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WWF European Policy Office – Climate & Energy Team

Draft Communication Plan 

for a Central Communication Measure (D23) of the Topten Network

This is WWF EPO’s proposal outlining the communication work of the Topten network to attract more visitors to its websites as well as the attention of retailers and media.  
This proposal has been discussed during the Topten network meeting on 23/24 September 2010 in Vienna, Austria.
The Vision

With an overflow of products available on the European market and misleading publicity promises for most of them, it is very hard for consumers to know which products are most energy efficient. Existing product tests graded mainly the performance and life span of products; Topten is aiming to inform consumers about the most energy efficient products on their national market.

Political Environment

The European Commission is expected to issue its new strategy for energy efficiency at the beginning of 2011. The new strategy will set long term political objectives for energy efficiency. 
The European public should be much more engaged in selecting the most energy efficient products and appliances on the basis of energy performance criteria. 

Communication Goal

To make Topten known to the general public and considerably increase the number of visitors on all the websites of the project. 
Communications strategy

The general public is driven by various factors when purchasing new appliances: price and design are certainly top of the list. However, energy efficiency starts to be a known factor in many EU member states with retailers advertising certain products as being more energy efficient than others. 

Topten aims at educating the public about how to seriously assess the energy efficiency of a product. Simply believing in commercial stickers on products in a shop is not enough and often misleading.  

· Information about energy efficiency has to reach the general public in a credible yet understandable way. 

· By generating public awareness of and subsequently public pressure on the topic, the chances to change purchasing behaviour will rise.

Our central communication measure will have a fun and positive approach, involving people through a game and winning prize while informing them about the energy efficiency of appliances on the European market. 
Target Audience

· General public

Most Europeans are increasingly aware of environmental issues and implement eco-friendly measures at home, such as waste separation and energy saving. For them, pride is an important factor: they want to be perceived as modern and responsible by their peers; not as old-fashioned and clinging to unsustainable behaviour.

However, we are aware that because environmental awareness and behaviours are not equally common among all the citizens of the 27 EU member states, communication on energy saving products might be harder in some counties. 

The common communication measure will not be able to reach out to all different groups of Europeans at once, but we hope that the playful character of the measure will be understood in all European cultures.

· Retailers
Retailers are always interested in drawing attention to the products they are selling. Energy efficiency has become an attractive argument, it makes an appliance seem modern and equipped with the latest technology. 

Using credible information to promote appliances will be interesting to retailers and can be used by them for their own publicity.

Key Messages per Target Audience

· General Public

Environmental protection has to be a priority in all parts of your life.

Think twice and inform yourself before purchasing an appliance. 
Be a responsible citizen and get involved to make this world better.

· Retailers
Promote your most energy efficient products.
Prove that your business is modern and far-sighted.
Show that you are selling the latest technology on the European market.
Multipliers

· Media

National, regional and local media will help to transport our message. 

· Don’t underestimate regional and local media for this campaign! On the contrary, we encourage especially the smaller partner organisations to start with a small city in their country and with a regional or local media partner. If you do not have much experience with communications, this will be easier to manage for you and you can learn by doing. 
Objectives 

With the tactics as detailed underneath, we aim to achieve the following:
· Attract 150 individual participants for each of the local games 

· Reaching at least two retailers in the region of the local game via letters and informing them about Topten.

Tactics
In order to realise our objectives, we have to develop the following:

Overview: Energy efficiency is (child’s) play

We will organise a simple competition in a given city/region and invite the general public to participate.

The national Topten office will work with one media partner in the city/region hosting the competition. This media partner (for example a local newspaper or radio station) will announce the game and receive the applications as part of a ‘barter’ deal (explanation of the media deal on page 4).

To enter the competition each participant has to find a fixed amount of appliances that are listed on the national Topten-website in different categories (it is up to national Topten partners to decide whether they will demand one, two or three appliances of the participants; please note that the fewer photographs a candidate has to take, the more participants you will have: we therefore encourage you to ask for only one appliance out of your national lists). These appliances can be at home, at work or still in the shops. The participant has to take a photograph of him/herself with this appliance (holding it, standing next to it) and send these photographs in to the media partner. 

When the competition deadline has passed, a winner will be selected by the media partner ‘out of a hat’ (picking out one winner from all the applications at random). A celebrity could be picked out to present the prizes (i.e. a flat-screen TV) to the winner(s). 

In parallel, some of the local retailers will receive information about the game and encourage them to announce the energy efficient and Topten-graded appliances in their shops through publicity. This way, they will be able to draw attention to their shops and attract participants of the game and potential clients. 
In order to realise the competition, the following, simple activities need to be implemented by the partners of the Topten network:

1. General

( Getting your website ready

Include a banner on your national Topten website announcing the competition. Details of the competition have to be explained either on a dedicated page of your national website or on the central website. The banners should link through to the dedicated page.
2. Media relations

( Finding a media partner

Find a national, regional or local media outlet whose readership consists of the local general public. 

