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The Off ice of  Planning,  Development & Community Infrastructure of  the
New York State Department of  State (OPDCI)  is  the state’s  organization
dedicated to forming and executing a response to cl imate change.  The
New York State government executes programs and future projects
that OPDCI faci l i tates .   

These projects are aimed to improve both New York residents ’  l ives as
wel l  as  the environment.  Many of  OPDCI ’s  programs are centered
around meeting New York’s  Cl imate Leadership and Community
Protection Act ,  which went into place in the summer of  2019.  The goals
of  the act  are to see major reductions in economy-wide greenhouse gas
emissions and to see that disadvantaged communit ies receive a
signif icant port ion of  aid granted due to cl imate change.  

The brownfield programs are essential ,  including downtown
revital izat ion and urban job and economic development projects .  As for
reducing emissions,  the state is  try ing to put together more renewable
energy sources,  energy-eff ic ient transit  a lternatives ,  shorel ine
management plans,  coastal  resi l ience plans and much more.  

Economic development plans and geographic-based solutions wi l l  be
integral  to proactively  working against  the natural  forces that wi l l
displace and further disenfranchise many New Yorkers .  OPDCI wi l l
succeed by providing New York State residents with a general
understanding of  these programs and how cl imate change wil l  af fect
dif ferent regions of  the state.  I t  is  part  of  their  role to motivate publ ic
off ic ials  and New York State residents to care about these issues.  
 

Organization Analysis
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OPDCI lacks publ ic  awareness and attention.  The Department of
State's  onl ine resources often do not identi fy  OPDCI as a key driver
of  init iat ives .  For example,  i t  lacked credit  in earned and shared
media for  i ts  work on the ROC the Riverway project .

OPDCI does not have a clear  statement about what it  is .

OPDCI init iat ives target specif ic  geographic regions and
demographics of  people.  They do not target the entire state of  New
York in a unif ied way.  

OPDCI 's  individual  plans and init iat ives do not connect .  OPDCI 's  lack
of  cohesion and brand identity  makes it  di f f icult  for  New Yorkers to
understand the projects the organization faci l i tates .

OPDCI faces mult iple chal lenges to accomplishing their  central
purpose:

Programs such as NY Forward aim to incentivize the publ ic  to be
civical ly  engaged and help with the downtown development of  smaller ,
more rural  towns.  This  can better  posit ion New York for  success in the
wake of  changing landscapes and more land scarcity  with the growing
environmental  impact of  c l imate change.  

On a more global  scale ,  c l imate change is  a  threat to ampli fy ing
poverty and disenfranchised populations due to its  impacts on
agriculture,  resource supply and land avai labi l i ty .  

Situation Analysis
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SWOT Analysis

Credibi l i ty

Authority

OPDCI shows competence and
extensive expert ise on the subject of
cl imate change.  We can use this
with both New York residents and
public  off ic ials  to foster  trust  in
OPDCI moving forward.

The state legis lature has charged
OPDCI with the responsibi l i ty  to
prepare New York for  c l imate
change,  which gives it  great
authority .  OPDCI can demonstrate
its  authority  to publ ic  off ic ials
because it  has money it  can invest
in dif ferent parts  of  the state and
the abi l i ty  to design and
implement programs.  OPDCI also
has the backing of  Gov.  Kathy
Hochul .

Staff

OPDCI has extremely passionate and
devoted people working on staff .
They are committed to reaching
their  goals  and are happy and highly
qual i f ied to explain OPDCI 's
objectives to others .  

Strengths Weaknesses
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Likeabil ity

People have always struggled to
l ike governmental  agencies .  As a
part  of  the government,  OPDCI
might face the same issue.  

OPDCI does not have a face to show
to the publ ic  on its  own since it  is  a
part  of  the DOS.  There's  a  lack of
famil iar ity  to New York residents that
adds to OPDCI having l i tt le  charisma
in the state.   

Engagement

Charisma

OPDCI lacks consistent engagement
with New Yorkers on social  media and
earned media channels .

Backlash

There has been backlash about how
the Department of  State classi f ies
brownfields ,  which lends to further
dis l ike.



SWOT Analysis

Government
 

Trustfulness 

The amount of  conversations
regarding cl imate change on social
media channels  are growing,  but
there is  a  noticeable lack of  trusted
voices .  OPDCI is  in posit ion to
support  such conversations and
bring valuable impact .

Timing 

Growing urgency world-wide
regarding cl imate change makes it
a great t ime for  OPDCI to provide
its  services to New Yorkers ,
specif ical ly  those who are deeply
concerned with cl imate change.

Opportunities Threats

Apathy

There's  publ ic  apathy toward
cl imate change.  I t  is  not
viewed as an immediate
threat to dai ly  l i fe .

Low Visibi l i ty

The OPDCI is  not seen to have high
status within the Department of
State due to low vis ibi l i ty .

OPDCI covers a wide variety of  issues.
This  makes it  di f f icult  for  the publ ic  to
understand ful ly  whether or  not
OPDCI could effectively  help them.

Scope

Organizations and high-ranking
members of  the state government
are looking for  solutions and
leaders in the cl imate change
space.  OPDCI is  able to put in i ts
contr ibution and become more
recognized among government
off ic ials  and New Yorkers .
 

