicators: 

 Workshop materials produced on time and within budget 

 Workshops held on time and within budget 

 Field trips held when scheduled 

 Field trips held with sufficient numbers of participants 
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 Records show increased visitor-ship to protected areas within SKN 

 Increased interest and requests for training and/or field trips from various groups 

 

Outcome Indicators: 

An independent survey will find a 20% increase in awareness of key facts associated with PAs in 

SKN including their economic and social benefits and will have followed up with an additional 

visit after their initial workshop/field trip period. 

 

Synergies with the Regional Strategy for this Objective 

 

The above activities will also benefit from synergy with the following activities to be promoted 

under the regional strategy: 

 

Activity 2.3 ï Creation of A booklet to support PAs 

Activity 2.4 ï Creation of a RARE Radio Drama Series to promote PAs 

Activity 2.5  - Cartoon Production on PAs for young audiences 

Activity 2.6 ï Production of a Promotional Video on Protected areas within the OECS 

Activity 4.1 ï Tourism Sector Awareness Initiative (this ñtraining of trainersò  activity 

will produce specific awareness materials for this sector, as well as training materials and 

training sessions for persons who promote existing tourism sites within SKN. The 

objective will be to train individuals within the sector how to ósellô protected areas as part 

of their regular tourism offering and also how to train other colleagues to do so, thereby 

resulting in ótraining of trainersô sessions for SKN as a whole).  

Activity 4.2 ï Participation in Tourism Industry Fairs and Exhibits (to include 

production of PA display and exhibit materials (posters, display boards, brochures, etc.) 

for distribution at key tourism sector events) 

 

 

OBJECTIVE 3:  

By the end of Year 1 of strategy implementation, a promotional media awareness initiative will 

be launched in SKN to educate persons about the benefits of PAs and to encourage visitor-ship to 

sites in SKN 

 

Activities to support this objective: 

 

3.1 Distribution of DVDs, brochures and fact sheets between June-Dec 2009 

Materials produced under Objectives Numbers 1 and 2, and which are produced through the 

regional initiative, will be distributed under this activity 

 

Indicators: 

Output Indicators: 

 Relevant materials (DVDs, brochures and fact sheets) are obtained (at least 5,000 copies 

of each) 
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 A comprehensive list of appropriate distribution outlets is determined in the tourism 

sector (cruise ship port, information kiosks, hotel desks, taxi/bus operators, airport, 

boutiques, and so forth) and for the local population outlets such as church groups, service 

clubs, libraries, post-offices, community centres, schools, environmental clubs, NGOs, 

and so forth will be identified. 

 

Process Indicators: 

 Materials are obtained 

 Materials are distributed on time and to all relevant agencies identified 

 Checks verify that materials are being used and displayed appropriately (for example, that 

fact sheets do not end up in gutters or in the garbage) 

 A 20% increase in requests for more information is reported after the initial distribution 

 Requests for more materials are also received within a six month period 

 

Outcome Indicators: 

Final evaluations will show that at least a 20% increase in awareness of the messages, facts and 

information promoted through the material 

 

3.2 Jingle promotion on radio and TV ï March 2009 until June 2009. 

This activity will involve promotion of the jingle that is to be developed through the regional 

strategy but with adaptation for the SKN context if necessary. 

 

Indicators 

 

Output Indicators: 

 Jingle is received and adapted accordingly if necessary 

 News release is prepared to announce/launch the jingle 

 At least three (3) appropriate radio and TV partnerships are established to broadcast the 

jingle over a 3 month period and to establish appropriate prime time broadcast periods 

during which the jingle can be aired 

 

Process Indicators: 

 Jingle is promoted as planned in a timely fashion during the 3-month period 

 News release is picked up by the media and correctly published/broadcast on a timely 

basis 

 Number of requests by the public to media houses for additional play time of the jingle 

 Calls for more info on PAs as a result of the jingle 

 

Outcome Indicators: 

In the 3 month period after the jingle is aired, 20% of respondents poled through an independent 

survey will recall the jingle positively and will be able to articulate its message. More 

importantly, they will indicate a wish and intent to visit one of the PAs in SKN directly as a result 

of hearing the jingle. 
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3.3 Panel discussion of launch on Earth Day ï April 2009 

A panel discussion with various experts on PAs will be held to help educate both the media and 

the general public about the crucial role that PAs play in protecting the environment. 

 

Indicators: 

 

Output Indicators: 

 Minutes of Panel Discussion 

 Press kits developed 

 Press releases prepared 

 

Process Indicators: 

 Appropriate panel members identified 

 Venue for discussion is identified and secured 

 Press kits developed 

 Press releases published/aired by desired news outlets 

 Further requests for information by the media in the post discussion period  

 

Outcome Indicators: 

Quality and frequency of media coverage on PAs improves by 20% by the end of 2010. 

 

3.4 Media tours of sites (March 2009) 

To further encourage correct media coverage of PAs, over the two year period,  two (2) media 

tours will be held of PA sites within SKN to ensure that the media have first hand experience of 

what they are. 

 

Indicators: 

 

Output Indicators: 

 At least 10 media professionals participate in each of the tours. 

 reports/minutes of the tours conducted 

 

Process Indicators: 

 Evaluations of the tours are favourable 

 Requests for more information from the media follows in the post tour period 

 At least 5 of the 15 media persons on each tour follow-up with some type of press 

coverage on their visit 

 

Outcome Indicators: 

 Quality and frequency of media coverage on PAs improves by 20% by the end of 2010. 

 Twenty percent (20%) increase in requests for more information comes from the general 

public as a result of the media coverage. 
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Synergies with the Regional Strategy for this Objective 

 

The above activities will also benefit from synergy with the following activities to be promoted 

under the regional strategy: 

 

Activity 2.1 ï Creation of a Radio Jingle  

Activity 2.2 ï Creation of Generic Public Service Announcements (PSAs) that will provide 

factual information on the legal nature of PAs, the economic benefits of PAs, the different types 

of PAs that exist within the region; and the ways in which the public can enjoy PAs directly. 

