Creative Brief

Topten 

http://www.topten.info
Topten is a consumer-oriented online search tool, which presents the best appliances in various categories of products. The key criteria are energy efficiency, impact on the environment, health and quality. As a communication tool it helps to show how our energy consumption causes climate change and what we can do personally to reduce our impact. It is also a powerful instrument to influence manufacturers.

Topten was launched in 2000 in Switzerland. Since then, twelve other national Topten sites have been established, and  four countries are actually building up their own national Topten sites  (Lithuania, Romania, Greece and Norway ), thanks to the European IEE-projects Euro-Topten and Euro-Topten Plus  (Intelligent Energy Europe). Each Topten website provides a selection of best appliances from the energy point of view. More information can be found on the fact sheet and the EEDAL paper on Topten.info (June 2009).

Topten information targets consumers (pictures, functions, price, no complex calculation, for products available locally in their country) and large buyers. Topten is rigorous and transparent (the selection methodology is explained online), independent from producers and commercial distributors. Topten relies on neutral tests and analysis of independent institutions, labels and on standardized declarations of manufacturers (e.g. EU-directives for household appliances). www.topten.info serves as a portal to reach all sites of participating countries.

Topten national partners
Besides the main, EU website, there are currently 15 national Topten websites in EU member states. 

Please have a look at ALL the different web portals: You will notice that they are different in name, design, presentation and even in content (some provide many categories and details, other display only very few information). 

For our work this means that we are free: there are no common guidelines in the design and we can come up with a new creative design. 

At the same time, this means that all these different partners will have to agree to the design and they obviously have very different tastes. Some of them are NGOs, others are think tanks, others again are part of National Ministries of the Environment. Our design has to satisfy them all. 

Also, the design must be understandable in all European Member States. 
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Europe Euro-Topten, Intelligent Energy Europe (IEE), WWF European Policy Office (EPO), Brussels, ICLEI 
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Austria Austrian Energy Agency (AEA), Vienna, www.topprodukte.at

 HYPERLINK "http://www.wwf.at" \t "_blank" 
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Belgium WWF Belgium, Brussels, www.topten.be 
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Czech Republic The Energy Efficiency Center (SEVEn), Prague, www.uspornespotrebice.cz 
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Finland Motiva, Helsinki, www.topten-suomi.fi 
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France WWF France, Paris, www.guidetopten.fr
French Agency for Environment and Energy (ADEME), Valbonne 
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Germany Wuppertal Institute, Deutsche Energie Agentur dena, Öko-Institut. www.ecotopten and Initiative Energie Effizienz 

[image: image8.png]


Greece WWF Greece, www.ecotopten.gr 
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Italy WWF Italy, Rome, www.eurotopten.it 
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Lithuania Lithuanian national consumer federation 
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Luxembourg Ecoligical Center Luxembourg. www.oekotopten.lu 
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Netherlands Ecofys, Utrecht, http://www.top10.hier.nu/
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Poland Polish Foundation for Energy Efficiency (FEWE), Katowice, www.topten.info.pl 
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Portugal Quercus - ANCN, Lisbon, www.topten.pt 
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Romania Energy Research and Modernising Institute ICEMENERG 
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Spain WWF Spain, Asociación para la defensa de la naturaleza (ADENA), www.eurotopten.es
Topten communications campaign 2010

One central communication measure will be prepared at European level and designed that it can be translated and adapted where appropriate at national level. 
Overview: Energy efficiency is (child’s) play

Topten partners will organise a simple competition in a given city/region of their country 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.

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. 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 should then present the prize (i.e. a flat-screen TV) to the winner. 

For details of the game please refer to the Communications plan.

Main target audiences are the general public and retailers which sell appliances.
Design elements

We will only provide the artwork and open files to the network partners, they are themselves responsible for translation and adaptation as well as production. 

What we need from you is the following:

· General creative artwork for this campaign

The artwork for this campaign should be fresh and inspiring and referring to both appliances and the environment, involving a fresh and happy feeling. It should also be clear that something can be won, there is a big prize. 

Please note however that this prize will differ in certain countries, there has to be some space where an image of a winning prize can be introduced.

· Artwork for ads 
Ads will appear in the media partners’ website and should be provided in a selection of the most used standard formats in the European Union; or, the artwork should be delivered in form of ‘building blocks’ our national partners can use and adapt as necessary.

These ads will be sent to our national partners as open files so that their designers can change the text in the file. 

We need extra space so that the logo and name of other partners like the media partners or major retailers can be included. 
We will provide you with a draft, place holder text for the ads. Our national partners will later translate this text and insert their version. Please consider that some languages take up more space than others: there has to be enough space even for Finnish and French.

· Artwork for posters (A3)
This artwork will be sent to our national partners as open files for their adaptation of the text. 
We need extra space so that the logo and name of other partners like the media partners or major retailers can be included. 
We will provide you with a draft, place holder text for the posters. Our national partners will later translate this text and insert their version. Please consider that some languages take up more space than others: there has to be enough space even for Finnish and French.

· Artwork for stickers
Artwork for stickers for retailers to put on appliances or in shop windows. 
We will provide you with a draft, place holder text for the stickers. Our national partners will later translate this text and insert their version. Please consider that some languages take up more space than others: there has to be enough space even for Finnish and French.

· Banner material for websites to announce the game.
These banners should be provided in a selection of standard European formats.

We will provide you with a draft, place holder text for the banners. Our national partners will later translate this text and insert their version. Please consider that some languages take up more space than others: there has to be enough space even for Finnish and French.
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