Inf luence

In New York State,  there are a lot  of
inf luential  voices discussing
cl imate change.
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Audience Profile: New Yorkers 

OPDCI has an extremely large publ ic .  OPDCI is  hoping to reach,
educate and turn New Yorkers into an active publ ic  f ighting
cl imate change.  The cit izens of  New York are diverse,  complex and
evolving.  This  presents both obstacles and opportunit ies in
communications tactics .  In order to communicate with al l  di f ferent
people,  OPDCI wi l l  have to f ind a common thread to unite a divided
state.  The current publ ic  of  OPDCI –  19 mil l ion New Yorkers –  is
largely unaware of  the organization and apathetic to i ts  work in
responding to the effects of  c l imate change.  

Key Public :

Demographics:

Geography:

There are stark dif ferences in the behaviors and att itudes of  New
York residents in rural  parts  of  the state versus urban and
metropol itan centers .  These dif ferences strat i fy  New York State by
the dai ly  l i fe  of  these residents and their  perception of
government projects and intervention.  The Upstate versus
Downstate divide wi l l  create a necessity  for  di f ferent messaging.  
Other relevant demographic data points include the proximity of
New York residents to water or  their  location in relat ion to natural
features .  The populations that cl imate change wil l  most heavi ly
affect  wi l l  be those who reside along the r iver  val leys and on the
shores.  OPDCI init iat ives ,  including the Local  Waterfront
Revital izat ion Program and the New York City Waterfront Program,
wil l  more directly  affect  certain populations within the greater
publ ic  of  the whole of  New York.  About 85% of  New York residents
l ive or  work in coastal  counties .  Coastal  areas employ 7 .3  mil l ion
people earning $524 bi l l ion equating to $1 .3  tr i l l ion in Gross
Domestic Product .  

Income:
The diversity  of  towns,  c it ies ,  counties and neighborhoods create
a strong sense of  community ,  pr ide and identity .  The common-
ground in hardships within low-income areas make these
populations an important audience to curate messaging toward
because OPDCI plans to give identi f ied disadvantaged
communit ies “40% of  overal l  benefits  of  spending on clean
energy and energy eff ic iency programs."

8



Low-income populations do not have disposable income or
t ime to engage in programs that do not have an immediate
effect  on their  dai ly  l ives .  Inside the state of  New York,  13 .9%
of people fal l  below the poverty l ine (Census) .  

S imilar ly ,  high-income populations do not see cl imate change as
an issue that wi l l  af fect  the qual ity  of  their  dai ly  l ives .  The r ichest
people across the globe have been analyzed to be some of  the
most inf luential  players in abusing the planet through things
l ike greenhouse gas emissions.  A research study by Oxfam and
the Stockholm Environment Inst itute in 2020 found that the
“r ichest one percent of  the world’s  population are responsible for
more than twice as much carbon pol lut ion as … the poorest  half
of  humanity .”  This  creates a need for  OPDCI to create an
impactful  message that shows how cl imate change requires a
unif icat ion of  the state on these issues.  

Native populations and low-income communit ies l ikely  do not
trust  government programs to be on their  s ide or  to act  as a
mechanism of  real  change.  Higher- income individuals  are 12%
more l ikely  to trust  their  government than low-income
individuals  (OECD).  Historical ly  disenfranchised communit ies
carry apprehension to government intervention as in the past ,  i t
has not ful ly  solved many social  issues and inequit ies are st i l l
present .  

Age:
Younger generations are l ikely  more aware of  c l imate change as
an issue that they wi l l  face in their  l i fet ime,  whi le older
populations may be more apathetic to cl imate change as i t  is
l ikely  a more long-term issue that they wi l l  not see come to
l ight .  In the United States ,  71% of  people between the ages of
18-29 bel ieve that cl imate change is  a  threat to them (Pew
Research) .  This  impacts the abi l i ty  of  OPDCI to function
successful ly  as older generations are more pol it ical ly  act ive and
have a greater inf luence on legis lat ion that impacts these
projects .  Age wi l l  a lso affect  the channel  of  communication that
wil l  prove the most useful  to OPDCI .  

Education:
OPDCI’s  target demographic ,  especial ly  when looking for
support ,  is  more l ikely  to be somewhat or  highly educated.
Educated individuals  are already aware of  what cl imate change
is  and its  effects .  But OPDCI wi l l  a lso have a responsibi l i ty  to
educate those in lower- income communit ies and more
uneducated communit ies .  In the state of  New York,  87.4% of
people over the age of  25 have a high school  degree.  Only 38.4%
of people 25 and older have a bachelor 's  degree (Census) .
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Pyschographics:

New Yorkers are unif ied by their  state identity .  This  shared
sentiment of  pr ide in the hustle culture of  New York is  embodied
by al l  parts  of  the state,  both rural  and urban.  New York is  seen as
the embodiment of  The American Dream due to the large
immigrant population and history of  success .  

The American Dream:

Business motivation and the importance of  prof it  in our society
make issues l ike cl imate change hard to ral ly  large populations
behind because combating cl imate change often requires
economic sacri f ices .  The effects of  c l imate change are also going
to be dif ferent on the 13 .9% of  New Yorkers l iv ing under the
poverty l ine than on those with higher incomes.  OPDCI ’s  work on
brownfields and low-income areas makes that 13 .9% a crucial
publ ic  to reach out to and make aware of  what the organization is
doing.  

