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About the British Council  

The British Council supports peace and prosperity by building connections, understanding and trust 

between people in the UK and countries worldwide.  

We uniquely combine the UKôs deep expertise in arts and culture, education and the English language, 

our global presence and relationships in over 100 countries, our unparalleled access to young people, 

creatives and educators, and our own creative sparkle. 

We share our values and explore ideas. We have difficult discussions and find common ground. We 

create mutually beneficial relationships between the people of all four nations of the UK and other 

countries. This helps strengthen the UKôs global reputation and influence, encouraging people from 

around the world to visit, study, trade and make alliances with the UK. 

We work directly with individuals to help them gain the skills, confidence and connections to transform 

their lives and shape a better world in partnership with the UK. We support them to build networks and 

explore creative ideas, to learn English, to get a high-quality education and to gain internationally 

recognised qualifications. 

We work with governments and our partners in the education, English language and cultural sectors, in 

the UK and globally. Working together we make a bigger difference, creating benefit for millions of people 

all over the world. We take a long-term approach to building trust and remain at armôs length from 

government. 

We work with people in over 200 countries and territories and are on the ground in more than 100 

countries. In 2022ï23 we reached 600 million people. 

Founded in 1934, we are a UK charity governed by Royal Charter and a UK public body. 

  



 

 

 

 

4 

About The Audience Agency  

The Audience Agency is a UK-based not-for-profit organisation which delivers high quality specialist 

research and evaluation, policy and strategy advice and capacity building projects for the arts, culture and 

heritage and wider creative sectors. Evaluating international cultural, arts and education programmes is a 

central part of our work, having worked in over 40 countries in the last few years.  

We were the evaluators of Galway 2020 European Capital of Culture and British Council projects 

including the 2021-23 UK/Australia, 2023 UK/Viet Nam and 2024 UK/France seasons and spotlights. 

Other international collaborations include: the ADESTE+ Audience Centred Experience Design approach; 

the ASSET multi-country audience segmentation model; and HAMLET exploring the role of AI in 

performing arts production.  

As the sector partner to and co-directors of the UK Centre for Cultural Value hosted by the University of 

Leeds, we helped to devise their Evaluation Principles and are co-leading the ESRC-funded Towards a 

Blueprint for National Cultural Data Observatory project for the UK, including considering the potential for 

future international collaborations on evidence for cultural policy and practice. 

www.theaudienceagency.org 

 

http://www.theaudienceagency.org/
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Foreword  

When we launched the Creative Commissions for Climate Action in 2021, little did we know what an 

incredible impact they would have: on the partners involved, on the communities engaged, on the wider 

cultural sector, and on the British Council. So far, the projects have fostered international collaboration 

between more than 175 partners from the UK and over 45 countries, engaging meaningfully with nearly 

300,000 people around the world.  

The combination of arts, science and technology has been at the heart of the Creative Commissions, 

finding innovative ways of addressing diverse climate challenges at a global scale and bringing to life the 

data. They highlight the personal stories and local contexts of some of those most affected by climate 

change, humanising an otherwise overwhelming and complex narrative of the climate emergency and 

biodiversity loss. At a time of increasing crisis, be it environmental, societal or economic, there can be a 

strong sense of global anxiety, fear and hopelessness. Through diverse artforms and culture-led 

initiatives, the Creative Commissions build understanding and increase dialogue between communities, 

artists, scientists and digital innovators, and inspire hope for a brighter future. 

The Creative Commissions reflect an internal momentum at the British Council to strengthen our 

commitment in the space of climate and environment. Our participation at COP26 (United Nations Climate 

Change conference ï the Conference of Parties), which was hosted in Glasgow, Scotland in 2021, was a 

catalyst moment as we supported the UKôs ambition for a ówhole of societyô COP. Through the Climate 

Connection Programme, we highlighted the impact of a cultural relations approach to address climate 

challenges through education, English, and arts and culture.   

Since then, we have continued to advocate for the role of education and culture at UNFCC COPs, 

working with strategic partners and young people, and sharing learning from good practice globally. Our 

Strategy to Address Climate Change, which was published in November 2024, sets out the British 

Councilôs response to the climate crisis by engaging with people globally through our three sectors of Arts, 

Education and the English language and to demonstrate our commitment to operating in an 

environmentally responsible manner, with the ambition to become Net Zero by 2040.  

There is an organisational commitment to tackle the climate emergency across our work in arts and 

culture. Since the first global open call in 2021, the Creative Commissions have evolved into bilateral 

offers (UK-Egypt in 2022, and UK-Korea 2021 to 2023), regional partnerships (Anhar with Art Jameel 

2023-25) and regional programmes (Climate Futures in South Asia 2024-25). Furthermore, we are 

protecting cultural heritage at risk from conflict and climate change through the Cultural Protection Fund, 

led by British Council in partnership with the UK Department for Culture, Media and Sport. Other 

programmes focus on sustainable practice such as the Cultura Circular programme in Latin America to 

support greater environmental sustainability of festivals, and the New Landscapes: Fashion, Textiles and 

Technology programme in India, in partnership with University of Arts London. 
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And this commitment goes beyond British Councilôs internal policies, operations and programmes. Each 

year, the stories and partners behind the Creative Commissions have been platformed at UNFCCC 

COPs, through our own initiatives and partnership with others including the UK Government, Julieôs 

Bicycle, the International National Trust Organisation, local and international partners. British Council is a 

Knowledge Partner to the Group of Friends on Culture-Based Climate Action, an informal coalition of 

Parties and non-Party stakeholders dedicated to championing the comprehensive integration of culture 

into the UNFCCC agenda. Following COP28 in Dubai, we are collaborating with the Ministry of Culture in 

the UAE to carry out joint research to map the current state of climate-related initiatives in the cultural 

sector, assess the awareness, attitudes, and practices regarding climate action, and provide 

recommendations to embed culture into climate policies, including the Nationally Determined 

Contributions (NDCs) and the National Adaptation plans (NAPs) in the UAE. The aim is to support 

countries globally to advocate for and implement Culture-Based Climate Action. 

This external evaluation of the Creative Commissions enables us to capture some of the journey since 

2021. It serves to provide evidence of the impact and value of such projects when arts and culture are at 

the heart of climate action. It also helps us to reflect on the process, and learn from the experience to 

improve future initiatives. We hope that it inspires others to explore what role they can play to tackle the 

climate emergency, and that it shows support and solidarity to those who strive to do so under challenging 

circumstances.  

We will continue to share the stories, evidence of impact, and lessons learnt in our networks; develop our 

offer and support to the sector; and work with partners to jointly tackle the climate emergency and 

biodiversity loss through arts and culture. 

 

Rosanna Lewis, Senior Relationship Manager, Culture Responds to Gl obal Challenges  

Monomita Nag -Chowdhury, The Climate Connection Programme Lead  
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Executive Summary  

The Creative Commissions for Climate Action programme is a series of British Council-supported projects 

across the world that combined art, science and climate action/activism to address climate change and 

related environmental crises.  

¶ Awarding a total of £1,278,923 worth of grants to 38 projects between 2021 and 2023. 

¶ Involving more than 260 artists and creative practitioners and 100 scientists, researchers and 

academics in 46 countries across 176 partner organisations.  

¶ Reaching an estimated 26,000 people in person and 266,000 digitally. 

Climate themes addressed ranged from oceans and land use, through circular economy, recycling and 

sustainable consumption to water, food and clean air. Project partners ranged from arts organisations to 

local heritage partnerships and organisations specialising in disability, gender and social action. UK and 

international stakeholders have involved ï in various ways ï the Department for Culture, Media and Sport, 

Julieôs Bicycle, Women of the World and state governments. 

This evaluation of the Creative Commissions programme aims to examine the value of creativity and 

culture in humanityôs reaction to nature and the climate emergency, exploring how they might: 

¶ bring a different and valuable perspective to science, technology, policy or academia 

¶ move óbeneath and beyond the scienceô, demonstrating climate changeôs effects on peopleôs lives 

by humanising and creatively interpreting scientific data 

¶ raise climate awareness and inspire change, and  

¶ demonstrate to people that they have agency and the capacity to act in response to the climate 

emergency. 

The Creative Commissions projects have produced a legacy of: 

¶ extended cultural forms and practices 

¶ new and reusable knowledge 

¶ creative and artistic works, and  

¶ lasting intersectoral and interdisciplinary partnerships and networks. 

They have intrigued and engaged activists, policymakers, creatives, scientists, academics, technologists 

and communities around the world and stimulated discussions between new combinations of people. As a 

result, people have framed both climate problems and potential climate solutions differently. 

The projects engaged with people as audiences and as active participants, for many of whom the theme 

was new. This engagement ranged from using large exhibitions, installations and film screenings to local 

participatory workshops and educational initiatives. Projects actively encouraged participantsô and 
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audienceôs thinking to go beyond their experience of a single artwork, exhibition, event or performance 

and consider the long-term scalability of their own climate action responses.  

Whilst planning for, realising and evidencing yet wider and deeper impact from the Creative Commissions 

in the longer-term is an area for development, these projects have helped to build climate awareness, 

improve the quality of public and policy discourse, and broaden the diversity of voices in such discourse. 

Creativity bringing something new to science and technocracy  

The Creative Commissions brought creatives, scientists and others together in novel ways to facilitate 

holistic and nuanced conversations about climate change ï bringing the data and graphs óaliveô. Many of 

those working in this way for the first time were keen to repeat the experience. 

Creative and artistic forms featuring significantly within projectsô process and outputs were moving image, 

music, digital arts, visual arts and the written and spoken word. Digitally replicable forms suited the 

circumstances of the pandemic as well as the imperatives for projects themselves to tread lightly 

environmentally whilst collaborating internationally. Featuring ï but with potential to grow and be further 

explored in the future ï were performing arts, public and outdoor arts, immersive/games, audio in its 

various forms, museums and archives together with design, fashion, craft. Heritage could be further 

explored, be that through natural heritage and its links to environment, built environment and 

architectureôs role in changing society through where and how we live ï or archaeology giving us a 

window on how humankind and nature co-existed in the past. 

By drawing together such a diverse range of perspectives and applying a variety of creative and cultural 

practices and methodologies, the projects were able to address ï predominantly ï the following 

environmental and climate themes: oceans (including coastal erosion, acidification, sea level rise), land 

use and management, recycling and circular economy. 

Whilst governmental and media reporting on climate science and climate action tends to concentrate on 

numbers and data, the Creative Commissions used a range of collaborative and people-centred 

storytelling, creative media and interactive methods that involved local communities and subject matter 

experts in topics directly related to their social and geographic context.  

The resulting commissions were of high quality. They also brought empathy and emotion to the climate 

crisis, making it relatable and relevant to peopleôs daily lives and, in turn, inspiring action. Instead of it 

being about something ósomewhere elseô, ósomeone elseô or vaguely in the future, it made a real 

connection between people and nature that is in the here and now. 

