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IMPACT
COMMUNICATIONS

A better understanding of the environmental and social impacts of 
products and services is needed right now if we want to reverse 
environmental degradation in Asia and Europe.

In times of growing concern about global warming, 
environmental degradation, pollution, deforestation, 
and resource depletion, communicating effectively 
and raising awareness about the importance of 
Sustainable Consumption and Production (SCP) 
and sustainable living remain challenging tasks 
not only in Asia but also globally. When we started 
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our digital media efforts, we realised how little 
accurate information is available when communicating   
about SCP practices in key thematic areas such as
Fashion and Apparel Sustainability, Sustainable 
Housing and Buildings, Food Waste, Plastics and 
Waste Management, Responsible Tourism, among 
others.
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RAISE AWARENESS
Increase Audience Knowledge 

(inform and educate)

DRIVE ENGAGEMENT
Change Attitudes (transform)

CHANGE BEHAVIOUR
Take Action

For this reason, from September 2020 to August 2021, 
we have launched the #WeSwitch Social Media Campaign, 

following three key objectives:
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CAMPAIGN
BACKGROUND

GOAL
• Facebook: 300K Followers / 5,000,000 Impressions 
• Twitter: 10K Followers / 500,000 Impressions

TARGET AUDIENCE
• Age: 25-50Y, Gender: All
• Interests: Sustainability, Development, 
Environment, Innovation

SCOPE (24 Countries)
• South Asia
• Southeast Asia and Mongolia
• Central Asia

OBJECTIVES 
• Behaviour Change Campaign 
Focusing on Alternatives

OUTCOMES
• Target audience gains knowledge needed 
to make informed decisions to switch
consumption habits. 
• The spending power of target audience 
is invested on sustainable alternatives.

PLATFORM
• Facebook (popular for Asian audience)
• Twitter (popular for European audience)

DURATION
• 12 Months (SEP 2021 – AUG 2021)

BUDGET 
• Total Budget: 5,215,600 THB (137,126 Euro)



OUR SOCIAL MEDIA 
MOVEMENT

300K
FOLLOWERS
People who chose to follow
SWITCH-Asia page and who

received updates on their
News Feed or timeline.

60 MILLION
IMPRESSIONS

The number of times any 
content from SWITCH-Asia Page 

entered a person's screen.

42 MILLION
REACHED PEOPLE

The number of people who saw
any content from SWITCH-Asia

Page or about SWITCH-Asia page.

3.35%
ENGAGEMENT RATE
Equal to the ratio of people

who liked, commented, shared, or
clicked on SWITCH-Asia posts to
the actual number of people who

saw SWITCH-Asia posts.
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DATE:

SEP 2020 - AUG 2021

FACEBOOK
PERFORMANCE
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SWTICH-Asia

300,154
FOLLOWERS

In September 2020
we started from: 3,872 Followers

100K

0

200K

300K

2020

Oct Nov Dec Feb Mar Apr May Jun Jul Aug

2021

65.51%
of SWITCH-Asia 
Facebook audience
is 25-34 years old.

AGE RANGE 0.09%

4%

66%

21%

8%

2%

0.03%

13-17

18-24

25-34

35-44

45-54

55-64

65+

Praew B.

Praew B.
66%
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GENDER

COUNTRY

Bangladesh

India

Pakistan

Indonesia

Philippines

32%

23%

23%

13%

9%

99% of  Facebook’s audience is in 
Bangladesh, India, Pakistan, 
Indonesia and the Philippines.