Capital ism and Profit :

Pol it ics :
Polit ical  aff i l iat ion and identity  create a strong sentiment about
cl imate change on both s ides.  This  is  a  sal ient topic in pol it ics
today,  and pol it ical  discourse around the topic creates an
unwil l ingness to work toward change and progress .  There's  also
an unwil l ingness to bel ieve in the existence of  c l imate change,
which results  in low urgency surrounding the issue.  

The population of  New York is  divided by pol it ical  ideology and
the focus on New York City can foster  resentment and grow
conservative bases in many regions upstate.  Only 27% of
Republicans think cl imate change is  a  ser ious threat ,  whereas
about 75% of  Democrats fear  c l imate change (Pew Research) .

Among the 29% of  people who lean conservative in New York,
45% bel ieve that environmental  laws hurt  the economy too
much.  Fi fty-f ive percent of  those conservatives are also over the
age of  50,  so they are less l ikely  to see the more severe effects of
cl imate change in their  l i fet imes.  

Among moderates and l iberals  in New York,  an overwhelming
majority  bel ieve environmental  laws are worth it .  The majority  of
those moderates and l iberals  are also under 50 and thus more
l ikely to see the long-term effects of  c l imate change.  
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Melting Pot:
Diverse cultures and languages populate the state of  New York.  This
creates a shared identity  of  the melt ing pot that is  New York.  Inside
the state of  New York,  69.1% of  the population is  white ,  17 .6% of  the
population is  Black or  Afr ican American,  and 19 .5% of  the population
is  Hispanic .  In 30.5% of  New York homes,  the primary language
spoken is  a  language other than Engl ish (Census) .  

Emotional ly  Driven:

The unif icat ion of  New York State for  OPDCI init iat ives wi l l  lean into
an emotional ly-driven audience.  Stat ist ics  and data are important
for  education and creating a sentiment of  urgency and proximity to
the problem, but the impact wi l l  come from an emotional  campaign
that resonates with New Yorkers .  There is  a  huge emphasis  on art  in
New York City in part icular .  I t  is  said to be the art  capital  of  the
United States and was the f i rst  state to support  arts
(https: / /www.britannica.com/place/New-York-state) .  Therefore it  is
evident that New York City in part icular  wi l l  be motivated into
action through visual izat ion and storytel l ing instead of  stat ist ics .

Inf luencers :

Government:

Senators Chuck Schumer,  Kirsten Gi l l ibrand

26 Distr ict  Representatives 

Er ic  Adams,  the mayor of  New York City ,  is  inf luential  and perceived
as a trustworthy spokesperson who OPDCI could look to work with.   
F i fty-four percent of  respondents in a survey of  New Yorkers stated
they agreed that Adams was trustworthy and honest .  Only 29% of
respondents responded saying they disagreed with this
characterizat ion (Pol l ) .  Among New York Republicans,  46% said that
they are optimist ic  about Adams being mayor for  the next four
years .  This  demonstrates that Adams has developed a fair ly  strong
connection with Republican voters in New York.

Kathy Hochul  is  the governor of  New York State,  serving as a
member of  the Democratic  party .  Her overal l  approval  rat ing is  50%,
and she is  highly popular  among Hispanic and Black voters .  A
chal lenge with Kathy Hochul ’s  audience is  that she is  commonly
crit ic ized by the Republican party .  This  may hurt  the effectiveness
of  broad OPDCI messaging aiming to impact both s ides of  the ais le
i f  ut i l iz ing Hochul 's  voice. 11
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Community Leaders:
These inf luencers can reach populations through already-
establ ished trust ,  inf luence and impact .  This  may vary by community
but often includes rel igious leaders ,  social  group leadership,
authority  in educational  inst itutions,  local  act iv ists  and community-
focused organization leadership

Environnmental  Partnership:
Environmental  Advocates NY is  a  nonprof it  organization that was
created to support  healthy,  v ibrant communit ies and secure
benefits  within and beyond the state.  I t  provides education,
partnerships and advocacy.  This  organization has a strong social
media presence.  I t  has 11k fol lowers on Instagram.

Media Habits :

Social  Networks:
Due to the user prof i le  of  di f ferent social  media apps,  OPDCI may
uti l ize specif ic  platforms to target dif ferent age demographics .  Two
social  media apps that are popular  among teens and young adults  are
Instagram and TikTok.  These are platforms best  used for  v isual
campaigns and graphics for  broad reach.  On TikTok,  users are most
engaged in the topics they care about,  which can be used to OPDCI ’s
benefit  to raise awareness about cl imate change in New York.  

There is  not as much organization-to-user engagement on Facebook,
however ,  this  platform wil l  be used more frequently  by older residents
and this  is  a  key publ ic  to OPDCI ’s  work.  These residents l ikely  have
the most f inancial  stabi l i ty  and f lexibi l i ty  due to their  age.  

Local  News Outlets to Target Local  Publics :
Local  newspapers are integral  for  gaining regional  and city-specif ic
awareness for  programs and init iat ives that are taking place.  Placement
in media outlets  such as The Syracuse Post-Standard,  the Albany Times
Union,  the Rochester Democrat and Chronicle ,  Long Is land Newsday,
etc .  wi l l  be meaningful  to reach these specif ic  publ ics .

