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Executive Summary 

This folder is dedicated to the general thematic of the development of the wind power sector. 

It is divided into two major components. 

Firstly, it is question of the setting up of a marketing campaign intended to be launched in 

2015 by the Luxembourgish government. The objective is to improve the development of the 

wind energy sector in the country in reducing the Nimby phenomenon (Not In My Back 

Yard). It consists of a professional agency work, including the elaboration of a mass media 

communication strategy, a part of a creative project and the development of a web strategy. 

Secondly, it is about a corporate communication file, divided into two parts. The first one 

consists in a Public Relations strategy and plan destined to support the marketing 

communication campaign. A Public Affairs campaign will be developed in the second one. It 

consists in an analysis of different issues regarding the renewable energy market and a series 

of recommendations addressed to the EWEA (European Wind Energy Association). The goal 

will be to release a new law destined to limit the percentage of energy importation by 

members of the European Union. This goal is set up in order to encourage members to invest 

in local energy generators such as the creation of wind farms.   
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Introduction 

1. Problematic  

In 2009, an European Directive 2009/28/CE sets aims for 2020 relatives to renewable energy 
production. This Directive says that 21% of the consumption of total energy in Europe should 
come from renewable sources in 2020. To achieve this objective, the Directive sets particular 
aims for each country. Unfortunately, the Grand-Duchy does not respect its own aim. 
Normally, the country had to reach 11% of renewable energy sources in its total consumption 
but the Grand-Duchy is very far of it.  

One of the most important reasons explaining this observation is that a high number of 
citizens associations is raised against wind farms projects. Based on the 2011 Eurobarometer4, 
it seems that an average of 89 % Europeans are "totally in favour" or "somewhat support" 
(60% and 29%) the use of wind energy source in their own country. But, when this turbine 
must be constructed close to their home, the perception of these same individuals change 
totally and they are opposed to the project. This is what scientists called Nimby phenomenon 
(Not In May Back Yard). 

  

2. Fields of work 

The Luxembourgish government has taken into account all those facts and the problem of its 
country. Therefore, the government decided to launch a campaign in order to reduce this 
Nimby phenomenon and promote the development of the wind power sector.  

 

3. Methodology 

Our way of working will follow the plan exposed in the course “Communication Marketing : 
Aspect Stratégiques” (COMM4C). We will organize this project within the 6 learned key 
questions :  

The first one is « why? »: market analysis.  

Secondly, « who? »: segmentation and target.  

Then, The « what? »: positioning and communication goals.  

The fourth key question is « how and when? »: media planning and scheduling.  

Subsequently, « how much? »: budget elaboration.  

And the last one will be the « how effective? »: expected results and measurement of the 
effectiveness.   



Chapter 1 – Why? 

1. Situation Analysis 

1.1 Wind energy and wind turbine: what are they? 

“A wind turbine is a device that converts kinetic energy from the wind into electrical power. It 
is made of blades rotating around a central axis powered by the wind. Wind turbines are 
mainly used to produce electrical energy, and thus are seen as a renewable energy source”1. 

Renewable energies, on the other hand, are defined: “ a source of energy, renewed quite 
quickly and considered as endless “2. 

Like renewable energy, wind energy is considered as a part of the electrical energy market. 

1.2 PEST Analysis 

Political Aspects 

• European Directive 2009/28/CE requires 21% of renewable energy production by 
20203 

The European Directive 2009/28/CE ensures that every Member State of the European Union 
reaches 21% of energy from renewable sources in its gross final consumption by 2020.  

Since it is not an objective which directly affects final consumers - our main target - this key 
fact can still lead to a globally positive attitude from politicians regarding our campaign. 

Economic Aspects 

• Stakeholders of the electrical energy market in Luxembourg 
Luxembourg’s energy market is made of 4 main types of stakeholders, namely: power plants, 
energy suppliers, customers and a network manager. 

• Two kinds of energy 
Energy can be divided into two types: non-renewable and renewable.  

Among the non-renewable sources of energy, nuclear energy is different from fossil fuels. 
The latter refers to the energy produced from rocks created by the fossilization of living 
things: oil, natural gas and coal. It exists in limited quantities, is non-renewable and its 
combustion results in greenhouse gas emissions. The non-renewable energy is the direct 
competitor of our campaign. 