FEMALE

23%
MALE

77%



Global Trend
Sustainable Homes

ENGAGEMENT RATE

40.4%

CONTENTS
WITH HIGHEST

ENGAGEMENT RATE

1
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Global Trend
Food Sharing and 
Food Saving
Engagement Rate 38.3%

Resource Library 
Farm to Fork Strategy
Engagement Rate 32.8%

Country Impact
Vietnam
Engagement Rate 28.4%

Country Impact
Pakistan

Engagement Rate 21.5%

CONTENTS WITH HIGHEST ENGAGEMENT RATE | 13
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HIGHLIGHT PEOPLE
AND ORGANISATIONS THAT

ENGAGED WITH US

14 | HIGHLIGHT PEOPLE AND ORGANISATIONS THAT ENGAGED WITH US

Prevent Plastics 
Myanmar

The Regional 
Environmental 

Centre for Central 
Asia (CAREC)

Switch
Garment

TERI - The Energy 
and Resources 

Institute

ACTED 
Tajikistan

People in Need
Cambodia

Caritas Czech 
Republic

in Mongolia

Geres Mongolia -
Жэрэс ОУТББ-ын 

Монгол дахь
Төлөөлөгчийн Газар



SMART Textile
& Garments

Asia Society for 
Social Improvement 

and Sustainable 
Transformation

SWITCH
To Solar

GERES 
Southeast Asia

AVSF 
Mongolia

Resource Efficiency in 
Agri-food Production 
and Processing - REAP

Global Green 
Growth Institute

WECOOP 
Project

Future Earth 
KAN

HIGHLIGHT PEOPLE AND ORGANISATIONS THAT ENGAGED WITH US | 15
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HIGHLIGHT EU PEOPLE
AND DELEGATIONS THAT

ENGAGED WITH US

EU Delegation
to Mongolia

European Union
in Bangladesh

European Union in
Uzbekistan
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European Union
in Sri Lanka and

the Maldives

European Union
in Cambodia

European Union
in Laos

European Union
in India

European Union
in Thailand

European Union
in Kyrgyzstan
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GLOBAL
TREND

46
POSTS
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ENGAGEMENT RATE

SUSTAINABLE
HOMES

40.4%

GLOBAL TREND : 
Top Engagement Rate 

1
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Food Sharing
and Food Saving
Engagement Rate 38.3%

Efficient Use 
of Building Space
Engagement Rate 14.3%

Start Relying on 
Reusable Containers
Engagement Rate 13.3%

Choose 
Seasonal Food
Engagement Rate 10.7%

2 3

4 5

GLOBAL TREND | 21
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COUNTRY
IMPACT

23
POSTS
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ENGAGEMENT RATE

Vietnam

28.4%

COUNTRY IMPACT :
Top Engagement Rate 

1
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Pakistan
Engagement Rate

21.5%

2

Afghanistan
Engagement Rate

21.5%

3

Bangladesh
Engagement Rate

10.0%

4

Malaysia
Engagement Rate

8.5%

5
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GRANT
PROJECTS

32
POSTS
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GRANT PROJECTS :
Top Engagement Rate 

ENGAGEMENT RATE

Vietnam

13.2%

1
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Lao PDR
Engagement Rate

10.4%

India,
Maldives, Sri Lanka

Engagement Rate

9.0%

Pakistan
Engagement Rate

6.8%

China
Engagement Rate

5.5%

4 5

2 3
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RESOURCE
LIBRARY

45
POSTS
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Link Clicks

Opportunities
for clean growth in
urban Bangladesh

27,758

1

RESOURCE LIBRARY :
Top Link Clicks
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Sustainable Waste 
Management in a 
Circular Economy
Link Clicks

22,437

Sustainable
Energy for Food
Link Clicks

21,123

3

Elevating Artisans
Link Clicks

13,513

5

2

Kazakhstan in 4K
Link Clicks

19,522

4



34 | TWITTER

DATE:

SEP 2020 - AUG 2021

TWITTER
PERFORMANCE
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SWTICHASIA

10,182
FOLLOWERS

In September 2020
we started from: 1,168 Followers

5K

0

10K

15K

2020

Oct Nov Dec Feb Mar Apr May Jun Jul Aug

2021
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AGE RANGE

38%
Twitter audience
is 30-39 years old.