Activity 2.3 ï Creation of A booklet to support PAs 

Activity 3.1 ï Regional Media Awareness Initiative (to include training sessions for media 

professionals, regional media workshops, establishment of a regional roster of experts on PAs for 

media interviews)  

 

Objective 4:  

By the end of Year 2, it will be proven that 60% of residents in SKN can communicate a range of 

opportunities and practical ways in which individuals can be involved in helping to sustain and 

develop PAs.  

 

Activities to Achieve this Objective: 

 

4.1 Exit survey to verify results by December 2010 

In order to ensure that the national action plan has achieved not only this objective, and its overall 

goal, an exit survey will be conducted in the final months as part of the summative evaluation 

process. 

 

Indicators: 

Output: 

 TORs for survey consultant identified 

 Minutes of workshops completed in all community groups 

 Survey analysis completed 

 Survey report submitted 

 

Process:  

 Consultant hired 

 Survey conducted on time and within budget 

 Community workshops and focus group activities are conducted as part of the survey 

 Survey results are shared back with communities 

Outcome: 

 A proven 60% increase in awareness about PAs among the general public in St. Kitts and 

Nevis based on the data from the initial survey to be completed under Objective 1. 
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IMPLEMENTATION AND MANAGEMENT 

 

The implementation of the National Action Plan will be done in partnership with the following 

agencies and programmes: 

 

1. Brimstone Hill Fortress National Park Society 

2. Nevis Historical and Conservation Society (NHCS) 

3. St. Christopher Heritage Society (SCHS) 

4. UNESCO Small Island Voice (SIV) programme 

 

Journalists to Partner With 

As part of its overall promotional strategy, the SKN National Action Plan shall especially seek to 

form solid working relationships with the following media personalities and media outlet: 

 

Glen Bart ï SKNiS 

Letôs talk ï Von Radio 

Heritage Matters ï Winn FM 

Observer 

Choice FM 

ZIZ 

SKN Vibes.com/Nevis Pages.com 

 

MONITORING AND EVALUATION PLAN 

The National Action Plan outlined above already included a number of steps and activities that 

are directly linked to monitoring and evaluation. These include: 

 

1. Use of the KAP baseline data as well as any additional baseline data to be collected  on 

visitor-ship to specific PAs within SKN 

2. Media evaluations 

3. A final exit survey that will constitute its summative or final evaluation. 

 

Several of the process indicators identified for the above activities will constitute the monitoring 

tools for assessing the efficiency of implementation.  

 

In addition though, it is suggested that regular quarterly reporting on the implementation process 

will be shared with relevant stakeholders. 

 

CONTACT PERSONS:  

 

Randolph Edmead 

(director DPPE) 

Director (Ag) of D.P.P.E 

phyplskb@sisterisles.kn 

465-4970/465-2277 

Fax: 465-5842 

 

Andy Blanchette 

Conservation Officer 

ablanchee@hotmail.com 

Phone : 467-1055/465-

2277 

Fax : 465-5842 

 

Teshel Francis 

Environmental Education 

Officer 

Teshi37@hotmail.com 

Phone : 467-1055, 465-

2277 

Fax : 465-5842 

mailto:phyplskb@sisterisles.kn
mailto:ablanchee@hotmail.com
mailto:Teshi37@hotmail.com
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Overall Goal 

By the end of 2010, 60% of the Saint Lucian public will be aware that they benefit 

socially and economically when PAs are managed sustainably and will be actively 

engaged in assisting with the ecological protection of protected areas in their country. 

 

 NATIONAL  PUBLIC  AWARENESS ACTION  PLAN 

ON PROTECTED AREAS 

 

ST. LUCIA  

 

The following gaps in Knowledge, Attitudes and Practices (KAPs) were identified as priorities 

for St. Lucia: 

 

Å Low awareness of PAs, and importance to natural resource conservation 

Å Low awareness of benefits to be derived from PAs (particularly the social and economic 

benefits) 

Å Few people know that they can visit, enjoy and play a role in protecting the PAs or that 

they have an ownership stake in PAs 

Å There is a need to inform and educate that natural resources are finite, and must be 

managed/used sustainably   

 

Communication Goal 

During the regional consultation, the St. Lucian delegation established the following end goal for 

its national action plan: 

 

 

 

 

 

 

 

 

To achieve the above goal, the St. Lucian team originally identified four main objectives during 

the regional consultation, but these have been consolidated and modified slightly to ensure that 

they are specific, measurable, achievable, realistic and time-bound. They are:  

 

1. By the end of 2010, 60% of Saint Lucian public will be able to correctly articulate what a 

PA is and will know where the various PAs in St. Lucia are located  

2. By December 2010,  60% of Saint Lucian public will be able to articulate some of the 

important ecological and economic factors associated with  PAs (such as the benefits they 

bring to sustainable fisheries, protection of water quality, coastal resource quality, 

protection of biodiversity, among others). 

3. By December 2010, 60% of St. Lucians will take advantage of the recreational 

opportunities provided by PAs by touring a PA (either through a school trip, a church 

outing, a family picnic, and so on). 
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TARGET AUDIENCES: 

In terms of target audience identification, the most important audiences identified by St. Lucia 

included:  

 

 

Primary Target Audience 

 
Secondary Target Audiences 

 

Residents of communities 

living closest to PAs 
 Students and teachers at 

all levels of the 

education system (Pre-

school to tertiary level). 