Bringing new voices and perspectives to climate debate and action  

As set out in the Strategic and Policy Context  section below, global climate debates tend to concentrate 

on the actions of governments, national targets for net zero and financial contributions from developed 

countries to those most impacted by climate change. These do not naturally include society at large or the 
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views of the diverse communities affected. As the recently published British Council climate change 

strategy1 states: 

é climate change exacerbates global inequalities, disproportionately affecting developing 

countries that have contributed least to global emissions. Vulnerable and excluded groups, 

including women and girls and indigenous communities, bear the brunt of these impacts. Our 

approach bridges cultural divides, brings diverse and underrepresented perspectives to climate 

dialogue and embeds respect for cultural diversity. 

The Creative Commissions projects respond to this by setting the ambition to engage with cultural actors 

of all kinds, including artistic and cultural practitioners, civil society groups and communities currently 

underrepresented in climate change conversations and those who are disproportionately affected by 

climate change. The connections and intersections between climate and the environment on the one hand 

and diversity, gender equality and social justice on the other, were frequently made. The experience of 

communities dealing with the consequences of climate change supplements the detail and explanations 

that science provides ï bringing them to life, providing different perspectives and highlighting gaps.  

¶ The British Council encouraged grant proposals from projects to include youth voice or 

intergenerational exchange, resulting in 23 (58%) of the 38 projects having this element 

¶ 53% worked with indigenous communities 

¶ 50% explored interculturality 

¶ 42% addressed gender equality. 

Amplifying the voices of young people to express their ideas, hopes and concerns around climate change 

reflects a new international priority to hear the óVoices of Youthô in climate action and more broadly in 

global policy development.2  

The involvement of indigenous peoples and cultures provided different perspectives, world views, 

concepts and language for 20 of the 38 projects. These projects connected with Traditional Knowledge 

and practices surrounding biodiversity, ecology, land and water. The Creative Commissions demonstrate 

how such ancestral knowledge and practices ï highly specific to place and embedded within communitiesô 

culture ï are an asset to climate action. The relationship between communities and the environment 

generates knowledge systems on environmental care which can address climate change in a way that 

Western science and the kind of technocratic management adopted by most public administrations and 

global industries cannot. 

 

 

1 The British Council, Our Strategy to address climate change to 2026, October 2024   
2 With initiatives such as this from the UK headquartered School of International Futures supporting implementation of the UN 
Declaration of Future Generations  

https://www.britishcouncil.org/sites/default/files/climate_connection_strategy_to_address_climate_change_to_2026.pdf
https://soif.org.uk/app/uploads/2024/09/SOIF_DFG_Implementation_Handbook_Sept-2024.pdf
https://soif.org.uk/app/uploads/2024/09/SOIF_DFG_Implementation_Handbook_Sept-2024.pdf
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In common with many British Council initiatives, Creative Commissions were mainly developed as 

collaborative projects with the partners often coming from different job roles, cultural contexts, and 

backgrounds. By bringing artists, scientists, researchers, governmental bodies, students, activists of 

different types and places together, they frequently produced distinctive innovative results which benefited 

from this interculturality. 

Many of the projects explored the reality that the climate crisis is not gender neutral. Women and girls 

suffer the worst effects of climate change, exacerbating existing gender inequality and threatening 

livelihoods, health, and security. The climate crisis makes the care tasks disproportionately borne by 

women ï such as supplying water or energy for cooking in the home ï more difficult. Some other negative 

impacts include increased risk of early marriages, human trafficking, and loss of education. Women and 

girls represent almost 70% of the working class in agriculture and their incomes are the most vulnerable 

to climate change. Women can also face additional burdens because of their class, race, disability or age. 

Climate policies could go further in considering gender as an area of policy action, and funding for 

women-led climate action projects is also often limited.  

Women are often considered change agents and civil society leaders, including in climate action, with 

recognised experience in mitigating and adapting to climate change in day-to-day life. Women are also 

leaders in the conservation of indigenous cultures that consider the preservation of nature to be 

fundamental. Often these gender roles are derived from traditional roles in care tasks within families and 

the community, as well as the environment3. Recognising this often-invisible labour, and its value, is part 

of recognising the key role women and communities play in responding, adapting to and mitigating climate 

change.  

A legacy  of capacity and partnerships  

Project partners were satisfied with their involvement in the programme and appreciated the funding, 

institutional support and opportunity to participate. Most were already engaged in the theme, but the 

Creative Commissions provided the opportunity to try out ideas, work with new partners and engage with 

different audiences. They provided an impetus for interdisciplinary innovation and to create greater 

relevance; for scientists delivering and communicating their knowledge in imaginative ways and for 

creatives the power to use climate science as the inspiration for relevant creative work.  

Most project partners were keen to continue and build on their projects: 

¶ 10 projects received additional funding in the COP26 round through an internal procedure 

 

3 Mellor, Mary (2000), "Nature, (Re) Production and Power. A Materialist Ecofeminist Perspective", en Fred P. Gale y Michael 
M'Gonigle (eds.), pp. 105ï120. 
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¶ A small number of project teams received additional funding from other British Council 

programmes such as the UK / Viet Nam Season and the UK / Korea Creative Commissions. 

However, many encountered difficulties in raising additional financial support for the continuation of the 

work begun during their projects. Addressing this is an area of potential development in the future of the 

programme. For some projects, the relationships and partnerships developed and nurtured were the most 

significant legacy. Many project partners indicated that they planned to continue developing these 

relationships and create new projects.  

The Creative Commissions have also inspired other British Council arts programmes such as the Anhar 

programme in the Middle East and North Africa, in partnership with Art Jameel; Human Nature in 

Malaysia, and the Climate Futures programme in South Asia. 

Making climate action more people -centred  

The Creative Commissions are situated within the wider context of worldwide efforts initiated by the UN 

Framework Convention on Climate Change (UNFCCC). This original 1992 convention of the Rio Earth 

Climate Summit was a result of scientists prompting governments to act. The 2015 Paris Agreement saw 

a shift to framing the necessary change away from purely science- or technology-led approaches to a 

more holistic view of economic and social transformation  informed by science.  

It introduced Action for Climate Empowerment (ACE) mechanisms to empower all members of society to 

engage in climate action with a strong focus on the public and broader civil society. It also highlighted 

capacity building  and public awareness  raising as a category of support that more developed countries 

are required and encouraged to give to climate adaptation alongside finance and technology.  

In this global policy context, the Creative Commissions programme and its projects: 

¶ Have focused on transformation which is predominantly social  and environmental  

¶ Built capacity  in the cultural and creative sectors and with other sectors 

¶ Sat within Actions for Climate Empowerment  focus areas, which range from public engagement 

or access to information to education and training.  

The Creative Commissions were, however, developed in a policy and diplomatic context in which the 

value of creativity and culture to climate action was not yet explicitly recognised. Artists and creatives 

have long engaged in socially based practices addressing contemporary societal, economic and 

environmental issues. Their work has often drawn on and represented experience of the environment, 

nature and climate. Their ways of working have long been borrowed ï often through the lens of design ï 

and applied to develop innovation in policy, public services and enterprises (see research from Nesta and 

Innovate UK). However, the potential of these practices to more broadly impact climate action in a positive 

way is a proposition that is new to many outside the cultural sector.  

https://unfccc.int/topics/education-and-youth/big-picture/ACE
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The launch of the Group of Friends for Culture-Based Climate Action (CBCA) at the 2023 COP28 in Dubai 

by UAE and Brazil aimed to change awareness of the power of creativity and culture as a driving force in 

climate action through securing policy recognition and resources for this area. In so doing, the Group 

advocates for the development of culture-based responses to the climate emergency and the sharing of 

best practices between countries The Global Call to Action for civil society and policymakers continued 

through the 2024 COP29 in Baku into the preparations for the 2025 COP30 in Belém.  

This recent development is a strategically important shift in the policy landscape for the British Councilôs 

work in environment and climate generally, and the Creative Commissions programme, in particular. 

Creative Commissions have been significant óearly adoptersô of the CBCA approach, before even the term 

was coined. By paving the way with bold creative research and development (R&D) ï affording a variety 

of specialists in different fields the time and space to experiment in the projects ï the programme and this 

evaluation now represent a valuable evidence base to advocate for the value of CBCA. 

Enhancing public and policy debate  

This evaluation explored the way in which the Creative Commissions had ï or could have ï a wider 

impact on public debate and policy discourse. Many of the different grant rounds were organised around 

the UNFCCC Conferences of the Parties (COPs), recognising that these conferences set the rhythm of 

global climate diplomacy. One of the programmeôs aims was to present or involve projects in and around 

these diplomatic events that galvanised tens of thousands of participants/observers, including some fifty 

thousand most recently in Baku in November 2024.  

Project leaders and partners appreciated the opportunity to influence in new or different ways through 

profiling the Creative Commissions in and around the COPs. 14 projects were featured in some way, for 

example as part of film screenings, exhibitions, performances, and panels. Some of the projects had a 

more substantive involvement such as the showing of the Songs of the Earth  and Nine Earths  film at 

COP26; or The Earth Turns , which was performed at the Falaki Theatre in Cairo and in the blue and 

green zones of COP27. 

Where it worked well, it was felt that they had been able to demonstrate their ideas and discoveries at the 

COPs in new and engaging ways. This included being introduced to key stakeholders such as cabinet 

ministers of the Egypt Government at COP27. At COP26, for Phone Call to the World  there was an 

exhibition and performances at the Centre for Contemporary Art in Glasgow, and a Climate Portal 

container connecting the Royal Conservatoire of Scotland with locations around the world, as well as a 

projection of images from Trees for Life  around the city. These were not within the formal Blue and 

Green zones of COP, but garnered a great deal of interest from locals, tourists, campaigners and 

delegates staying in the town for the event. Some projects felt their impact on opinion-formers and 

decision-makers was always going to be limited in the lobbyist-dominated COPs.  
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Nevertheless, the projects demonstrated the value of the British Councilôs cultural relations approach. 

Both within and outside of the COPs, useful connections were made with the potential to influence 

agendas. As an internationally recognised óbrandô, the British Council also helped projects to reach a 

wider range of people giving greater credibility to the projects and attracting international attention.  

What next? The future of Creative  Commission ing for Climate Action  in a rapidly changing 

context  

This evaluation of the Creative Commissions programme provides significant learning on how the British 

Council can use its platforms to foster much-needed cultural exchange and creative climate action, 

showing the world that creativity and freedom are not just abstract ideals and liberal values, but essential 

tools for addressing this most pressing issue of our time. This is only the beginning. 

Here follow recommendations on future strategic direction and alignment with wider strategies and 

policies ï together with more operational recommendations on how best to commission and support 

projects within such programmes. 

Strategic focus and alignment  

¶ Culture as a global public good . The evidence in this report and from future evaluations should be 

used by the British Council and made available to others to argue for the value of Culture-Based 

Climate Action, emphasising the value that creativity brings alongside culture. This can contribute to 

and be aligned with wider efforts to make the argument for culture contributing to sustainable 

development and deserving a place within the Sustainable Development Goals.  

¶ Culture as how we live . The level of ambition for the impact of the programme and future ï and past 

ï projects can potentially be raised above building climate awareness, fostering a more diverse and 

better quality of public and policy debate around climate action and building capacity for change. They 

could ï with greater focus and support ï influence policy and foster concrete climate action, potentially 

changing the behaviours of consumers, businesses or public services.  