13-19 

20-29 

30-39

40-49

50+

1%

33%

16%

12%

38%
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India

Bangladesh

Indonesia

Philippines

Thailand

41%

20%

16%

13%

10%

99% of  Twitter audience is in
India, Bangladesh, Indonesia, 
Philippines, Thailand

COUNTRY



Grant Project
MALAYSIA

ENGAGEMENT RATE

15.2%

1
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CONTENTS
WITH HIGHEST

ENGAGEMENT RATE
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Grant Projects
PAKISTAN
Engagement Rate 9.9%

2

Grant Project
INDIA, MALDIVES, SRI LANKA
Engagement Rate 9.2%

3

Grant Projects
INDONESIA
Engagement Rate 7.3%

4

Grant Project
THAILAND
Engagement Rate 6.8%

5
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Эрдэнийн ЛХАГВА
Activist

Human Rights
Activist, Author of

The Green Eyed Lama

Social Media
Activist, Columnist,

Blogger

Bruce Pannier
Correspondent

People In Need
(PIN) Mongolia

Switch Garment People
in Need

ABTO Bhutan

HIGHLIGHT PEOPLE
AND ORGANISATION THAT

ENGAGED WITH US

Tim Jenkins
Country Director

People in
Need Mongolia

Zartaj Gul Wazir
Minister of State for

Climate Change,
Government of Pakistan

Demberel Sambuu
Director of Economic

Research and Training at
Central Bank of Mongolia

Yumna Maumoon
Minister of Arts,

Culture and Heritage
Maldives

#FeelMongoliaSwitchMedadelphiJana Zilkova
Head of Mission,

Caritas Czech Republic
in Mongolia

Praew B.

Praew B.
Oyungerel Tsedevdamba

Praew B.
Activist, Author of 
the Green Eyed Lama

Praew B.

Praew B.
Maria Malik
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Cover MongoliaTERI GeresIGES-Institute for
Global Environmental

Strategies

CSCPCapacity4dev Fashion
RevolutionBE

GIZ

Yayasan Plan
International

Indonesia

@GreenWeek ArcTop
Labs Pvt Ltd

Interreg Europe

Hivos
Southeast Asia

Switch-Africa
Green

UNIDO
Brussels

UN-Habitat

Plastics impact
campaign

ICLEI
South Asia

Forum for
the Future
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HIGHLIGHT EU PEOPLE
AND DELEGATIONS THAT 

ENGAGED WITH US

Ranieri Sabatucci
Ambassador of the
European Union to

Myanmar

Axelle Nicaise
European Union

Ambassador to Mongolia

Koen Doens
Managing Director
of EU Commission

EUinMalaysia EU in
Kazakhstan

EU in the
Maldives

EU in
Sri Lanka

Androulla Kaminara
Ambassador of the
European Union to
the Islamic Republic

of Pakistan

EU in Nepal EUDEL
UZBEKISTAN

EUinThailand

EU Delegation
to Mongolia

EUPakistanEU in IndiaEU in
Indonesia

Charlotte Adriaen
Ambassador of the
European Union to

Uzbekistan

Igor Driesmans
Ambassador of

the European Union
to ASEAN

Giuseppe Busini
Deputy Chief of

Mission, EU Delegation
to Thailand

Nona Deprez
Ambassador of the

European Union to Nepal

Chantal Marijnissen
Head of Unit 4

Environment, DG INTPA

Eduard Auer
Ambassador of the
European Union to

Kyrgyzstan

Praew B.

Praew B.
Ambassador of the 
European Union to 
Mongolia
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FOLLOWER
NETWORKING

EU
Environment

EU International
Partnerships

EU in
Indonesia

EU Climate
Action

EU in
Bangladesh

UN in
Indonesia

United Nations
in India

EUinAfghanistan

EU in Nepal

European
Commission

Sustainable
Development Goals

UN Environment
Programme

Frans
Timmermans

United
Nations

UN
Development

UN DESA Sustainable
Development

WWF UK

EU Trade

UNESCO #Education
#Sciences #Culture

Ursula
von der Leyen
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GLOBAL
TREND

46
POSTS
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ENGAGEMENT RATE

6.7%
 Manage Waste

1

GLOBAL TREND : 
Top Engagement Rate 
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Refuse Plastic-Packaged 
Bathroom Supplies
Engagement Rate 6.3%