 

 Service clubs 

 

 Church groups 

 

 

 

MEDIA ACTIVITIES AND TIME LINE FOR EACH SPECIFIC OBJECTIVE 
 

Given that the St. Lucian strategy is targeted especially on raising awareness among the general 

public about PAs, many of the activities that are proposed as national actions mirror several of 

the activities outlined for the regional strategy. As a result, the St. Lucian strategy will especially 

benefit from the regional strategy activities and is highly synergistic with its overall goal and 

objectives.  

 

During the regional consultation, St. Lucia advanced a number of media related activities for 

each of its objectives, but, did not fully outline the discrete output, process and outcome 

indicators for each. In reviewing the elements following the consultation, it was observed that 

several of the activities served more than one objective. Therefore, these have been re-organized 

to more rationally and efficiently reflect the above objectives, and to ensure that there is no 

duplication of effort and resources. 

 

The activities identified to achieve each of the above objectives are presented below and in each 

case, where there are direct synergies with the national strategy activities, these are clearly 

identified. 
 

OBJECTIVE #1: BY THE END OF 2010, 60% OF SAINT LUCIAN PUBLIC WILL B E ABLE TO 

CORRECTLY ARTICULATE  WHAT A PA IS AND WILL KNOW WHE RE THE VARIOUS PAS IN ST. 

LUCIA ARE LOCATED  

 

A total of five (5) activities are proposed to support this first objective. 
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Activity 1.1 Production of a video skit to outline the benefits of PAs that can be played at 

community meetings and schools 

 

Output Indicators: 

 Skit is written and approved 

 Skit is approved and produced as a video 

 50 copies of the video are made for distribution 

 Video is used in 12 community meetings over 6 months from January to June 2009 and 

minutes of the meeting are completed to summarize the findings that result 

 

Process Indicators: 

 Skit is prepared on time 

 Actors are hired 

 Video crew is contracted 

 Draft video of skit is produced and tested with focus groups to ensure its success 

 Video is produced on time and within budget 

 Number of requests by community groups and or schools to see the video and/or receive 

copies for their own use 

 

Outcome Indicators: 

By the end of 2010, a final evaluation will show that 60% of persons who viewed the video will 

be able to articulate what a PA is and will be able to articulate where the various PAs in St. Lucia 

are indeed located. 

 

Synergistic and Complementary activities from the Regional Strategy 

The above activity will be complemented and should be implemented in coordination with the 

following activities that will be undertaken by the regional strategy: 

 

 Activity 2.4 ï Creation of a RARE Radio Drama Series to promote PAs 

 Activity 2.5  - Cartoon Production on PAs for young audiences 

 Activity 2.6 ï Production of a Promotional Video on Protected areas within the OECS 

 

Activity 1.2 Production of Radio/TV jingle that promotes that attributes of PAs 

This activity closely parallels the jingle that the regional strategy will be promoting as Activity 

2.1 and should be done in tandem if possible. 

 

Output Indicators: 

 Regional jingle is produced and received by St. Lucian National Focal points 

 Slight adaptation of the jingle is done by St. Lucia, if necessary. 

 Copies of the jingle are sent to the key radio and T.V. stations for airing 

 

 



 

_____________________________________________________________________ 
 

Regional Public Awareness Strategy for Protected Areas.  

Final Strategy.  

OECS Protected Areas and Associated Livelihoods Project (OPAAL) 

 Prepared by Dr. Maria Protz, Consultant 

 

105 

Process Indicators: 

 Jingle is promoted within the desired time frame 

 Number of requests for more information as a result of hearing the jingle 

 Increased number of requests by the general public to radio/tv houses to play the jingle 

 Requests for copies of the jingle by schools, community groups, NGOs 

 

Outcome Indicators: 

By the end of 2010, 60% of the St. Lucian public will have heard the jingle and will be able to 

actively recall its message and will warmly resonate with the message that it promoted. 

 

Activity 1.3 Launch of a national school competition (to include either a poster, essay, quiz, 

photo, or debate component) that will increase awareness and encourage active engagement of 

schools in PA promotion  

This activity is quite unique to St. Luciaôs national action plan. The competition can include 

either one or all of the various elements that have been considered, but may wish to target 

different activities for different age groups in order to reach as many different students as 

possible. For example: 

 

 Poster and quiz competitions ï Ages 6-12 (can possibly be linked to school art and 

science programs at the primary level) 

 Essay, photo and debate activities should be targeted to older students aged 13-17. 

 

An important partner for this activity will be the Ministry of Education. 

 

Output Indicators: 

 Criteria for the competitions are established 

 News release for launch is prepared 

 Competition entry forms are designed and sent to all participating schools 

 At least 40 entries are received for the various activities 

 News release to announce winners is prepared and distributed 

 A final report of the competitionôs results is prepared 

 

Process Indicators: 

 Elements of the competition are designed and criteria for judging are established 

 Judges are identified and agree to serve 

 Competition launch is organized (venue identified, news release prepared, event is held) 

 News coverage of competition is wide and well-received 

 High quality entries for the various components are received within the specified time 

frame 

 Appropriate winners are selected 

 A news event is launched to profile the winners 
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Outcome Indicators: 

By the end of 2010, at least 50% of St. Luciaôs schools will have been actively engaged in some 

aspect of the competition and at least 50% of the schools will have organized school field trips to 

visit at least one protected area. 

 

Activity 1.4 Creation of a Banner that promotes PAs (and makes use of the regional slogan 

that is being developed under the regional strategy) to be used at key exhibits and events. 