¶ Culture for  social change .  

o Specific climate themes could be selected as the focus of future programming. Those 

underrepresented in the programme and under-debated in public and policy discourse include 

climate migration and climate adaptation and resilience.  

o Climate issues identified with specific geographies ï such as coastal areas and polar regions ï 

alongside partners in South America could feature more.  

o Social equity focus could build on the work with gender and youth and both specifically 

address, for example: disability, neurodiversity, LGBTQIA+ people, older people, younger 

people outside formal education settings and refugees ï whether through climate change, 

conflict or otherwise. Intersectionality, featured in some projects to date, could be more 

explicitly addressed. 
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¶ Climate innovation through the d iversity of cultural forms . Although digital production and 

creative forms naturally provide legacy assets and suited the pandemic period, the different óin real 

lifeô audience and participant experience afforded by live performing and outdoor arts, craft and design 

could be used more in future programming. The UK and British Councilôs cultural sensibilities could 

complement existing UN activities leveraging the extensive and youth-tilted reach of games with 

climate-related content.  

Commissioning and support process  

¶ Culture  as communications for change . The future commissioning process could better set 

expectations on projects and project partners from the British Council (and any co-commissioning 

partners) and, in turn, help them specify and plan for the change they want to make as clearly as how 

they produce their creative outputs. 

¶ Building reach and audience development into projects . To maximise the reach and impact of 

projects, support to audience engagement and development, marketing and dissemination ï 

especially via digital channels ï could be increased and tailored. As well as the British Council 

providing ï or buying in ï such specialist support, the commissioning process should require projects 

to include cultural marketing and audience development activities within project planning, budgets, 

partners and team. 

¶ Supporting  financial sustainability.  To foster the ongoing realisation of benefits from the legacy of 

projects, their creative outputs and the project partners need to be more financially sustainable. 

Projects would benefit from advice on financing and commercial issues in their projects, from 

Intellectual Property in what they commission through potential future business models for their 

projects and future climate-related work to additional potential sources of funding.  
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Infographics  ï Summary of Key Findings  
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Scope, approach and methodology  

Brief  

The British Council commissioned The Audience Agency to conduct an impact evaluation of the Creative 

Commissions for Climate Action. 

The Creative Commissions are a series of collaborative grants for projects involving the UK and countries 

around the world, that combine arts, science and technology to tackle the climate crisis. Since their launch 

in 2021 when the UK hosted COP26 in Glasgow, over 30 such projects have been supported, and this 

number continues to grow.  

The purpose of the programme is to support new work and international collaboration to engage partners 

and communities in responding to the climate crisis, igniting conversations and inspiring climate action, 

with a focus on public engagement and awareness raising.  

The projects address many of the climate themes that appear in public and policy discourse: 

¶ The ónatural capitalsô on which humanity depends ï the oceans and fresh water, the land, forests, 

air, glaciers and the diversity of nature itself 

¶ The adaptation of humanity to a changed climate ï and communitiesô resilience to further climate 

change 

¶ Climate mitigations actions by humanity to reduce its impact on environment and, thereby, the 

climate 

¶ óLoss & Damageô suffered by countries and communities ï including to their settlements and 

homes, natural resources and cultural heritage 

¶ Business and economic factors impacting climate action ï such as green trade, subsidies and 

skills. 

The evaluation has considered: 

¶ Past projects funded under the Creative Commissions open calls (2021-2023) and other relevant 

British Council initiatives including Gender Ecologies (2022-2023) 

¶ How these sit within the British Councilôs wider Climate Connection programme, Culture Responds 

to Global Challenges programme and the overall Climate strategy (published October 2024) 

¶ Their position within the global context of the UN 2030 Agenda and the UN Framework 

Convention on Climate Change (UNFCCC)4 objectives, including the Action for Climate 

Empowerment.5  

 

4 What is the United Nations Framework Convention on Climate Change?  
5 United Nations Action for Climate Empowerment (ACE) 

https://unfccc.int/process-and-meetings/what-is-the-united-nations-framework-convention-on-climate-change
https://unfccc.int/topics/education-and-youth/big-picture/ACE
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The relevance, impact and sustainability of the initiative was considered through the following dimensions: 

- Value ï of the grants made; of cultural relations partnerships between the UK and other countries; 

of the sharing of knowledge and practices at intersections between arts, science and technology. 

- Reach ï in terms of direct beneficiaries (receiving grants), project partners and audiences and 

participants in cultural and creative activities ï including underrepresented groups. 

- Impact ï on individuals and communities; creative, cultural, scientific and other organisations; 

aligned to British Council strategies and UK and international policy.  

- Legacy ï medium- to long-term outcomes; assets and/or capabilities remaining after the funded 

project which continue to be available to the project partners and others to create benefits aligned 

with the programme and wider British Council objectives. 

- Learnings ï for the British Council to inform the future focus and design of Creative Climate 

Action work including commissioning, British Council climate initiatives and advocacy in general 

and wider cultural relations and arts learning ï and potentially for others commissioning or 

supporting similar work. 
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Scope and Project Profile  

See Appendix II  for full descriptions of each funding initiative and project. 

Some projects have been considered which, although not formally managed under the Creative 

Commissions umbrella, have, due to their themes and approach, become part of the Creative 

Commissions ófamilyô. The scope of this evaluation covered the following funding initiatives:  

Creative Commissions for COP26, March ï November 2021  

17 grants with support from £30,000 - £60,000 and top up grants of £10,000 

These inaugural projects brought together art, science and digital technology to offer innovative, 

interdisciplinary and collaborative responses to climate change, forming part of the cultural 

programme ahead of the November 2021 Glasgow COP26.  

UK-Russia Creative Commissions, November 2021 ï February 2022  

Grants with support from £10,000 - £30,000 ï Three projects have been included in this evaluation 

Advertised at the time as the UK-Russia Creative Commissions 2021-22, five were commissioned 

by the Cultural and Education Section of the British Embassy in Moscow and British Council (no 

longer active) as part of the People-to-People Links project funded by the UK Governmentôs 

Foreign, Commonwealth and Development Office (FCDO). Only three were able to deliver activity 

before they were suspended.  

Creative Commissions for COP27, July 2022 ï March 2023  

2 grants of £75,000 each 

Following the success of the COP26 commissions, two grants were awarded in the lead up to 

COP27 in Egypt for international collaborations, selected from the international collaboration grants 

open call. 

UK/Korea Creative Commissions, August ï November 2021, July ï November 
2022, August ï November 2023  

3 grants over 3 years, funded by the Korea Foundation up to £44,000 (2021 and 2022), £18,000 

(2023) 

The Korea Foundation and the British Council commissioned three rounds: for the 2021 Partnering 

for Green Growth and Global Goal 2030 Seoul Summit and COP26; in 2022 for COP27; in 2023 for 

COP28. 
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UK/Egypt Creative Commissions for COP27, July 2022 ï March 2023  

7 grants, with support up to £20,000 

Part of the cultural programme of the British Councilôs Climate Connection activities organised 

before and during the Egypt COP27 in November 2022, these brought together partners in the UK 

and Egypt. 

MENA-wide project ñFrom Ink to Actionò in collaboration with Lakes 
International Comic Art Festival for COP28, April ï December 2022  

1 MENA-wide grant 

Building on ó10 Years to Save the Worldô Creative Commission for COP26, this grant brought 

together twelve artists from the Arab region to tackle pressing environmental issues through comic 

art, presented in an immersive exhibition óFrom Ink to Actionô in Beirut, Lebanon and 

which travelled to the United Arab Emirates as part of COP28. 

Gender Ecologies grants for COP28, January ï October 2023  

5 grants, up to £30,000 

Developed as part of the 2022 Pakistan/UK Season and commissioned in the lead up to COP28 in 

the United Arab Emirates, Gender Ecologies explored the intersections of gender, climate, 

sustainability and heritage through community and built environment. 
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Count of projects by grant programme  

 

Base: 38 projects 

 

Image: COP26 Creative Commissions, Living Language Land presentation at COP26 Green Zone on 3rd November 2021, 

Glasgow, Scotland © Gaëlle Beri 
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Timeframe  ï Creative Commissions Delivery 2021 -2023 

Creative Commissions projects took place from 2021 onwards, with many projects still (in 2024) 

continuing in some capacity. For projects covered in this report, 21 (55%) projects were commissioned in 

relation to COP26 in November 2021 in Glasgow, UK, 10 projects (26%) for COP27 in November 2022 in 

Sharm El Sheikh, Egypt, and 7 projects (18%) for COP28 in November 2023 in Dubai, United Arab 

Emirates. 

The seven grant programmes covered in this report had varying timescales and durations. The COP26 

Creative Commissions and Gender Ecologies grants had the longest duration, taking place over roughly 

nine months, while the UK/Russia and the UK/Korea Commissions had the shortest duration, taking place 

over three months and four to five months, respectively.  

 

Location  

As all projects involved at least one UK-based partner, all projects had some activity taking place in the 

UK. South Asia and the Middle East and North Africa (MENA) were the regions with the most project 

activity, as there were 15 projects that had activity take place in South Asia (8 from COP26 commissions, 

5 from Gender Ecologies and 2 from the COP27 Commissions) and there were 12 projects with activity in 

MENA (7 from the UK/Egypt Commissions, 4 from the COP26 Creative Commissions, 1 From Ink to 

Action and 1 from the COP27 Creative Commissions). East Asia, Americas and Wider Europe had activity 

from 7 projects each. 

55%

26%

18%

Proportion of projects commissioned in relation to COPs

COP26

COP27

COP28
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Number of Creative Commissions projects by region  

 

Base: 38 / 17 / 2 / 3 / 7 / 5 / 3 / 1 
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Creative Commissions projects took place in 46 different countries. There were 9 projects in Egypt (of 

which 7 were from the UK/Egypt Commissions), 7 projects in India (5 from the COP26 Commissions and 

2 from the COP27 Commissions), 6 projects in Pakistan (of which 5 were part of Gender Ecologies), 5 

projects in South Africa (5 from the COP26 Commissions and 1 from the COP27 Commissions) and 4 in 

South Korea (of which 3 were from the UK/Korea Commissions). 

Number of Creative Commissions projects by location  

 

Base: 38 projects 

More details are available in Appendix III . 
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Evaluation Methodology  

This evaluation conducted by The Audience Agency examined activity as a whole programme, bringing 

together the different funding calls and the portfolio of projects across all those calls. It used the existing 

monitoring and evaluation ï as well as wider programme design and administration ï information and 

documentation, analysing these. These were supplemented with further research including a survey, 

interviews and focus groups. 

The Creative Commissions programme was initiated as an exploration to combine arts, science and 

technology to tackle the climate emergency. Whilst it did not have a formal logic model6, monitoring and 

evaluation was in place. This is a common strategic approach to engaging with fast moving and varying 

contexts ï as was the case during the pandemic. Doing something and testing reactions to it is a way of 

developing, over time, a more focused and closely argued intervention. 

 

In considering the outcomes and impacts of the programme, the process had two stages: 

¶ First stage, bottom up: for evidence -based evaluation  considering pragmatically what can be 

measured retrospectively, given the available data, along the dimensions of evidence required in 

the brief ï value, reach, impact, legacy, learnings. 

¶ Second stage, top down: considering additional potential strategic benefits  in the British 

Council strategic context beyond this programme and the wider global policy and climate context.  