2

Circular Fashion
Engagement Rate 6.2%

3

Eco-conscious Travelers
Engagement Rate 5.6%

5

Take Action and Raise 
Awareness on Green
Urban Spaces
Engagement Rate 5.9%

4
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COUNTRY
IMPACT

23
POSTS
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ENGAGEMENT RATE

5.2%
Turkmenistan

1

COUNTRY IMPACT :
Top Engagement Rate 
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Sri Lanka
Engagement Rate 4.4% Pakistan

Engagement Rate 2.9%

Thailand
Engagement Rate 2.3%

Malaysia
Engagement Rate 2.2%

2 3

4 5
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GRANT
PROJECTS

32
POSTS
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ENGAGEMENT RATE

15.2%

Malaysia

1

GRANT PROJECTS :
Top Engagement Rate 
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Pakistan
Engagement Rate 9.9%

India, Maldives, Sri Lanka
Engagement Rate 9.2%

Thailand
Engagement Rate 6.8%

Bhutan
Engagement Rate 6.4%

2 3

4 5
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RESOURCE
LIBRARY

43
POSTS
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Link Clicks

346

One Planet Vision for A Responsible
Recovery of the Tourism Sector

1

RESOURCE LIBRARY :
Top Link Clicks
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Level(s) A common 
language for 
Sustainable Buildings
Link Clicks

229

2

What is 
Responsible Travel
Link Clicks

202

3

Sustainable Waste 
Management in a 
Circular Economy
Link Clicks

147

4

Farm to 
Fork Strategy
Link Clicks

143

5



VIDEO 
CONTENT
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Sustainable Housing and Building 
February 10, 2021

Like: 129
Comment: 1

Share: 38
View: 221,289

Engagement:

221,518

Impression:

371,849

Engagement Rate. 59.57%  

SWITCH-Asia Mission and SCP Work 
September 21, 2020

Like: 558
Comment: 15

Share: 99
View: 282,624

Engagement:

284,999

Impression:

923,750

Engagement Rate. 31.08%  
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Waste and Plastics in a Circular Economy
June 11, 2021

Like: 201
Comment: 8

Share: 64
View: 174,158

Engagement:

174,561

Impression:

342,972

Fashion Sustainability in a Circular Economy
February 10, 2021

Like: 129
Comment: 1

Share: 38
View: 221,289

Engagement:

221,518

Impression:

371,849

Engagement Rate. 9.84%

Engagement Rate. 50.90%

Praew B.

Praew B.
August 23, 2021

Praew B.

Praew B.
9,135

Praew B.

Praew B.
899

Praew B.

Praew B.
84

Praew B.

Praew B.
35

Praew B.

Praew B.
6

Praew B.

Praew B.
741
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DATE:

SEP 2020 - AUG 2021

WEBSITE
PERFORMANCE
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In September 2020
we started from: 3,872 users
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SWITCH-ASIA.EU

Oct 2020

2,000

4,000

6,000

... Nov 2020 Dec 2020 Jan 2021 Feb 2021 Mar 2021 Apr 2021 May 2021 Jun 2021 Jul 2021 Aug 2021

Sep 1, 2020 - Aug 31, 2021:        Users
Feb 1, 2020 - Aug 31, 2020:       Users

99%
of  Website audience
is in India, United States, 
Thailand, China, Pakistan.

COUNTRY India

United States 

Thailand

China

Pakistan

13%

10%

5%

4%

4%

AGE RANGE

33%
of SWITCH-Asia
website audience is 
25-34 years old.

18–24

25–34 

35–44

45–54

55–64

65+

27%

33%

13%

6%

6%

16%

NOTE: Figures from United States may be
due to VPN access by users in Asia.
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Session (1) : 90,522 Session

No. of Session per User (2) : 1.45%

Pageviews (3) : 176,951 Time

Avg. Session Duration (4) :  2.29 Minutes

Bounce Rate (5) : 73.16%

(1) A group of user interactions with the website that take place within a given time frame.
(2) The total number of sessions divided by the total number of users.
(3) The total number of pages viewed.
(4) The average length of sessions on a website.
(5) The percentage of visitors that leave a webpage without taking an action, such as clicking on a link, filling out a form, and etc.