Ideally, this activity should employ the regional slogan for protected areas that will be developed 

under regional activity 1.1 in order to ensure harmony. The banner can be made available to 

schools, the media and Non-Governmental Organisations wishing to utilise it during their own 

initiatives on protected areas 

 

Output Indicators: 

 Draft banner designs are developed to be pretested, but with all making use of the 

regional slogan 

 Pretest report is completed 

 Final design is completed based on pre-test results 

 Banner printed and copies produced for use by NGOs and schools for their exhibits and 

promotional opportunities 

 

Process Indicators: 

 Graphic design team is contracted 

 Draft banner designs are submitted on time 

 Focus group testing is conducted 

 Banner is finalized, printed on time and within budget 

 Number of requests by schools and NGOs to use the banner as part of their regular 

environmental education activities 

 Number of times that the banner is actively used by the National Action Plan in news 

events, exhibits and so forth 

 Banner is published in newspapers on key environmental calendar dates from June to 

December 2009 

 

Outcome Indicators: 

By the end of 2010, 40% of the St. Lucian public will report having seen the banner either in the 

newspaper or at an exhibit/event and will be able to clearly articulate its message. 

 

Activity 1.5 Creation of Billboards to promote PAs within St. Lucia (August to December 2009) 

Utilizing the same regional slogan, and employing the final banner design, at least 4 billboards 

will be created and posted nationally at critical locations. 

 

Output Indicators 

 Billboard design is finalized in conjunction with banner design  

 4 billboards are produced 
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 Billboards are erected in key locations from August to December 2009 

 

Process Indicators: 

 Four (4) critical areas are identified for the billboards to be erected such as sporting 

grounds, tax offices, popular beaches, airports, markets, the cruise ship pier, bus 

terminals, but mostly in locations frequented by the majority of St. Lucians who need to 

see its message 

 Billboards are finalized and erected on time and within budget 

 Number of requests for more information made by the general public that can be linked 

directly back to having been exposed to the billboard 

 

Outcome Indicators: 

By the end of 2010, 40% of the St. Lucian public will report having seen at least one of the 

billboards either and will be able to recall and clearly articulate its message. 
 

OBJECTIVE 2: BY DECEMBER 2010, 60% OF SAINT LUCIAN PUBLIC WILL BE ABLE T O ARTICULATE 

SOME OF THE SPECIFIC ECOLOGICAL AND ECONOMIC FACTORS OF  IMPORTANCE THAT ARE 

ASSOCIATED WITH OF PAS (SUCH AS THE BENEFITS THEY BRING TO SUSTAINABLE FISHERIES, 

PROTECTION OF WATER QUALITY, SOIL AND WATER CONSERVATION, REFORESTATION, AND SO 

FORTH) 

 

To achieve this objective, three activities
6
 are proposed: 

 

Activity 2.1 ï Radio and TV Public Service Announcements 

Activity 2.2 - Newspaper Features 

Activity 2.3 ï Interactive Radio and TV Discussions 

 

Activity 2.1 Production of Radio and TV Public Service Announcements that promote the facts 

of PAs 

This activity also closely parallels what the regional strategy will be doing in the way of public 

service announcements. For this reason, St. Lucia should take advantage of the opportunity to 

utilize the regional Public Service Announcements and should adapt them or tailor them as 

needed for their own purposes rather than seek to produce their own PSAs from scratch unless it 

is absolutely essential to create original messages. 

 

Output Indicators: 

If St. Lucia takes advantage of the regional PSAs that will be developed, the key output indicator 

here will be the adaptation of these PSAs for the St Lucian context 

 

 

                                                 
6
 Although only one activity was proposed at the regional consultation by the Saint Lucian participants, an additional 

two were included here by the consultant in order to fully meet the objective 
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Process Indicators: 

 PSAs are distributed to the various radio and TV houses for airing during prime time 

 PSAs are promoted over a 4 month period (March to June 2009) 

 

Outcome Indicators: 

Forty (40%) of the general public will be able to recall five of the specific PSAs and will be able 

to correctly articulate the facts associated with the different PSA, especially with respect to: 

 

 The legal aspects of PAs and what their own government is doing to protect them under 

the St. Georgeôs declaration 

 The location of PAs within their own country 

 The social and economic benefits f PAs to people within the country 

 What they can do as individuals to protect PAs 

 

Activity 2.2 Publication of News Paper feature articles that provide factual information about 

PAs 

This activity will include the preparation of advertorials to appear as regular news features (a 

total of six in all) in lead news papers. The timing of the advertorials will coincide with key 

environmental calendar dates that are directly relevant to PAs.  

 

Output Indicators: 

 Six news feature advertorials prepared and sent to main newspapers  

 Six Advertorials published  

 

Process Indicators: 

 News features produced on time and within budget 

 Advertorials published on time 

 Depth of readership/audience reach 

 Number of requests for more information as a result of a direct readership response to the 

advertorial 

 

Outcome Indicators: 

After promotion of the advertorials, a final evaluation will show that among the general public,  

40% of persons will be able to recall at least  five key aspects of PAs and will be able to correctly 

articulate the facts associated PAs, especially with respect to: 

 

 The legal aspects of PAs and what their own government is doing to protect them under 

the St. Georgeôs Declaration (SGD) 

 The location of PAs within their own country 

 The social and economic benefits of PAs to people within the country 

 What they can do as individuals to protect PAs 
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Synergistic and Complementary activities from the Regional Strategy 

The factual content and messages for the above activity should complement the messages of the 

radio and TV public service announcements that are being developed by the regional strategy 

under its Activity 2.2. 

 

Activity 2.3 Hosting of Radio and Television Discussions on Topics critical to sustainable PA 

management (June to August 2009) 

This activity seeks to deepen the results of promoting the radio, print and TV PSAs by providing 

an opportunity for 2-way feedback during talks shows and possible call-in radio and television 

discussions. To enhance this activity even further, schools will be invited to participate with 

students encouraged to call in and ask questions about PAs. This will not only raise visibility of 

PAs in the country but will also deepen the 2-way flow of information. 

 

Output Indicators: 

At least 4 radio and 4 television discussions held during the 2 year period from 2008 to 2010. 

