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Executive summary 

•

•

•

•

•

•

Faith was clearly positioned at the heart of COP28 with clear recognition and support for the power of faith in climate.

Media coverage was significant - as much as 7% of the total media coverage of COP28 referenced faith in some capacity.  

More than 4000 articles referenced the Faith Pavilion at COP28 with positive key messages aligned to our briefing.

In the run up to and during COP, Greenhouse issued 10 press releases and media advisories and arranged interviews with 8 

media outlets.

Over 16000 pieces of content across social channels included the hashtags, #FaithAtCOP28 or #FaithClimateAction, and 

referenced the Faith Pavilion, which helped to raise the profile of the pavilion online.

Social media engagement increased during COP, with Meta driving majority of the engagements on ICSD channels.   

 

4060
media articles 

on Faith 
Pavilion

3.6K
social media 
engagements

16.3K
Hashtag 
mentions

7%
of COP28 

stories 
mentioned faith

+50
Organisations
shared content

250
spokespeople 

mentions
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Our Approach

https://pitch.com/?utm_medium=product-presentation&utm_source=pdf_export&utm_campaign=bottom_bar_cta&utm_content=b56da67e-9dc7-4bdf-af8b-4935581ee7e0&utm_term=PDF-PPTX-lastslide&ad_group=last_slide


Objectives

1.

2.

3.

 

Help faith based organisations engage and advocate for specific negotiation outcomes at COP 28 and beyond.

Increase visibility for environmental advocacy work by spiritual and religious actors, particularly those on the frontlines of 

the human-made climate crisis and how this work contributes to the goals of the Paris Agreement.

Promote faith and interfaith understanding and create a space for spiritual reflections, artistic expressions, and prayers.

Faith Pavilion goals

Communication objectives

1.

2.

3.

Develop a coherent narrative and campaign to cut through the noise of COP and raise the profile of the interfaith 

movement and faith groups at COP28, and across the climate movement.

Create a strategic communications plan to engage policy makers, faith leaders and communities, and the wider climate 

movement at COP28, on the power of the interfaith movement to support and drive action on climate change

Drive media and social media engagement to ensure that the Faith Pavilion and the interfaith movement has a voice at 

COP28, through a high profile moment or series of moments, to inspire and drive action.
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Media approach

Strategic partnerships Faith based media Opt-in media list

•

•

•

 
What: develop strategic 
partnerships in advance
 

Identify influential media 
networks to develop strategic 
media partnerships.
For example: Religious Media 
Centre (UK), Religious News 
Service (US), B network of 
radio stations.
Target in advance, to build 
relationships and explore 
opportunities for partnership.

•

•

 
What: interviews/op-eds to 
inspire faith communities
 

Identify and work with 
specific faith outlets focused 
in UK, US, global news 
agencies - plus G20 countries 
+ others/ other countries that 
we think are important.
Faith-specific media 
networks, for example the 
Catholic Media Association, 
Evangelical Press Association, 
AMEJA, Hindu Media Forum 
etc.

•

 
What: build the list and group of 
who will attend COP28
 

Using a simple sign up to 
create a database of contacts 
that we can add to and 
provide daily briefings and 
opportunities for coverage in 
the run-up to and during 
COP28

Mainstream media

•

•

 
What: develop news and strong 
platforms through partners
 

Identify and work with 
mainstream media with news, 
enviro and religious 
correspondents.
Build list to target with big 
announcements at COP28
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Digital and social approach

Strategic partners Content Across channels

•

•

•

•

 
What: work with strategic 
partners in advance of COP28 
to build networks
 

Collaborate with partners and 
faith based networks
Identify high profile. 
influencers and advocates to 
offer comment/quotes
Work with social media teams 
of partners in advance to get 
on board.
Ensure good routes for 
distribution.

•
•

•

•

 
What: create engaging content 
to engage and inspire
 

Brand, logo, creative platform.
Hero film - faith leaders 
calling for climate action - 
from film makers for High 
Level Faith Leaders Summit.
Film shorts - encourage film 
production team to create 
shorts representing key faiths
Faith infographic - 
demonstrating the scale and 
influence and impact of faith 
in environment,

•

•

 
What: ensure engaging 
presence on digital/social
 

Work with your team to 
ensure great website landing 
page hosting assets and CTA.
Ensure effective social 
content calendar in run up 
and during COP28.