Gaining onl ine news circulat ion wi l l  be useful  to engage New
Yorkers in OPDCI ’s  init iat ives .  The New York Times is  one newspaper
that would be great to gain earned media coverage in .  The paper
has a global  reach while st i l l  report ing local  stor ies .  Of  The New
York Times readers ,  28.12% are in-between 25-34 years old,  18 .6% are
in-between 35-44 years old and 19 .67% are in-between 18-24 years
old.  I t  is  ranked No.  3  in the nation for  news (SimilarWeb) .  
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Audience Profile: Public Officials 

OPDCI needs to establ ish relat ionships with publ ic  off ic ials  across
the state of  New York to implement its  var ious programs.  Publ ic
off ic ials  are tasked with catering to their  community members
competing interests .  These pressures can overshadow OPDCI
init iat ives in terms of  perceived urgency.  I f  OPDCI cannot
overcome the lack of  community interest  in i ts  programs,  i t  wi l l
not be able to foster  successful  connections with publ ic  off ic ials
around the state.  Pol it ical  aff i l iat ions may also play a factor .
OPDCI 's  communications with conservative- leaning publ ic  off ic ials
may be more chal lenging,  especial ly  i f  these off ic ials  are openly
skeptical  of  c l imate change.

Key Publ ic :

Demographics :

Geographics:

Different port ions of  the state face varying environmental  issues.
Programs sent to off ic ials  must be tai lored to the specif ic  needs of
their  community through messaging.  Publ ic  off ic ials  are deal ing with
a variety of  other pol it ical  pressures ,  as  mentioned in the above
section.  Therefore,  OPDCI must be intentional  with the messaging
shared with publ ic  off ic ials ,  ensuring it  is  catered to their  regional
chal lenges.

Economy:

Public  off ic ials  governing lower- income communit ies have a wider
range of  issues to face than those who l ive in high-income
communit ies .  Publ ic  off ic ials  governing these lower- income areas
may be focused on issues l ike the education system, food insecurity
and cr ime rates .  This  is  something to consider when approaching
these off ic ials .  While they may see cl imate change as an important
issue,  i t  might not be a prior ity  given the state their  community is  in .
When communicating with off ic ials  in lower- income areas,  OPDCI
should focus on the ways in which its  programs help faci l i tate
community wide economic growth.  
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Pyschographics :

Polit ical  Aff i l iat ion:

The publ ic  off ic ial ’s  pol it ical  aff i l iat ion wi l l  impact their
communication with OPDCI .  As stated earl ier ,  conservative- leaning
off ic ials  are hesitant to adopt pol ic ies to f ight cl imate change.  For
example,  Bruce Blakeman,  mayor of  Nassau County,  in 2010 was
unable to answer whether he bel ieved cl imate change existed.
Trying to work with a mayor l ike Bruce wi l l  be extremely dif f icult .
The messaging used to col laborate with a mayor l ike Bruce wi l l  need
to be adjusted to focus on community needs and benefits  and avoid
broader discussions on cl imate change.

Leadership:

Public  off ic ials  enjoy serving their  community and being at  the
forefront of  change and improvement.  When communicating with
public  off ic ials ,  OPDCI should emphasize how its  work is
col laborative.  OPDCI wi l l  l isten to and work with local  communit ies
rather than taking absolute control .
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Inf luences:

Local  Businesses:

Public  off ic ials  work closely with local  businesses when deciding
what programs and pol ic ies to adopt.  Programs implemented for  a
community often largely impact i ts  local  businesses.  By working
with business leaders ,  publ ic  off ic ials  get a broader range of
knowledge on how programs and pol ic ies impact the community 's
economy.  OPDCI should actively  search for  support  from local
businesses in communit ies i ts  programs are targeting.

Public Perception:

Community cit izens hold a tremendous amount of  power over publ ic
off ic ials  with their  votes .  I f  a  community doesn’t  support  the work
OPDCI is  faci l i tat ing,  i t  wi l l  be dif f icult  to gain the off ic ial ’s  support .
Addit ional ly ,  i f  the cit izens in a community are focused on other
issues facing that community ,  the publ ic  off ic ial  wi l l  be prior it iz ing
those issues over cl imate change.  For a publ ic  off ic ial  to invest  their
t ime and work with OPDCI ,  the community wi l l  need to understand
and feel  motivated to f ight cl imate change.  



GOAL 1 :

Become a rel iable
source of  information

and a recognized
driver of  progress for

New Yorkers as
related to cl imate

change and its  effects
on the state.

OBJECTIVES:

Four local  media outlets mention
the work OPDCI faci l i tates per
month.  

OVERALL MESSAGING STRATEGY:

We wil l  focus on creating moving messages to appeal  to the
emotions of  New Yorkers .  By doing so,  we hope to unify al l  of  New
York State.

New Yorkers have strong feel ings of  pr ide about their  state and also
have nostalgic t ies to how great the state has been perceived in the
past .  We want to uti l ize that in our messaging.  Our research
indicated that New Yorkers are receptive to visual  storytel l ing,  not
necessari ly  stat ist ics .  