 

Process Indicators: 

 Number of talk shows that are actually held within the desired time frame 

 Number of call-ins to the talk shows while being aired 

 Number of requests for more information as a result of hearing the broadcast 

 Number of schools that are invited to send in questions 

 Quality of questions from callers, students and general public that come into the 

programmes 

 

Outcome Indicators: 

 Extent of increased visitor ship to protected areas that can be directly linked back to 

exposure to  the shows 

 As per above. 

 

OBJECTIVE #3: BY DECEMBER 2010, 60% OF ST. LUCIANS WILL TAKE ADV ANTAGE OF THE 

RECREATIONAL OPPORTU NITIES PROVIDED BY PAS TO BOTH LOCAL RESIDENTS AND VISITO RS 

TO THE COUNTRY BY PE RSONALLY TOURING A PA EITHER WITH TH EIR SCHOOLS, A CHURCH 

GROUP OR THEIR FAMIL IES. 

 

Many of the activities outlined for the other objectives listed above will also support this 

objective and therefore, they are not repeated here. However, in order to target communities 

living closest to PAs (those who have the greatest role to play and most to gain and lose in PA 

protection), the following activity is proposed: 

 

Activity 3.1  Community Workshops: Hold discussion workshops with resource users living near 

PAs (January to March 2010) 
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A series of 12 community workshops will be held to help local communities identify distinct 

ways in which they can benefit from PAs while also playing a role in their protection and 

management. 

 

Output indicators: 

 Number of flyers produced to promote community meetings 

 Number of meetings held 

 Meeting minutes and reports 

 

Process indicators: 

 Number of persons attending the meetings 

 Level of participation (i.e., who attends, who speaks, who is silent, etc.) at the meetings 

 Meetings held on time 

 Quality of ideas put forward by communities to indicate how they can be involved in PA 

protection 

 Number of community people who visit PAs within the first 6 months following the 

meetings 

 

Outcome Indicators: 

A 60% increase in visitor-ship among local residents is reported at the end of 2 years. 

 

Potential Partners and Programmes within St. Lucia 

 

Å Ministry of Education  

Å Ministry of Physical Development and the Environment   

Å Saint Lucia National Trust 

Å Ministry of Agriculture, Lands, Fisheries and Forestry  

Å Tour Guide Associations  

Å Funding agencies  

Å PA Managers  

Å Marketing Agencies (e.g. Right Angle Imaging) 

Å Saint Lucia Tourist Board  

Å Community Groups  

Å Media (radio, TV, print) 

Å Southern Tourism Development Corporation 

Å Community Development Officers  

Å Chamber of Commerce  

 

Media Personalities to Target 

Å Radio 

ï Andre Paul 

ï Sam óJouk Boisô Flood 
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Å TV 

ï Rick Wayne  

ï Timothy Poleon 

Å Print  

ï Voice (YO! (youth magazine)) 

ï Tourism magazines (Tropical Traveler, Visions) 
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 NATIONAL  PUBLIC  AWARENESS ACTION  PLAN 

ON PROTECTED AREAS 

 

ST. VINCENT AND THE GRENADINES 

 

 

The following priority gaps in the KAPs were identified by the team from St. Vincent and the 

Grenadines: 

 Limited awareness of the importance of protected areas and itôs link to protecting and 

conserving biodiversity 

 Poor dissemination of information pertaining to protected areas, their uses for 

recreational, ecological and economical benefits, management and conservation. 

 Limited knowledge of government policies and programmes towards PAôs 

 Lack of awareness on how individuals and communities need to work together with 

Government to enhance environmental management. 

 

Communication Goal: 

To adopt communication efforts that will result in five (5) new local co-management agreements 

for protected areas to be set in place with community based organizations (CBOs) by 2010. 

 

Communication Objectives: 

Originally, SV&G set quite ambitious targets for itself (such as a 70% increase in awareness). 

This was modified to 50% to be more realistic within the time frame that is available for 

implementation: 

 

1 To increase by 50% the level of public awareness of the importance of PAs and their link to 

protecting and conserving biodiversity by June 2010 

2 To provide continuous dissemination of information pertaining to PAs, their uses for 

recreational, ecological and economical benefits, management and conservation, whereby at 

least 50% of the general public will be able to fully articulate what these benefits are by the 

end of 2010 

3 To increase by 50% the knowledge of government policies, fines and enforcement programs 

related to PAs by July 2009 

4 To increase by 40% the involvement of individuals and communities working together with 

the government to manage protected areas by 2010. 

 

These objectives dovetail very well with many of the activities and objectives that have been 

identified for the regional strategy and therefore, it will be relatively straightforward to streamline 

regional activities with the national efforts. 
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Target Audiences: 

 

 

Primary Audiences: 

 
SecondaryAudiences: 

 

 General public 

 Communities 

 

 Government agencies 

 Private sector 

 

 Community groups 

(especially those 

living closest to 

PAs) 

 Schools 

 

 Tourists 

 

 

 

MEDIA ACTIVITIES AND TIME LINE FOR EACH SPECIFIC OBJECTIVE
7
 

 

In some instances, some of the activities that were originally proposed are vey similar to those 

proposed under the regional strategy. In these cases, rather than duplicate the same effort, the 

national action plan instead seeks to coordinate with the regional activities to save resources and 

effort.  

 

OBJECTIVE 1:  

TO INCREASE BY 50% THE LEVEL OF PUBLIC AWARENESS OF THE IMP ORTANCE OF PAS AND 

THEIR LINK TO PROTEC TING AND CONSERVING BIODIVERSITY BY JUNE 2010. 