GENDER

FEMALE

23%
MALE

77%

85.5%
New Visitors

14.5%
Returning Visitor

(September 1,2020 – August 31,2021)
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PAGE VIEW
PERFORMANCE – 
GRANT PROJECTS

1



GRANTS PROJECTS | 67

4 5

2 3
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PAGE VIEW 
PERFORMANCE – 
RESOURCE LIBRARY

1
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2 3

4
5
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World 
Environment Day

Mini Campaign

WORLD ENVIRONMENT DAY | 71
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IMPRESSION

20,399

Sustainable Cities
and Restoration

World
Environment Day :

Top Impression
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Ecosystem Restoration 
and Green Recovery
IMPRESSION 12,887 Sustainable Use of 

Natural Resources
IMPRESSION 11,957

3

Food Systems and 
Responsible Consumption
IMPRESSION 3,378

4

2

Oceans and 
Coasts Restoration
IMPRESSION 3,022

5
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IMPRESSION

5,454

Ecosystem Restoration
and Green Recovery

World
Environment Day :

Top Impression
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Our Work in Pakistan
IMPRESSION 3,219

2

Food Systems and 
Responsible Consumption
IMPRESSION 1,426

3

Sustainable Cities 
and Restoration
IMPRESSION 3,219

4

Oceans and 
Coasts Restoration
IMPRESSION 907

5
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Plastic Free July

Mini Campaign

PLASTIC FREE JULY | 77



CONTENT
PERFORMANCE

1

78 | FACEBOOK PLASTIC FREE JULY

IMPRESSION

9,830

Refuse Single - Use Cups
Impressions: 9,830
Engagement: 250



Tackling Plastics 
Challenges Through SCP

FACEBOOK PLASTIC FREE JULY | 79

2

6,737

Impressions: 6,737
Engagement: 78

IMPRESSION

Prevention of 
Marine Litter in Sri Lanka

3

6,432

Impressions: 6,432
Engagement: 65

IMPRESSION

Tackling Plastics 
Challenges Through SCP, 
Key insights from Session 2

4

6,124

  Impressions: 6,124
  Engagement: 94

IMPRESSION

5

Tackling Plastics 
Challenges Through SCP, 
Key insights from Session 1

5,302

Impressions: 5,302
Engagement: 51

IMPRESSION
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CONTENT
PERFORMANCE

1

IMPRESSION

2,003

Tackling Plastics Challenges
Through SCP, Key insights

from Session 2
Impressions: 2,003

Engagement: 76
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Prevention of 
Marine Litter in Sri Lanka

2

1,613

Impressions: 1,613
Engagement: 30

IMPRESSION

Refuse Single - 
Use Cups

3

1,501

Impressions: 1,501
Engagement: 25

IMPRESSION

Tackling Plastics 
Challenges Through SCP, 
Key insights from Session 1

4

1,227

Impressions: 1,227
Engagement: 29

IMPRESSION

Tackling Plastics 
Challenges Through SCP

5

1,061

Impressions: 1,061
Engagement: 33

IMPRESSION
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SUMMARY
TIMELINE

Sep 2020 – Aug 2021

12/12 Months

Completed

GOAL

RESULTS

STATUS

VIDEO PRODUCTION
4 Clips

4 Clips

Completed

GOAL

RESULTS

STATUS

WEBSITE
Before 3,000 Session/Month

8,889 Sessions/Month

Over Expectation

GOAL

RESULTS

STATUS

FACEBOOK
300,000 Followers

300,154 Followers

Achieved

5,000,000 Impressions

35,918,977 Impressions

Over Expectation

GOAL

RESULTS

STATUS

TWITTER
10,000 Followers

10,182 Followers

Achieved

500,000 Impressions

24,098,661 Impressions

Over Expectation

GOAL

RESULTS

STATUS



GET IN TOUCH 

Sara Gabai
Communication and Knowledge Expert
SWITCH-Asia

Email: sara@switch-asia.eu 
Website: www.switch-asia.eu