 

6 See Using logic models from the What Works Centre for Local Economic Growth, March 2023 for a useful explanation  

Outline of i nitial logic model  

­ Inputs from the British Council and others  ï resourcing and support ï networks, infrastructure 

and existing creative assets and methodologies 

­ Processes and activities  ï putting out funding calls, selecting projects and project partners, 

creative research and development, creative production, marketing and audience engagement 

­ Direct outputs from these activities  ï which range from tangible outputs like films and artwork, 

live performance and other events, and levels of participation and engagement 

­ Shorter and longer -term outcomes  ï benefits ï to those participating, engaging and other 

stakeholders ï together with specific ólegacyô elements remaining after a project that can be 

argued to be likely to generate further impact over time. 

See Appendix I  for the Logic Model used in this evaluation. 

https://whatworksgrowth.org/wp-content/uploads/2023.03.01-What-Works-Logic-model-guide.pdf
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The Strategic and Policy Context  of the programme is: 

¶ the UN 2030 Agenda7 through its Sustainable Development Goals (SDGs) 

¶ relevant themes and outcomes in the UN Framework Convention on Climate Change and 

subsequent developments (Kyoto and Doha Protocols, 2015 Paris Agreement) including Action for 

Climate Empowerment (ACE)8 and the emerging Culture-Based Climate Action (CBCA) movement 

¶ relevant themes and outcomes from the British Councilôs Climate Connection and Culture 

Responds to Global Challenges programme and overall Climate, Environment, and Sustainability 

strategy.  

 

These last wider strategies have been developing - responding to rapidly shifting climate and 

development contexts ï during the Creative Commissions programme and even continuing as this 

evaluation has been conducted. 

Evaluation questions  

Based on the strategic framings explained above, the brief and the programme documentation supplied, 

the evaluation questions that the research aimed to answer were distilled to the following: 

1. How can creative practices and arts, culture and heritage contribute positively to public and 
policy discourse  and subsequent action on climate ? 
 

2. In what ways is the British Council ï drawing on the strengths of the UK ï able to add most value 
to public engagement in climate policy, science and action  through creativity and culture? 

 
3. What knowledge , skills or connections  have the Creative Commissions programme and 

projects contributed to ï in the UK and globally, including connecting arts, science and 
technology  together towards collective climate action?  

 
4. What is the legacy  of the Creative Commissions to date? Including what knowledge can be 

captured and shared  across the network of projects ï and prospective applicants to create 
greater legacy? 

 
The following different types of impact were considered: 

I. Which were intended and planned  by the projects? 
 

II. Which were the unexpected outcomes  of the projects ï either positive or negative? 
 
III. Which impacts accrued through individual projects ? Which came through being part of a 

larger cohort  ï or ongoing programme ?   

 

7 United Nations Sustainable Development Agenda  
8 United Nations Action for Climate Empowerment 

https://www.un.org/sustainabledevelopment/development-agenda/
https://unfccc.int/topics/education-and-youth/big-picture/ACE
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Evaluation research & development process  

The evaluation process worked through the following stages 

1. Design phase  

o Literature review of relevant policies, strategies, academic and grey literature 

o Desk research reviewing documentation and data provided by the British Council 

o Development of a conceptual framework mapping the intersection of creativity and culture, 

social justice and climate action (see Strategic and Policy Context  section below) 

o Development of a research and data collection framework ï with data collection tools such as 

surveys and topic guides for interviews and focus groups alongside a project log of all 

available data about projects and project partners 

2. Delivery phase  

o Interviews and focus groups with: 

Á Selection of the project teams 

Á Staff at the British Council and its co-commissioning partners  

Á Stakeholders, including some not involved in the programme but operating in the 

climate policy, action and creative areas 

o Collection, collation, summarising and categorisation of data provided by and about the 

projects and project partners 

o Additional social media ólisteningô analysis done on an experimental basis9 to gauge online 

engagement with the projects and their impact on public and policy discourse 

o Synthesis of information gathered from other stakeholders and ongoing review of policies and 

strategies, academic and grey literature 

3. Conclusions and recommendations  

o Drawing together of reflections, conclusions and recommendations 

o Refinement of evaluation framework for ongoing and future projects. 

Data sources   

The data used was based on:  

¶ Publicly available information about the projects online, within social media 

¶ A survey of projects with a sample of 21 responses from 14 projects 

¶ 13 interviews and 3 focus groups with 31 people from 22 projects 

 

9 This was not part of the brief for the evaluation. It was done on an experimental basis to test whether social media analysis 

could contribute to answering research question 1 (the extent to which the projects and their creative practices contributed to 

public and policy discourse around climate action) more fully than would be possible with the other research methods. See 

Appendix IX. 
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¶ Data provided by the British Council on: 

o funding rounds and process 

o open calls and applications 

o the projects selected and their partners and focus 

o monitoring and evaluation data 

o interim and final reporting of projects 

o marketing and communications briefings 

¶ Focus groups and interviews with British Council staff  

¶ Interviews with stakeholders not involved in the programme but operating in the climate action, social 

justice and creative space 

Limitations  

This evaluation and review of the Creative Commissions is based largely on existing documentation and 

reporting. To this end, many of its elements rest on ómeta-evaluationô, that is, analysing monitoring and 

evaluation that has been carried out previously and which, therefore, comes with its own existing 

conclusions. 

This has efficiency benefits in that it reduces the amount of direct primary research to be done, avoiding 

unnecessary duplication of data. It also means that the projects can be examined with greater reflection 

and with consideration for their long-term impacts. However, it also presents its own challenges in that 

¶ There are uneven and varying types of monitoring and evaluation which makes comparisons, 

agglomeration and standardisation difficult. 

¶ It was more complex and time-consuming to source the data and reporting from and about the 

projects than expected. As a consequence, the logic model (Appendix I ), evaluation framework 

and data collection tools had to be developed prior to being able to conduct a full audit of the 

available data and documentation. 

¶ There were gaps of up to 2.5 years since some projects finished, and as a consequence, some 

project participants were no longer with the organisations ï or had forgotten details about their 

projectôs delivery.  

¶ There was very little information available about applicants who were not successful.  

Suggestions for ways of avoiding these limitations are included in the recommendations for future 

monitoring and evaluation. 
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Findings  

The success of the Creative Commission projects rests on the different ways that they generate value: 

¶ Artistic and cultural value 

¶ Raising awareness of global connections, differences and contrasts 

¶ Cultural relations 

¶ Community-based approaches driving engagement and innovation 

¶ An activist approach which leads to change. 

The projects demonstrate a remarkable sense of imagination and creativity: 

¶ Itôs not just that these are artistic representations of scientific ideas for practical effect; it is also 

that the science and creativity combine in new and unpredicted ways.  

¶ Many projects have ólisteningô in their titles or refer to sound, which is interesting for the scientists 

as well as creatives. It is not just about interpreting science imaginatively ï but a recognition of the 

way they can work together. 

¶ They demonstrate what is possible by opening up new creative vistas and artistic worlds (eg. trees 

grown and arranged so they can be seen from space on Google Earth). 

¶ Many comment on going óbeyond the graphô ï the projects enable people to feel what is at stake 

rather than being bombarded with data and science about the situation. 

The projects óshow rather than tellô the consequences of climate change and environmental 

damage  ï for example, examining the impacts on communities around the world ï the way it affects such 

important everyday things as growing vegetables, cooking, well-being and health. Itôs not an abstract 

concept. For example, as part of the Creative Commissions project Doing Zero , community members in 

Nairobi and Manchester took part in joint workshops with creatives and climate experts and looked at the 

intersection between mental health, poverty and climate change in the context of food. 

 

Image: UK/Egypt Creative Commissions, To Begin the Dance Once More, Traditional Dance Forum of Scotland 
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Many projects highlighted differences in awareness of the  consequences  of climate change  and 

awareness of climate  change science and policy  and between so-called ódevelopedô countries and 

Lower- and Middle-Income Countries (LMICs), where climate change impacts can be more extreme and 

with a consequent need for more urgent attention. These different positions and experiences are 

exemplified by many of the Creative Commissions projects.  

It's more obvious here [Nepal] the impacts of climate change. But our childrené were not so 

exposed to why [they have come about]. For them, the landslides were normalé When we started 

this projecté they had to interview the older generationé and understand [what had changed]. 

(Connecting the Climate Challenge, partner from Nepal) 

I generally always think we're not on the cutting edge of such things. I don't think I'd ever heard of 

COP beforeé And then hearing from thoseé in the UK, it was such a contrast of the way we look 

at these things. (Phone Call to the World, partner from South Africa) 

One of the things that we talked about wasé that kind of concern about environmental issues and 

climate and sustainability was a lot more prevalent in the UK than it was in South Korea. 

(Gathering Moss, partner from UK) 

The community-based and people-centred aspects of many of the projects is a key differentiator to more 

science-, policy- or business-led activities ï and is one of the factors of their success. They are not just 

artists and scientists working together in a vacuum. The projects also sought to create a space where the 

perspectives and experiences of local communities - including indigenous groups, young people and 

schools ï could be heard. 

Many of the projects come from a position of activism  ï actively wanting to find a way to argue for the 

ideas, fight for change and demonstrate its importance. This point of view has helped to make strong 

powerful projects which are beyond ómerelyô doing a project óaboutô climate change and the environment. 

For instance, Green Spaces Atlas  worked with young urban planners, artists and designers to present 

ideas and solutions for greening urban spaces in Gaborone, Botswana, with the goal of inspiring city 

planners to design urban environments that work for both the people and planet. 

Storytelling  is a vital ingredient. Either as artists or as active participants, the ability to be able to share 

the problems narratively is a big element of the way the projects worked. It enables people to understand 

the issues at a deeper emotional level that goes beyond the theory. Film and video representation seem 

to have worked very well in telling this story ï it can be used locally, globally and in the COPs. Especially 

powerful are the short, clever films like We Still Have A Chance  which uses animation to show Exeter 

and Cairo city centres being converted into green oases. 
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We are sensory beings in a wider sensory ecosystem... instead of art and culture being increasingly 

co-opted to achieve ecologically destructive economic targets, it can surely be more powerfully 

harnessed to inspire a re-evaluation of our deeper feelings and needs as a society, and in doing so 

help us tackle root causes of our current crises. (Nick Bridge CMG, former UK Special 

Representative for Climate Change under five Foreign Secretaries) 

Project Goals  

Projects sought to engage audiences, ignite conversations and inspire climate action through creative and 

artistic responses. Many of the projects aimed to bring empathetic, human, and relatable responses to the 

climate crisis, acknowledging the power of art and culture to add new, beneficial dimensions to raising 

awareness and catalysing change. 

One project pointed out how their purpose was to ignite a spark in the audience: 

Our messaging and our projects are about engaging the audience; to start thinking [for] 

themselves...we want to enlighten people through their involvement...make it very easy for people to 

talk about these issues and the challenges [of addressing climate change] that comes with it. (Nine 

Earths, UK partner)  

Below is a óladderô of potential goals that can realistically be achieved through the engagement of different 

publics with the outputs of projects such as those commissioned by the Creative Commissions. The first 

rung of awareness ï of any communications campaign ï then builds through higher impact, and harder to 

achieve goals of solutions ultimately leading to action and its benefits. This ladder of project purposes 

draws on different models of change used in or relevant to international development settings10 as well as 

the Action for Climate Empowerment thematic goals, and language drawn from global climate and cultural 

policy and with input from expert advisors.  