 

 

 

 

 

 

 

                                                 
7
 During the regional consultation, the SVG team identified a number of media activities for each of the above 

objectives, but in several instances, similar activities were being proposed for more than one objective. For example, 

community/town hall meetings were proposed for more than two of the objectives, booklets and brochures were also 

proposed for more than one objective, and so forth. As a result, there was a certain amount of repetition and 

duplication. In the revised action plan these have been consolidated and several of the activities regrouped to better 

correspond to the particular objective for which they are most relevant. All are meant to be complementary however, 

and are of course not mutually exclusive. No activities have been omitted from the original suggestions made during 

the regional consultation but they are now more logically organized according to ónecessary and sufficientô and 

SMART criteria.  
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Regional Strategy Activity 2.2 ï Creation of Generic Public 

Service Announcements (PSAs) that will provide factual 

information on the legal nature of PAs, the economic benefits 

of PAs, the different types of PAs that exist within the region; 

and the ways in which the public can enjoy PAs directly. 

 

 

A total of seven (7) communication activities are proposed to achieve this objective: 

Activity 1.1 Production of radio and TV Public Service Announcements on specific aspects of 

protected areas for a total of 5 per year. 

Activity 1.2 Monthly newspaper information articles 

Activity 1.3 Production of Brochures and Fliers on Protected areas 

Activity 1.4 ï Publication of Booklets featuring SV&G PAs by June 2009 

Activity 1.5 - Poster Production featuring Protected Areas in St. Vincent and the Grenadines 

Activity 1.6 - Production of a Video Documentary 

Activity 1.7 - Erection of Signage/Billboards  

 

Activity 1.1 Production of radio and TV Public Service Announcements  

This activity essentially duplicates what has been proposed for the regional strategy under: 

 

 

 

 

 

 

 

 

The five regional PSAs will focus on the following topics. 

The: 

1. Legal nature of protected areas especially under the SGD;  

2. Economic benefits of protected areas;  

3. Important ways in which protected areas enhance sustainable natural resource 

management;  

4. Different types of protected areas that exist within the OECS region and where 

they are located and  

5. Ways in which the public can enjoy protected areas directly. 

 

As a result, St. Vincent and the Grenadines does not necessarily have to produce PSAs on their 

own, but can utilize those that will be generated through the regional strategy and adapt them to 

suit their own specific purposes, if needed.  

 

The indicators for assessing the impact and effectiveness of using the regional PSAs will be as 

follows: 

 

Output Indicators 

 Receipt and distribution of the five regionally produced television and radio PSAs that are 

to be produced in Year One with slight adaptation for SV&Gôs purposes if needed. 
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Process Indicators 

 PSAs are distributed to appropriate media houses on time and within budget 

 PSAs are aired during prime time over a 4-6 month period 

 Number of calls and requests for information as a result of the broadcasting 

 

Outcome Indicators 

Final evaluation will show that persons who were exposed directly to the PSAs will be able to 

recall and articulate at least 50% of the key messages and facts they promoted. 

 

Activity 1.2 Publication of monthly newspaper information articles 

This activity is unique to the SV&Gôs national action plan. Under this component, monthly 

articles will be published that feature key aspects of protected areas and the types that currently 

exist in SV&G. To create synergy with the other planned activities, the newspaper articles will 

reinforce the key facts and subjects that are also being promoted through the radio and TV public 

service announcements, but will also provide information on unique aspects of SV&G PAs, 

perhaps by featuring different parks and protected areas. 

 

Another important feature of each article should be the incorporation of a distinct ócall to actionô 

that encourages readers to ódo somethingô specifically as a result of reading the article. Such 

suggested actions might be visiting a protected area near where they live; participating in a park 

clean-up; starting a community enforcement group or some other type of positive behaviour 

change that is encouraged in one of the news features. 

 

Output Indicators 

 Production and publication of at least 10 feature news stories on protected areas over a 

two year period. 

 

Process indicators 

 News features are written and produced on time and within budget 

 News features are published in appropriate news papers on a monthly basis 

 Extent of reach of news paper coverage 

 Number of requests for more information as a result of readership 

 Use of the news articles by schools, NGOs and other groups 

 Number of responses and ócalls to actionô that can be linked directly to readership of the 
news feature 

 

Outcome Indicator 

Final evaluation will show that persons who were exposed directly to the news features will be 

able to recall and articulate at least 50% the key messages and facts they promoted. 

 

Activity 1.3 Production of Brochures and Fliers on Protected areas 

Once again, as was the case with the production of the PSAs, this activity is also being 

undertaken at the regional level. However, at the regional level the production of a booklet will 
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focus on the five factual topics covered by the PSAs and are therefore meant to be supportive 

materials. They are not designed to promote specific facts about PAs unique to SV&G 

necessarily and therefore, SV&G may still wish to produce its own original material to address 

other information needs.  

 

Nevertheless, it is strongly suggested that SV&G make use of the booklet and materials that will 

be produced as Activity 2.3 ï Creation of A booklet to support PAs under the regional strategy. 

 

Output Indicators 

 Receipt and distribution of the regional booklets  

 

Process Indicators 

 Booklets are distributed through appropriate channels such as schools, churches, post 

offices, bus terminals, clinics, information kiosks, and so forth. 

 Number of calls and requests for information as a result of persons receiving the material 

 Requests from schools and other groups for additional copies 

 

Outcome Indicators 

Final evaluation will show that persons who were exposed directly to the booklets will be able to 

recall and articulate at least 50% the key messages and facts they promoted. 

 

Activity 1.4 ï Publication of Booklets featuring SV&G PAs by June 2009 

This activity will focus solely on the features that are unique to PAs in SV&G and is an 

independent activity. 