• Different types of renewable energy 
Renewable energy consists of five main families: solar energy, hydropower, biomass, 
geothermal and wind energy. These other renewable energies can somehow be considered as 
indirect competitors to wind energy, and therefore competitors to our campaign. However, as 

                                                 
1 Traduction libre du site "TPE de l'éolienne", URL : http://tpe-de-eolienne.e-
monsite.com/pages/introduction/lexique.html, viewed on 16/02/2014. 
2 Traduction libre …, id. 
3 Site d'Europa : synthèse de la législation de l'EU, "Promotion de l’utilisation de l’énergie produite à partir de 
sources renouvelables", 09/07/2010, URL :  
http://europa.eu/legislation_summaries/energy/renewable_energy/en0009_fr.htm, viewed on 16/02/2014. 



part of a national energy policy and climate and geographical conditions of the Grand Duchy 
of Luxembourg, the installation of wind farms remains the most appropriate and most 
profitable choice of renewable energy. 

Social aspects 

• Positive and negative aspects of wind turbines 
As renewable energy, the main advantage of wind is that it does not require any raw materials 
to work, unlike thermal power plants, for example, which require fossil fuels. Moreover, the 
wind does not produce any waste, unlike nuclear energy, which produces radioactive waste. It 
is produced from recyclable materials, can be easily removed when it becomes obsolete 
(about 20 years) and has supposedly no impact on the environment. Finally, it is a bet for the 
future: the cost of producing wind energy has steadily decreased while the cost of fossil and 
nuclear energy sources increases every year. 

However, wind turbines are not defect-free. The main drawback is the random nature of the 
production, which prevents wind energy from safely providing enough energy for a country. 
Although it remains associated with other energy sources to ensure energetic security the 
production of wind energy tends to increase. 

Another shortcoming is that the presence of windmills is often resented for many reasons. The 
impact on the landscape is often referred to as well as a host of other arguments, sometimes 
very questionable such as noise, shadow flicker, impact on wildlife (especially birds and 
bats). 

• Public opinion and NIMBY effect 
Based on the 2011 Eurobarometer4, it seems that an average of 89 % Europeans is "totally in 
favour" or "somewhat support" (60% and 29%) the use of wind energy source in their own 
country. 

In Belgium, a recent survey by IPSOS (October 2013)5 has showed a similar result. Indeed, 
81% of the Walloons surveyed are in favour of wind power, while only 5% are against it and 
14% do not have any specific opinion.  

Wind energy seems to be a plebiscite in the light of these two studies. However, we must take 
into account a "NIMBY" ("Not In My Back Yard") effect. If the majority supports the 
installation of wind farms, many people are afraid of the alleged nuisance caused by the 
geographic proximity of the project. Then we observe the formation of local lobbies that try to 
pressure the authorities into giving up some wind farm projects by demonizing them through 
a multitude of arguments, sometimes based on popular misbelieves. This argument is 
regularly taken as face value by the local or national media, which reinforces the credibility of 
certain ideas to the disadvantage of wind turbines (deafening noise, headache, destruction of 
local wildlife, ...). 

                                                 
4 "Public awareness and acceptance of CO2 capture and storage", Special Eurobarometer 36, may 2011, URL :  
http://ec.europa.eu/public_opinion/archives/ebs/ebs_364_en.pdf , viewed on 25/01/2014 
5 "Sondage éolien en wallonie", octobre 2013, URL :   http://www.barometre-energetique.be/etudes/sondage-
eolien-en-wallonie/, viewed le 25/01/2014 



The Walloon energy barometer gives an estimation of the NIMBY effect. If 81% of all 
Walloons surveyed are in favour of wind turbines in general (and 5 % against), only 74% 
accept the installation of wind turbines in their communities and 18% of rural residents are 
opposed to them.  

Another survey conducted by IPSOS in 2013 in France6 also underlines this trend. 91% of 
French respondents are in favour of wind turbines, but only 68% are willing to accept the 
installation of a wind farm in their neighbourhood. The survey provides another important 
figure: only 45% of the respondents agree with the installation of a wind turbine within 500 
meters or less from their home. 

So the NIMBY effect increases with the proximity of the project. In case of maximum 
proximity (500m), less than one in two people accept their installation.  

Other factors influence the positive/negative perception of wind energy. According to a 
study7, age has a significant impact on the acceptance of wind turbines: the older the 
respondents were, the more negative the opinion tended to be.  

Our hypothesis is that people who have gained some stability (home ownership, job stability, 
family responsibilities) drive a greater fear of change and a potential inconvenience, which 
then increase the NIMBY effect.  

