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EXECUTIVE SUMMARY 
This document summarizes a series of tactical strategies to engage Delta residents on the 
topics of agriculture and climate change adaptation. More specifically, these strategies aim to 
enhance communication regarding the importance of Delta’s agricultural community and the 
need for agricultural resilience to climate change impacts. These tactics have been developed in 
response to the Delta Regional Adaptation Strategies plan, as well as to strategic objectives laid 
out in the Delta Agricultural Plan and the Corporation of Delta Official Community Plan (OCP).  

As laid out in this strategy, successfully engaging Delta residents on the above topics will entail 
a multi-phased approach that increases collaboration between Delta’s agricultural organizations, 
reduces potential for conflict between agriculture and the community, and promotes the value of 
agriculture and stronger community/agriculture relationships.  

Implementation of the strategy will be undertaken by a Collaborative Working Group, which will 
assist partner organizations in planning efforts and implementation of key communication 
messages and activities. The group will likely include representatives from the Corporation of 
Delta, the Delta Farmers’ Institute, the BC Agriculture and Food Climate Action Initiative, the BC 
Ministry of Agriculture, the Delta Farmland and Wildlife Trust, and producer representatives, as 
laid out on pages 23-24 of the strategy.  

Effective implementation of this strategy necessitates a shift towards recognizing 
“communication” as a public relations effort to increase the knowledge of Delta residents about 
agriculture.  By increasing its visibility with the public, the agricultural community will have the 
opportunity to ensure publically available information is accurate, reduce potential for interface 
conflict and build stronger, more beneficial relationships with the community as a whole. 

Key Recommendations  

Based on strategic recommendations in the Delta Regional Adaptation Strategies plan and 
results of research undertaken for this strategy, the following key recommendations are made: 
 
1 - Increase collaboration between agricultural organizations to communicate about local 
agriculture and its issues, including climate change adaptation. 
 
2 – Reduce potential for conflict in the urban/rural interface, particularly where residential 
developments are direct neighbours to working farms.  
 
3 - Promote the value of agriculture and stronger community/agriculture relationships in 
four ways: increase agriculture's understanding of urban concerns; increase the community's 
understanding of the value of agriculture and what it contributes to the community culturally, 
economically and ecologically; educate the community around the mechanics of the agriculture 
that surrounds them and the necessity of agricultural processes (such as manure spreading); 
and lastly, increase the community’s pride in the agricultural sector. 
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Increasing Collaboration 

1.1 Develop a communications toolkit for partner organizations that includes key messages 
about climate change and potential community engagement tactics. 

1.2 Seek earned-media for how the agriculture community is addressing climate adaptation. 

1.3 Offer seminars on how to communicate climate change adaptation with the community to all 
of Delta’s relevant advisory committees (e.g. agriculture, environment, development, etc.)  

1.4 Coordinate opportunities with local universities to have classes/students participate in 
climate change mapping/measurement.  

Reducing potential for Conflict 

2.1 In collaboration with the Corporation of Delta, the BC Ministry of Agriculture, and the Delta 
Farmers’ Institute (DFI) ensure that community contact information for agricultural 
questions/issues is clear and available on municipal and government websites.  

2.2 Launch seasonal “Agriculture in Delta” campaign with key dates regarding when farmers will 
be plowing / planting / fertilizing / harvesting, and how those activities can be/are shifting due to 
climate change, to help promote awareness and understanding.  

2.3 Host “Coffee and Conversation” evenings with community groups, organizations, and/or 
neighborhoods that are within proximity to farmland. The purpose is to stimulate conversation 
between residents and subject matter experts regarding concerns and issues that the 
community may have regarding agriculture, climate change, and climate change adaptation.  

2.4 Communicate examples of effective rural/urban interactions/best practices in conflict 
management for distribution to local farmers and partner organizations. 

2.5 Distribute annual surveys to Delta residents and farmers to gauge the effectiveness of 
conflict resolution measures.  

Promote the value of agriculture and stronger community/agriculture relationships  

3.1 Make presentations at DFI meetings regarding outcomes of strategic research.  

3.2 Update the current Corporation of Delta website to include more visible agriculture related 
messaging and information. 

3.3 Develop a partnership-based social media plan utilizing pre-existing owned media channels 
(Websites/Facebook/Twitter/YouTube) for engaging residents about climate change adaptation 
and agriculture. 

3.4 Launch an earned-media campaign aimed at increasing awareness of the value of Delta 
agriculture.  
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3.5 Seek opportunities for speaking engagements with local organizations, the public, and 
businesses regarding agricultural issues and climate change adaptation measures. 

3.6 Seek opportunities to partner with and support agricultural related youth programs/clubs, 
such as 4H and Young Naturalists. This may include speaking engagements for local farmers, 
opportunities to host club events, or speaking about program specifics. 

3.7 Seek opportunities to strengthen partnerships with existing community/school programs that 
highlight agricultural related content/curriculums.  

3.8 Develop and launch a large scale educational program that brings elementary school 
students onto local farms to learn first hand where their food comes from and their role in 
supporting local agriculture and climate change adaptation. 

3.9 Partner with community organizations and schools to develop adult education/cooking 
classes that offer a chance to speak with residents in a fun, informal atmosphere about where 
their food comes from, how local food availability could change with climate change and 
extreme weather events, and their role in supporting local agriculture.  

3.10 Seek a partnership with Tourism Delta to feature agriculture as a primary tourism 
attraction.  

3.11 Utilize street teams at local grocery stores throughout the summer months to promote local 
agriculture and climate change awareness in a fun atmosphere.  

3.12 Prepare resource materials for farmers to distribute at local events that they are already 
attending. Topics can focus on building awareness and understanding about Delta’s agriculture 
and climate change adaptation issues. 

3.13 Partner with and promote ongoing campaigns and initiatives that highlight the value of local 
food and Delta’s agricultural community.  
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GLOSSARY OF KEY TERMS 
AGRICULTURE: Refers to the agriculture industry as a whole in Delta, including producers and 
support organizations. 

COLLABORATIVE WORKING GROUP: The Collaborative Working Group will likely consist of 
representatives from the Corporation of Delta, the Delta Farmers’ Institute, the BC Agriculture 
and Food Climate Action Initiative, the BC Ministry of Agriculture, the Delta Farmland and 
Wildlife Trust, and producer representatives. This group may also have additional local 
organizations join, as noted on pages 23-24 of this strategy. 

CLIMATE CHANGE:  Refers to a significant and lasting change in the statistical distribution 
of weather patterns over periods ranging from decades to millions of years. It may be a change 
in average weather conditions, or in the distribution of weather around the average conditions.  

As noted in the Delta Regional Adaptation Strategies plan, there are four key climate change 
impacts that are of particular concern for Delta producers:  

• Increasing coastal flood risk 
• Changing hydrology (effects on water supply & salinity levels) 
• Increasing amount & variability of precipitation (excess winter & spring moisture) 
• Increasing variability & extreme conditions 

DELTA: Refers to the municipality of Delta. 

DELTA ADAPTATION WORKING GROUP: The Delta Adaptation Working Group consists of 
representatives from the Corporation of Delta, the Delta Farmers’ Institute, the BC Agriculture 
and Food Climate Action Initiative, the BC Ministry of Agriculture, the Delta Farmland and 
Wildlife Trust, and producer representatives. This group’s primary focus has been oversight for 
the development of this Strategy.  

DELTA RESIDENTS: Refers to those individuals who live in Delta but are not directly a part of 
the agricultural community.  

RESILIENCE: In the event of future climatic challenges, resiliency as referred to in this 
document regards the ability of the agricultural community, general public, and regional 
municipalities to effectively manage the challenges in a manner that will preserve and protect 
the agricultural sector and agricultural land.    

URBAN/RURAL INTERFACE: Refers to the transition between urban and rural land uses. 
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COMMUNICATION NEED / OPPORTUNITY 
Adapted from the BC Agriculture & Climate Change Regional Adaptation Series – Delta 
Strategy 4.2 

Maintaining a productive and viable agricultural land base is an important aspect of climate 
change adaptation. In British Columbia, with its very limited arable land base that is under 
constant pressure, maintaining agricultural land along with a resilient agriculture sector is likely 
to require the engagement and commitment of the broader population.  