 

Digital toolkit

•

•

 
What: develop a comms toolkit 
for use across networks
 

Build content into an 
inspiring communications 
toolkit with assets.
Brief partners, sponsors, 
networks and influencers, to 
use the toolkit at COP.
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Branding and Design
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Branding and Design

We created a new flexible brand identity and key 

messages to help the Faith Pavilion standout and to 

encourage climate action.

 

Flexibility in look and feel was important ​as different 

partners and stakeholders would use the identity to 

create their own content.  The Faith Pavilion brand 

design would exist in several different locations, so 

we created 2 different styles, 'Contemplation' and 

'Action' and a modular graphic system that would 

work across partners and platforms..
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Branding and Design
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Branding and Design
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Media engagement 
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Media results at a glance

4060 
articles 

referenced 

Faith Pavilion

7% 
of all media 

coverage 
mentions 

'faith'

1874 media articles mentioned the 
Faith Pavilion in the run-up to COP28

(1 Nov - 29 Nov)

1867 media articles mentioned the 
Faith Pavilion during COP28 

(30 Nov - 12 Dec)
 

Total media mentions 
of the Faith Pavilion

(1 Nov - 19 Dec)

7% of all COP28 media 
coverage includes 

mention of faith, religion 
or spirituality

250 
mentions of 

spokespeople 
in media

Media mentions of core 
spokespeople
(1 Nov - 19 Dec)

319 media articles post-COP28 
(13 - 19 Dec)
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Media activity pre-COP

•

•

•

We developed the following media platforms pre-COP28:

 

Global Faith Leaders' Summit in Abu Dhabi, and the signing 

of the declaration, to create awareness of the central role of 

faith at COP28.

News of Pope Francis and the Grand Imam attending COP28 

to inaugurate the Faith Pavilion, with details of the role of the 

Pavilion, to drive awareness in the media globally. 

The decision of Pope Francis not to attend COP28 generated 

a second round of news coverage which continued to create 

awareness of the role of Faith and the Faith Pavilion itself.

 

Activity results in 1874 media articles mentioned the Faith 

Pavilion in the run-up to COP28 (1 Nov - 29 Nov).
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Media coverage pre-COP
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Media activity during COP

•

•

•

•

•

We had to change our media strategy at COP28 as the planned stories of 

the launch of  interfaith statement and Al Mizan which were postponed.

 

We developed a WhatsApp group of VIP journalists attending COP28 and 

pitched stories via our a media advisory/press release on key days.

 

Our media strategy and delivery included:

 

Pitching features on the role of Faith Pavilion.

Meeting journalists and showing them the Faith Pavilion in action.

Pitching stories based on key speakers.

Offering comment and quotes on key days of action.

Supporting the Interfaith Walk.

 

Activity during COP28 resulted in 1867 of articles across global media

from (30 Nov - 12 Dec).
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Media outreach 

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

Media advisories released:

 

Faith Pavilion announcement (pre-COP)

Inauguration announcement 

Post-Inauguration / signing release 

Faith Walk announcement 

Call To Action declaration 

UNHCR bulletin 

UNHCR quote 

Sadhguru / kick off announcement

Sri Sri Ravi Shankar bulletin 

Afrodescendent / feminist talk

•

•

•

•

•

•

•

•

Media enquiries / meetings:

 

The New York Times

The Guardian 

Mongabay 

Nation Media 

EFE News 

Religious Media Service 

Politico 

The Spectator

 

•

•

•

•

•

•

•

•

Interviews secured with:

 

BBC World Service

BBC Radio 4

AFP

The Times

France 24

RFI

Euronews

Religion Media Centre
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Media highlights
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Media highlights
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Media highlights
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Media highlights
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Media geographic reach

•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Top 20 countries:
 

United States - 1,426 *
United Arab Emirates - 429
India - 180
Canada - 161
Italy - 136
Egypt - 136
United Kingdom - 121
Australia - 112
Bahrain - 101
Spain - 87
Saudi Arabia - 70
Argentina - 43
Brazil - 41
Lebanon - 36
South Africa - 35
Colombia - 34
Mexico - 32
France - 29
Philippines - 27
Malaysia - 17

 

*NB: this over indexes due to online titles having a .com website address
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Media - core spokespeople

Bishop Marc Andrus	
Bishop of the Episcopal 

Diocese of California

Rabbi Yonatan Neril
Founder & Director of the Interfaith 

Center for Sustainable Development

Khushwant Singh
Head of Secretariat of PaRD

Dr. Iyad Abumoghli
Director of the Faith for 
Earth Coalition of UNEP

Judge Mohamed Abdelsalam
Secretary-General of the 
Muslim Council of Elders
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Media - programme speakers 

Sri Sri Ravi Shankar
Humanitarian & Spiritual Leader

Sadhguru
Founder & Head of 

the Isha Foundation

Meryne Warah
Global Director of Organising

GreenFaith

Athena Peralta
Program Executive at the 

World Council of Churches

Cardinal Parolin
Prelate of the Catholic Church 
& Vatican's Secretary of State

 

Jessica Bwali, Global Campaigner, 
Tearfund
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Digital and social media
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•

•

•

•

•

•

•

•

 

Created target list of over 400 individuals from Faith based 

organisations and over 50 faithinfluencers.