We wil l  lean into having an emotional ly-driven audience.  The
majority  of  our messages wi l l  be designed to have an emotional
appeal .  We wil l  a lso partner with publ ic  off ic ials  to create messages
that highl ight our credibi l i ty .  By appeal ing to both pathos and
emphasizing our credibi l i ty ,  OPDCI wi l l  successful ly  target residents
across New York State.

80% of  registrants attend OPDCI
virtual  open houses per meeting.

By the end of  2023,  there wil l  be 30%
more unique vis itors to OPDCI 's
init iat ive page.

Share a large output of publicity through different channels using key messaging

Seek and engage alliances with organizations invested in climate change in NY
State

Pitch and garner earned media coverage for OPDCI's work and important
events

Host special events for public participation and interaction with public officials

IMPLEMENTATION STRATEGIES:

Campaign Overview 1: New Yorkers 
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GOAL 1:  BECOME A RELIABLE SOURCE OF INFORMATION AND
A RECOGNIZED DRIVER OF PROGRESS FOR NEW YORKERS AS

RELATED TO CLIMATE CHANGE AND ITS EFFECTS ON THE
STATE.

 
BECOME A RELIABLE SOURCE OF INFORMATION AND A

RECOGNIZED DRIVER OF PROGRESS FOR NEW YORKERS AS
RELATED TO CLIMATE CHANGE AND ITS EFFECTS ON THE

STATE.

OPDCI should hire a communications intern to help create
social media content, the brochure, media lists and contact
lists for nonprofit organizations. 
OPDCI can leverage its existing partnership programs with
universities around the state to aid in a candidate search. 

Hire a communications intern

Strategy 1
Share a large output of publicity through different channels
using key messaging. 

TACTICS:

We recommend OPDCI develop a compelling voice
throughout its website to invite New York residents to learn
about the work it is conducting.
The website will be tied together with the common theme of
protecting “Our New York,” calling residents to action
through the pathos appeal of unity. 
PDFs should be readily available to download.
Content should be written in an easily digestible manner to
account for different education and language levels of the
state's diverse population.

Evaluate and revamp the existing webpage OPDCI has on the
DOS website

GOAL 1
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This campaign will foster a feeling of nostalgia among older
residents who are familiar with the original campaign. This
group is important to target because they may feel as though
climate change will not influence their lives. These older
generations are also a key audience because of their financial
flexibility and influence. 
Messaging: “By being resilient, we can keep the beauty of New
York alive. Help us protect Our New York.” 
Clear call to action to enact a feeling of duty, responsibility and
urgency.

Create a new I     NY visual campaign showcasing original clips
from the nostalgic I     NY campaign and contrasting them with the
threats of climate change on many beloved parts of the state. 

These videos could be shared on OPDCI’s webpage and social
media. On top of that, the nonprofit organizations OPDCI partners
with could reshare the video. Engagement with these videos will
indicate the success of the messaging.

These meetings will discuss the functions and past work of
OPDCI and request support from organizational leaders for
future events and projects.
OPDCI will create a mutually beneficial relationship with these
organizations. OPDCI may participate in these organizations'
events or provide expertise and insight into the problems these
organizations are working to solve. 
During these meetings, OPDCI should encourage these
nonprofits to visit its webpage as a resource. 

Facilitate a Zoom meeting with nonprofit organizations to
establish relationships with active organizations combating
climate change.

TACTIC:

Strategy 2
Seek and engage alliances with organizations invested in
tackling climate change in NY State.

18



TACTIC:

These pitches should focus on OPDCI's initiatives, its virtual open
houses, its in-person event and any recent indicators of success.
Pitch to local journalists regarding specific programs or initiatives
that are occurring in their communities.  
Pitch to mass media outlets to ensure a wide variety of people are
connected with the work OPDCI is doing. 
At each open house, invite local reporters from the communities
targeted for coverage. 

At the beginning of each month, OPDCI should pitch stories to
media outlets across the state.

Strategy 3
Pitch and garner earned media coverage for OPDCI's work and
important events.

TACTIC:

Promote the events on social media.  
Each virtual open house should discuss one specific initiative
OPDCI focuses on. These virtual events would be a good
indication of how engaged the public is with OPDCI. If other
elements of the campaign are successful in targeting the public,
these open houses should attract relatively large audiences.
Keep the messaging consistent with other owned content:
calling people to action to "Protect Our New York."

Continue to host virtual open houses targeted toward specific
communities engaging with OPDCI’s programs.

Strategy 4
Host special events for public participation and interaction
with public officials.
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Campaign Overview 2: Public
Officials

Public off ic ials  are
working with OPDCI in

developing their
community’s  specif ic
response to cl imate

change.

OBJECTIVES:

OVERALL MESSAGING STRATEGY:

In the f i rst  6 months,  there wi l l  be a 15% increase
of  targeted local  government off ic ials  from LWRP,
DRI ,  BOA and Smart Growth communit ies that
have init iated communication and are assist ing
OPDCI in bui lding out local  plans.  

10% increase in grant appl ications from
disadvantaged communit ies for  funding toward
projects awarded to community members in the
next year (LWRP, BOA Program and the Smart
Growth Community Planning Program).  

We wil l  appeal  to public off ic ials  by creating logical  and
authoritative messages.  There is  a messaging characterist ic
of  power due to public off ic ials  being civi l  servants for  the
state government in which OPDCI operates.  A logical
messaging approach wil l  highl ight how working with OPDCI
is  mutual ly  beneficial ,  regardless of  pol it ical  c l imate.  