During workshops, producers in Delta expressed concern that non-farming residents of Delta do 
not understand agriculture or its issues. Consequently, there is also little understanding of the 
implications of climate change for food production both locally and globally.  

With these considerations in mind, communication with the urban populace was identified as a 
high priority for action for assisting producers in managing the challenges with adapting to 
climate change. There will be public involvement in future decisions around infrastructure 
investment and resource allocation, and the agriculture sector’s capacity to adapt depends, in 
part, on a fuller understanding from those removed from agriculture’s daily realities. 

Public knowledge will be an important factor in future decisions around infrastructure 
development and resource allocation for adaptation. 

With its close proximity of farms and residential areas, Delta offers an excellent opportunity to 
develop (and test the value of) a communications strategy to build bridges between producers 
and their neighbours about climate change impacts and the value of local agriculture. 

Strategic Connections 

This project also supports a number of elements in the Delta Agricultural Plan. One of the major 
underlying objectives of the Plan (Objective #4) is to increase public awareness and support for 
local agriculture, including the proposed implementation of a multi-partner communications plan.  

In addition, the communications strategy has links to the Corporation of Delta Official 
Community Plan (OCP) objectives to strengthen understanding across the urban-rural interface 
and to increase positive communication regarding the value of local agriculture. OCP Objective 
2.11.6 is to participate in senior government programs and initiatives that address climate 
change impacts and that help municipalities plan for local-‐scale impacts of climate change.  
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Project Partner Priorities 

The following partners were identified as central to initial strategy development.  

Delta Adaptation Working Group 

The Working Group consists of representatives from the Corporation of Delta, the Delta 
Farmers’ Institute, the BC Agriculture and Food Climate Action Initiative, the BC Ministry of 
Agriculture, the Delta Farmland and Wildlife Trust, and producer representatives. Working 
Group members advise the project management team and provide input on the projects as they 
develop. Working Group members also ensure that projects are designed and delivered in 
keeping with the Delta Regional Adaptation Strategies, and that projects meet the needs of the 
stakeholders represented by Working Group members.  

Delta Farmers’ Institute 

The Delta Farmers’ Institute (DFI) was established in 1898 and is registered under the Society 
Act of British Columbia. The DFI is a non-‐government and non-profit farm producers’ 
organization whose purpose is to represent the interests of Delta’s resident farming community.  

Corporation of Delta  

To support the local agricultural sector, the Corporation of Delta recently completed an 
Agricultural Plan, which was adopted by Delta Council in October of 2011. An Agricultural 
Advisory Committee is in place in Delta and its role is “to provide advice to Council on all 
matters relating to agriculture in Delta.” The Corporation of Delta has also taken an active 
interest in climate change adaptation, partnering on related research projects and signing on as 
a pilot community with the International Council for Local Environmental Initiatives’ (ICLEI)1 
adaptation planning program. A comprehensive climate change adaptation plan is under 
development. Extensive research, planning and efforts are executed annually to gather the most 
up-to-date information, and to design and build robust flood control infrastructure for the 
protection of the community.  

BC Agriculture & Food Climate Action Initiative 

Since 2008, the BC Agriculture Council’s Agriculture and Food Climate Action Initiative (the 
Initiative) has been led by an advisory committee of agricultural producers, food processors and 
representatives from various government agencies. The Initiative assists the agriculture sector 
with addressing challenges, and acting upon the opportunities associated with climate change.  

In the spring of 2012, the Initiative completed a climate change risk and opportunity assessment 
for the B.C. agriculture sector (Adaptation Risk & Opportunity Assessment report series). Based 
on the findings of the assessment, the Initiative undertook three pilot Regional Adaptation 

                                                

1 Now known as Local Governments for Sustainability 



Delta Agriculture and Climate Change Communications Strategy (Phase 1) Communications Strategy  

www.orchestracommunications.com | T: 604-839-6936 
 

11 

Strategies with local partners in the Peace River Valley, the Cowichan Valley, and Delta. This 
project is a priority action identified in the Delta Regional Adaptation Strategies.  

The BC Agriculture Climate Change Action Plan, the BC Agriculture Climate Change Adaptation 
Risk & Opportunity Assessment reports, and the Delta Regional Adaptation Strategies are 
available at: www.bcagclimateaction.ca.  

BC Ministry of Agriculture / Government of BC  

Consistent with the Growing Forward 2 agreement with the Government of Canada, and the BC 
Jobs Plan Agri-foods Strategy, the BC Ministry of Agriculture has the objectives of improved 
adaptive capacity and/or sustainability of the sector, regions and commodity groups, along with 
enhanced economic growth, employment, productivity and competitiveness.  

The Government of British Columbia’s climate change adaptation strategy can be accessed at 
the following link: http://www.livesmartbc.ca/attachments/Adaptation_Strategy.pdf. 
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LOCAL CONTEXT 

The Community of Delta 

Delta is home to approximately 100,000 people. Delta encompasses 180 square kilometres 
bordered by the Fraser River on the north, the United States border and Boundary Bay on the 
south, the City of Surrey on the east and the Strait of Georgia on the west.2 

Delta's estimated household average income is 30 per cent higher than the Canadian average. 
The municipality also has one of the fastest growing industrial areas in Metro Vancouver.3 

According to the 2011 Statistics Canada Census4 the Corporation of Delta, with a population of 
roughly 99,863 residents, is split up into several distinct municipal and industrial regions. Major 
population centers in Delta include: North Delta, which comprises just over 51% of the Delta 
population; Ladner, which is home to over 21% of Delta residents; and Tsawwassen, with a 
similar 21% of Delta residents. The remaining population lives on farms and acreages 
throughout Delta’s agricultural area.  

The Tsawwassen First Nation is located immediately adjacent to Delta.  In a landmark 
agreement ratified in 2009, the Tsawassen First Nation has retained stewardship of their land 
not as a Territory, but as Canada's first self-governing Nation.5 The Musqueam Indian Band also 
owns land in South Delta, but the majority of Musqueam traditional territory is located 
throughout other parts of the Lower Mainland.6 

Relevant Demographics (in brief) 

• In 2011, the percentage of the population aged 65 and over in Delta was 15.5%, the 
percentage of the working age population (15 to 64) was 67.4% and the percentage of 
children aged 0 to 14 was 17.1%. These percentages are similar to national averages. 
 

• In 2011, the number of census families in Delta was 29,080, which represents a change 
of 4.0% from 2006. This compares to a growth rate for Canada of 5.5% over the same 
period. 
 

• There were 34,755 private households in Delta in 2011, an increase of 3.8% from 2006. 
Of these, 34.3% of households were comprised of couples with children aged 24 and 
under at home, a decrease of 3.2% compared with five years earlier. 
 

                                                

2 Corporation of Delta Website. About Delta. http://www.delta.ca/discover-delta/about-delta 
3 Ibid 
4 Statistics Canada. 2012. Focus on Geography Series, 2011 Census. Statistics Canada Catalogue no. 98-310-
XWE2011004. Ottawa, Ontario. Analytical products, 2011 Census. Last updated October 24, 2012. 
5 Culture & History- Delta. Destination BC Corporation. http://www.hellobc.com/delta/culture-history.aspx 
6 Musqueam,  A living culture. 2011. Musqueam Indian Band. http://www.musqueam.bc.ca/ 
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• In Delta, 70.1% of the population reported English only as their mother tongue. The 
three other most common mother tongues were Panjabi (Punjabi) (11.3%), Hindi (1.8%) 
and Mandarin (1.7%). 