 

Output Indicators 

 Booklets for each PA in SV&G are produced 

 5000 copies of each are printed 

 

Process Indicators 

 Writer and graphic designers for the booklets are contracted 

 Drafts of the booklets are produced on time 

 Booklets are pretested with focus groups 

 Revisions to booklets are completed based on focus group findings 

 Booklets are distributed through appropriate channels and outlets 

 Requests for additional copies indicate that the material is being used properly 

 

Outcome Indicators 

Final evaluation will show that persons who were exposed directly to the booklets will be able to 

recall and articulate at least 50% the key messages and facts they promoted. 
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Activity 1.5 - Poster Production featuring Protected Areas in St. Vincent and the Grenadines 

This activity will especially feature PAs that are unique to SV&G and is also an independent 

activity. 

 

Output Indicators 

5000 copies of the poster are printed 

 

Process Indicators 

 Graphic designers for the poster are contracted 

 Drafts of the poster are produced on time 

 Poster is pretested with focus groups 

 Revisions to poster are completed based on focus group findings 

 Poster is distributed through appropriate channels and outlets 

 Requests for additional copies indicate that the material is being used properly 

 

Outcome Indicators 

Final evaluation will show that persons who were exposed directly to the poster are able to recall 

and articulate at least 50% its key messages and facts. 

 

Activity 1.6 - Production of a Video Documentary 

SV&G have the option of utilizing the video documentary that the regional strategy will develop, 

but if they wish to develop an additional video to feature their own PAs more prominently, the 

following indicators will apply: 

 

Output Indicators: 

 Script for the video is developed 

 Footage is shot 

 Video is produced  

 30 Copies of the video are made and distributed to appropriate outlets, schools, and so 

forth. 

 

Process Indicators: 

 Video crew is identified and hired to produce the video 

 Script is developed on time and approved on time 

 Footage is shot on time and within budget 

 First cut edit is produced tested with focus groups 

 Final video is produced on time and within budget 

 Video copies are produced and distributed on time and within budget 

 Video is broadcast on prime time television 

 Demand for copies increases after initial airing 

 Video is posted on YouTube and receives at least 100 hits 

 A link to the video is also posted on relevant websites 
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Outcome Indicators: 

 In the first month after the video is aired, an independent survey will find that at least 

50% of the respondents to be polled will have seen the video and will be able to recall the 

key messages and facts it promoted. 

 

Activity 1.7 - Erection of Signage/Billboards  

Utilizing the regional slogan, this activity shall create at least 4 billboards to be posted nationally 

at critical locations. 

 

Output Indicators: 

 Billboard design is finalized  

 4 billboards are produced 

 Billboards are erected in key locations from August to December 2009 

 

Process Indicators: 

 Four (4) critical areas are identified for the billboards to be erected such as sporting 

grounds, tax offices, popular beaches, airports, markets, bus terminals, but mostly among 

locales frequented by the majority of Vincentians who need to see its message 

 Billboards are finalized and erected on time and within budget 

 Number of requests for more information made by the general public that can be linked 

directly back to having been exposed to the billboard 

 

Outcome Indicators: 

By the end of 2010, 40% of the public will report having seen at least one of the billboards and 

will be able to clearly articulate its message. 

 

OBJECTIVE 2:  

TO PROVIDE CONTINUOUS DISSEMINATION OF INF ORMATION PERTAINING TO PAS, THEIR USES 

FOR RECREATIONAL , ECOLOGICAL AND ECONO MICAL BENEFITS , MANAGEMENT AND 

CONSERVATION , WHEREBY AT LEAST 50% OF THE GENERAL PUBLI C WILL BE ABLE TO FU LLY 

ARTICULATE WHAT THES E BENEFITS ARE BY YEAR END OF 2010 

 

It is envisaged that all of the activities already outlined under Objective 1 above will also support 

and complement this effort. The PSAs and the booklets will be especially important in this regard 

as they cover the factual information related to the benefits of PAs. 

 

To further ensure that this objective is fully achieved, an additional activity will be adopted:  

 

Activity 2.1 Community workshops and Town Hall meetings to Promote the Benefits of PAs 

This face-to-face approach to communication is very important and strategic and is especially 

important among communities that live closest to protected areas within SV&G.  
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BOX 1 

COMPLEMENTARY REGIONAL ACTIVITIES TO SUPPORT THIS COMPONENT : 

 

Regional Activity 2.1 ï Creation of a Radio Jingle ï that educators can use as part of their 

promotional activities 

Regional Activity 2.2 ï Creation of Generic Public Service Announcements (PSAs) that will 

provide factual information on the legal nature of PAs, the economic benefits of PAs, the 

different types of PAs that exist within the region; and the ways in which the public can enjoy 

PAs directly. 

Regional Activity 2.3 ï Creation of Information leaflets and Brochures to support PAs 

Regional Activity 2.4 ï Creation of a RARE Radio Drama Series to promote PAs 

Regional Activity 2.5  - Cartoon Production on PAs for young audiences 

Regional Activity 2.6 ï Production of a Promotional Video on Protected areas within the OECS 

 

Such meetings will make use of the other media materials being produced in order to stimulate 

discussion and dialogue with community groups. In this regard, copies of the PSAs, booklets, 

video documentaries and other materials being produced under the regional strategy will also be 

quite helpful. These are identified  in Box 1. 

 

 

 

 

Output Indicators 

Minutes of Four (4) community meetings to be held in Year 1 

 

Process Indicators 

 Quality and level of participation 

 Numbers of persons who attend 

 Meetings held on time and within budget 

 Extent of use of supportive material (PSAs, leaflets, etc.) 

 Requests by community members for more information and follow-up meetings and/or 

training on specific activities that they can undertake to enhance protected areas after the 

meeting 

 Formation of local groups to continue working with PAs 

 

Outcome Indicators 

 By the end of Year 2, final evaluation results will show that participants from the town 

hall/community meetings will be able to articulate at least 50% of the benefits to be 

derived from PAs. 

