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• Industry enviroment:
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Introduction

Renewables reputation 
graphic



• Selling renewables:

Positive media coverage:

Introduction



• Selling renewables:

Negative media 
coverage:

Introduction



• What do you think about renewables?

 Are they cheap?

 Are they expensive?

Introduction



• Selling renewables:

“For years, we have talked about energy security in terms of secure 
external suppliers and secure routes for fossil fuels. This is important, 
but it is only half the story. The secret to true energy security lies 
closer to home. Indeed, it is already evident that one of the most 
economic and sustainable solutions lies in increasing the 
deployment of domestic renewable energy sources.”

Miguel Cañete, EU Commissioner for Energy and Climate Action

Introduction



• What is Corporate Communication to you?:

A bit of theory

“Corporate communication is a management function that offers 

a framework for the effective coordination of all communication 

an organizations use, with the overall purpose of establishing 

and maintaining favorable reputations with stakeholder groups 

upon which the organization is dependent”
(Cornelissen J.P., 2004).



• What is Corporate Communication composed of? (Van Riel, 
1995):

A bit of theory

• MARKETING & 
COMMUNICATION

• ORGANIZATIONAL 
COMMUNICATION

• MANAGEMENT 
COMMUNICATION

CORPORATE 
COMMUNICATION



• Marketing 
communication:

A bit of theory



Online Marketing communication tools -OMC- (Jensen & Jepsen, 
2006):

Online advertising: display advertising (pop-ups, banners), SEM vs SEO 
(adwords, adsense)

Public relations: Web 2.0 profiles, events online, viral marketing, online media 
relations

Sales promotions: e-learning, online coupons, afiliate programs

Online relationship communciation: e-mail lists, website customization, microsites, 
games

A bit of theory

Marketing communication tools -IMC- (Belch & Belch, 2004):
Advertising: TV, radio, paper (magazine, newspaper)

Public relations: events, newsletters…

Sales promotions: 2x1, discounts, presents, raffle…

Direct marketing/relational marketing: loyalty cards, brochures, mailings

Personal selling



• Online Marketing 

communication 

tools: 

Search Engine 

Marketing (SEM) vs 

Search Engine 

Optimization (SEO)

SEM
SEM

SEO

A bit of theory



• Organizational communication: communication between

the different departments of a company and its several

stakeholders. For instance:

Purchase: suppliers.

Human Resources: employees.

Communication: media, communities, ONGs.

Marketing: clients.

Investors Relations: investors.

Bussiness development: goberments, competitors, regulators. 

A bit of theory



• Organizational 
communication: 
stakeholders 
segmentation

A bit of theory



• Management communication:

A bit of theory



• So renewable energy companies are making efforts to use all 
types of communication to increase not only their brand image 
and positioning, but also the industry positioning as part of the 
solution to increase our negative image as not competitive

• But, how do they do this?

A bit of theory



• Communication campaign to 

abolish myths about wind energy

Case Study I: “Act on facts” (Vestas)

http://actonfacts.org/
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Case study: “Act on facts” (Vestas)
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• 360º campaign to highlight the social, enviromental and 

economical benefits of renewables energy

Case study: “Sí a las renovables” (AEE)Case Study I: “Sí a las renovables” 



• Messages:

“We are powered by offering cheaper energy”

“We are powered by fostering the economy”

“We are powered by supporting local energy resources”

“We are powered by nature and the respect for the
enviroment”

Case Study II: “Sí a las renovables”



• Strategies:

Offline: 

Brochure for the energy bill of EDP Spain (2M 
consumers).

Promotion at EDP’s booth in Carrefour:

Merchandising with the messages

Game for kids about the campaign

Brochure/literature about the campaign

Case Study II: “Sí a las renovables”



• Strategies:

Online: 

Website with 3 levels of information (basic, more in-
depth, and technical)

Web 2.0 profiles: Twitter, Facebook, Linkedin, 
Youtube

Viral videos to bring traffic to the website

Community managers and opinion leaders supporting
the campaign

Case Study II: “Sí a las renovables”



Campaign concept



ENERGY HIPSTER

Case study: “Sí a las renovables” (AEE)

Urban tribe Hipsters

Values Respect for the enviroment, taste for the nearest, recovery of tradicional 

customs…
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Web



Brochure



Brochure



• Your turn!

What communication strategies would you choose to increase awareness about

renewables? Or in other words, what would you do to improve the enviroment of the

renewable energy industry from a corporate communication perspective?

 Groups of no more than 6 people

 10 minutes to prepare

 2 minutes to explain

 No more tan 4 strategies

Case Study II: “Sí a las renovables”
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