The Walloon energy barometer confirms that this fear of the unknown has an effect on the 
opinion of the respondents who know the experience of living near wind turbines. 

Technique 

Wind turbines are machines whose objective is to transform wind energy into electrical 
energy. 

Wind turbines are built quickly and their dismantling preserves the original state of the site. 
Regarding the performance, it depends on the weather and the environment. The climate in 
Luxembourg proves to be particularly attractive for wind energy.   

2. Campaign objectives 

The overall objective of our campaign is to promote the development of wind energy among 
people from Luxembourg. As reported in the analysis of the situation, nearly 90% of the 
population has a positive opinion towards wind turbines. However, when it comes to 
implementing a wind turbine less than 500 meters from home, this figure reaches only 45%.  

Therefore, the aim of this campaign is to reduce the NIMBY effect as much as possible and to 
promote the acceptability of the people involved in the installation of a wind farm. Our 
communication strategy will be based on an emotional dimension to make people accept the 
implantation of a wind turbine near their homes.  

                                                 
6
 "Les Francais et les energies renouvelables ", January 2013, IPSOS, URL : http://www.ipsos.fr/ipsos-public-

affairs/actualites/2013-01-17-francais-et-energies-renouvelables, viewed on 25/01/2014 
7 "Baromètre d’opinion sur l’énergie et le climat en 2012", commissariat général du développement durable, 
France,  n° 412 Avril 2013, URL: http://www.developpement-durable.gouv.fr/IMG/pdf/CS412.pdf, viewed on 
16/02/14 



3. Theoretical Model 

The model detailed below will help us to predict consumer reactions towards our advertising 
message. It will help to suggest how consumers treat our message by reproducing what 
happens in their minds. 

Elaboration Likelihood Model  

The ELM model can differentiate two types of information processing, namely a central 
processing and peripheral processing. This model is based on a process containing three 
conditions, the concepts of motivation, ability and opportunity. If all 3 conditions are fulfilled, 
the data will be processed centrally. If one of the three is not taken into account, it will be a 
peripheral processing. The central processing is a treatment in which the consumer focuses on 
the advertisement in its entirety while the peripheral processing does not focus on the entire 
message but more on moods and atmosphere prevailing around it. 

 

Our communication campaign meets the three conditions leading to a central processing of 
the advertisement. 

• Motivation:  the target of our advertising message will feel involved and therefore 
motivated by the message for several reasons. First, the geographical distribution of the 
Grand Duchy of Luxembourg is so that over 80 % of the territory is rural and can therefore 
accommodate wind farms. Every inhabitant of this rural area is potentially affected by the 
installation of wind turbines near his town and even his home. Especially as the wind farm 
changes the landscape. It has a long-term impact on the life of citizens who feel involved 
in the project. 

• Capacity: the campaign offers a clear message and the target audience has the ability to 
understand the message. To meet this requirement, it will be mandatory to take into 
account the profile and the intellectual level of our target for the composition of the 
message. 

• Opportunity:  every citizen has the opportunity to take an active part in the debate and 
take sides for or against wind energy. 

  



4.  SWOT Analysis 

We conducted a SWOT analysis of wind energy development.  

STRENGHTS 

• A wind turbine produces a 100% renewable 
and non-polluting energy. 

• Easy installation and removal. No impact on 
the environment and the landscape once 
removed. 

 WEAKNESSES 

• The efficiency of wind turbines is random 
and depends on climatic conditions. It 
cannot be the sole source of energy in a 
country. 

• The establishment of a wind farm has an 
impact on the landscape. 

   

OPPORTUNITIES 

• Availability of land and climate: more than 
80% of the territory of Luxembourg is 
potentially suitable for the installation of 
wind turbines. Climatic conditions are 
favourable to Luxembourg optimal 
operation of wind turbines. 

• EU 2020 targets for renewable energy 
cannot be achieved without the help of the 
wind. 

• Public opinion: People have a globally 
positive attitude towards renewable energies 
(89% in EU). 

 THREATS 

• Nimby & local lobbies: the installation of 
wind turbines is suffering from the Not In 
My Back Yard phenomenon. The population 
is generally favourable to the installation of 
wind turbines, but local groups oppose it, 
fearing nuisances. 

• Nuclear lobbies: the nuclear energy 
producers have very powerful lobbing 
associations that tend to slow the adoption 
of green energy. 

  

 

5.  Key Facts & Conclusion 

➢ Main arguments "against": nuisance with regard to the environment and destruction of the 
landscape. In contrast, the advantages of wind power are: energy requiring non-renewable 
resources and non-polluting for the environment.  