 By the end of Year 2, there will be a 50% increase in visits to PAs by persons who 

participated in the community meetings. 
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 By the end of Year 2, 20% of the people who participated in the communities will be 

actively engaged in some type of alternative livelihood related to PAs. 

 

OBJECTIVE 3:  

TO INCREASE BY 50% THE KNOWLEDGE OF GOV ERNMENT POLICIES , FINES AND ENFORCEMENT 

PROGRAMS RELATED TO  PAS BY JULY 2009 

 

Once again, to achieve this particular objective, the national action plan will make use of all the 

other activities and media products that have been outlined above including the PSAs, video, and 

community meetings. But two other supportive activities will also be adopted to especially 

emphasize the legal and enforcement aspects of PAs: 

 

Activity 3.1 ï Television Features on Local TV stations (3 per year from April 2009 to June 

2010) that will concentrate solely on the legal aspects of what government is doing to promote 

PAs. 

Activity 3.2 ï Promotion through radio and television talk shows that encourage 2-way dialogue 

and debate. 

 

 

Activity 3.1 ï Television Features on Local TV stations  
Three television features are to be produced per year from April 2009 to June 2010. These will 

concentrate solely on the legal aspects of what government is doing to promote PAs. 

 

Output indicators: 

5 TV features in total over 2 years 

A total of 100 DVD copies of the features  

 

Process Indicators 

 Features are produced on time and within budget 

 Features are aired on popular local TV channels and at prime time 

 Number of calls for more information, especially to enforcement stations 

 Number of reports of offences that are confirmed 

 DVD copies of the programme are distributed through appropriate channels  

 

Outcome Indicators 

At the end of 2 years, final evaluations will show that at least 50% of respondents who watched 

the television features, are able to recall and articulate correctly the factual information covered 

(such as the level of fines, where to report offences, specific details of breaches, and so forth). 

 

Activity 3.2 ï Promotion through radio and television talk shows 

This activity is expected to encourage 2-way dialogue and debate. This will be done in 

conjunction with the television features so that the talk shows follow the actual broadcasts or 

come shortly there after. 
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Output Indicators 

Five talk show follow-up discussions of the features are held 

 

Process Indicators 

 Extent and quality of the questions and comments from the public during the call-in 

segments 

 Requests for more information 

 

Outcome Indicators 

 A 20% increase in the enforcement of laws associated with PAs 

 A 20% decrease in offences and breaches against PA 

 

OBJECTIVE 4:  

TO INCREASE BY 40% THE INVOLVEMENT OF I NDIVIDUALS A ND COMMUNITIES WORKI NG 

TOGETHER WITH THE GO VERNMENT TO MANAGE P ROTECTED AREAS BY 2010. 

 

A total of three activities are proposed to achieve this objective: 

 

Activity 4.1 Introductory seminars on the role of communities in co-management (March 

09 ï 4 per year)  

Activity 4.2 Capacity building workshops for Communities ï 5 per year to commence by 

April 09 

Activity 4.3 Networking among community co-management groups 

 

Activity 4.1 ï Introductory Seminars on the role of communities in co-management 

This activity will provide opportunity for communities to have a more in depth understanding of 

what is involved in community co-management. 

 

Output indicators: 

 Training team identified and engaged 

 Training materials are produced 

 Five (5) training seminars are held with community members 

 Five (5) reports are produced of the training sessions 

 At least 50 persons are trained ï 10 from each community 

 

Process Indicators: 

 Training takes place on time and within budget 

 Evaluation results show that training is useful  

 High levels of participation by community members 

 Community members stay engaged throughout the training session 

 Requests for more information by additional persons not involved in the training 
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Outcome Indicators: 

By the end of year 1, at least 5 communities along/near PAs will have begun to establish their 

own co-management organizations 

 

Activity 4.2 ï Capacity Building workshops for communities 

With increased awareness of what is involved in co-management, this activity will support 

capacity building of communities to actually take on co-management responsibilities in PAs. 

 

Output indicators: 

 Training team identified and engaged 

 Training materials are produced 

 Five (5) training workshops are held with community members 

 Five (5) training reports are produced  

 At least 50 persons are trained ï 10 from each community 

 

Process Indicators: 

 Workshops take place on time and within budget 

 Evaluation results show that workshops are well-received  

 High levels of participation by community members are maintained throughout the 

training  

 Community members stay engaged throughout the training session 

 

Outcome Indicators: 

o By the end of year 2, at least 5 communities along/near PAs will have fully 

established co-management organizations and will have the basic skills and 

capacity to manage these organizations effectively (by keeping proper meetings 

and minutes, keeping books, etc.) and will be actively engaged in co-management 

practices. 

 

o A 20% improvement in the management of PAs by the end of year 1 

 

Activity 4.3 Networking among community co-management groups 

A mechanism will be created either through a web-link, mobile telephony services, or national 

level meetings among co-management groups to allow them to share experiences and learn from 

one another on an on-going basis. 

 

Output indicators: 

 Text messaging mobile phone link created 

 Community co-management page established on relevant web-site 

 

Process Indicators: 

 Appropriate host for web-page link established 
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 Number of hits on website 

 Number of persons participating in the phone link 

 

Outcome Indicators 

Networking among the co-management groups remains vibrant and active beyond 2010 

 

SYNERGISTIC PROGRAMMES AND ACTIVITIES  

 

Sustainable Grenadines project (SusGren) 

Global environmental facility ï small grants programme 

Tourism development project 

Integrated forestry management and development programme 

Various government agencies, NGOs, CBOs, programs for Pas 

 

Journalists to partner with: 

 

Jimmy Prince (API) 

NBC (Radio) 

Karib Kable 

SVG TV 

The News newspaper 

 

Contact person:  

Aloma Williams  -aloma@yahoo.com; damspring@hotmail.com  

 

 

mailto:-aloma@yahoo.com
mailto:damspring@hotmail.com