Delta Agriculture Sector 

Delta has highly productive agricultural land.7 According to the 2011 Census of Agriculture, the 
total number of farms in Delta was 202 (up from 180 farms in 2005).8  In 2010, there were 
approximately 9,400 hectares (23,228 acres) in the Agricultural Land Reserve (ALR) in Delta — 
52% of the municipal land base. The BC Ministry of Agricultureʼs Land Use Inventory for Delta 
found that about 80% of the ALR land (7,515 hectares) is associated with agricultural activities 
and another 10% is available, but not currently cultivated.9 
 
Agriculture is a substantial contributor to the economy of Delta with total gross farm receipts of 
almost $170 million in 2010 (down from $190 million in 2005).10

  In 2005, Delta was home to 
3.3% of the farms and 6.4% of the total agricultural land base in the Lower Mainland.11

  

However, Delta farms earned 11.5% of gross farm revenues in the Lower Mainland and a 
relatively high proportion of BCʼs total gross farm receipts. In addition, about 50% of the 
provinceʼs potato acres, 50% of the greenhouse vegetable area and 25% of the field vegetable 
acres are located in Delta.12

 

 
Agricultural production in Delta is diverse and has undergone some transition over the past 20 
years.  The most significant shift has been the growth of the greenhouse sector, which despite 
its relatively small land base (1.4% of Deltaʼs ALR land), is a large contributor to gross farm 
revenues in Delta.13

   Recent trends in production include substantial expansion of blueberry 
production, while field vegetable and dairy operations remain relatively stable elements of 
agricultural production in Delta. 
 
Delta producers that specialize in particular commodities are likely to be members of commodity 
organizations such as the BC Greenhouse Growers Association or the BC Blueberry Council. 
However, Delta also retains geographically-based agricultural organizations such as the Delta 
Farmersʼ Institute and the Delta Agricultural Society. These organizations include producers with 
                                                

7 Zbeetnoff Agro-Environmental Consulting & Quadra Planning Consultants. Delta Agricultural Plan: Phase 1: Delta 
Agricultural Profile. Corporation of Delta. June 2011. P. 69. 
8 Statistics Canada. 2011 Census of Agriculture: 2011 Farm and farm operator data. http:// 
www29.statcan.gc.ca/ceag-web/eng/ community-agriculture-profile-profil-ag ricole?geoId=590215011&dataType=1 
9 Zbeetnoff Agro-Environmental Consulting & Quadra Planning Consultants. Delta Agricultural Plan: Phase 1: Delta 
Agricultural Profile. Corporation of Delta. June 2011. P. 74.  
10 Statistics Canada. 2011 Census of Agriculture: 2011 Farm and farm operator data. http:// 
www29.statcan.gc.ca/ceag-web/eng/ community-agriculture-profile-profil-ag ricole?geoId=590215011&dataType=1 
11 Zbeetnoff Agro-Environmental Consulting & Quadra Planning Consultants. Delta Agricultural Plan: Phase 1: Delta 
Agricultural Profile. Corporation of Delta. June 2011. P. 158.  
12 Ibid 
13Ibid 
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a range of production types, and provide an opportunity to work collectively on issues of 
common concern. 

Official Information Sources 

Municipal information is primarily available via the Corporation of Delta website. Official Delta 
publications include a seasonal leisure guide and solid waste collection calendar (available at 
www.delta.ca). Delta’s council meetings are available via web-cast for public viewing.  

News publications in Delta include: 

• Delta Optimist – Ladner and Tsawwassen only 
• South Delta Leader – Digital only 
• Surrey North Delta Leader – North Delta only 
• Surdel Coffee News – North Delta only  
• The Now Newspaper – Surrey, White Rock and North Delta 

Delta Cable is a local provider of television, phone, and Internet service. Owned by EastLink, 
Delta Cable offers locally produced programming including: Delta Connected a local show that 
features Delta specific stories and features; Desi Darpan which features programming designed 
to enrich the lives of Delta’s South Asian community; and, regular features that cover local 
sporting events. 
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RESEARCH METHODOLOGY & DATA SUMMARY 
A multi-stage approach has been undertaken in the development of this strategy that has 
included both primary and secondary research methods. These have included:  

• A brief review of available research to identify best practices in communicating climate 
change via a multi-partner working group [See Appendix A for summary].  

• Coordinated interviews with key individuals, stakeholders, and potential partners to: 
better understand the local context of climate change related concerns, awareness and 
experiences; prioritize communication issues; and, identify potential partners for future 
planning and implementation of the strategy. 

• Targeted consultation with a small number of Delta residents to gather information 
regarding concerns and to gain a better understanding of Delta residents’ views 
regarding agriculture related issues and climate change adaptation. 

o Consultations included two facilitated meetings with a small number of residents 
in North and South Delta as well as on-the-street interviews conducted 
throughout Delta (75 total interviews). 

• An in-depth review of public engagement transcripts available on the Corporation of 
Delta website on issues pertaining to agriculture/urban interactions. 

• Two facilitated meetings with the Delta Adaptation Working Group to review data and 
collaboratively identify potential opportunities for collaboration and communication.  

Engagement Summary - Stakeholder Interviews 

A total of nine interviews were conducted with thirteen individuals representing nine stakeholder 
organizations. The list of interviewees is provided in Appendix B.  The following is a summary of 
the information and opinions gathered from those interviews. 

Establishing the local context for agriculture and communications 
Delta is an area with a strong agricultural history, but there have been substantial shifts in the 
area and its population, including significant growth of residential areas. Despite the changes in 
Delta, agriculture remains a strong presence on the land base and contributes substantially to 
the local economy. Agriculture creates jobs, and has indirect benefits to the local economy by 
supporting local service industries, as well as making a positive contribution to the character of 
the community and wildlife values. 

From the information gathered in this set of interviews, it appears that there is a lack of 
understanding and trust between the agricultural community and the community at large in 
Delta. While the local food movement and preservation of the Agricultural Land Reserve appear 
to have relatively high levels of public support, knowledge of the issues faced by local food 
producers is very low.  
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Agricultural issues and challenges 
Interviewees expressed concern that even among those people who profess to support the 
agriculture sector, the understanding of issues and farm practices is frequently absent. 
Perceptions are shaped more by news media and social media campaigns than by personal 
knowledge of agriculture. This creates a need to educate even the agriculture enthusiasts and 
to create a conversation and level of engagement that moves people beyond assumptions of 
how things “should” be done. 

Furthermore, as urban pressures increase and more people choose to live in residential 
developments that border agricultural land, there are complaints about noise, agricultural traffic, 
and farm practices generated from a population that likely does not understand why these 
activities are necessary.   

Within this context, there has been limited communication from the agricultural community, 
resulting in a growing divide between farming and non-farming residents.  It is challenging for 
those involved in production agriculture, working primarily through their industry associations 
and/or marketing boards, to engage the public when it is not part of their core business. That 
said, there is an emerging understanding in the agriculture sector that community relationships 
are valuable in their own right and critical when local decisions affect the sector’s current and 
future well-being. 

The challenge is to move the relationship from its current state to a place where both residents 
and farmers are confident that their issues and concerns will be heard.  For producers, the 
greatest value in better communication would come from increased public understanding of the 
realities of farming in Delta. 

Agriculture’s role in adapting to climate change 
Climate change adaptation is an important driver of this communications strategy, and yet the 
level of concern expressed about this issue (throughout the interviews) was low to moderate.  

Overall, interviewees stated that the threats facing the agricultural land base and the viability of 
farm businesses today are more immediate and pressing than the changes projected through 
climate change models.  These same issues also factor strongly into the sector’s capacity to 
adapt to climate change.   

Agriculture has an opportunity to play a lead role in the conversation about climate change 
impacts in the community, and the importance the sector plays in ensuring the safety and 
supply of high quality, nutritious food, now and for the future. As neighbours on a shared land 
base, agriculture may also be able to play a leadership role in demonstrating the importance of 
planning to prevent the loss of agricultural land to flooding.  

Existing communications initiatives 
There are a number of successful and popular communication and outreach programs that were 
identified during the interviews, including: 

• Delta Farmland and Wildlife Trust (DF&WT): DF&WT runs the Day at the Farm event. 
This is an annual community event, which provides visitors the opportunity to connect 
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with real farms, real farmers, and real food. The goal of Day at the Farm is to help 
educate the Delta community and neighbouring communities about the nature and 
importance of agriculture and non-market environmental services that it provides.  
DF&WT also runs outreach programs and tours. 
 