Developed and distributed a communictions toolkit and 

prompted them to share our assets.

Hosted two training sessions pre-COP.

Our toolkit included a suggested content calendar, relevant 

hashtags, social posts and assets.

Asked partners within our wider network to share assets within 

the toolkit, or to reshare content from our Core Planning Group.

Set up a broadcast WhatsApp group to keep partners updated 

with new assets during COP.

All assets were posted on the ICSD channels, and supported by 

key assets being shared on the Faith Pavilion channels on X. 

Ran a Paid Search campaign directing users to the ICSD 

website. 

Social media activity
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Social media: summary and highlights

182
Posts shared

+50 
Organisations 

Engaged

68.7K
Impressions

on ICSD posts

3.6K
 Engagements

+12M
Impressions 
on posts with the 

hashtag

•

•

•

•

Facebook was the best performing platform from a reach and engagement perspective.

Use of the toolkit was lower than we would have liked, but over 50 organisations engaged with the content shared, or 

created their own posts mentioning the Faith Pavilion and used the hashtags.

UNEP Faith for Earth and the Muslim Council of Elders were the only core partner organisations, apart from ICSD, that 

utilised the toolkit or included the hashtags in their posts, which limited the engagement and reach of the posts. 

A few high profile faith leaders and individuals shared content related to the Faith Pavilion, which broadened the reach 

and helped to build momentum around it, including Sadhguru, Gurudev Sri Sri Ravi Shankar and Adil Najam. 

16.3K
Hashtag 
mentions
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Overall partner engagement

More than 50 organisations, partners and groups shared content related to the Faith Pavilion, with multiple 

organisations sharing more than one piece of content related to the Faith Pavilion. 

 

Below are a few key organisations:
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Communications Toolkit: asset examples
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Communications Toolkit: asset examples
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Inside the Pavilion
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Digital Toolkit in Action
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Top performing posts pre COP28 on X

Insights

•

•

•

The top performing post was the quote 

card. Short, concise posts tend to 

perform well on X, and the quote is 

from a high-profile religious leader, 

which is credible and encourages more 

engagement.

In both the top performing posts, the 

messaging is positive, which could 

resonate better with the audience. 

Performance improved in the lead up to 

the start of COP28, which could be as a 

result of partner engagement as well as 

an increase in hashtag searches as they 

became more relevant to COP. 

Impressions: 392

Engagements: 201

Reposts: 25

Likes: 45

Comments: 5

Impressions: 175

Engagements: 158

Reposts: 39

Likes: 28

Comments: 1
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Top boosted posts pre COP28 on Meta

Insights

•

•

•

The highest performing boosted posts were 

the quote cards displaying quotes from 

high-level faith leaders. The quotes are 

motivating and encouraging, and feel more 

credible whichd drives more engagement.

Boosted posts supported the campaign in 

reaching new audiences and driving 

engagement, and should be incorporated 

in future campaigns. 

A strategic approach to boosted posts 

should be factored in to future campaigns, 

as well as diversified content. 

 

 

Impressions: 32,053

Reach: 15,671

Engagements: 965

 

 

Impressions: 6,957

Reach: 4,196

Engagements: 544
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Top performing posts pre COP28 on Meta 

Insights

•

•

•

•

•

The informative posts performed well 

organically on Meta, with an engagement rate 

slightly above benchmarks of 1-5%.

Longer form posts tend to perform well on 

Facebook, providing more context around 

specific events. 

The post around the Global Faith Leaders 

Summit performed the best from a reach and 

engagement perspective.

The copy in both posts is direct and informative, 

which performs well on Facebook and resonates 

with ICSD's audience.

Facebook reach increased by 2.8K%, which is 

supported by boosted posts, and Instagram 

reach increased by 34.9%.  