In the context of climate change and environment, this kind of change model is relevant in moving beyond 

ótalkingô about climate ï of which there has been much since the UNFCCC in 1992, a common criticism of 

the COPs and other such gatherings ï towards climate action. All projects clearly had some element of 

building awareness and understanding of climate issues, action and science. 

  

 

10 Such as Learning for Sustainability ï Communicating for Change  

https://learningforsustainability.net/tools/communication.php
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Ladder of Change  

1. Building of awareness (óthere is a problemô) and understanding (ówhat is the problemô) ï of 

climate issues, action and science, of which public engagement with science11 forms a key part. 

Example: Ten Years to Save the World  and From Ink to Action  used comic art to address the 

climate crisis, producing anthologies and public exhibitions. 

2. Discourse (ówhat is saidô) - which includes activities such as facilitating international dialogues on 

climate change, promoting intersectoral dialogue on national level, creating new narratives, activism 

and protest and advocating for climate justice. 

Example: Everything Change  created an international forum for generating debate and new ideas 

around global issues. 

3. Empowerment (ómotivation to doô) ï through sense of hope and agency 

Example: Project arCc  and Connecting the Climate Challenge empowered young people in 

assuming responsibility towards saving the planet.  

4. Solutions (ówhat is to be doneô) ï including imagining alternative collective responses 

Example: Trees for Life  fostered skills development and sharing around tree management and 

supported community efforts to restore local water and bio-systems through tree care.  

5. Adoption (ógetting it doneô) - including activities such as driving change, influencing consumer 

behaviour, shaping attitudes, promoting green practices/inspire sustainable consumption and 

mobilising and provoking people to act. 

Example: Tales of Care and Repair  worked with local communities to create Repair Declarations to 

adopt local repair mindsets.  

6. Realising benefits (óimpact of doing itô) ï including direct benefits to project audiences, 

participants and practitioners, improving audience wellbeing through sustainable lifestyles. 

Example: The Green Space s Atlas  implemented community projects and measured environmental 

and social benefits of urban green space. 

 

11 Which many scientific researchers will see as part of their role, see Cambridge Elements | Public Engagement with Science 

https://www.cambridge.org/core/publications/elements/public-engagement-with-science


 

 

 

 

38 

Analysis of types of project goals   

 

Base: 38 / 17 / 2 / 3 / 7 / 5 / 3 / 1 

This ladder then forms a framework against which projectsô range and level of ambition for their intended 

impact are categorised (see above). When asked to self-select project goals in a survey, project partners 

tended to óovercodeô them ï selecting most or all categories. This categorisation was manually reviewed 

by researchers based on project documentation and, where possible, conversations with project partners.   

Specific recommendations regarding project goals have been included in Recommendations and 

Reflections . As explained in more detail below in the Strategic and Policy Context , Action for Climate 

Empowerment emphasises the shift in debate around public policy and sector strategies when policy, 

technology, science and business stakeholders listen to civil society. 61% (23) of projects had a goal to 

change the discourse as well as empowerment and motivating people to take action. 
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Already, 32% (12) of projects to date, encouraged people to adopt changes or take action against climate 

change and 11% (4) of projects emphasised the benefits and impacts of taking climate action. 

What really is interesting, is their [young peopleôs] viewpoint, not someone who's sitting on the city 

council or whatever, yeah, you're really getting people who are going to be enjoying those spaces 

for decades. Their input on what they actually should be like. (Green Space Atlas, partner from UK)  

 

Image: COP26 Creative Commissions, Collection of images from Millipede, National Theatre of Scotland and Think Arts 

Audiences and Reach  

The Creative Commissions sought to engage audiences and communities in response to the climate 

crisis and the majority of projects put their audiences and participants first when designing and delivering 

their projects. One project emphasised the importance of putting the audiences and communities at the 

centre of their project: 

An important theme about the project was the interactivityéthe technology, how we interact with 

the audience and how we can bring our audience into the centre of the conversation. (Gathering 

Moss, South Korea partner) 

Across the 7 funding rounds, there were at least: 

¶ 26,221 people directly engaged face-to-face 

¶ 270,002 actively engaged online 
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¶ 9,862,429 audiences engaged through broadcast, digital and social media12 

Due to data limitations, gaps and inconsistencies across the different funding rounds, the actual direct 

reach of the 38 projects will have been significantly higher than the totals that emerged from the 

evaluation. 

Analysis of self -reported audience reach figures  

Funding Round Face-to-face Online Broadcast, digital & social media 

Overall 26,221 270,002 9,862,429 

COP26 Commissions 5,319 265,351 7,807,119 

COP27 Commissions 2,067 940 372,118 

UK/Korea  5,149 388 56,548 

UK/Egypt  8,499 323 320,636 

Gender Ecologies 5,187 3,000 1,306,008 

Of the 18 projects which did report engagement figures disaggregated by gender and age, there was a 

relatively representative split across gender and age. For example, the COP26 projects engaged face-to-

face: 

¶ with 1137 men and 1285 women  

¶ at least 900 individuals under 15 

¶ 964 individuals aged 15-24  

¶ over 720 individuals over 24. 

¶ online engagement with 1479 women, 1301 men and at least 1606 people under 15.  

Whilst the limitations in the data do not allow for the evaluation to provide a comprehensive quantitative 

summary of the reach, the qualitative research conducted through focus groups, interviews, surveys and 

desk research reveals a wide range of audiences that were engaged by the projects. 20 out of the 38 

projects worked with local communities, 19 projects worked with young people and 10 projects worked 

directly with indigenous peoples.  

 

12 Self-reported media reach numbers by projects. 
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I know the British Council is always [focused on] the younger people, but we're trying to get 

everybody from the whole spectrumé Some of the people we wanted to work with were in prison 

because of their activismémostly our audience was students. (Nine Earths, UK partner) 

20 projects  worked locally and internationally to bring communities together to respond to the climate 

crisis: 

This project wasé all about engaging and getting stories and communication with the wider 

community. We did have a real challenge in engaging with the really poor working-class community 

in North Manchester and [them] feeling that theé conversation around climate change and food 

was relevant to them é we managed, nevertheless, to put a group together, which includedé 

students andé local community members. In Nairobi this was much, much easier. (Doing Zero, UK 

partner) 

There was a wide range of types of engagement with individuals, from large exhibitions and installations 

such as From Ink to Action , to film screenings at COPs with over 200 attendees such as Songs of the 

Earth , to local participatory workshops such as in Permaculture ï Gardens of Resilience /Gender 

Ecologies .  

Many projects reached audiences through screenings of film or video in person or online: 

[W]e managed to produce two different audio-visual public performances. Each was performed 

twice in two different cities in Egypt. We had a total audience of 1,500+. (Listening to the Sea, Egypt 

partner) 

[The] screening of 'Songs of the Earth'  received positive response from a diverse audience during 

the launch of the Climate Skills-Seeds for Transition India project. The screening had over 200 

attendeeséthe audience including founders, directors and CEOsé as well as professors, students, 

researchers, and professionals working in the climate and youth engagement space. (Songs of the 

Earth, UK partner) 

A core emphasis of the Creative Commissions was on digital innovations and solutions, and projects 

found unique ways and new styles for audiences to engage. This was particularly important as many of 

the projects were developed and delivered in the wake of the Covid-19 pandemic, with many countries 

still having lockdowns and restrictions when activities were taking place. 

Because the interface of our whole entire project is on Google Arts and Culture, it does give an 

opportunity to people to dip in or not on an informal basis. (Trees for Life, UK partner) 
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Other projects used innovative digital methods to engage with participants and audiences, producing 

different types of presentation. This included virtual reality, augmented reality or imaginative ways of 

thinking about the issues. For example, Museum of Plastic  used the concept of thinking about a future 

time when plastic no longer existed and therefore a museum would need to exist to explain what it was: 

What we felt was important about the virtual reality side of things. And I think partly, virtual reality 

is still quite new, you know, that's not new in the greater scheme of things. [é] and it's the kind of 

idea that you know, this is the Museum of plastic. You could have a museum of climate change. 

You could have a museum of lots of different environmentally or socially related things. (Museum 

of Plastic, South Africa Partner) 

Experimental social media ólisteningô research ï described in more detail in Appendix IX ï took data from 

10 of the COP26 Creative Commissions tracked posts by the projects and engagement with them. The 

projects stimulated 140 óuser-generatedô posts ï retweets, replies, comments etc. The analysis of the 

accounts posting such user-generated content suggests that two thirds of engagement in the projects 

sampled came from people working in culture, climate or journalism ï and a third from people looking like 

óunaffiliated individualsô likely to be members of the public.  

Engagement on Twitter/X was more substantial ï i.e. written text ï than on other platforms, whereas 

Facebook and Instagram reactions tended to be positive reactions and congratulations. Across all the 

projects, 72% of user-generated content reacting to posts from projects was positive in sentiment ï mostly 

joy and optimism ï with 22% neutral and 6% negative. Even where projects inspired negative responses, 

this did not mean that they were negative about the project ï it could be a negative emotion to the subject 

matter. Only 1 of the 140 user-generated posts was disparaging about a project. 

The conclusion from the experimental social media listening research was that it is possible to build a 

picture of the online discourse stimulated by projects. With more project data ï social media accounts, 

hashtags used ï and paid-for access to social media APIs it would be possible to create a much more 

comprehensive overview. 

As an international brand, the British Council helped projects to reach a wider audience, give them more 

credibility and attract international attention. The relationship opened doors for them, and they were able 

to leverage the British Councilôs support further. 

We would never have got this project off the ground without the support of the British Council. 

éwe definitely reached a wider audience because [the British Council] have a bigger 

channeléposted about our event [under]é British Council Arts. (Nine Earths, UK partner) 

They were also instrumental in clearing so many of the bureaucratic red tape that surrounds not 

only Egypt, but also COP. (The Earth Turns, Egypt Partner) 
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Having British Council as our funder and as our sponsor would give us more credibility of the 

events, and also, in turn reach more audience. (Nine Earths, UK Partner) 

People listen to you if you get a [British Council] grant, taken seriously, gives weight and credibility. 

Theatre in [our country] is not well-supported é So having their [British Council's] upfront trust 

monetarily was able to open a lot of doors for us é They also made sure that the right people knew 

about it, saw it, came to it, and supported it, getting us into the British Embassy, meeting the 

ambassador, meeting the right gatekeepers that could open doors for us and then connecting us 

with other Creative Commissions artists. (The Earth Turns, Egypt Partner) 

Within the creative briefs of the open calls for the Creative Commissions, the British Council encouraged 

projects to foreground the voices of individuals and communities already experiencing the consequences 

of climate change. For instance, Littoral Chronicle  from the UK-Korea Creative Commissions worked 

with coastal communities and ecological migrants in South Korea to capture their experiences and 

illustrate climate changeôs human impact. In another instance, To Begin the Dance Once More  

(previously titled Isis and Danu ï part of UK -Egypt Creative Commissions ) choreographed a 

performance that centred the experiences of climate refugees. 
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Partnerships & Collaboration  

Partnerships and collaboration were at the heart of all Creative Commissions. There were a total of 176 

partners across the 38 Creative Commissions projects, with a median of 3.5 partners per project. Some 

projects had a large number of partners, such as Project arCc  with 14 partner organisations. All projects 

consisted of one UK partner and at least one partner beyond the UK.  