• Crop signs from Corporation of Delta: The Crop Identification Sign Program was 
endorsed as a pilot program by Council in 2007 to promote agricultural awareness. 
During the growing season of 2008, 14 signs were installed in farmers' fields. Since then, 
crop signs have been installed at the beginning of the growing season and removed 
after harvest.  The program expanded each year from 2008-2011 with 31 signs installed 
in 2011. The crop sign program is ongoing and in 2014 there were 25 signs installed.  
 

• BC Fresh: BC Fresh is a 100% grower-owned and operated company, focusing on 
delivering fresh produce to consumers across Western Canada and the United 
States.  BC Fresh signs can be seen around Delta and raise awareness about local 
farms and fresh produce. 
 

• Agriculture in the Classroom (AITC): AITC has a set of core resources, 8 additional 
programs run by AITC, and 9 AITC partner programs that are offered in schools in 
British Columbia. AITC has a history of working with various partners to develop specific 
elements of its programming and is open to the possibility of a component focused on 
climate change adaptation.   

 
• Earthwise Society: This non-profit organization located in Boundary Bay, South Delta 

offers programs, community supported agriculture (CSA) and a market. Their community 
education programs offer hands-on learning resources for all ages and all levels, 
including curriculum-linked school programs, farm and garden workshops. Earthwise 
farm also offer curriculum-linked Garden Ecotours and Farm Ecotours for grade levels K-
7.  

 
• Buy Local. Eat Natural. – Social media campaign: This is a website and application that 

profiles local farmers and local foods across BC.  The site includes videos of farmers, 
farm families and operations across BC and the possibility to search for where one can 
buy and eat local food. There is some representation from Delta farms on this site. 
 

• There is also recognition that CSA operations, farm stands, and farmers’ markets play a 
role in educating and engaging consumers.  Delta has two farmers’ markets, the Ladner 
Village Market and the Firehall Farmers’ Market in North Delta 
 

Across the board, the most commonly identified criteria for successful communications and 
outreach activities was creating a personal connection to agriculture and farmers, connecting to 
working farms, creating opportunities to touch, taste, see and smell agricultural products, and 
making a clear connection of food to farms.  

New opportunities 
There is an appetite to build on past successes, and add new ways of engaging the community. 
Interviewees felt that one-off events and slick ad campaigns do not provide the level of 
sustained engagement and education that is required to achieve the goal of strengthening 
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relationships within a community. Furthermore, there is an appetite for opportunities to 
communicate more substantial (“hard”) information about both agriculture and climate change 
adaptation. 

A need has been articulated for a “multi-touch” approach to engaging new audiences and 
engaging the community in ongoing communication and relationship building. Consistent and 
coordinated messages need to be coming from multiple channels at different times.  

The focus needs to be on positive messaging about the opportunities in agriculture for young 
and established farmers, and the opportunities created in the community by having a healthy 
and vibrant agriculture sector. 

Community Forums & On-The-Street Interviews 

A total of 14 local residents attended community forum evenings in North and South Delta. 
Representatives from both the residential and farming communities were in attendance.  In 
addition to the community forums, 74 on-the-street interviews were conducted throughout Delta.  
To augment the data identified through community forums and on the street interviews, public 
engagement transcripts available on the Corporation of Delta website were reviewed and notes 
added to the summary where applicable.  

This summary provides a representation of the views and opinions expressed by Delta 
residents.  

Establishing the facts - from a community perspective 
 
The Delta community 
Delta residents spoke of Delta as a divided community, with municipal areas that feel quite 
separate from one another. Residents in one area of Delta stated that they rarely visited the 
other areas (Ladner to Tsawwassen, North Delta to South, etc.). The physical separation of 
each community was believed to be a major cause of a sense of disassociation from one 
another. This feeling is compounded by not having a local paper that goes to all of Delta. 

Despite this disconnect, several residents spoke of their love for Delta’s uniqueness and that of 
its communities. Further to this, residents expressed that each community offers its own flavour 
and distinct character: Ladner being more of a farm district, Tsawwassen being more urban, and 
North Delta being the more residential area.  

Resident understanding/awareness of farmers 

Residents stated that while there was a long history of farming in Delta, in recent years the 
community has lost some of its focus on farming. As a result, residents don’t necessarily know 
what it takes to be a farmer. Residents also stated that the connection to farming is different in 
each community. Residents in North Delta do not feel a strong connection to the agricultural 
community while those in Ladner do. Interestingly, Tsawwassen residents stated that they do 
not feel as closely tied to the agricultural community as Ladner, even though they are in just as 
close proximity.  
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Residents also expressed the perception that, in some cases, the farmers are disconnected 
from each other, with “conventional” or larger farms not working closely with smaller farms. 
Residents felt that small-scale farms connected more frequently and directly with the 
community, because large-scale farming operations do not necessarily focus on the Delta 
market.  

Issues that were identified (by residents) as affecting Delta’s farming community included: 

• Land costs 
• Limited amount of land for agriculture, and that area is getting smaller due to 

development 
• Costs for setting up a farm are prohibitive 
• Not all farmland is arable 
• Quotas make profitability difficult for some farmers  
• The age of farmers is increasing 
• Natural farm impacts (weather) 
• Market fluctuations 
• Government policies 

Residents noted that they have a moderate desire to be connected with local farmers, but that 
they don’t know how to make this connection. Ladner residents felt that they were most 
connected to local farmers, but also noted that they rarely meet any farmers face to face. They 
know that local farmers exist, but don’t get a chance to connect personally. Some residents 
stated that farmers are too busy farming to spend time connecting with the public. 

Instances of conflict between residents and farmers were also noted as common in Delta. 
Issues noted included: 

• Sounds coming from harvesting 
• Not knowing when work was being done in the fields 
• Smells coming from the fields 
• Not knowing what food is safe 
• Development on farmland  
• People supporting “farmland” but not farmers 
• Interactions on dyke roads 

Food  

Residents spent a considerable amount of time talking about food and their access to locally 
grown produce. There is a desire to eat locally, but residents are unsure of where to get local 
food or why the local stores don’t promote it more. “Locally grown” food was noted as preferable 
to food that has been imported although few were able to define what criteria would meet the 
“local” preference (grown in the same city, area, or province, for example).  

Residents stated that while farmers’ markets provide some access to local food, the markets are 
irregular throughout the year and wouldn’t be able to provide the volume needed for regular 
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food consumption. Some Ladner farmers were noted as preferring to bring product to the 
Vancouver farmers’ market rather than to markets in Delta due to regularity of the Vancouver 
market and volume sold. 

Proposed means to improve communication/relationships (from residents) 
Solutions proposed by the public fell under three categories: engaging with the public, engaging 
with farmers, and engaging with local government.  

Engaging with the public  

Proposed solutions are summarized here: 

• The DFI could develop a role that addresses community farming issues. They could act 
as a source of information and a middle ground between the community and local 
farmers.  

• Elementary and secondary school curriculums could be developed that teach the value 
of farming and what the community needs to do to support agriculture. 

o E.g. Experiential “on-the-farm” classes. 
• Adult education classes about farming could be developed 

o E.g. a one-day program about farming and what the farmers have to deal 
with/how food systems work.  

• To increase the dialogue between farmers and the community. 
• To create a forum where the public can ask questions of the farmers directly 
• To establish more community forums. One individual stated, “conversations like this are 

exactly what we need.”’  
• To find ways to promote better understanding amongst the public for what is happening 

on the farms throughout the year 
o E.g. Be Agriculture Aware 

• To encourage cross-education days with residents and farmers about issues that affect 
both communities. 

• To add 2-3 pages to the Parks-and-Rec Guide about the farming community; what to be 
aware of; planting, spraying, harvesting schedules. 

• To establish a spraying hotline that people could call to get daily information on farms 
and what is going on. 

• To create public service announcements around key agricultural activities: planting, 
spraying, harvesting. 

• To add Quick Response (QR) codes to trail signs that people can scan and get an 
understanding of what to be aware of (farm vehicles on trail, spraying schedules, etc.) 

• To develop a central website that provides awareness information 
o Such as an interactive map that shows the farmers, where they are and what 

they grow 
• To utilize social media so that the community can ask questions directly from the farms 

and get a reply. 