GOAL 2 :

IMPLEMENTATION STRATEGIES:

Leverage existing relationships with public officials in order to get
more public officials behind OPDCI.

Engage with public officials to attend virtual open-houses. 

Plan and execute a special event to engage with public officials and
to gain more recognition of OPDCI within larger publics. 
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 PUBLIC OFFICIALS ARE WORKING WITH OPDCI IN

DEVELOPING THEIR COMMUNITY’S SPECIFIC RESPONSE TO
CLIMATE CHANGE.

Strategy 1
Leverage existing relationships with public officials in order to get more
public officials behind OPDCI.

TACTIC:

These talking points would be used to inform these public
officials about how OPDCI can help their community. 
Additionally, these talking points would be beneficial for public
officials to reference when engaging and explaining the work
OPDCI does when meeting with other public officials. 
Each message will relate specifically to the program that is most
important to that public official. 

Create strong and concise messaging through talking points for
public officials.

Strategy 2
Engage with public officials to attend virtual open-houses. 

TACTIC:

Invitations to public officials sent through email and phone call
follow-ups.

Coordinate promotion of virtual open houses to include outreach to
public officials that represent those communities.

GOAL 2
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Create social media content to promote the event.
To further attract an audience, OPDCI should invite high-profile
public figures such as Gov. Kathy Hochul and Deputy Secretary of
State Kisha Santiago-Martinez to encourage attendees to
participate.
Media personnel should be invited to this event to achieve earned
media coverage.

Host an in-person summit partnering with contacts (nonprofit
organizations, government officials, etc.) with a central theme of
“Building Resiliency to Protect Our New York.” 

Strategy 3
Plan and execute a special event to engage with public officials and to
gain more recognition of OPDCI within larger publics. 

TACTIC:
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OPDCI primari ly  communicated with New Yorkers through its
newsletters before the campaign was put into place.  Earned media
coverage was low.  We hope to see an increase in OPDCI ’s  earned
media coverage by pitching stories to local  media outlets  at  the
start  of  each month.  We wil l  a lso place important publ ic  f igures at
events to attract  more local  media attention.  

We anticipate that the number of  earned media mentions wi l l
f luctuate based on what is  occurr ing during that month.  In the
past ,  OPDCI has gained earned media placement when a project  is
completely funded or  a major task is  completed.  By tracking the
number of  earned media mentions,  we wi l l  be able to assess the
success of  our campaign.

OBJECTIVE 1:  Four  local  media  out lets  ment ion the work
OPDCI fac i l i tates  per  month.  

Goal 1 Evaluation

INDICATORS OF SUCCESS:

OBJECTIVE 2:  80% of  registrants  attend OPDCI’s  v i r tual
open houses per  meet ing.

OPDCI hosted a virtual  open house where 21  of  the 32 registrants
attended before the campaign started.  Our plan increases the
frequency of  open houses.  We hope to see more attendees at  each
open house,  but we understand there wi l l  be f luctuations based on
which program the meeting focuses on.  Some programs are
relevant to larger communit ies ,  therefore we anticipate these open
houses to be bigger .  To evaluate whether our open houses are
working we wil l  measure the percentage of  the registrants that
actual ly  attended the open house in comparison to those that s ign
up for  the open houses.  
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We recommend OPDCI connects with the Department of  State to
retr ieve data on the number of  unique vis itors  to OPDCI 's
webpage.  With this  data,  OPDCI can better  understand how
successful  the campaign is  at  targeting publ ic  off ic ials  and the
general  publ ic .  

OPDCI ’s  webpage was f i l led with complex overviews of  i ts
programs.  We bel ieve that by writ ing what OPDCI does in a more
digestible way,  the organization can increase the number of
webpage vis itors .  We anticipate partnering with nonprof it
organizations across the state and hyperl inks in earned media wi l l
a lso increase the number of  v is itors  to the s ite .

Addit ional ly ,  we want to embed emotion-driven messaging to the
site .  Specif ical ly ,  the I    NY  video wi l l  be inf luential  in dr iv ing
website traff ic .  S ince New Yorkers place a high value on
emotional ly  dr iven content ,  we bel ieve this  campaign wil l
encourage New Yorkers to learn more about OPDCI .  When the
video and the social  media campaign are launched,  we expect a
higher level  of  webpage vis itors .  

OBJECTIVE 3:  By the end of  2023,  there wi l l  be  30%
more unique v is i tors  to  OPDCI's  in i t iat ive  page.

INDICATORS OF SUCCESS:
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Our campaign increases communication between OPDCI and local
government off ic ials  from LWRP, DRI ,  BOA and Smart Growth
communit ies .  We anticipate that this  increased communication
wil l  result  in an increase in the number of  publ ic  off ic ials  from
these communit ies developing plans to work with OPDCI .  By
hosting virtual  open house meetings and invit ing publ ic  off ic ials
whose communit ies are affected by the issue we expect publ ic
off ic ials  to become more wi l l ing to work with OPDCI .  
To measure the success of  our init iat ives ,  OPDCI should track the
number of  government off ic ials  from LWRP, DRI ,  BOA and Smart
Growth communit ies i t  regular ly  communicates with.  

