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6 Month Report
The Climate and Us



The Climate and Us
We are living in a time of environmental emergency.

Climate change is accelerating, causing enormous damage to human health. Yet 
healthcare is caught in a paradoxical relationship with climate change. The health 
sector is responsible for approximately 5% of global emissions – contributing to our 
changing climate, while on the frontline of dealing with climate-sensitive health 
burdens.

This series explores both the challenges and the solutions around securing 
planetary health. These are the stories of communities around the world rising to 
protect their homes and their health from the widespread impacts of the climate 
crisis.

On behalf of the team at BBC StoryWorks, we’d like to thank you for being our 
partner on this series. 

We’re delighted to share this first report on the final  performance of The Climate 
and Us. It’s fantastic that we’ve had more than 2.6 million page views to our site, 
with audiences spending time exploring the interconnectedness of climate change 
and human health. 

S E R I E S  O V E R V I E W



Global activations
S E R I E S  O V E R V I E W

• May 2023 - 76th World Health Assembly – Geneva, Switzerland - Series 
introduction by BBC StoryWorks' Vice President, Gemma Jennings

• September 2023 – Africa Climate Week – Nairobi, Kenya – Series stills 
shared by Global Climate and Health Alliance

• September 2023 - New York Climate Week – New York, United States – 
Series premiere at BBC Studios and panel discussion

• December 2023 – COP28 UAE – Dubai, United Arab Emirates – Various 
activations across COP28 programming, such as: 

• Series trailer screening as part of the Climate Action Summit
• Film screenings as part of a solutions-focused showcase
• Looped screenings of social media films in UK Pavilion
• Screening & Discussion - ‘The Climate and Us: Understanding the 

climate and health equation’
• Screening & fireside chat at the Entertainment & Culture Pavilion
• Panel discussion: ‘The power of health to 'make climate personal’’ –

Goals House
• Assorted screenings and discussions – Climate Action, Isle of Hope

• June 2024 – Forecasting Healthy Futures Global Summit – Baku,  
Azerbajan & Virtual – Reflections on climate storytelling by Executive 
producer, Alexandra Cockburn



Record breaking 
performance on 
BBC.com
The series website launched on 31 October 2023 with 34 

powerful human stories from around the world. We have seen 

more than 2.6 million site visits, and audiences from across the 

world engaging with the series. 

Top visiting countries to the site are Bangladesh, 
United States, Nigeria, Nepal and India. 

Performance recorded until  25 July 2024.

W E B S I T E



Vast global 
audiences 
reached 

W E B S I T E

2.6m 
P A G E  V I E W S  T O  T H E  W E B S I T E

1’47’’
A V G .  T I M E  S P E N T  O N  
H O M E P A G E

83%
B O U N C E  R A T E

2.37m 
V I S I T O R S  T O  T H E  W E B S I T E

2’02”
A V G .  V I D E O  P L A Y B A C K  T I M E



BBC audiences 
exploring the 
series

W E B S I T E

38.9m

26.1k

0.14%

I M P R E S S I O N S  A C R O S S  
B B C . C O M  A U D I E N C E S

C L I C K  T H R O U G H S  T O  T H E  
W E B S I T E

A V E R A G E  C T R



BBC audiences 
exploring the 
series
The 6 month campaign performed well with a CTR of 0.14% 
(results recorded 25 July 2024.) Industry benchmark is 0.1%.

The highest number of clicks have been recorded in the following 
countries: United States, South Africa, and India. 

The highest click through rates have been recorded in: Anguilla, 
Kosovo, and Lesotho.

The best performing artwork so far are the two designs displayed 
on the right.

W E B S I T E



Social Media 
Performance
This data is taken from the social media campaign results gained from 
posts on Facebook, LinkedIn, Twitter and Instagram.

We are especially pleased to that the engagements 
continued to be strong, with roughly 1 in 4 people who 
saw the series posts engaging with them.