Engaging with farmers 
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• Farmers could be open to new ways of doing things. We have a proud past, present, 
and exciting future. Even if that future isn’t the same style of farming, be willing to try 
new things. 

• To educate conventional farmers on the value of smaller “hobby” farms for public 
relations purposes. 

o Possibly, small farms can bridge the gap between larger conventional agriculture 
operations and the community. 

• To promote respect between different types of farms 

Engaging local government  

• To teach recognition of the impacts each department has on agriculture.  
• To encourage more cross-departmental/organizational conversations regarding what is 

happening and where (development, road work, boulevards, campaigns etc.) 
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STAKEHOLDER ANALYSIS 

Audience Categories 

Audiences for the strategy have been broken down into primary, secondary and tertiary 
categories. The strategy addresses several communication objectives and opportunities and 
therefore, primary audiences for one objective or tactic may become secondary or tertiary 
audiences for others. Specific audience categories will be provided for each goal and tactic 
throughout. 

Primary: Those audiences with whom communication is imperative to achieving overall goals 
and whose actions will directly impact performance indicators. 

Secondary: Those with whom communication will aid in the overall achievement of 
communication goals but whose actions will not directly impact performance indicators. 

Tertiary: Those audiences with whom communication is not necessary for achieving overall 
goals but whose opinions or actions may potentially influence those of primary or secondary 
audiences.  

Current Stage of Behavioral Change 

Audiences have also been broken down by stages of behavioral change in relation to overall 
communication goals. These will also be provided for each goal and tactic throughout. 

Awareness: People have heard of the issue/change 
 
Understanding: People understand the issue/change / need for change 
 
Acceptance: People accept the issue/change and know their role in it/what they need to do 
differently 
 
Support/Action: People support what is needed to address the issue/change and are actively 
engaged in addressing needs.   

Figure 1. 

 

 

Awareness	   Understanding	   Acceptance	   Support/Ac5on	  
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STRATEGIC OBJECTIVES  
As previously noted, communication has been identified as a high priority action for engaging 
Delta residents on the topics of agriculture and climate change adaptation. Specifically, on the 
importance of Delta’s agricultural community and the need for agricultural resilience to climate 
change. Likewise, the need for developing a multi-partner strategy for addressing this priority 
was also noted. Based these needs, as well as cumulative research and stakeholder analysis, 
the following three strategic objectives have been identified: 

Increase collaboration between agricultural organizations around communicating local 
agriculture issues and climate change adaptation. Primary audiences include Delta 
farming organizations, local government, and community groups. 
 
Reduce potential for conflict in the urban/rural interface, particularly where residential 
developments are direct neighbours to working farms. This speaks to the perception 
expressed by many in the agriculture community that residents support agricultural land, 
but not agriculture. Primary audiences include Delta farmers, residents and local 
government. 
 
Promote the value of agriculture and stronger community/agriculture 
relationships in four ways: increasing agriculture's understanding of urban concerns; 
increasing the community's understanding of what agriculture contributes to the 
community culturally, economically and ecologically; educating the community around 
the mechanics of agriculture that surrounds them and the necessity of agricultural 
processes (such as manure spreading); and lastly, increasing the community’s pride in 
the agriculture sector. Primary audiences include Delta farmers and residents.  

Establishing the Collaborative Working Group 

Establishing an effective multi-partner working group is key to achieving the three objectives of 
the strategy, and those of previously noted strategic plans. This working group will likely consist 
of current members of the Delta Adaptation Working Group as well as potential new local 
members such as:  

• Collaborate Delta 
• Delta Chamber of Commerce 
• Delta Food Coalition 
• Delta School District 
• Tourism Delta 

This group will act to prioritize, assign, and implement tactics outlined in the strategy. One of the 
first objectives of the working group will be to seek buy-in from local producers and 
organizations that can either support specific tactics or who can advise on effective means for 
implementing them.  
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These may include: 

• BC Blueberry Council 
• BC Cranberry Growers Association 
• BC Dairy Association 
• BC Greenhouse Growers Association 
• BC Association of Farmers’ Markets 
• BC Food Processors Association  
• Small Scale Food Processors Association 
• Metro Vancouver 
• Musqueam First Nation 
• Neighbouring municipalities  
• Port Metro Vancouver 
• Tourism BC 
• Tsawwassen First Nation  

Considerations 

• Delta’s agricultural community includes a variety of farms with considerably different 
sizes and scope. The strategy has been developed to reflect this landscape and to 
include all sizes and types of farms.  

• There are a variety of other groups/initiatives related to food, agriculture and the Delta 
community more broadly (see Existing Communications Initiatives p.13).  Where 
possible, this strategy will work in conjunction with these efforts.   

Key Messages  

While key messages may change depending on each stakeholder group, tactic, or campaign 
the following message priorities have been developed:  

Climate change is an issue that affects the entire community. Supporting the resilience 
of agriculture to climate change impacts, equates to supporting community resilience.  

Agriculture is a vital part of British Columbia and the Delta community and should be 
protected and maintained. 

The agriculture sector is committed to working together and ensuring open lines of 
communication with the community, other sectors, and partners to ensure Delta’s overall 
resilience.  

Communicating “Climate Change” 

Effective communication regarding climate change can be a significant challenge. The public 
perception that there has been conflicting data, as well as the overwhelming nature of the issue 
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can result in increased despair and/or apathy. However, recent reports by the Intergovernmental 
Panel on Climate Change (IPCC) 14 have opened up a new dialogue on the subject, and 
sparked stronger public interest regarding what actions need to be taken to mitigate or adapt to 
climate change impacts. This presents a unique opportunity for the Delta agriculture sector to 
participate in the climate change conversation and have a more receptive audience.  

The strategy guide Having the Climate Conversation: Strategies for Local Governments15, 
provided by ICLEI Canada, is a highly effective research-based resource that should be utilized 
for communicating with Delta residents. While the entire guide is recommended for regular use, 
we will highlight two points that will reinforce this strategy.  

Positive, Local Messaging 

As noted by ICLEI Canada, the public has a finite pool of worry, meaning that people have a 
limited capacity for worrying about an issue. Because of the cataclysmic nature of climate 
change messaging (melting ice fields, stranded polar bears, destroyed coastal towns) this 
capacity for worry diminishes further. This means that communicators need to find ways to 
address climate change while recognizing that the public can only handle so much negative 
information before its attention wanes. 

Similarly, people have a limited scope of what they can worry about (Fig. 1), having a general 
Sphere of Concern (broad concerns such as world peace, the economy, or life) and an inner 
Sphere of Influence (concerns that they have some measure of control over or can affect 
change in). Presenting climate change as a complex global problem leaves individuals unsure 
of how they are causing the problem and what they can do to change it, whereas discussing 
climate change in the context of local impacts and actions that can be taken close to home 
increases people’s sense of their potential to influence and their receptiveness to future 
messaging.  

Figure 2. 

 

 

 

 

 

                                                

14 http://www.ipcc.ch/report/ar5/ 
15 Barry, L., & Weigeldt, N. (2012). Having the Climate Conversation: Strategies for Local Governments. ICLEI—Local Governments 
for Sustainability (Management) Inc. 
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A Focus on Solutions 

Recognizing people’s limitations for worry and to combat negative emotional responses it can 
be more effective to frame climate change messaging in terms of solutions. For many, not 
knowing what they can do, or what they can support, results in complete lack of action, as the 
issues seem overwhelming.  

As quoted by ICLEI Canada, “Fear-based appeals, especially when not coupled with a clear 
solution, can backfire and undermine the intended outcome of a message”16. Therefore, leading 
the dialogue with strengths and solutions will help the public gain a sense of empowerment 
towards climate change adaptation and will further support for agriculture’s efforts as well.  

Bringing it Together 

With these points in mind we recommend that climate change messages emphasize positive 
actions that agriculture is already undertaking, or wants to undertake, rather than to focus on 
negative impacts and barriers to action. Messaging should also emphasize how the public can 
address or support climate change adaptation on a local level, with actionable steps provided.  