Number of partners in Creative Commissions projects  

 

Base: 38 / 17 / 2 / 3 / 7 / 5 / 3 / 1 

Number of Partners  

Number of 
partners  

Overall  
COP26 

Commissions  
COP27 

Commissions  
UK/ 

Korea  
UK/ 

Egypt  
Gender 

Ecologies  
UK/ 

Russia  
From Ink 
to Action  

Per funding round 176 77 16 9 37 11 25 1 

Average per project 5 5 8 3 5 2 8 1 

Median per project 3.5 4 8 3 3 2 9 1 

Most common per 
project 

3 3 - 3 3 2 - - 

Minimum 1 2 5 3 2 2 6 1 

Maximum 14 14 11 3 10 3 10 1 

Base 38 17 2 3 7 5 3 1 

For most funding rounds, all projects were required to include at least one partner based in the UK and at 

least one overseas partner. For instance, for the Gender Ecologies open call, projects were required to be 

led by a partner based in Pakistan, for the UK/Egypt open call, applications were required to include at 

least one partner in the UK and one partner in Egypt and for the UK/Korea open calls, there had to be at 

least one partner in the UK and one in South Korea.  
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Although international partnerships were a requirement for the proposals, the partnerships had to be in 

place at the time of applying. The British Council did not provide support to partnership building by 

connecting applicants to potential partners. 

The range of countries from which partners originated varied with each funding round. For instance, for 

the COP26 and COP27 Creative Commissions, there was a wide range of countries represented, often 

with at least one partner in every country in which the project had activity taking place. For these two 

funding rounds, the commissioning process encouraged global partnerships. However, in the UK/Egypt, 

UK/Korea, Gender Ecologies and People-to-People Links commissions, as these were country-specific 

commissions, there tended only to be partners from the UK and the target partner country. For a list of all 

locations of partners by grant programme, see Appendix III . 

Overall, projects strongly  emphasised the value and impact of cultural relations partnerships.  The 

dynamics between partners, including their adaptive and resilient natures, their motivation and dedication 

to the aims of the programme, made the collaborations possible. Partnerships in Creative Commissions 

projects were both new and existing, though the projects themselves had to be new and original. For 

instance, in Listening to Ice , the partners built upon prior multi-year research while Everything Change  

brought some partners together for the first time. 

Through this, I met [our UK partner], [and] we paid for him to come to Dhaka. So, we actually met 

him, and that was a fantastic relationship that we were introduced to through this Creative 

Commission. Otherwise, I wouldn't have known him, and we wouldn't have had this amazing 

partnership. (Everything Change, Bangladesh Partner) 

The British Council plays a critical role of convener and connector, bringing people together from around 

the world to collaborate, learn, create and take action.  

The value of the British Council is in connecting our creative sectors around the world é connected 

culture é connected creative industriesé connected communities, and these projects do all of 

those things. é individual creatives, artists é alsoénetworks, partnerships, institutionsé so that 

the sector and the individuals in the UK have an opportunity to be connected with like-minded 

others, and to co-create and co-design with them, at the community level and at the sector level. 

(Doing Zero, UK partner) 

Digital technologies  were essential in developing and building relationships, connecting partners 

globally to collaborate on their projects.  This was particularly relevant for a funding programme 

focused on the climate challenge; digital solutions to creative collaboration at a distance offered partners 

the ability to connect globally with a low carbon footprint. 

My feet didn't need to do the walking to travel the world and build those relationships. 
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[Our project] was made with teams in each country, each working together online to produce their 

own parts of the film. This feels like a way forward for new creative processes that are 

environmentally sustainableé [the] possibility to collaborate internationally in new ways. 

(motherEarth, UK partner) 

Another key accomplishment has been the creation of a collaborative online space/web-based 

platform where artists, creatives, and audiences can engage in meaningful dialogue. (Gathering 

Moss, South Korea partner) 

 

Image: COP26 Creative Commissions, Connecting the Climate Challenge, Wellcome Centre for Cell Biology, Tribhuvan University, Teach for 

Nepal, Midlothian Council 

Projects stressed the ócollective nature of the Creative Commissions as a whole, a unique community of 

grantees.ô The British Council organised online sessions for COP26 grantees on safeguarding, monitoring 

and evaluation, and communications. They also hosted two gatherings in London, one just before COP26 

to share experiences and insights, and the second as a post-project reflection workshop. Most UK 

partners took part, as well as contributions being made online from partners around the world. 

That's one of the nice aspects of it. You get to meet other organisations in the same situation. (Nine 

Earths, UK partner) 

[The British Council] has nurtured something pretty amazing - all of the other projects' work. Hard to 

get a full grasp of how much has been developed.  
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Everyone we meet through the British Council is incredible. And I think there are a few British 

Council networks already. I just was on another one é as a virtual residency, and we always meet 

amazing people. (Doing Zero, Kenya partner) 

Much of the most vital and meaningful outcomes of the project are the intangible conversations and 

exchanges that took place not only in the organised online workshops with all participants but that 

continued informally between individuals to develop the final artworks and texts, over emails, zoom 

calls and occasionally in person. (Deep Ecologies, UK partner) 

Whilst some projects felt like they were part of a network or cohort alongside others in the same funding 

round, others called for more opportunities to get to know others who were designing and delivering 

Creative Commissions. 

éduring the initial webinars, we had the opportunity to meet and greet online, but not everyone is 

engaging that much, people turn off their cameraé The only time we meet [people from] our cohort 

in person was at the very endé if we could meet them a bit earlier, that would be great. It did feel 

like we were in the same gang as it were, but we didn't really get to know them that well, only 

fleeting moments. (Nine Earths, UK partner) 

Beyond the partnerships and collaborations within the project, individuals and organisations were able to 

establish relationships outside of the main project team, including with local communities and scientists. 

Our collaboration with our international partners and local communities on the groundéhave been 

essentialéconnections that we've made. Because there are, frankly, very few people who are 

actually doing what we are doing. (The Way We Ate, Pakistan partner) 

[An] Inspirational amount of positive responses during project ï scientists coming to us, willing to 

contribute ï fuelled our will to make it bigger and better. 

Looking forward, connections established during the Creative Commissions laid the groundwork for future 

collaborations and relationships. 

[Our organisation] was able to establish valuable connections with international companies in the 

creative industry, fostering potential future collaborations. (Ring the Bell/Stop These Games/Street 

Art Opera, UK partner) 

While the partnerships and collaborations that were forged through Creative Commissions programmes 

were overwhelmingly positive, projects did encounter some challenges and setbacks. One of the 

important learnings for UK-based partners was being mindful of post-colonial dynamics and ensuring that 

their partnership was not seen as exploitative, rather ensuring that the partnerships were mutual and 

reciprocal. Working internationally means navigating and respecting different cultural and political 

contexts.  
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Although workshops and information on safeguarding were provided to COP26 and COP27 projects, 

some partners said that they would have benefitted from additional insights and instruction about 

safeguarding, particularly in different cultural contexts, including outlining the minimum legal safeguarding 

requirements and duty of care. Partners, primarily partners based in the UK, also expressed a desire to 

understand better the rules of engagement with partners and audiences, welcoming advice from local 

British Council country teams, including about political contexts, equality, inclusion, diversity, gender and 

engaging with different socio-economic groups.  

In some instances, partnerships were described as uneven, with variable capacity that put stress on one 

or multiple other partners or with a discrepancy between UK-based and overseas partners in terms of fair 

pay. Logistically, language barriers and time zones were also frequently cited as challenges in 

international partnerships and collaborations. 

éthe basis of the grant was that we had to find a UK partneré and we were very excited about that 

collaboration. However, [it] did break down, and despite our best abilities, we were not able to have 

regular communication. (The Way We Ate, Pakistan partner) 

 

Image: COP26 Creative Commissions, City of London Exhibition, British Council. 

Beyond the Creative Commissions grants themselves, the British Council forged a number of key 

partnerships and collaborations to amplify the outcomes and impacts of the projects. For instance, the 

Creative Commissions exhibition that took place from November to December 2021 in partnership with 

the City of London Corporation as part of their Outdoor Arts programme A Thing of Beauty , showcased 

the work of nine Creative Commissions projects. COP26 Creative Commissions were also featured in 
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various media, thanks to partnerships developed by the British Council, including a BBC article, One 

Earth science magazine, Harrison Parrott podcast, and Barbican International Enterprises engagement.  

These sorts of exhibitions and gatherings offer the opportunity to enable greater attention for the projects, 

attracting different audiences and visitors and providing a forum for the projects to network and discover 

what others are doing. 
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Climate & Environment themes  

Projects addressed a wide variety of themes related to climate and environment. Given the nature of the 

programme and calls, Climate Action / Activism was a theme across all 38 projects.  

¶ Topics relating to oceans (including coastal erosion, ocean pollution, sea level rise, acidification), 

land use and management, and recycling, circular economy and innovative design accounted for 

just under one third of projects (32% / 12 projects).  

¶ Topics relating to carbon footprint/sustainable consumption, water and food and agriculture/dietary 

shift were also addressed by a substantial number of projects (29% / 11 projects).  

Top Climate & Environment themes addressed by Creative Commissions projects  

N.B. This chart includes themes addressed by at least 10 projects. For all themes by project, see Appendix  V. 

 

Base: 38 / 17 / 2 / 3 / 7 / 5 / 3 / 1 

5
6

11

6

4 4

7

2
1 1

1 1

11

1

2

2

2

2

1

4
1

2

1 3 1

1 3

1

1

12 12 12

11 11 11

10

COP26 Creative Commissions COP27 Creative Commissions UK/Korea

UK/Egypt Gender Ecologies UK/Russia

From Ink to Action



 

 

 

 

52 

When looking at the climate and environment themes addressed by each grant programme, some 

patterns and differences emerge, including the following: 

¶ For the 17 COP26 Creative Commissions, 65% (vs. 32% overall) of projects addressed 

recycling/circular economy /innovative design , 41% (vs. 18% overall) renewable 

energy/energy  efficiency  and 41% (vs. 26% overall) pollution/clean air .  

¶ Both of the COP27 Creative Commissions addressed themes related to oceans  and forests.  

¶ Two of the three (67%) UK/Korea projects addressed carbon footprint/sustainable 

consumption  (vs. 29% overall) and food and agriculture/dietary shift  (29% overall).  

¶ Of the 7 UK/Egypt projects, 57% (vs. 29% overall) addressed themes related to water .  

¶ Three of the five (60%) Gender Ecologies projects addressed land use and management  (vs. 

32% overall) and food and agriculture / dietary shift  (vs. 29% overall).  

¶ Two of the three (67%) UK/Russia projects addressed permafrost / melting glaciers  (vs. 16% 

overall). 

 

Image: Gender Ecologies, The Way We Ate, Pakistan's Food Regions, 2023, SOC Films 
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What creativity and culture bring  

This section explores the artistic and creative approaches employed by the projects to address the 

climate and environment themes. 

