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Preliminary discussion 



Silent thinking…. 

•  What  is a stakeholder ? 

•  What is a decision maker (and how does he decide ?) 

•  Could you cite some occasions when you met/engaged 
stakeholders linked to your climate activity/ research ? 

•  Did you ever elaborate a social science survey/protocol ? 
 
Discussion 



Stakeholders and climate services: starting points 

 
•  No climate services without stakeholders !  

•  Climate and climate change are complex issues…. 

•  … and therefore stakeholders seldom engage 
spontaneously (be they large or small…) : need some 
knowledge, some methods 

•  Dealing with humans takes time and money : should not be 
underestimated  



Users’ 
needs 

Bridging the gap 

Information 

Climate data 



1. A general framework for 
stakeholder interaction 



Maintaining continuous 
interactions 

A general framework…. 

Engaging and Understanding 
needs 

Stakeholders identification 

Institutional analysis 



1.1 Institutional analysis 



Insitutional analysis 

 
•  « Traditional » institutional analysis (Desk research : key 

figures / institutional data / sector and climate governance) 
+ 
•  Experts dedicaded to the case study  (Identification / SH 

interviews / restitution of results ) 
 
  Main result : Better implimentation with a stakeholder expert 
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1.2 Stakeholders identification 



Identification 

Sampling 
 
•  Who are the key players in the decision process 
 
•  Who has the critical knowledge ? 
 
 
     Main result : important role of intermediaries (consultants, 

technical agency, professional association) and key 
persons (personal expertise…), who prepare the 
expression of needs 

 



1.3 Understanding needs 



Understanding needs 

 
•  Different methods (see below) 
 
•  Talking people language (no equations, variables, give 

examples…) 

•  Developing stakeholders motivation (help them reveal their 
interest) 

 
In context/sectors where innovation is not central, 

stakeholders awareness of climate services must be raised  
 



1.4 Maintaining continuous interactions 



Continuous interactions 

 
•  Don’t be deceptive ! Engage actions asap 
 
•  Associate the most voluntary players to the development of 

products services 

•  Tools : mailing list, forum, wikis…. 
 
 



2. A toolbox 



A toolbox 

•  Quantitative surveys 
Polls, surveys…  

•  Qualitative surveys 
–  Face to face interviews 
–  Focus groups 
–  Seminars 
–  … 



Qualitative versus quantitative surveys ? 

No opposition, complementarities with quantitative methods 
Either (your choice !) : 
1.  Qualitative (producing hypothesis) then quantitative 

(validations hypothesis) 

2.  Quantitative (producing general statements) then qualitative 
(understanding what is behin) 

3.  Separate/parralel processes 



2.1 Quantitative surveys 



Quantitative surveys 

•  Representative 
but 
•  Large trends and lack of details 

•  Previously costly (phone surveys by poll institutes)… 

•  …Internet opened large opportunities, more cost effective 
(Google surveys…) 

Examples ? 



Quantitative surveys  

•  Identification of population to be surveyed 

•  Sampling 
–  Random 
–  Corrections (weights) 
 

•  Questionnaire preparation 
–  Length 
–  Clarity 
–  Control questions 
–  Need a pretest 



Climate preferences of tourists (TEC 2009) 

•  A first exploratory survey in 2006 
(potential impacts of CC for French 
tourists) 

•  In 2009, understanding tourist 
preferences… as a basic 
information for CC impact modeling 
(better TCIs…) 

•  A service for French ministries 
(Tourism, Economy, Spatial 
planning) 

•  Variety of methods 
–  Quantitative (on-line questionaire 

2000 respondents) 
–  Focus groups 



Questionaire 



Climate preferences of tourists (TEC 2009) 

•  Results are representative of the population of French using 
Internet 

•  Understanding:  
–  General attitudes to climate 
–  Specific attitudes for a given tourist stay 
–  Possible thresholds (too hot, too cold) 
–  Reactions to heat waves, cold weather 
–  Use of climate information (weather forecasts…) 



Climate vs other motives 

The most important elements for the choice of a destination  
 



Rain is more repulsive than sun is attractive 

The weather features that could spoil the most a future stay 
 



Tresholds 

Too hot… 
 



What if an heatwave ? 