The intent of shifting this message is to develop goodwill as well as build social license within 
the community for future adaptation measures that will require public support. Agriculture should 
be seen as an active partner in climate change adaptation; one that is already on the side of 
Delta residents and taking the necessary actions to protect not only agriculture’s interests but 
also those of the entire community.  

 

 

                                                

16 Barry, L., & Weigeldt, N. (2012). Having the Climate Conversation: Strategies for Local Governments, (p. 45). ICLEI—Local 
Governments for Sustainability (Management) Inc. 
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PROPOSED GOALS & TACTICS 

Objective 1: Increase collaboration between agricultural organizations to communicate about local agriculture and its issues, 
including climate change adaptation. 

• Primary audiences include Delta farming organizations, local government, and community groups. 
• Secondary audiences include Delta residents, business and industry.  
• Tertiary audiences include other government agencies and municipalities addressing similar issues.  

No. Tactic Audience Behavioral 
Change 

Lead 
Organization 

Timeline Measured By  

1.1 Develop a communications 
toolkit for partner organizations 
that includes key messages 
about climate change and 
potential community 
engagement tactics. 

Current and 
potential partner 
organizations 

Delta residents 

Acceptance to 
Support 

Collaborative 
Working Group 

6 months 
to 1 year 

Effective and regular use 
of the toolkit by at least 
50% of project partners 
for current and/or future 
campaigns. 

1.2 Seek earned-media for how the 
agriculture community is 
addressing climate adaptation  

• Promote what is being 
done 

• Promote agriculture as 
an active partner in 
climate change 
adaptation 

Include feedback mechanisms 
to gauge community approval  

Residents Awareness to 
Understanding 

Collaborative 
Working Group 
with support from 
communications 
contractor 

1 to 2 
years 

Successful placement of 
5-10 related stories in 
local and provincial print-
media by end of year 
one 
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1.3 Offer seminars on how to 
communicate climate change 
adaptation with the community 
to all of Delta’s relevant advisory 
committees (e.g. agriculture, 
environment, development, etc.)  

Partner 
organizations 

Government 

Acceptance to 
Support 

Corporation of 
Delta 

 

1 to 2 
years 

Establishment and 
implementation of 
advisory forum  

1.4 Coordinate opportunities with 
local universities for 
classes/students to participate in 
climate change 
mapping/measurement.  

Findings could be published in 
local papers and ag. journals.  

This could also be done in the 
classroom. 

Local Schools / 
Universities 

Farmers 

Acceptance to 
Support 

Corporation of 
Delta 

Delta School 
District 

Working Group 

1 to 2 
years 

Identification of 
programs/universities 
that can act as partners 

Participation in at least 4 
program events by end 
of year 2  
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Objective 2: Reduce potential for conflict in the urban/rural interface, particularly where residential developments are direct 
neighbours to working farms.  

• Primary audiences include Delta farmers and residents. 
• Secondary audiences include local businesses and industry.  
• Tertiary audiences include other government agencies and municipalities addressing similar issues. 

No. Tactic Audience Behavioral 
Change 

Lead 
Organization 

Timeline Measured By 

2.1 In collaboration with the Corporation of Delta, 
the BC Ministry of Agriculture, and the DFI 
ensure that community contact information for 
agricultural questions/issues is clear and 
available on municipal and government 
websites.  

Delta 
residents 

Awareness to 
Understanding 

Corporation 
of Delta 

3 to 6 months  A 25% decrease 
in the number of 
calls regarding 
questions, issues, 
and complaints***** 

 

2.2 Launch a seasonal “Agriculture in Delta” 
campaign with key dates regarding when 
farmers will be plowing / planting / fertilizing / 
harvesting, and how those activities can be/are 
shifting due to climate change, to help promote 
awareness and understanding. Potentially 
using: 

• Local newspaper advertisements 
• Mail-outs 
• Bus shelter advertisements 
• Delta Cable PSA 
• Radio advertisements 

Delta 
residents 

Understanding to 
acceptance  

Collaborative 
Working 
Group 

3 to 6 months 
- ongoing 

Measured by a 
decrease in 
questions, calls, 
and complaints 
via the central 
liaison contact.  

Qualitative 
analysis of 
community 
feedback 

                                                

***** Based on current yearly volume of calls to the Corporation of Delta and DFI.  
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2.3 Host “Coffee and Conversation” evenings with 
community groups, organizations, and/or 
neighborhoods that are within proximity to 
farmland. The purpose is to stimulate 
conversation between residents and subject 
matter experts regarding concerns and issues 
that the community may have regarding 
agriculture, climate change, and climate 
change adaptation.  

This can also serve as a feedback mechanism 
for other tactics, allowing the Collaborative 
Working Group to gauge effectiveness and 
distribution of key messages.  

Example: Coffee conversations used by the 
City of Victoria, BC for engagement regarding 
political issues and capital projects. 

Delta 
residents 

(Specifically 
those who 
have 
complained 
or expressed 
negativity 
towards local 
farmers) 

Understanding to 
acceptance 

Collaborative 
Working 
Group 

Residents 

Community 
organizations 

Host 5 meetings 
by end of year 
one; 10 by end of 
year two. 

Positive 
qualitative 
feedback from 
community and 
meeting 
attendees 
regarding farming 
and issue 
management 

2.4 Communicate examples of effective rural/urban 
interactions/best practices in conflict 
management for distribution to local farmers 
and partner organizations 

Example: farmer who emails surrounding 
residents when about to fertilize or harvest. 

• Handout development around 
agricultural/neighbour relations.   

• Arrange applicable presentations to 
related producer groups. 

• Working Group can seek support from 
partner and local non-partner 
organizations for handout/message 
distribution. 

Farmers Acceptance to 
Support 

DFI 

Collaborative 
Working 
Group 

3 to 6 months Survey of 
communities 
where farmers 
have implemented 
improved 
communication 
techniques to 
assess sentiment.  
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2.5 Distribute annual surveys to Delta residents 
and farmers to gauge the effectiveness of 
conflict resolution measures.  

Residents 

Farmers 

Awareness to 
Understanding 

DFI 

Corporation 
of Delta 

Annually Survey results 
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Objective 3: Promote the value of agriculture and stronger community/agriculture relationships in four ways: increasing 
agriculture's understanding of urban concerns; increasing the community's understanding of what agriculture contributes to the 
community culturally, economically and ecologically; educating the community around the mechanics of agriculture that surrounds 
them and the necessity of agricultural processes (such as manure spreading); and lastly, increasing the community’s pride in the 
agriculture sector.  

• Primary audiences include Delta farmers, residents and businesses. 
• Secondary audiences include local government and community groups. 
• Tertiary audiences include other government agencies and municipalities addressing similar issues. 

3a: Increase agriculture's understanding of urban concerns 

No. Tactic Audience Behavioral 
Change 

Lead 
Organization 

Timeline Measured By 

3.1 Make presentations at DFI meetings regarding 
outcomes of strategy research. Including: 

• What opportunities have been missed 
• What opportunities exist 
• How DFI members can support 

community engagement 

Farmers Understanding 
to Acceptance 

DFI 6 months 
to 1 year 

Qualitative 
analysis of DFI 
members’ 
feedback 
regarding 
research findings  

3b: Increase the community's understanding of what agriculture contributes to the community culturally, economically and ecologically 

No. Tactic Audience Behavioral 
Change 

 Timeline Measured By 

3.2 Update the Corporation of Delta website to 
include more visible agriculture related 
messaging and information. 

• Know your farmer profiles 
• Climate adaptation measures taken by 

farmers that benefit the whole 
community 

• Farming maps of Delta 

Government 

Residents 

Business  

External 
organizations 

Awareness to 
Understanding 

Corporation of 
Delta 

6 months 
to 1 year 

Boost in traffic to 
agriculture 
related 
information by 
300%. 
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3.3 Develop a partnership based social media plan 
utilizing pre-existing owned media channels 
(Websites/Facebook/Twitter/YouTube) for 
engaging residents about climate change 
adaptation and agriculture. 

• Work with established online 
personalities/blogs/individuals/organizati
ons in Delta to provide content/cross 
promote Delta agriculture content.   

• Provide training to social media partners 
on the most effective types of messages 
and content for community 
engagement. 