Mix of practitioners and experts involved  

Across the 38 projects, there were more than 260 artists/creative practitioners  and over 100 scientists  

or other researchers/academics, often from the social sciences, involved in the development or delivery of 

the project. A significant number of these artists and scientists/researchers were involved in the two 

COP27 Creative Commissions, which had 40 artists. UK-Russia Creative Commissions also had a large 

number of scientists, with 21 scientists and 17 artists working across the 3 grant projects. It is important to 

note that not all funding rounds put an emphasis on this type of collaboration, such as Gender Ecologies 

and From Ink to Action. 

Count of Artists and Scientists/Researchers  

 

Cultural forms, media types & creative activities   

Projects used a diverse range of cultural and creative practices, with the most common being: 

¶ nearly three quarters of the projects (74% or 28) worked with film/TV/video  

¶ nearly half (47% or 18) worked with music 

¶ 45% (17 projects) used digital arts  
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¶ 42% (16 projects) included visual arts (including photography).  

Considering the global context when the projects were commissioned, in the wake of Covid-19 when 

international travel was limited, many of these forms were ones that could be created online. These were 

also the cultural forms that had the ability to reach diverse audiences across the globe, both online and in 

person, which was one of the programmeôs ambitions. 

Types of c ultural forms, media types and/or  creative activities used by projects  
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When looking at the cultural forms, media types and/or creative activities by grant programme, some 

patterns and differences emerge, including the following: 

¶ The majority of the 17 COP26 Creative Commissions projects included film/TV/video  (88% vs. 74% 

overall) and over half included music (59% vs. 47% overall) and visual arts (53% vs. 42% overall). 

¶ All 3 UK/Korea projects included digital arts  ranging from a virtual exhibition and online platforms 

sharing creative works and life experiences to a digital model of the landscape (vs. 45% overall) 

¶ Both COP27 Creative Commissions projects included film/TV/video  (vs. 74% overall) and 

audio/podcasts  (vs. 24% overall). 

¶ Of the 7 UK/Egypt projects, 43% included literature/poetry/spoken word , digital arts , music  and 

film/TV/video . 

¶ Of the 5 Gender Ecologies projects, 60% (vs. 74% overall) included film/TV/video  and music  (vs. 

47% overall). 

¶ Two of the three (67%) UK-Russia Creative Commissions included film/TV/video  (vs. 74% overall) 

and visual arts  (vs. 42% overall). 

 

 

Image: UK-Russia Creative Commissions, Tribe, installation of Echo of the Sea, photo by Alesya Murlina, 2022 
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Outputs from the Creative Commissions were varied ï many have become creative assets constituting 

part of the legacy of the programme such as: 

¶ Songs of the Earth  music album, animated film and e-book resource 

¶ Museum of Plastic  2121 Virtual Reality Museum and film 

¶ Nine Earths immersive art installation with sound and film 

¶ Tales of Care and Repair  policy declarations and online database 

¶ Connecting the Climate Challenge  educational resources and school eco-committees 

¶ óBetter Late than Neverô dance film from motherEarth international  

¶ an immersive exhibition at The Lakes International Comic Art Festival and COP28 by From Ink to 

Action  

¶ podcasts and texts from Deep Ecologies and Climate Portals  

¶ the Milaap  film from Gender Ecologies 

¶ a virtual platform from Littoral Chronicle for UK -Korea Creative Commissions  

¶ a collection of bilingual stories from The Earth Turns  for UK-Egypt Creative Commissions 

The wide variety of artforms is testament to the range of creative responses possible for this work. It 

seems to demonstrate more of a focus on visual and digital arts, although many of the films and digital 

events do include performance. Performing arts such as theatre or dance by their nature require a place 

to perform and therefore tend to be more local in nature. Given the global reach of Creative Commissions, 

it appears likely that the more digital/visual/film based artforms had the capacity to be transported and 

reproduced more easily, such as at COPs and other international platforms. 

The value of  Culture & Creativity in relation to the climate crisis  

Humanising science, bringing data to life  

Climate science and climate action are often characterised with numbers and data. Art, culture and 

creativity in contrast bring empathy, emotion and connection. Going beyond facts and theories that can 

alienate people, creative practices embedded in local cultures make the climate crisis relatable, more 

legible and relevant to daily lives. Making the conversation human thus inspires action. As Alison Tickell, 

Founder and CEO of Julieôs Bicycle has said: "the arts is the difference between knowing knowledge and 

feeling knowledgeò. 

I noticed a lot of apathy in the topic ï around me as well as in myself ï and this project is an attempt 

to feel something again, and then do something. A lot is hidden from us, particularly when it comes 

to the climate crisis, and even more so if it is ófar awayô. We wanted to make the invisible visible. To 

make a connection between people and nature and through that, support a reconnection with the 

realities of this emergency. (é) I wanted to make something about the climate crisis that wasnôt 
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words and facts and science. Something that was about feeling, and something that helped to build 

empathy. I also wanted to make something that would punch people in the face a bit, that would 

make people want to do something. (motherEarth International, UK partner) 

Culture and creativity, by telling stories and making climate change more relatable, can invoke emotion 

and create a reaction, beyond what the science and data can do on their own. Projects used this as a tool 

to galvanise audiences towards climate responsibility and action. 

Arts creates an emotion, which maybe just statistics and facts and numbers on climate change 

don't. So, we love using art to carry forward the environmental messageéespecially for climate 

action, the urgency of the thing. (Songs of the Earth, India partner) 

Itôs not a lack of information; it's a lack of emotional attachment to it. Nobody really is going ñthis isn't 

happeningò ï people don't care. Whereas if you think about your grandchild or your daughter ï you 

have an emotional, immediate humanistic touch, then [for audiences] there's no getting away from 

that. (The Earth Turns, Egypt partner) 

Projects told stories through creative media and methods in a way that is engaging and interactive. 

Many of the [end users] don't know that the species [of dolphin in the delta where they live] are in 

danger [from] fishing or any other activities. Tourists came and destroyed the beauty of that 

habitaté so that will now be addressed through the games [created via the Commission. [T[hey 

[are] aware that these are in danger. (Breaking the Waves, Pakistan partner) 

Within Pakistané it's been an eye openeréfor people living inécities about how certain rural 

populations live. (The Way We Ate, Pakistan partner) 

Science to creative collaborations  

Projects realised the value of bringing artists and scientists together to provide a holistic and nuanced 

conversation about climate change: 

We're starting to understand the whole spectrum of climate scientists ï and there's a whole different 

group of them, and different ideas, different thoughts ï but what we're realising is they have no 

experience in the arts world, so they [are] sort of seeing things like audio, visual performances, 

installations to actually be another way of getting a message across. Because it's a bit dry otherwise 

é lots of people don't really want to read things or be told things, they just want to be entertained. 

(Nine Earths, UK partner) 

The common feedback we got from the scientists and those organisations that work with policy or in 

climate change: a lot of the audiences that they give this information to glaze over, because all of 
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these numbers can be sometimes overwhelming, but the presentation which makes the facts 

digestible and real to them, in terms of the stories and all of that, has received more positive impact. 

(World Weather Network, Philippines partner) 

Many of the project partners had not worked in this way before, collaborating with artists and scientists, 

and their reflections on the combination indicate an appetite for these sorts of collaborations. 

What we found is scientists want to meet artists and want to be in the same space. We're doing the 

exact same thing, we're just using different ways of asking questions. That's all art is really doing, is 

asking questions, not providing answers. (The Earth Turns, Egypt partner) 

Especially for creative [output] you don't want it to come across as preachy and too prescriptiveé 

So the challenge wasé how to have something that'sé engaging creatively, but get the message 

across. (Everything Change, Bangladesh partner) 

Participatory approaches through art s and creativity  

Beyond creating awareness and understanding of the climate crisis, projects sought to empower people 

to take creative and collective climate action. 

We involved communities on both sides [in the UK and in Nairobi] who are going to be affected by 

the climate crisiséit was about empowerment of self. (Doing Zero, Kenya partner) 

[One of our partners is] so happy to be involved in something é creative, rather than all the facts 

and figures of climate change, because they understand é how important art is in getting the 

message across more vividly. (World Weather Network, Philippines partner) 

It's abouté the stories thaté the arts can bring to break down the jargon, or the environmental 

fatigue. (Isis and Danu, UK partner) 

Embedding sustainability in creative processes and structures  

In addition to empowering others to take climate action, partners and artists also looked at their own 

practices and ways they could work in a more carbon neutral and sustainable manner. 

Theatre is an incredibly wasteful medium of time and resources and everything else. How do I make 

this in a way that is completely or as much carbon neutral as I can? If I am reevaluating my 

resources and everything else, can I reevaluate the entire making process, including the storytelling. 

(The Earth Turns, Egypt partner) 

In one of the projects, motherEarth International , the project leaders created a carbon calculator based 

on known scientific methods and submitted a sustainability report. It included not only the more obvious 
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elements such as travel but also the often-ignored impacts of technology such as online engagement on 

the production of carbon. This is a specific output that can be used in future programmes and projects. 

 

Image: Gender Ecologies, Poster for The Riverôs Daughter, a play by Arieb Azhar, Insaan Culture Club, ALL4ONE Communications, Kulsoom 

Aftab 

Enriching public discourse  and sharing diverse narratives  

The Creative Commissions encouraged debate and discussion  about issues of climate change and the 

environment among communities. Through these debates and discussions, projects encouraged 

individuals to take collective climate action.  

I have aimed to intertwine art and environmental advocacy, creating a platform that not only raises 

awareness but also inspires action. (Gathering Moss, South Korea partner) 

The projects increased mutual understanding between civil society and policymakers, climate scientists 

and academia. 

We took that indigenous knowledge and formulated into thinking through scientistsô perspectives, 

and it made sense. It all came together. (Milaap, Pakistan partner) 

We made sure to build into our show a talkback with the audience. We included in our production é 

sustainability managers, climate scientists, health professionals, Met Office, agriculture specialists 

é The play had provoked thoughts, ideas in the audience, and we wanted to make sure that those 

ideas weren't just left on their own, which is a lot of what was happening in climate science, you 

know, "Doom, doom, gloom. Goodbye. Good luck with all that." (The Earth Turns, Egypt partner) 



 

 

 

 

60 

Translating the terminology of climate change and sustainability is not always easy. Intercultural and 

interlinguistic differences emerge, which makes global debate challenging. 

One of the greatest barriers to exploring further climate change themes within Pakistan is the formal 

terminology of climate change is still not é commoné Whilst people have a lot of indigenous 

knowledge and methods relate[d] to food and climate and seasonality ï eating local, eating 

seasonal ï they don't necessarily use [the] terminology of climate change. (The Way We Ate, 

Pakistan partner) 

International Cultural Relations and Climate Action  

Projects recognise the British Council as a key player in advancing the environment and climate debate 

both in the UK and globally. 

We're incredibly grateful to the British Council. There is no other organisation in this part of the 

world, in Pakistan é there are very few organisations doing what they do, and there's certainly no 

one looking at aspects of art, culture é No one [else] is looking at cultural heritage in light of climate 

change. (The Way We Ate, Pakistan partner) 

One hopes that there will be a more enlightened view to the soft power that the British Council 

delivers. It's a really, really important organisation é the British Council delivers really significantly 

for the amounts of money that they spend. (Doing Zero, UK partner). 