➢ According to the studies mentioned above, the population is up to 90% favourable to wind 

turbines but this figure plummets to 45% when it comes to installing wind turbines near their 
homes. This is called the NIMBY effect. 

➢ The overall objective of the campaign is to reduce the NIMBY phenomenon and enhance 
the acceptability of the installation of wind farms for residents involved.  

➢ Surveys have shown that older people were less favourable to wind energy.  

  



Chapter 2. “Who?” 

In this second chapter, we will present our target. It is the result of the analysis explained in 
this chapter. This analysis is the next step of what we have noted in the first chapter, “Why”.  

1. Definition of the segmentation criteria 

We chose two criteria for our campaign: two general objectives (geographic and 
demographic). 

2. Definition of segment profile 

Firstly, if we look at the geographic criterion, we can distinguish the urban area from the rural 
areas. However, in the analysis of the first chapter, the Grand Duchy of Luxembourg appears 
to be a country in which the whole territory is suitable for the installation of a wind farm. This 
is why we decided to cover the whole country.  

Secondly, regarding the demographic criterion, we decided to separate the population 
according to its age. The NIMBY effect that we are trying to reduce seems to be more 
important among people who have already settled down. We noticed that the average age is 
30 years old. Moreover, studies demonstrated that the older people are, the more they find 
inconveniences to wind turbines. For these reasons, we decided to separate the population into 
two groups: people above and people below the age of 30 years old. 

3. Assessment of segments attractiveness 

Regarding the geographic segment, we opted for a campaign covering the whole territory of 
Luxembourg. According to statistics from 2013, the population of Luxembourg amounts to 
524 900 people.8   

Concerning the demographic segment, the segment with people above 30 years old counts 
around 342 916 people, i.e. 63.8% of the population of Luxembourg. The other segment with 
people below 30 years old represents 36.2% of the population, that is to say 194 123 people. 

4. Selection of target groups 

On the basis of the two segmentation criteria and the analysis of the segments attractiveness, 
we defined our target group. We selected two segments, namely citizens of the Grand Duchy 
of Luxembourg and people above 30 years old. 

Our target group is defined as follow: “Luxembourgers above 30 years old”. 

We justify our choices with the following reasons: 

                                                 
8 Site des statistiques officielles du Grand-Duché de Luxembourg, URL : 
http://www.statistiques.public.lu/stat/TableViewer/tableView.aspx?ReportId=397&IF_Language=fra&MainThe
me=2&FldrName=1, viewed on 30 November 2013. 



Firstly, we did not choose to separate the urban and rural areas because all the Luxembourgish 
landscape is suitable for the installation of a wind farm, including the City of Luxembourg. 
The whole population could therefore be concerned by a wind turbine project.  

Secondly, we opted for the segment of people above 30 years old. The two reasons have been 
developed in the last point. The first is the fact that the NIMBY effect is more important 
among older people because they have their own homes and their first children. People below 
30 years old are less concerned by a long-term project. The second reason is that studies 
reveal that a positive perception of a wind turbine decreases with age. 

We decided to specifically target people above 30 years old while keeping in mind that it is a 
mass media campaign and so, channels used will allow us to reach our target group and others 
too. We consider that it is also important to communicate with younger people because they 
are the future. 

5. Conclusion & Key Facts 

The target group of our communication campaign is defined as follows: “Luxembourgers 
above 30 years old”. This segment complies with 4 necessary criteria to be used efficiently 
during the campaign. These criteria demonstrate that the segment is measurable, large enough, 
different and attainable. 

Measurable and large enough: our target group is estimated at 342 916 people, i.e. 63.8% of 
the Luxembourgish population. Our target is large enough and measurable. 

Different: there is a demographic difference because our target is made of people above 30 
years old. This difference allows to distinguish clearly our target group. 

Attainable: our mass media campaign allows us to reach our target group. Some channels are 
more selective than others about our target. It is the case of the national television for 
example. Our goal is to reduce the NIMBY phenomenon concerning the wind turbine market. 
We want to reduce the number of people who change their point of view when a project of a 
wind farm concerns their city or their village. We believe we have to reach our target group 
but it is also important to communicate to the others because they are our next target. We 
know that the channels we use will allow us to reach more specifically our as well as others. 