Incorporate climate change adaptation 
messages into social media channels. 

• Focus on ways that the public can do 
their part to improve climate change 
adaptation issues at a local/individual 
level.  

• Engage social audiences with question 
around what they are doing to address 
climate change.  

Delta residents Awareness to 
Understanding 

Collaborative 
Working Group 

3 to 6 
months 
and 
ongoing 

Buy-in from 
young farmers to 
take part in social 
media plan 

Regular 
distribution of 
strategic 
messaging via 
partner/farmer 
accounts 

Engagement 
scores of 10% or 
higher for all 
posts. 

3.4 Launch earned-media campaign aimed at 
increasing awareness of the value of Delta 
agriculture.  

• Include both local municipal media and 
larger news sources. 

• Work with young farmers for local 
stories who have stated they would be 
willing to write a story every month 

• Include historical farm profiles  

Delta residents Awareness to 
Understanding 

Collaborative 
Working Group 
with support 
from 
communications 
contractor 

1 year 12 stories about 
agriculture in 
each local 
newspaper by 
end of year one 
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3.5 Seek opportunities for speaking engagements 
with local organizations, the public, and 
businesses regarding agricultural issues and 
climate change adaptation measures. 

 

Business and 
industry  

Awareness to 
Understanding 

Collaborative 
Working Group 

6 months 
to 1 year 
and 
ongoing 

4 speaking 
engagements by 
the end of 2014 

Qualitative 
feedback from 
attendees 
regarding 
agricultural 
concerns 

3.6 Seek opportunities to partner with and support 
agricultural related youth programs/clubs, such 
as 4H and Young Naturalists. This may include 
speaking engagements for local farmers, 
opportunities to host club events, or speaking 
about program specifics. 

 

Delta residents Acceptance to 
Support 

Collaborative 
Working Group 

1 to 2 
years 

Establishment of 
Young Naturalists 
club 

3c: Educate the community around the mechanics of agriculture that surrounds them and the necessity of agricultural processes 

No. Tactic Audience Behavioral 
Change 

Lead 
Organization 

Timeline Measured By 

3.7 Seek opportunities to strengthen partnerships 
with existing community/school programs that 
highlight agricultural related content/curriculum.  
Such as:  

• Agriculture in the Classroom 
• Spuds in Tubs 
• Project Pickle 

Find ways to have local farms and farmers take 
part in these programs to offer participants face-
to-face time with local producers.  

Seek opportunities to incorporate climate change 
adaptation messaging into these programs. 

Residents 

Schools 

School Boards 

Understanding 
to Acceptance 

Collaborative 
Working Group  

1 to 2 
years 

Identification of 
local programs 

Buy-in from 
chosen programs 
for partnership 
and/or messaging 
support 

Participation in 
four program 
events by end of 
year one 
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3.8 Develop and launch a large-scale educational 
program that brings elementary school students 
onto local farms to learn firsthand where their 
food comes from and their role in supporting 
local agriculture and climate change adaptation. 

Example: City Slickers program, Alberta 

Local Schools / 
School board 

Residents 

Farmers 

Understanding 
to Acceptance 

Collaborative 
Working Group 

1 to 2 
years 

Establishment of 
an educational 
program  

3.9 Partner with community organizations and 
schools to develop adult education/cooking 
classes that offer a chance to speak with 
residents in a fun, informal atmosphere about 
where their food comes from, how local food 
availability changes with climate change and 
extreme weather events, and their role in 
supporting local agriculture. (Delta Food 
Coalition, Delta Secondary School “Bite of BC”, 
Wellbrook Winery. 

Residents Understanding 
to Acceptance 

Acceptance to 
Support 

Collaborative 
Working Group 
Partner 
organizations 

6 months 
to 1 year 

Hosting of three 
cooking classes 
by end of year 
one 

3d: Increase the community’s pride in the agriculture sector 

No. Tactic Audience Behavioral 
Change 

Lead 
Organization 

Timeline Measured By 

3.10 Seek a partnership with Tourism Delta to feature 
agriculture as a primary tourism attraction.  

Delta residents 

Government 

Visitors  

Acceptance to 
Support 

Collaborative 
Working Group 

1 to 2 
years 

Agreement with 
Tourism Delta  

3.11 Utilize street teams at local grocery stores 
throughout the summer months to promote local 
agriculture and climate change awareness in a 
fun atmosphere.  

 

Delta residents Awareness to 
Understanding  

Collaborative 
Working Group 
DFI 

6 months 
to 1 year 

Ongoing 

Information 
booths set up at 
two local grocers 
in each municipal 
center by end of 
year one 

3.12 Prepare resource materials for farmers to 
distribute at local events that they are already 
attending. Topics can focus on building 

Delta residents Awareness to 
Understanding 

Collaborative 
Working Group 

6 months 
to 1 year 

Resource 
materials 
prepared for 
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awareness and understanding around Delta’s 
agriculture and climate change adaptation 
issues. 

Ongoing summer events. 

Feedback from 
event attendees 
regarding 
pamphlet 
information. 
(Could include 
link to online 
information and  

3.13 Partner with and promote ongoing campaigns 
and initiatives that highlight the value of local 
food and Delta’s agricultural community.  

Potential campaigns/projects may include: 

• Buy Local. Eat Natural.
• BCFresh
• I Heart Local app
• Agriculture More Than Ever

o Be Ag Proud Twibbon
o Agvocate support/stories

• Real Agriculture

Delta residents Acceptance to 
Support 

Collaborative 
Working Group 
DFI 

6 months 
to 1 year 

Ongoing 

Identification of 
potential partners 

 Participation with 
at least one local 
partner program 
by end of year 
one 
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COST BENEFIT MATRIX 

High Impact 
10 1.2 1.1/1.3 1.4 2.2 3.11 3.8 

2.1 3.13 2.4 
9 3.12 2.5 3.5 3.6 / 3.7 

3.2 3.4 3.9 3.3 
8 3.1 

3.10 2.3 
7 

6 

5 

4 

3 

2 

1 
Low Impact 

1 2 3 4 5 6 7 8 9 10 
Low Cost High Cost 
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NEXT STEPS 

ew

Moving forward, the responsibility for implementation of the Proposed Goals and Tactics 
now falls to the Collaborative Working Group. Success under this model will be predicated 
around designation of key staff to prioritize, further develop, and execute items from the 
strategy as it will require significant resources in order to effectively implement.  Accordingly, 
initial discussion would be well served to focus around internal working group availability, and 
review of external contract options and grant funding, if deemed necessary, in order to 
implement the work-plan.  

The following steps must be undertaken in order to begin the process of implementation: 

• Create a defined initiative working group consisting of appointees from key project
stakeholder groups.

• Review available working-group resources to establish internal project labour availability.
• Designate key staff responsible for implementation of work plan.
• If necessary, define external labour needs.
• Review grant funding options for external labour.
• Define actionable steps to attain external labour.
• Review strategy options, rank priorities and develop a practical and workable list of

actionable items for implementation.
• Build a timeline around implementation with quarterly and annual working group

meetings to review progress.
• Initiate work-plan.

38 
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APPENDIX A: Best Practice Research Summary 

To ensure the effectiveness of this strategy the following best practices in multi-agency 
agriculture and climate change related communication have been identified: 

International Council for Local Environmental Initiatives’ (ICLEI)18 - Having the Climate 
Change Conversation (2012) 

Situation:  ICLEI Canada developed the Having the Climate Change Conversation guide to 
assist municipal staff with the task of communicating an understanding of climate change and 
what can be done to protect communities from the impacts of a changing climate.  

• Effective communication is targeted communication. Developing an understanding of
your audience, their perceptions, what interests and concerns them, and how they prefer
to communicate (how can they access your message) is the first step in developing any
communications effort.

o Audiences can be broken down by levels of key message adoption: awareness,
understanding, acceptance, and support.

• Be aware of how people’s values shape their beliefs on climate change. Communicators
need to remember who they are talking to and what motivates them. A Board of Trade or
Chamber of Commerce will be more interested in economic messages than ecological.
Speaking to concerns in a values-based manner will help build impactful relationships.