Impressions: 446

Reach: 415

Engagements: 26

Engagement Rate: 5.83% 

 

Impressions: 747

Reach: 690

Engagements: 50

Engagement Rate: 6.7%

 

https://pitch.com/?utm_medium=product-presentation&utm_source=pdf_export&utm_campaign=bottom_bar_cta&utm_content=b56da67e-9dc7-4bdf-af8b-4935581ee7e0&utm_term=PDF-PPTX-lastslide&ad_group=last_slide


Top performing posts pre COP28 LinkedIn

Insights

•

•

•

•

LinkedIn as a platform generated the less 

from an engagement perspective. 

The posts that performed well are longer 

form assets, providing more context and 

information.

Despite low impressions and clicks on 

these posts, the engagement rate is still 

good, and above a benchmark 

engagement rate of 2-5%.

Throughout the campaign period, the 

number of page views increased by 

39.1% and unique visitors also increased 

by 15.4%. 

 

 

Impressions: 117

Clicks: 8

Engagements: 4

Engagement Rate: 10.26%

 

 

Impressions: 118

Clicks: 7

Engagements: 8

Engagement Rate: 12.71%
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Partner engagement pre COP28

•

•

•

•

•

Of the Core Planning Group, UNEP Faith for Earth 

and PaRD were the most active in utilising the toolkit 

and amplifying the Faith Pavilion. 

Majority of the engagement from partners was on X, 

where they tend to have more of a following. 

Earlier engagement with partners and commitments 

to share content is a learning we could test in future 

campaigns to encourage more partners to amplify 

the Faith Pavilion. 

Partner engagement increased the closer it got to 

COP, and majority of the engagement came during 

COP. Partners shared and engaged with posts 

promoting content from the lead up and during COP. 

Faith-based Facebook groups shared and engaged 

with the posts shared on ICSD's channel, and should 

be targeted in future campaigns.

https://pitch.com/?utm_medium=product-presentation&utm_source=pdf_export&utm_campaign=bottom_bar_cta&utm_content=b56da67e-9dc7-4bdf-af8b-4935581ee7e0&utm_term=PDF-PPTX-lastslide&ad_group=last_slide


Top performing posts at COP28 on X
 

Impressions: 108

Engagements: 36

Likes: 10

Reposts: 9

Comments: 3

 

Impressions: 127

Engagements: 33

Likes: 9

Reposts: 10

Comments: 0

 

Insights

•

•

•

•

The quote cards are the best performing 

posts, with similar messaging calling for 

collective action. Whereas, the climate 

stories' carousels and the highlight video 

content did not perform as well. 

The number of engagements is low, 

however the engagement rate is relatively 

high at 33.33% and 25.98%, indicating that 

this type of content resonates with this 

audience.

Overall we achieved over 4k impressions 

during COP28, which is an increase of 

946% compared to previous periods on X. 

Reposting from other accounts is effective 

at driving higher engagements and 

broadening reach..  
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Top performing posts at COP28 on Meta

Impressions: 13,610

Reach: 9,993

Engagements: 16

Video Views (3s): 7,943

 

 

Impressions: 713

Reach: 642

Engagements: 33

Shares: 13

 

Insights
•

•

•

•

The informative carousel posts tend to 

perform well with this audience from a 

reach and engagement perspective. 

The highlight video performed well for 

reach and video, however the engagements 

on video posts was low. This video could 

have performed well due to some high 

profile speakers included in the video. 

Meta is a good platform to keep users 

informed of events taking place and various 

outcomes, and should be factored in to 

future campaigns.

Facebook reach gradually increased 

throughout the duration of the campaign, 

indicating that the hashtags gained more 

traction and partner engagement increased. 
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Top performing posts at COP28 on LinkedIn

Impressions: 78

Engagements: 4

Engagement Rate: 11.54%

Clicks: 5

 

 

Impressions: 55

Engagements: 5

Engagement Rate: 10.91%

Clicks: 1

 

 

Insights

•

•

•

The top performing posts were both 

longer form carousel posts, which are 

quite text heavy. This style of post tends 

to perform fairly well on LinkedIn, 

however the number of engagements 

is relatively low. 

Videos do not perform well on 

LinkedIn, with few engagements and 

video views, and should rather be 

utilised on other channels.

Throughout the campaign period, the 

number of page views increased by 

48.3% and unique visitors also 

increased by 7.7%. 
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Partner engagement at COP28

Adil Najam Sadhguru Gurudev Sri Sri Ravi Shankar

4.1M Followers4M Followers104K Followers

High profile influencers that shared content related to the Faith Pavilion, all of which were also speakers at the Faith 

Pavilion, helped to elevate the Faith Pavilion across social channels. 
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Partner engagement at COP28

•

•

•

•

•

Over 2.3K unique users, including partner 

organisations and individuals, shared content and 

posts using the hashtags across social channels. 