Keys Facts 

� Our campaign reaches the whole country of the Grand Duchy of Luxembourg.   
� Our campaign targets people above 30 years old.  
� Our target is estimated at 342 916 people.  
� This target represents 63.8 % of the population of Luxembourg.  

 

  



Chapter3. « WHAT? » 

1. Positioning 

The goal of this campaign is to reduce the NIMBY effect. We want to increase the 
acceptability of the installation of wind farms close to home residents.  
We have identified the main needs of our target group: to be supplied with energy and 
electricity and if possible, at a lower cost. The production of wind renewable energy is a 
solution to meet this need. However, we need to identify how wind farms are perceived by 
our target. By this way we will be able to identify the most relevant and effective positioning. 

1.1 Semantic Scales 

"Semantic Scales" is an analytical tool to give an idea of the pros and the cons of different 
products. To state our positioning, we have compared the wind energy to non-renewable 
energy (nuclear and fossil). We did not compare wind energy to other renewable energies 
because, as mentioned earlier, wind energy is the most appropriate renewable solution for 
Luxembourg. 

Criteria 1 2 3 4 5  
Cheap  NE FE WE  Expensive 

Harmless  WE  NE FE Dangerous 

High level of 
profitability 

NE  FE WE  Low level of 

profitability 

Renewable WE  NE FE  Non-renewable 

Long-term resources WE   NE FE Short-term resources 

Weak influence of 
climate on production 

NE FE    WE Strong influence of 
climate on production 

Legend:  
• NE = Nuclear Energy (black) 
• WE = Wind Energy (green) 
• FE = Fossil Energy (red) 

 
This analysis shows that wind energy requires non-renewable resources and is viable over the 
long term. Wind energy is also less dangerous than the other energies. However, the main 
disadvantages are dependence on climatic conditions and the cost and performance report. 
These benefits and disadvantages must be taken into account for a good positioning and for an 
efficient message. 

  

  



1.2 Perceptual mapping and paradox of dangerousness 

 Compared to nuclear and fossil, 
wind energy appears in the 
analysis of "semantic scales" 
and "perceptual mapping" as 
less dangerous to its immediate 
environment. 

After analysing the situation, we 
found a disparity between 
people's perception and 
scientific reality about the real 
danger of wind to its immediate 
environment. In fact people say 
that wind would cause negative 
effects on the population in the 

area, including inconvenience due to the sound emitted by the wind. That is why we have 
positioned wind energy in the middle of the axis of perceived dangerousness in the mind of 
people despite the fact that these effects have not been scientifically confirmed.  

In our positioning, we will include the fact that wind energy is safe for its direct environment. 
We want to counter this false impression which negatively influences an individual, especially 
when it is a matter of installing a wind turbine near one’s home. It is indeed one of the main 
causes of the NIMBY effect. 

1.3 Conclusion 

The analysis of "semantic scales" and "perceptual mapping" has allowed us to highlight the 
main advantages of wind power compared to nuclear and fossil. It requires non-renewable 
resources and is safe for the surrounding environment. Finally, beyond these two positive 
arguments, our positioning will focus on the psychological and personal benefits that our 
target could feel by participating in a personal way to the development of wind power. After 
removing the main concern (risk of nuisances near the house), emphasizing the benefits that 
can be obtained by supporting an eco-responsible project seems to be the most effective way 
to increase the social acceptability of wind turbines. 

Our positioning can therefore be described as follows:  

 

 

 

 

 

« For the Luxembourgers who are more than 30 years old, the fact to adhere to the 
installation of a wind farm near their home is the opportunity to support personally 
non-exhaustible and safe for the environment energy production. By this way they 
adopt a responsible attitude towards nature. »  



2. Campaign objectives  

After briefly analysing the current situation in the first chapter, we found information about 
the NIMBY effect surrounding the development of the wind energy market. The goal of our 
campaign focuses on this point. The overall objective is very clear: we must fight against this 
NIMBY effect and reduce the proportion of people pretending to be favourable to wind 
energy as long the wind farms stay away from their home.  

However, before establishing specific objectives for this campaign, we focused on the product 
itself. That is why we made the analysis of its life cycle in order to determine which phase it 
is.  

2.1 Lifecycle 

a) Lifecycle of the wind turbine  

A quick analysis of the wind 
market shows that the product is 
neither in a launch phase nor in a 
phase of decline. 