S O C I A L  M E D I A

142.7m
I M P R E S S I O N S

30.7m
E N G A G E M E N T S  A C R O S S  
A L L  S O C I A L  C H A N N E L S

2.24m
V I D E O  V I E W S  A T  2 5 %

288k
V I D E O  C O M P L E T I O N S

6.24m
C L I C K S  T H R O U G H  
T O  T H E  W E B S I T E

25.4m
T O T A L  V I E W S  ( 3 s )

Video views at 25% is a core KPI for our campaign as it demonstrates genuine engagement with the video content online. 



These results are from BBC StoryWorks promotion of your 

films across Facebook and Instagram.

We’re delighted with the performance of 

your films across social media.

S O C I A L  M E D I A

20.8m
I M P R E S S I O N S

7.34m
E N G A G E M E N T S  A C R O S S  
A L L  S O C I A L  C H A N N E L S

385.4k
V I D E O  V I E W S  A T  2 5 %

55k
V I D E O  C O M P L E T I O N S

1.26m
C L I C K S  T H R O U G H  
T O  T H E  W E B S I T E

6.17m
T O T A L  V I E W S  ( 3 s )

Returning to the 
source

58k
R E A C T I O N S

989
S H A R E S  A C R O S S  
S O C I A L



S O C I A L  M E D I A

At a glance:

Three of your films 
were in the top five 

films with the 
highest numbers of 
video plays on the 

series website.

All four of your films 
were in the top five 

stories with the 
highest numbers of 
shares across social 

media.

Three of your films 
were in the top five 
film pages with the 
highest number of 

page visits on 
BBC.com.



These results are from BBC StoryWorks promotion of your film 

across Facebook and Instagram.

We’re delighted with the performance of 

your film across social media.

S O C I A L  M E D I A

8.04m
I M P R E S S I O N S

2.6m
E N G A G E M E N T S  A C R O S S  
A L L  S O C I A L  C H A N N E L S

151k
V I D E O  V I E W S  A T  2 5 %

22.6k
V I D E O  C O M P L E T I O N S

300k
C L I C K S  T H R O U G H  
T O  T H E  W E B S I T E

2.3m
T O T A L  V I E W S  ( 3 s )

The leaf helping yam 
farmers stop pests



S O C I A L  M E D I A

Your film had the highest number 
of video plays on BBC.com in the 

entire series, and the fourth 
highest number of page views, 
growing in popularity from the 

8-week stage.

Your film saw the second highest 
number of reactions on social media 

across the full campaign, including the 
most saves and second highest number 

of shares. Audiences wanted to return to 
and share your content with their 

personal networks.

Compelling 
audiences to react

Captivating audiences 
on BBC.com

Your film saw the most views in 
Nepal, Ethiopia and Bangladesh  

on social media. Across the 
campaign, we saw the most 

engagement from male audiences, 
and those aged 25-34.

Global audiences 
reached



These results are from BBC StoryWorks promotion of your film 

across Facebook and Twitter.

We’re delighted with the performance of 

your film across social media.

S O C I A L  M E D I A

1.7m
I M P R E S S I O N S

910k
E N G A G E M E N T S  A C R O S S  
A L L  S O C I A L  C H A N N E L S

789
V I D E O  V I E W S  A T  2 5 %

523
V I D E O  C O M P L E T I O N S

98.4k
C L I C K S  T H R O U G H  
T O  T H E  W E B S I T E

834.8k
T O T A L  V I E W S  ( 3 s )

The ancient invention 
critical to daily life



S O C I A L  M E D I A

Your main film was also among the 
top five films with the highest average 
rate of completions from 25%. Across 

the campaign, roughly 1 in 2 people 
who watched a quarter of your film on 

social went on to finish it.

Keeping viewers 
invested

Your film saw the most views in 
India, Nigeria and Bangladesh. 

Across the campaign, we saw the 
most engagement from male 

audiences, though women often 
were more proportionally likely to 

click through.