The type of content was related to the Faith Pavilion, 

highlighting sessions, events and resharing assets on 

both the Faith Pavilion and ICSD channels. 

Of the Core Planning Group partners, UNEP Faith for 

Earth and Muslim Council of Elders shared a 

significant number of posts using the hashtags and 

referencing the Faith Pavilion throughout COP. 

Among the partner network, Christian Aid, Conscious 

Planet #SaveSoil, Jesuit Justice and Ecology Network 

Africa and Faith for Our Planet shared posts using the 

hashtags and had highest visibility. 

Partner networks should be leveraged to increase the 

exposure of the Faith Pavilion, and build support and 

momentum.
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Lessons 
and 

Recommendations
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•

•

•

•

 

Quality of speakers and programming: from the Pope to Sadhguru to the CPG and session speakers, the quality of 

input across the two weeks of the Pavilion was strong. Quality of speakers is testament to the power of the CPG and 

the wider faith movement at COP28. Earlier coordination with comms teams would enable us to build even broader 

media coverage. 

Availability of spokespeople for interview: great response to need for speakers, particularly through Yonatan. No 

request was turned down and this enabled trust and ongoing relationships to be built. It was a product of good 

planning and knowing when people were likely to be available.  

Engagement with media: we had a number of positive messages from journalists and news outlets offering 

appreciation for the quality and pacing of our content.

Major risks avoided: from the potential to run major faithwashing stories, to questions about representation and a 

scandal involving a minister, we managed risk and crises, to avoid negative media coverage.

Media: success and lessons learned
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Feedback from media
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•

•

•

•

•

•

•

Establish the narrative: establish a clear narrative/ call to action, prepared in advance, supported by news releases.

Reactions to negotiations: any link with negotiators could allow us to share faith community responses to the latest 

developments, allowing timely and newsworthy commentary throughout the conference.

Stakeholders: plan and agree in advance which internal and external stakeholders need to be notified of, or given 

approval of, press materials and quotes. Prepare approved quotes for external partners in advance, or give notice 

that sign off will be needed.

Interviews: prepare a wider panel of core spokespeople with better youth and gender diversity.

Media contacts: build on our existing list of good contacts across global media, following up with existing good 

relationships to establish the "what next" story and interest for the Faith Pavilion in 2024.

Country-specific outreach: build on our approach this year of targeted, bespoke pitches to media in specific 

countries, offering relevant events and spokespeople.

Feature wider events: there was media interest in the other events/ initiatives being run at the Pavilion - meditation 

sessions, youth cafes, and pastoral support - that we could look to place features on in future, if these are better 

established, advertised and attended. Better programming and announcement of high-profile speakers would 

have helped with media attendance at the 10am talks too.

 

Recommendations - media
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•

•

•

•

•

Planning and timeline: we need to begin the social media campaign in advance, allowing us to build awareness 

and a following, bringing users on a journey to take a higher-barrier action during COP. The organic campaign 

needs to be supported by a paid campaign.

Partnerships: begin reaching out to organisations and securing partnerships early on. We should also ensure we 

have defined asks and commitment from partners to support the campaign.  

Digital toolkit: engage with partners well in advance and agree on a set number of posts to share on their channels. 

Reduce the amount of content but ensure we are communicating key asks, which might encourage more partners 

to share the content and use the toolkit. 

Photographer/videographer: work with our own photographer/videographer to ensure there are no delays on 

receiving content, and allow us to have full creative control. 

Paid Media: Paid media should be included in future campaigns to achieve broader reach and increased 

engagement. Even $15,000 would make a big difference.

Social media - recommendations
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Conclusions
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Conclusions

•

•

•

•

Substantial interest and support for the Pavilion was demonstrated by individuals, partners, media, other civil society 

groups and country delegations. Harnessing this support will be key to maintaining the success of the Pavilion, and 

ensuring the Pavilion is able to influence the direction of future COPs.

High levels of media coverage before and during COP28 with substantial and genuine interest in the Faith Pavilion as 

the first of its kind.

Faith was firmly a part of COP28 with 7% of all coverage related to faith, spirituality or religion. This represents a step-

change and watershed in the position of faith in the context of COPs.

Solid engagement on social media and much more could be achieved with increased engagement of the wider faith 

community at COP28 before and during the event, and faster and broader sharing of visual media content.
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Thank you
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