Note that:

· Print press (newspapers or magazines) or radio are likely to be the best first choice. With them, you can agree on ‘barter deals’: competitions with winning prizes draw a lot of attention! Print press and radio can give you free ‘ad’ space in exchange for prizes (the more the value the more the space in print press or time given for radio spots). They can also take care of sorting through the competition submissions, which are done either online, via post, via SMS or phone, these can all be used as indicators to measure how many people have participated in the competition. 

· Regional or local media might be easiest to target. 

Look up the contact details on the website and call them. Ask to speak to the advertising or editorial department (it may be differ according to countries), briefly present the Topten project, the idea of the game and ask whether you can send him/her more information and arrange to meet up to sign the deal. 

Once you have explained all steps of the competition and the media partnership is established, agree on timing and rules/legal disclaimer for the competition. Keep external events in mind (holidays, sale periods, pre-Christmas shopping) that might affect the interest of companies in participating.

Also, decide with your media partner who will pick the lucky winner and who will present them with the prize. Ideally this could be a celebrity or be for example your Minister for the Environment.
We advise to start with one media partner rather than try to reach all media at once, especially if you have limited resources or if you have no experience in media relations. One success story will help you to multiply the work.
3. Retailer relations

( Contacting relevant retailers in the area

After having set up a media partnership, get in touch with the relevant retailers by using the telephone directory to find them in the city you are targeting with your competition.

Inform them about the competition. Invite them to advertise the appliances they have in store adequately and provide them with posters, stickers, flyers etc. upon request. 

4. Sustainable Energy Week 2011 (11-15 April 2011)
If enough national partners are quickly implementing the competition, results could also be presented at the Sustainable Energy Week 2011 in Brussels. In any case, the concept of the competition and the background could be presented.
5. Display the lucky winner
Think about how you will display the winner and the game with all its contributors on your website, on the dedicated webpage.

Your Tool Box 

We will produce a tool box for you consisting of: 

Information and press elements

· A draft information sheet to hand over to media partners, explaining the concept of the game. Also included will be paragraphs on ‘What difference does energy efficiency make?’ 

This information sheet will encourage the media partner to publish stories on energy efficiency in general; and will encourage the retailer to investigate the energy efficiency of appliances they have in stock.

Please note: this will provided in English language only and you will be asked to translate the text into your own language.

· A draft information sheet for the relevant retailers you are contacting, again explaining the concept of the game. This time, the sheet will encourage the use of serious information about energy efficiency as a selling argument.
Please note: this will provided in English language only and you will be asked to translate the text into your own language.
· Draft text for your website or for the central website only, announcing the game. 

Please note: this will provided in English language only and you will be asked to translate the text into your own language. Even more than for the other text elements, you will have to adapt this text to your own game since we can only provide a general text.

· We will provide you with a draft legal disclaimer for the game but you have to check yourself if there are specific laws in your country. This will also include wording on the use of personal data and photographs of the participants.
Design elements

· General creative artwork for this campaign

· Artwork for ads 
These ads will be sent to you as open files so that your designers can change the text in the file. We will make a text suggestion, but again, you will have to translate this text and adapt it. Also, insertion costs will be up to you.

· Artwork for posters (A3)
Again, these posters will be sent to you as open files for your adaptation of the text. The logo and name of your media partner can be included here. Printing of the posters and printing costs will be up to you.

· Artwork for stickers
At the meeting, some of the partners had asked for stickers for retailers to put on appliances. We will send sticker artwork to you as open files for your adaptation of the text. Production of the stickers and production costs will be up to you.
Watch out that stickers stuck directly on appliances in shops may be I contradiction with European regulations (but stockers can be used elsewhere).
· Banner material for your website and the media partner’s website to announce the game.
ALTERNATIVELY, partners who do not wish to implement the game will be able to use the art work to produce simple ads and banners with alternative text, promoting their website. 
Timeline
	WHEN


	WHAT
	WHO

	End 2010
	You will receive the final tool box with all material you need to carry out the game/ campaign
	WWF EPO

	Tbd.
	Translate all material from the tool box and adapt to your website and game
	Topten partner

	Tbd.
	Let your designer work on the provided artwork and adapt it to your needs
	Topten partner

	Tbd.
	Establish a media partnership 
	Topten partner



	Tbd.
	Find out who the relevant retailers are
	Topten partner

	Tbd.
	Start the game by announcing it, publishing the first ad and (ideally) writing a story on energy efficiency 
	Media partner

	Tbd.
	Start the game by going online with banners on your website
	Topten partner

	Tbd.
	Start the game by sending information sheets to relevant retailers and to your contacts and partners
	Topten partner

	Tbd.
	Duration period of the game:

This will depend on the media partner as well, but we would suggest a duration of 14 days for this game
	

	Tbd.
	During the duration period of the game, the media partner will take care of receiving submissions and evaluating them
	Media partner

	Tbd.
	At the end of the game: 
· ask your media partner to pick a winner; this person could be photographed and published by the media partner with a  final press story 
· the winner receives a prize (coffee machine, flat-screen TV, etc.)
	Topten partner and media partner

	Tbd.
	Collection of press coverage, creation of press book for European Commission; evaluation of competition
	Topten partner


Evaluation of communication activities

A separate evaluation sheet will be provided by WWF European Policy Office (annexed)
.
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