Global audiences 
reached

Your film had the second highest 
number of page views on 

BBC.com in the entire series, and 
the fourth highest number of video 

plays, with audiences displaying 
sustained curiosity.

Captivating audiences 
on BBC.com



These results are from BBC StoryWorks promotion of your film 

across Facebook and Twitter.

We’re delighted with the performance of 

your film across social media.

S O C I A L  M E D I A

1.9m
I M P R E S S I O N S

852.3k
E N G A G E M E N T S  A C R O S S  
A L L  S O C I A L  C H A N N E L S

27.8k
V I D E O  V I E W S  A T  2 5 %

3.2k
V I D E O  C O M P L E T I O N S

111k
C L I C K S  T H R O U G H  
T O  T H E  W E B S I T E

778k
T O T A L  V I E W S  ( 3 s )

The future of Egypt’s 
fisheries



S O C I A L  M E D I A

Of your four films, this film had the 
highest video view time on the 
series website, at 1’55”, and was 

among other strong performers on 
the website.

Keeping audiences 
invested

Female audiences accounted for 
significantly higher click through 

rates than male, proportionally 
engaging more with the story. 

Your film saw the most views in 
Nepal, Bangladesh and India  on 

social media. 

Reaching relevant 
audiences

Your main film had the second 
highest average rate of 

engagements from impression at 
68%, with more than  2 in 3 people 

who were shown your film on 
social media engaging with it. 

Engaging your 
audiences



These results are from BBC StoryWorks promotion of your film 

across Facebook and Twitter.

We’re delighted with the performance of 

your film across social media.

S O C I A L  M E D I A

6.2m
I M P R E S S I O N S

2.3m
E N G A G E M E N T S  A C R O S S  
A L L  S O C I A L  C H A N N E L S

111.5k
V I D E O  V I E W S  A T  2 5 %

11.4k
V I D E O  C O M P L E T I O N S

345k
C L I C K S  T H R O U G H  
T O  T H E  W E B S I T E

1.98m
T O T A L  V I E W S  ( 3 s )

The dairy farmers 
securing milk supply



S O C I A L  M E D I A

Your film remained popular in 
Nepal, India and Bangladesh, as 
well as those in Pakistan. Across 
the campaign, we saw the most 

engagement from those aged 25-
34, followed by those aged 35-44.

Global audiences 
reached

Your social film had the highest 
average rate of clicks from impression, 

nearly twice the series average. This 
shows how audiences were compelled 

to click to watch your main film on 
BBC.com

Sparking curiosity 
through film

Your film had the second highest 
number of video plays on 

BBC.com in the series and was 
also among the top five stories 

with the most page views.

Captivating audiences 
on BBC.com



We are grateful to have been a part 
of this meaningful initiative to 
highlight the detrimental impacts of 
heat on ourselves and in our world.

 
- Series participant



We have seen 
excellent organic 
engagement with the 
launch of the Climate 
and Us series.

• Thank you to all the organisations and individuals involved in the series who have spread the 

news of their film and the series far and wide across social media.

• We’ve seen 290 posts from 227 users with 3.9k engagements, giving a projected number of 

impressions of 2.45m. This organic reach from those involved in the series and third party 

commentators is a phenomenal success for the series. 

• The organic performance of the series hashtag has been used around the world, with the 

highest usage in the United States, followed by Italy, Ghana and Nigeria.

O R G A N I C  E N G A G E M E N T  &  C O N V E R S A T I O N S



Global Climate 
and Health 
Alliance
The Global Climate and Health Alliance 
promoted the series far and wide:

• The GCHA website for the series garnered 8.5k page views 
across the 6 month campaign

• The GCHA YouTube playlist for the series has had 71.4k plays 
across the films

• GCHA continues to promote the series on their social 
channels.

• Dr Jeni Miller gave the opening speech on Health Day at 
COP28UAE

• GCHA shared a press release to their network



Great film, recommended to brighten 
everyone’s morning.

- David Shukman, Former BBC News Science Editor



Thank You