Indeed, the majority of the 
population already knows the 
product. It thus excludes the 
launch phase. Because wind is a 
growing market, it is also 
excluded from the phase of 
decline 

By analysing the market with 
more information, we concluded 

that the "wind" product is in its growth phase. On the Luxembourg market, we can even 
predict it is at the beginning of its growth phase in view of the very low penetration rate (only 
14 wind parks in the territory in 2012). This is also why we can exclude the maturity phase as 
the current phase of the wind in Luxembourg. 

This position on the life cycle has allowed us to define the type of target goals during our 
campaign. These are the goals of "brand attitude" and "brand preference” which are related to 
the affective dimension of the objectives of marketing communication. We will have to get 
the message through a campaign based on emotions; we believe it is necessary to modify the 
perception of our target towards wind energy and especially the fact of having a wind farm 
close to home. 

2.2 The DAGMAR model 

There are three big types of goals, each one being related to one of the three dimensions of the 
marketing communication. 

The first goal is to make people aware; it is linked to the cognitive dimension. The second one 
is related to the affective dimension of the communication, the goal is to make people love 



something. The third and last type of objectives is to have somebody purchase something, 
which is part of the behavioural dimension.  

The life cycle analysis has led to the conclusion that our campaign will be focusing on the 
affective dimension. The DAGMAR model sets the objectives matching this affective 
dimension. Those are: « Brand attitude », « Brand purchase intention » and « Purchase 
facilitation ». We will be working on these main goals. The choice of these objectives has 
immediate consequences on the channels chosen during the campaign.  

This DAGMAR model will also help us to evaluate the success of the campaign afterwards. 
Through this graphic behind, we are going to use the benchmarks linked to our objectives in 
order to quantify the goals to reach.   

 

The “Brand attitude” and the “Brand preference” will be translated in our campaign as an 
attempt to make people accept the windmills and especially when those are implanted close to 
individuals. It is necessary to give a positive image of this phenomenon in order to change the 
attitude of our target. Quantitatively, we have defined two objectives: the first one will consist 
in increasing the “Brand liking” from 30 to 40%. The second one will be to increase the 
“Brand preference” from 20 to 30%. 

2.3 Quantitative and measurable objectives 

The campaign will focus on the “Brand attitude” and “Brand preference” objectives. It will be 
possible to gauge the success of the campaign regarding its objectives since we have planned 
to increase the “Brand liking” from 30 to 40% and the “Brand preference” from 20 to 30%. 

In terms of numbers, this would mean that if we start with a target of 342 916 people (100% 
of our target), the campaign would have to increase the rate of “Brand attitude” (or liking) 
from 132 875, i.e. 30%, to 177 166 people, i.e. 40% of the global target. The “Brand 
preference” rate should increase from 88 583 people (20%) to 143 875 people (30% of the 
global target). 

3. Structure of the message 

Our campaign message will be built upon our positioning, in which we distinguish two 
components. The first one highlights the advantages of the wind turbine in comparison to  
non-renewable energies, meaning that it is safe and inexhaustible. The second one is related to 



the valuation of responsible behaviour developed towards the nature and the planet. In this 
manner, our campaign will be based on a global message subdivided into two steps. 

The first part of the message must emphasize the resource depletion of the planet and the 
polluting aspects of the production methods used by non-renewable energies (nuclear waste, 
CO2 emissions, disasters, etc.). It must give a general overview of the disadvantages of this 
type of energy. This part will induce the target to develop an even greater awareness of the 
need of change. 

Then, the second part of the message will present the advantages of wind energy on the one 
hand, towards the environment and the society as a whole (non-depleting resource), and 
towards an individual as a person on the other hand (without life-threatening conditions and 
valuation of a responsible behaviour). This second part will put the emphasis on the rewarding 
aspect of a responsible behaviour. 

Our message will be systematically associated to our baseline, defined as follows:  
“Re-Wind. Be part of it”. 

This baseline has two parts. The first one “Re-Wind” can be understood in two ways. In the 
first place, it could refer to the object of an e-mail “Re: Wind” and so, it means “about the 
wind”. Secondly, it could mean “rewind”, that is to say “something new, starting fresh” which 
is the idea of “rebobiner” in French. The second part, “Be part of it” calls out the target, we 
want people to feel affected by change and willing to participate in it. It is the idea of being 
personally involved by going beyond the simple agreement in principle. Our baseline 
demonstrates therefore that wind energy offers the possibility of renewal. Furthermore, it is 
also an opportunity for our target to be a part of this change! 

4. Choice of channels 

4.1 Mass media campaign 

Since our target involves thousands of individuals, we will choose a mass media campaign. 
Indeed, our target counts 342 916 people, which represents 63% of the population of 
Luxembourg. It is essential to use the mass media to reach them.  