OBJECTIVE 1:  In  the f i rst  6  months,  there wi l l  be  a  15%
increase of  targeted local  government  of f ic ia ls  f rom LWRP,

DRI ,  BOA and Smart  Growth communit ies  that  have
in i t iated communicat ion and are  ass ist ing OPDCI in
bui ld ing out  local  p lans to  combat  c l imate change.  

Goal 2 Evaluation

INDICATORS OF SUCCESS:

 OBJECTIVE 2:  10% increase in  grant  appl icat ions f rom
disadvantaged communit ies  for  funding toward projects
awarded to  community  members in  the next  year  (LWRP,
BOA Program and the Smart  Growth Community  P lanning

Program).  

The Community Leadership and Cl imate Protection Act (CLCPA)
mandates that disadvantaged communit ies receive 35% of
beneficial  state spending on cl imate change.  CLCPA’s goal  is  for
disadvantaged communit ies to receive 40%.  Therefore,  i t  is  a  legal
obl igation that OPDCI increases the number of  grant appl ications
from these communit ies .  By providing talking points about OPDCI
programs and hosting virtual  open houses,  we can accomplish this
goal .  To measure the success of  this ,  OPDCI should record interest
in grants as wel l  as  actual  appl ications for  grants .
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Evaluation Comparative Measures

Research I f  our s ituational  and organizational  research is
accurate,  OPDCI wi l l  be able to execute the tactics
and reach the objectives set  forth.  This  campaign
wil l  be al igned with the missions and cr it ical
purposes of  the organization.  

Analys is  of
Publ ics

I f  we correctly  identi f ied the relevant
characterist ics  of  the general  NY State publ ic ,  our
visual  campaign wil l  be received posit ively .  This
wil l  be measured through an increase in social
media impressions and fol lows,  as wel l  as  achieving
our objectives in publ ic  attendance of  events .  

Goals  and
Object ives

I f  our goals  and objectives were successful ,  we
would have increased the publ ics ’  knowledge of
OPDCI and the number of  publ ic  off ic ials  working
with OPDCI .  That wi l l  indicate that we have
accomplished the social  good that OPDCI is
looking for .

Strategies  and
Tact ics

I f  we choose the r ight strategies and tactics ,  our
campaign wil l  have engaged the general  publ ic
and publ ic  off ic ials .  We have laid out our tactics so
that they bui ld on one another .  As each tactic  rol ls
out ,  the campaign should theoretical ly  increase
part ic ipation among both the general  publ ic  and
public  off ic ials .  Especial ly  after  the I     NY video,
OPDCI should anticipate more engagement from
the publ ic  and publ ic  off ic ials .  I f  i t  doesn’t  resonate
with the publ ic ,  this  wi l l  be evident in the lack of
shares the video receives .  

Messages
Our campaign’s  messaging focuses on promoting a
feel ing of  nostalgia ,  resi l ience and unity .  Through
our research,  we decided these emotions would
inspire New Yorkers to engage with OPDCI .  I f  our
messaging is  successful ,  the number of  social
media shares ,  the number of  people attending
events ,  the number of  earned media placements ,
the number of  organizations and the number of
publ ic  off ic ials  working with OPDCI wi l l  increase.
The I      NY video is  our central  piece of  content .
Therefore,  we expect i t  to be reshared heavi ly .  I f  i t ’s
not ,  then our messaging fai led. 26



Evaluation of Social Good

At its  core,  OPDCI ’s  v is ion to combat cl imate change is  one of  social
good.  The organization is  attempting to pave a brighter future for  the
state of  New York and its  residents .  Our campaign is  an extension of
that .  I t ’s  a  large-scale ,  publ ic-education effort ,  which also serves as a
cal l -to-action,  of  sorts ,  for  a  s i lent issue.  By that ,  we mean an issue
which can be easi ly  overlooked as i t  doesn’t  immediately affect  New
Yorkers on a day-to-day basis .

Our attempts to penetrate certain apathetic publ ics is  a  valuable tool
even for  the broader group of  those f ighting cl imate change.  I t  comes
at a crucial  t ime as the state hurt les toward impending milestones
surrounding the issue set  by the Cl imate Act passed in 2019.  
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TIMELINE 

NONPROFIT ALLIANCES VIRTUAL OPEN-
HOUSE

INTERN HIRED 

OPEN HOUSE
ENGAGEMENT 

TALKING POINTS 

GOAL 1: TARGETING NY PUBLIC 

GOAL 2: TARGETING PUBLIC OFFICIALS 

WEBPAGE MEDIA PITCHES

OPDCI SUMMIT

KEY: 
PHASE 1: CREATION

PHASE 2: OUTREACH
PHASE 3: VISUAL CAMPAIGN

PHASE 4: EVENTS 

4 weeks 8 weeks 

12 weeks

6 weeks

Timeline

28
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PHASE 1: CREATION 

Start

Week 1

Week 2

Week 3

Week 4

We recommend all campaign tactics are implimented
after hiring a communications intern.