The Creative Commissions projects have shown how the British Council can exert influence, working with 

partners to demonstrate how themes such as climate and environmental change can inform policy and 

practice through on the ground action. 
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Role of social justice and equality in projects  

Creative Commissions projects reflected the connections and intersections between the environment and 

diversity, gender equality and social justice, actively engaging with groups and communities currently 

under-represented in climate change conversations and/or those who are disproportionately affected by 

climate change. 

Based on the materials provided and published about the 38 Creative Commissions projects, interviews 

with many of the project partners and some monitoring data that was collected, projects were categorised 

as addressing one or more of the following social justice themes: 

Social justice themes  

­ Gender equality 

­ LGBTQIA+  

­ Migration  

­ Indigenous communities 

­ Disability/neurodiversity 

­ Youth voice/intergenerational exchange 

­ Interculturality 

­ Rural/coastal communities 

For more information on Gender equality and social inclusion, see Appendix VI II.  

¶ Youth voice and intergenerational exchange  was the social justice theme addressed by the 

most projects, with 58% having this as a focus in their project 

¶ 53% of projects worked with indigenous communities  

¶ 50% addressed interculturality / intercultural exchange   

¶ 42% addressed gender equality . 
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Social Justice  themes addressed by projects  

 

Base: 38 / 17 / 2 / 3 / 7 / 5 / 3 / 1 

When looking at the social justice themes by grant programme, some notable patterns and differences 

emerge: 

¶ For the 17 COP26 Creative Commissions, 65% (vs. 51% overall) of projects focused on youth 

voice / intergenerational exchange  and 53% (vs. 53% overall) worked with indigenous 

communities . 

¶ All three UK/Korea projects included youth voices / intergenerational exchange and addressed 

Interculturality.  

¶ Of the 7 UK/Egypt projects, 71% (vs. 61% overall) looked at themes around youth voice / 

intergenerational  exchange , 43% (vs. 42% overall) gender  equality  and 43% (vs. 21% overall) 

migr ation . 
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¶ All 5 Gender Ecologies projects explored gender equality (vs. 43% overall) and worked with 

indigenous communities (vs. 53% overall) and 60% (vs. 32% overall) with rural/coastal 

communities.  40% of Gender Ecologies projects explored themes around interculturality and 

migration.  

¶ All 3 UK-Russia Creative Commissions worked with indigenous communities  and focused on 

interculturality . 

Projects foregrounded, shared and combined the stories and experiences of young people, women and 

girls, indigenous people and communities that are affected by climate change.  

I think there's a real value iné co-design between communities that are [from] very different parts of 

the world, but that share some of these universal challenges that we face as a world. (Doing Zero, 

UK partner) 

Young people  

Climate change is one of the most important issues for young people around the world as they look 

towards what the future ï and future planet ï holds for them13. Across the Creative Commissions funding 

rounds, the British Council encouraged grant proposals that engaged young people. 23 of the 38 projects 

(61%) involved youth voice or addressed intergenerational exchange in their projects.  

Project examples include: 

¶ As part of the UK-Egypt Creative Commissions, the collaborative exhibition, Our Broken Planet , 

which connected youth audiences directly to scientists and young changemakers as they explored 

the pioneering solutions to the planetary emergency through a physical gallery, digital content, and 

an online events programme.  

¶ The UK-Korea Creative Commission Daily Rituals: Four Earths  created two artworks that 

reconstructed footage of the daily consumption activities of young people between the ages of 19 

and 34 in Korea and the UK with creative methods. 

¶ One of the COP26 Creative Commissions Project arCc  engaged young people to assume 

responsibility towards saving the planet by sharing resources and empowering them to be 

ambassadors and engage local communities.  

Amplifying the voices of young people from around the world to express their ideas, hopes and concerns 

around climate change was central: 

 

13 British Council Next Generation UK December 2024. 

https://www.britishcouncil.org/sites/default/files/next_generation_uk_2024.pdf
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[One of our successes was] écapturing young people's urgent voices from different social, political 

and geographical contexts in a way that drew connections and similarities AND the striking 

differences of knowledge, understanding and level of priority of climate issues across the different 

countries. (Phone Call to the World, UK partner) 

[Stop These Games aimed] to ring in a new era of environmental and social awareness, inspired by 

the lived experiences, hopes and dreams of the young participants. 

As climate issues become more visibly urgent to all generations, there is likely to be increased focus on 

finding new climate solutions rather than just enabling better quality dialogue. Young people have a new 

and different view of climate problems and their solutions. Creative commissions are a vehicle for this. 

[Reading Water encouraged] young people from Egypt and the UK to respond to water issues by 

connecting and sharing their local experiences of two rivers, transforming their experiences into 

collective answers with digital media.  

More than giving voice now, projects aimed to move young people to be ambassadors and agents of 

change ï climate action: 

Those students [who use our game] are [now] aware. They will definitely go on that government 

platformé. They will raise their climate change issuesé These youngstersé the youth who will 

grow in our futureé will definitely raise [their] voice. (Breaking the Waves, Pakistan partner) 

[Stop These Games] provided a platform for these young artists to express their perspectives on 

environmental issues through art, amplifying their voices in a global conversation. 

As seen with other youth and next generation involvement in climate and wider UN and national decision-

making, some of the Creative Commissions also highlighted how it can be challenging to hear what is 

said by those who are going to live with the consequences of climate change but who were not 

responsible for it: 

There was a lot of negativity andé aggression from the audience, especially the younger 

generationé saying "why is this my responsibility to clean up your mess?" (The Earth Turns, Egypt 

partner) 
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Gender  Equality  

The climate crisis is not gender neutral. Women and girls suffer the worst effects of climate change, 

exacerbating existing gender inequality and threatening livelihoods, health, and security. Women and girls 

are disproportionately affected by the impacts of climate change, representing 71% of the 1.3 billion 

people across the world living in conditions of poverty, and so they are more exposed to natural and 

social disasters generated by environmental deterioration. The climate crisis makes the care tasks 

disproportionately borne by women ï such as supplying water or energy for cooking in the home ï much 

more difficult. Women may also face additional burdens because of their class, race, disability or age. 

In this way, climate change places a disproportionate burden on women, in particular, who have different 

access to information, resources and employment opportunities in communities. At the same time, climate 

change is one of the causes of the migration crisis, among which poor women represent a large 

proportion of the people who migrate. When women are pressured to migrate in order to lead healthy and 

safe lives elsewhere, they often face specific risks along their migration routes. 

Women are often considered change agents and civil society leaders in climate action, with recognised 

experience in mitigating and adapting to climate change in day-to-day life. Women are also leaders in the 

conservation of indigenous cultures, which consider the preservation of nature to be fundamental. They 

are essential to the transmission of cultural knowledge and skills,14 protection and safeguarding of cultural 

heritage, promotion of equal rights and access to cultural life. This role often derives from traditional 

ófamilyô roles managing households, preparing food and bringing up children.15 Recognising this often-

invisible labour, and its value, is part of recognising the key role women and communities play in 

responding, adapting to and mitigating climate change.  

Despite making up most of the cultural workforce in many countries,16 women are underrepresented in 

leadership roles in the sector in the UK17 and internationally.18 Barriers are even higher for black or 

indigenous women; LGBTQIA+ women; young or old women; migrants; economically disadvantaged 

women; and those with multiple intersectional identities. 

In was in this context, that the 5 Gender Ecologies grants (as part of the Pakistan/UK Season) were 

commissioned with the mission óto foster a mutual exchange of knowledge and skills, promoting the voice 

of women, their safety and dignity [é and] exploring ways to close the gap between the disproportional 

 

14 Musiza, C. (2024). Gender, Traditional Cultural Expressions, and Intellectual Property: Exploring Womenôs Empowerment and 
Cultural Production in Zambia. In: Mastandrea Bonaviri, G., Sadowski, M.M. (eds) Heritage in War and Peace. Law and Visual 
Jurisprudence, vol 12. Springer, Cham. https://doi.org/10.1007/978-3-031-47347-0_27 
15 Mellor, Mary (2000), "Nature, (Re) Production and Power. A Materialist Ecofeminist Perspectiva", en Fred P. Gale y Michael 
M'Gonigle (eds.), pp. 105ï120. 
16 State of the Arts Report about the situation of women artists and professionals in the Cultural and Creative Industries sector in 
Europe, March 2020 
17 Creative Industries Policy and Evidence Centre | Arts, Culture and Heritage: Audiences and Workforce 
18 Gender in Geopolitics Institute | The role of women in the preservation of intangible cultural heritage 

http://www.womarts.eu/upload/01-LI-WOMART-1-20-6.pdf
http://www.womarts.eu/upload/01-LI-WOMART-1-20-6.pdf
https://pec.ac.uk/state_of_the_nation/arts-cultural-heritage-audiences-and-workforce-2/
https://igg-geo.org/en/?p=3133&lang=en
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effects of climate change on women. Across the programme as a whole, nearly half (16 or 42%) of 

projects addressed gender equality.  

 

Image: Gender Ecologies, Participant embroidery from workshop, Permaculture ï Gardens of Resilience, Adrianôs Croft, Apnakam, Maheen Zia, 

Sumbul Khan 

Projects not only addressed the impact of climate change on women but also the role of women as 

activists against climate change as guardians of ancestral, traditional knowledge about the environment 

and cultural practices using natural resources. 

We were looking initially at generic food practices within Pakistan é we felt that there was a definite 

lack of womenôs stories in the project overall é We realised that there was a bigger story to be told 

here, which included climate change and particularly female food practices. (The Way We Ate, 

Pakistan partner) 

The projectécovers the stories about the impact of climate change on the coastal women of Indus 

deltaé and the purpose waséto project the voice of coastal women in the form of art. (Breaking the 

Waves, Pakistan partner) 

While some Creative Commissions projects were asked to collect numbers of individuals engaged face to 

face and online by gender, this was not collected consistently across all projects featured in this report, 

and thus there is an incomplete picture of engagement. Amongst projects that did report the gender of 

individuals engaged, there were more females than males engaged in the projects.  
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The following tables summarises the available data by grant programme but should not be taken as 

comprehensive and representative of all engagement with the Creative Commissions. 

Number of individuals engaged face to face  

Grant Programme  Male Female  Other  
Not Applicable  / 

Unknown  
Total  

COP26 Creative Commissions  1137 1285 1525 1372 5319 

COP27 Creative Commissions  135 124 0 1904 2067 

UK-Egypt Creative Commissions  156 191 0 8152 8499 

UK-Korea Creative Commissions  - - - 5149 5149 

Gender Ecologies  0 515 0 4672 5187 

TOTAL (FACE TO FACE)  1428 2115 1525 16100 26221 

Number of individuals engaged online  

Grant Programme  Male Female  Other  Not Applicable  Total  

COP26 Creative Commissions  1301 1479 204 343 3327 

COP27 Creative Commissions  408 506 10 16 940 

UK-Egypt Creative Commissions  0 0 0 323 323 

UK-Korea Creative Commissions  0 0 0 388 388 

Gender Ecologies  0 0 0 3000 3000 

TOTAL (ONLINE) 1709 1985 214 3682 7978 
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