4.2 Sub channels comparative analysis  

The mass media include different sub channels. In order to choose the most relevant for our 
campaign, offer a comparative analysis in the table below and the explanation of it: 

 

  



This table is a comparison of the mass media sub channels based on three kinds of criteria, 
namely quantitative, qualitative and technical. This table provides us with an overview of the 
most interesting sub channels to use throughout our campaign. As a reminder, the goal of this 
campaign is to affect the behaviour of the public regarding the implementation of a wind farm 
nearby their homes. We want to increase the positive attitude. In order to do so, we are 
particularly interested in the impact and involvement criteria. Moreover, in order to have a 
successful campaign, the audience rate has to be as high as possible and with a high number 
of repetitions as well.  

As a result of our analysis, we can already exclude some sub channels. It is especially the case 
for the outdoor advertising displays in the cities and elsewhere. Indeed, the impact of these 
displays on the audience rate and the involvement is not sufficient regarding our expectations 
for the campaign. The radio spots will also be put aside during our campaign. Our goal is to 
raise people’s awareness by making them feel emotions, which is something difficult to 
achieve through a radio campaign. Indeed, this sub channel does not have enough impact on 
the public. Finally, local television gathers only a score of 8.We will not be using this sub 
channel, not only because our campaign will already retain national television but also 
because the audience reached is not large enough. This point also applies to the cinema. That 
is why we will not keep it in our sub channels. If we had only considered its important impact 
on our target, we could have chosen it, but the cinema public is mainly made of people aged 
between 15 and 34 years old and thus does not match our target. 

This sub channels analysis helped us to spot those clearly corresponding to the requirements 
of our campaign. Printing press and national television are retained, that is to say those having 
a score above 10. 

Printed press includes daily press and specific magazines. The latter obtained a score of 11. 
TV magazines are likely to interest us in our campaign. Given that we do not distinguish male 
or female people in our target, we will not be using magazines aimed at one gender only. 

As for daily press, as it obtained 10 in the comparative analysis, we will also use it during our 
campaign. This channel answers all the criteria we have considered as important. Note as well 
that given the composition of our target (people above their thirties), we will select papers 
whose readership profile matches our target.   

Finally, with a score of 12, national television is the second sub channel we will be using. The 
impact and the audience match our campaign requirements. Besides, the involvement towards 
the ad is also one of its advantages.  

 



4.3 Digital campaign 

The second component of our marketing campaign refers to the digital world. Internet is a 
booming media in our current society. It is essential to take it into account and it will be the 
subject of an additional chapter at the end of this file.   

 

4.4 Conclusions and Key facts 

� The campaign positions itself in favour of the wind market development. 

� The goal is to decrease the Nimby effect about Luxembourg’s opinion regarding the 
implementation of wind farms nearby their homes, thanks to an affective message.  

� Wind energy is at the root of the growth phase. This position on the life cycle is linked 
to two objectives: “Brand attitude” and “Brand preference”. Our campaign will aim 
to increase the percentage of those two objectives.  

� The baseline of our campaign is: “Re-wind. Be a part of it!” 

� Our campaign focuses on two parts: the first one is mass media and the second one 
the digital field . Mass media will use these following sub channels: national 
television, daily press and specific magazines. 

 

 

  



Copy Strategy 

Why? 

Le Grand-Duché du Luxembourg veut lancer une campagne de communication marketing 
pour promouvoir l’installation de parcs éoliens sur le territoire luxembourgeois. 

• Le taux de pénétration de l’éolien au Luxembourg est très faible. (seulement 14 parcs 
en 2012) 

• Population a une attitude favorable envers l’éolien mais effet NIMBY (Not In My 
Backyard) important. C’est-à-dire ok pour l’éolien mais pas près de chez soi. 

• L’éolien est moins néfaste et dangereux pour l’environnement que le nucléaire et le 
fossile. 

Who? 

Notre cible est constituée des luxembourgeois de plus de 30ans. 

What ? 

Le message de notre campagne doit correspondre à notre positionnement qui est défini 
comme suit : « Pour les luxembourgeois de plus de 30 ans, le fait d’adhérer à l’installation 
d’un parc éolien à proximité de leur domicile est l’opportunité de soutenir personnellement la 
production d’une énergie non-épuisable et sans danger pour l’environnement. Ils adoptent 
ainsi une attitude responsable envers la nature. ». 