• Use the right messenger. People have a tendency to listen to someone they already
know, trust, and agree with on other issues. People are also more likely to listen to
someone who is like them such as engineer to engineer, or parent to parent.

• Remember to reach out to non-traditional leaders, particularly those not associated with
environmental work in the community. Communicating with the business community can
provide a unique opportunity to engage and create valuable partnerships.

o Recognition is a great way to foster support within the business community;
campaigns structured to provide recognition, awards, or positive press to
businesses that participate are generally quite successful.

• Ensure messaging is personally relevant. People are not generally motivated by global,
abstract, or intellectual issues. They are motivated by issues that resonate personally
and emotionally. For example, communicating the effects of climate change to a local
community can generate stronger buy-in than the cumulative effects to the country or
globe.

18 Now known as Local Governments for Sustainability 
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• Try to communicate climate change in terms of solutions that are positive and 
empowering. Point to what other jurisdictions have done to provide inspiration, and tap 
into local talents and leadership to build a sense of efficacy that will generate workable 
solutions.  

• Stress the certainties of what is known, rather than what is predicted. Predictions may or 
may not be realized and can turn people away from the issue.  

• Ensuring rapid communication following impacting environmental events can galvanize 
public support for climate change adaptation programs.  

• Ongoing communication using a variety of ways, formats and means ensures that 
climate change adaptation issues remain on the audience’s radar. These can include 
brochures, press releases, radio spots, community events, websites, social media, one 
to one conversations, group dialogues etc.  

o Effective use of visuals can increase the effectiveness of climate change 
messaging. People often think in terms of images, not words, so visual 
communication techniques can help people recall and retain information better 
than words can. 

Cities and Biodiversity: Exploring how Edmonton and Montreal are Mainstreaming the 
Urban Biodiversity Movement (2013)19 

Situation: Understanding that biodiversity conservation requires public awareness and support, 
Edmonton and Montréal have made both public engagement and education priorities within their 
planning efforts. Both cities have achieved this through community events, education initiatives, 
workshops, and biodiversity-oriented programs. Three examples of best practice are provided:  

Edmonton’s Master Naturalist Program:  

• The city’s Master Naturalist Program provides the community an opportunity to complete 
35 hours of training and field trips in exchange for 35 hours of stewardship volunteer-
service in areas such as: natural area monitoring, inventory, naturalization, restoration, 
and ecological education. Modeled after the city’s successful Master Composter and 
Recycler Program, the Master Naturalist Program provides participants with hands-on 
educational and awareness raising opportunities and the skills to effectively steward the 
natural environment. Participants become ambassadors for the city and for biodiversity 
stewardship, as they work alongside city staff to build community-learning capacity.  

Participants of the program visit a variety of sites and see first-hand the importance of 
having different, yet complementary and interconnected green space. This program has 

                                                
19 Livingstone, S., & Marzok, N. (2013). Cities and Biodiversity: Exploring how Edmonton and Montreal are Mainstreaming the Urban 

Biodiversity Movement. ICLEI-Local Governments for Sustainability (Management) Inc. 
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received worldwide attention for its innovative model and focus on urban biodiversity. 
This has generated local excitement and momentum as it illustrates the possibilities that 
arise from meaningful collaborations.  

Environmental Education in Montréal  

• As a part of Montréal’s biodiversity awareness initiative, the city has developed 
partnerships with local NGO’s to promote environmental education in the city’s large 
parks. Park ecosystems have become platforms for discoveries in areas such as urban 
environment, water, and indigenous flora and fauna. Some public activities allow citizens 
to get involved directly through planting, clean-up, or monitoring of invasive species. For 
example, the ‘Groupe uni des éducateurs-naturalistes et professionnels en 
environnement’ offer guided hikes throughout the city’s parks.  

To promote the biodiversity of the St. Lawrence River the city partnered with Heritage 
Laurentien whose mission is to protect and conserve the natural heritage of the St. 
Lawrence valley. Heritage Laurentien’s naturalists educate school groups and the 
general public on the river’s rich biodiversity.  

BioKit programs  

• In partnership with Environment Canada, both cities have recently developed BioKit 
programs designed to enhance passion and knowledge on local biodiversity. 
Edmonton’s Newcomers BioKit project, developed in partnership with Edmonton’s 
Mennonite Centre for Newcomers, is an educational and outreach initiative that reaches 
recent immigrant families.  

Each year, Edmonton welcomes approximately 12,000 new citizens, 8,000 of which are 
from abroad, and their BioKit program aims at engaging immigrant and other families in 
learning about and protecting local natural areas and biodiversity in general. Montréal’s 
Urban BioKit is designed to take citizens on fun and enlightening exploration trips 
through the City’s parks and other areas, to instill an appreciation for biodiversity in both 
newcomers and long-time residents. The kit provides information, invites citizens to note 
down and share their observations, and encourages them to take action to promote 
biodiversity in Montréal.  

Collaborative Change: A Communication Framework for Climate Change Adaptation and 
Food Security (2010)20 

Situation: Within the framework of the project Communication for Sustainable Development 
Initiative (CSDI), a joint partnership between the Food and Agriculture Organization of the 

                                                

20 Acunzo, M., & Protz, M. (2010). Collaborative Change: A Communication Framework for Climate Change Adaptation and Food 
Security. Food and Agriculture Organization of the United Nations: Rome. 
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United Nations and the Italian Ministry of Environment and Territory, the following 
recommendations were identified for collaborative climate change adaptation communication.  

• Communications plans for climate change adaptation should begin by assessing 
people’s knowledge, perspective and expectations. Understanding these factors will 
ensure that messaging addresses any gaps or misrepresentations. 

• Using appropriate communication technologies for each audience is critical to message 
delivery. For example, seniors do not have the same access or usage of social media as 
their children do. Likewise, older farmers do not generally use newer modes of 
communication relying, rather, on more traditional forms of media such as newspapers 
and television.  

• Plans should build on existing communication systems. Rather than creating new modes 
of communication, building into well known and active systems will aid in message 
delivery and reach. 

• Project teams must ensure equitable access to knowledge and information amongst 
project partners.    

Multi-Agency Collaboration: A Success Story (No date)21 

Situation: In order to successfully manage public health problems and hazardous waste 
management in King County, Washington, a multi-agency cross-sector collaborative approach 
was developed.  

• Multi-agency initiatives/partnerships are more effective when they start by developing a 
common mission. This aids in clarifying questions of intent or messaging as the 
partnership progresses.  

• Similarly, developing a single, simple message to be used across agencies is 
recommended to ensure consistent messaging and improve community adoption of 
program initiatives.  

• To manage multiple simultaneous projects, memorandums of understanding/agreement 
and contracts should be used to formalize decisions. Decisions should also be made at 
the group level, ensuring that there is consensus before moving forward.  

o Agency partners should be provided the opportunity to become co-developers of 
new initiatives as opposed to respondents to requests for proposals. This 
ensures the needs of all partners are met while building ownership over project 
scope and outcomes. 

                                                
21	  University	  of	  Washington.	  Multi-‐Agency	  Collaboration:	  A	  Success	  Story.	  ND	  
https://www.nwcphp.org/communications/publications/spotlight/multi-‐agency-‐collaboration/multi-‐agency-‐collaboration-‐a-‐success-‐story-‐6	  
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• Continuous and open communication between agencies is of paramount importance to 
ensure that all agencies are aware of any changing partner initiatives or goals. This can 
include sharing of communication protocols from larger to smaller agencies, as smaller 
agencies do not always have the resources to develop them.  
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APPENDIX B: List of Interviewees 

 

Delta Farmers’ Institute Robert Butler 
Clarence Deboer 
David Ryall  
Leisa Yee  

Delta Farmland & Wildlife Trust Christine Terpsma 

BC Ministry of Agriculture Kathleen Zimmerman 

Corporation of Delta Angela Danyluk 
BC Agriculture & Food Climate Action 
Initiative 

Samantha Charlton 
Emily MacNair 

EarthWise Society Patricia Fleming 
Delta Chamber of Commerce Hugh Reynolds  

Ian Tait 
Tsawwassen First Nation Kristen Elkow 
BC Fresh Brian Faulkner 
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