Changes in the planned stay in case of a forecasted heatwave 



2.2 Qualitative surveys 



Qualitative surveys 

•  Provide richness, texture… 
•  Not representative… but selection of people to be surveyed 

–  Based on objective parameters (age…) 
–  Based on their interest to participate 
 

•  Difficulties to process the material collected 
–  Exhaustive transcription and content analysis 
–  Tables to compare answers (Ex: Savoie) 



Semi-structured interviews 

•  Face to face or phone, individual 
interviews 

•  Open questions 
•  An interview guide (transmitted or not to 

the person interviewed) 
•  Requires some experience :  

–  Letting people express their views 
–  Reorienting the discussion 
–  Engaging a discussion (more active) BUT 

without influencing it 

Examples ? 



Focus groups 

•  A technics derived from marketing (to 
market new products) 

•  Main interest : social interactions, 
production of collective point of views 
(and seizing divergences) 

•  Small groups of people (5-10), for 2-3 
hours, sometimes payed (or with gifts) 

•  Requires a strong facilitation and 
preparation (recording, transcription, 
logistics) 

Examples ? Climate preferences of tourists (following) 



Workshops, seminars 

•  Less scientific (less formalism, less 
experimental)…. 

•  … but a good way to engage 
stakeholders (invited to participate to an 
event, not to be surveyed : easier) 

•  More legitimate when organized by/
during an instiution/ event of the sector : 
build partnership 

•  A starting point for future 
institutionalisation 

Examples : CLIM RUN case studies workshops 



Workshops, seminars •  Need some structuration…and some 
leadership ! 

•  Some facilitation… 

•  … sometimes some creativity 

•  Several methods (“metaplan”, “world 
café”, conference…) 

Examples : CLIM RUN case studies workshops 



Climate preferences of tourists (TEC 2009) 

•  Three focus groups, organised in 
april 2009, in Paris, Lyon, Marseille  
(3 x 8 participants) 

•  Facilitated by a specialist (psycho-
sociologist) 

•  Topics : 
–  Use of weather forecast and climate 

information 
–  Sensitivity to heat waves and bad 

weather 



Importance of weather forecast according to 
tourist stays types 

Importance du facteur météo dans la décision de partir
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Use of verbatim, citations 

… Sometimes more illustrative than long discourses 

•  « La météo, ça ne change pas la destination, ça peut changer ce qu’on va 
faire et la façon dont on va s’habiller » 

•   « L'été, c'est la grosse bonne chaleur » 

•  « Ça fait du bien quand il fait chaud » 

•  « Maintenant on va mieux anticiper, mieux se préparer, il y aura moins de 
morts, et ça sera un bel été ! » 

 
•  « Un mobil home c’est une boîte de conserve au soleil » 

•  «  Pour moi, si c'est pourri, j'annule tout » 



Use of verbatim, citations 

•  « La fonte des glaciers c’est très inquiétant » 
•  « Le Pôle Nord s’est fendu en deux, ils ont observé ça il y a quelques 

jours » 
•  « Je vois de chez moi dans les Pyrénées il y a certains glaciers qui 

n'existent plus, je le vois » 
•  « Il y aura des inondations, des pays qui vont disparaître » 

Lessons on : perception of weather, perception of heat and rain, difficulties to 
anticipate future behaviours in a climate change scenario 



Towards an institutionalisation of 
climate services 



Required skills and knowledge ? 

•  Social sciences… are sciences !  Rigorous investigations require expertise 
but 
•  We should not be afraid of interaction with stakeholders, apart from 

research objectives, anybody can engager in such interactions 

•  Try to engage in a true relationship, without interpreting or guessing 
stakeholders’ needs (lack of involvement…) 



Establishing permanent relationships 

•  Dedicated institutions (i.e.German climate services center) 

•  Regular meetings (i.e. annual conference on climatology and its use) 

•  Weather forecast and climate commissions (i.e. Meteo France tourism 
commission), within Met services, to discuss 

•  Products, their relevance and their priority 
•  Communication policy (i.e. seasonal forecasts : communication to selected stakeholders 

only) 

•  Regular training sessions as a way to engage new stakeholders, to raise 
awareness and to reach a common ground of understanding 

          Beyond current experimental steps, institutionalization is critical  



Thank you for your attention 
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