Rewording and condensing program materials and
applications for community members. 
Adding more language that appeals to emotion,
bringing New York together

Back and forth to ensure messaging is effective and
impactful 
Review with OPDCI and other leadership with
control over webpage content 

Testing and evaluating the product to the public and
the results will be made changes and improvements

Intern Hired 

Evaluation of current webpage
content and links 

Webpage Audit 

Editing 

Review Cycle 

Test

M
O

N
TH

 1
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Each month send pitches to media outlets

Engage with nonprofit contacts through a zoom
meeting 

More nonprofit engagement to bring this
audience to virtual open house 

Send Talking Points to current local official
contacts

Media Pitches

Another Round of Media Pitching 

PHASE 2: OUTREACH 

Week 5&6 

Week 7&8 

Week 9&10 

Week 11&12 

Build a Non profit list with orgs that can be
engaged with for alliances 

Decision on virtual open house
date 

Coordinating with local officials on open house
attendance, delivering talking points to more officials 

M
O

N
TH

 2
M

O
N

TH
 3
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Writing a script and storyboarding
the campaign 

Process will likely take 4 weeks to
account for different locations,
schedules and suggestions made by
the team 

Filming Process

Process will likely take 4 weeks to
make necessary changes  in
sequencing and building in audio

Post production editing 

Show to any necessary figures for approval to be
featured on socials and other channels for
promotion 

Review cycle 

Campaign launch Week 16 through paid (if ad
budget is aquired) or social channels 

Week 7&8 

Week 9&10 

Week 11&12 

Week 5&6 

PHASE 3: VISUAL CAMPAIGN

Week 13&14 

Week 15&16 

M
O

N
TH

 2
M

O
N

TH
 3

M
O

N
TH

 4
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PHASE 4: EVENT

Week 13 & 14

Week 17-18

Week 15 & 16M
O

N
TH

 3
M

O
N

TH
 4

Virtual Open-house held Week 14; 

Booking a venue for OPDCI summit;

Accompanying visual campaign launch,
promote OPDCI summit on DOS socials

Host summit Week 18

Outreach process to government officials
and organization leaders to participate in
the summit

Conducting outreach for speakers; 

Continued outreach for attendance
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Budget

$16 per hourCommunications Intern

OPDCI should offer  to pay the intern $16 per hour in order to entice
undergraduate students in universit ies around the state to apply
for  the posit ion.

$25-32 per hourI       NY Video Editor

A video editor  is  paid $25-$32 an hour .  OPDCI should hire a v ideo
editor  to create its  I    NY video.  This  v ideo is  supposed to be the
catalyst  of  our campaign,  so OPDCI needs to make sure that the
video has a strong emotional  connection with its  v iewers .  

In order to ensure the video is  as strong as possible ,  outsourcing it
to a professional  v ideo editor  is  a  must .  I f  OPDCI decides not to
outsource the video production,  i t  r isks the video looking amateur
and unprofessional ,  result ing in a less effective tactic .  

OPDCI’s in-person event should be held in a space like a hotel conference room.
Depending on the number of attendees and the location the pricing will vary. The
pricing for renting a space like this ranges from $9,000-$19,000. 

We understand that this is a hefty price; however, we believe OPDCI must host an in-
person event as the culmination of the campaign. This is a one-time cost that we
anticipate will gain OPDCI tons of earned media coverage. The in-person event will
also give OPDCI personal interactions with the public officials. This will help them to
develop a relationship with the public officials in a way that Zoom meetings can’t. 

Event 9,000-19 ,000
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Appendix

A.  Web Revamp
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Appendix

B. Virtual  Open House Flyer 

Appendix

35



Risk: Know it,  avoid it  and reduce it
Maintain capacity to adapt
Multiple benefits from one measure
Let nature do the work
Stack resil iency measures
Share costs and benefits equitably
Make inclusive and transparent decisions

Downtown Revitalization Initiative (DRI)

What can the Downtown Revitalization Initiative do for you:
DRI transforms downtown neighborhoods into vibrant centers that offer a
high quality of l ife and become magnets for redevelopment, business
growth, job creation and economic and housing diversity. The DRI uti l izes
a “plan-then-act” strategy that couples strategic planning with immediate
implementation.
OPDCI provides communities a consulting team to guide the community in
developing a strategic investment plan that includes multiple
complementary projects that together, form a whole greater than just the
sum of its parts.

These principles provide a framework for a consistent approach to
resil ience that can be broadly integrated into planning and development.

RESILIENCE PRINCIPLES 

PROGRAMS

The Office of Planning, Development, and Community Infrastructure of
the New York Department of State (OPDCI) is the state’s organization

dedicated to forming and executing a response to climate change. Our
role is to build the state’s resiliency to combat the effects of climate

change and the inevitable obstacles New York will face. We work with
local and state officials to build programs to advance progressive land
use solutions, community-based development and improved building

standards and codes.

WHO WE ARE

59 communities have received a total of $600 mill ion in awards creating
a renaissance in downtown resurgence that shows no sign of slowing.

WHERE WE HAVE BEEN

O   P   D   C   I 

MISSION STATEMENT
By building resil iency, OPDCI aims to keep the beauty of New York
alive and protect the state’s residents from the inevitable effects of
climate change.

Contact Us! https://dos.ny.gov/resilience-planning

Appendix

This is an example catered to a public official that would have interest in the DRI program.
Content subject to change depending on individual community's needs.

C.  OPDCI Handout to Publ ic  Off ic ials
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