L’objectif général de la campagne est de faire diminuer l’effet NIMBY entourant le marché 
de l’éolien au Luxembourg. De manière plus spécifique, nous visons une augmentation du 
« brand liking » et du « brand preference ». L’objectif est donc de modifier positivement la 
perception de notre cible à l’égard de l’installation d’un parc éolien à proximité de leur 
domicile. 

Promise 

En acceptant l’installation d’un parc éolien à proximité de son domicile, notre cible soutient 
personnellement la production d’une énergie non-épuisable et sans danger pour 
l’environnement. 

Reason why’s 

- Notre cible adopte ainsi une attitude responsable envers la nature. 
- La production d’énergies non-renouvelables conduit indiscutablement à l’épuisement 

des ressources de la planète. 

Des études scientifiques ont prouvé que l’éolien était sans danger apparent pour son 
environnement proche. 

Ton 

Le message général de la campagne est de lutter contre l’effet NIMBY en augmentant 
l’attitude favorable développé par un individu à l’égard de l’installation d’un parc éolien à 
proximité de leur domicile. Pour cela, notre message doit contenir deux parties 
complémentaires.  



Dans sa première partie, le message doit insister sur les nombreux effets néfastes de l’énergie 
non-renouvelable (nucléaire and fossile) et sur le fait que les ressources de la planète ne sont 
pas illimitées et s’épuisent à grande vitesse. Le ton doit être émotionnel, il faut chercher à 
sensibiliser et à susciter la réaction de la cible en jouant sur la dimension affective.  

Dans sa deuxième partie, le message doit insister sur le fait que l’éolien est sans danger pour 
l’environnement proche et que le fait d’adopter un comportement responsable envers la nature 
est valorisant et bénéfique d’un point de vue psychologique pour notre cible. Le ton du 
message doit être joyeux – enthousiaste - et motivant. Il faut donner envie à notre cible 
d’accepter de participer personnellement au changement et à la production d’une énergie 
verte. 

Baseline 

La baseline de notre campagne et de notre message plus particulièrement est la suivante : 
« Re-Wind. Be part of it. ». Ce slogan doit se retrouver sur tous les canaux de communication 
que nous avons sélectionnés. 

Creative Consideration  

Support papier 
- 1/1 page couleur 
- ¼ page couleur 

Support audiovisuel 
- Spot TV 30 secondes  
- Spot TV 20 secondes 

Channels 

- Presse Quotidienne 
- Magazines spécifiques  
- Télévision (Spot TV) 

 
� Ce sont les trois sous-canaux mass media utilisés durant notre campagne above-the-line. 

  



Chapitre 4. How and When ? 

1. Channel selection inside the mass media sub channels 

TV channels  

The Grand Duchy’s television landscape is composed of a lot of foreign channels (TF1, ARD, 
ZDF, etc.). Those represent an audience share. Nevertheless, RTL Télé-Letzebuerg obtains the 
highest audience share with an average of 30% during the week. The analysis of the 
Luxembourgish media landscape reveals that the audience of RTL Télé-Letzebuerg reaches 
35% during the 19-20hrs period. Therefore we are going to communicate on this specific 
channel and at this particular time.  

The channels whose audience share is behind RTL Télé-Letzebuerg are TF1 and ARD, that is 
to say a French and a German channel. We are going to focus on the first one. 

Daily Press  

The analysis of the Luxembourgish media landscape has shown that the daily journal whose 
market share is the highest is the Lux Wort with 42%. It is followed by L’Essentiel and the 
Tageblatt. The readers profile matching the best with our target audience is the Lux Wort with 
a grand majority of readers aged above 25 years. Note that the “50+” represent 58.9% of the 
readership. 

The Essentiel reaches a somewhat younger readership (15-24 years). However, the Tageblatt, 
in another measure of the audience, attracts a target of people above 25 years as well. If the 
budget allows, we will select this journal too.  

Press Magazine 

The analysis of the covers of the different magazines distributed in the Grand Duchy shows 
that the magazine Autotouring is the one with the highest percentage. However, as we won’t 
establish any distinction between men and women in the readership, we aren’t going to retain 
this one in our channels.  

The magazines gathering the best coverage after this automobile magazine are TV, TV3 and 
Télécran. Those are the ones we are going to insert our ads in for the simple reason that we 
are looking for the largest audience possible and that our target is not very selective.  

If the budget allows us, we also intend to use the magazine Revue, which is a familial 
magazine widespread in the Grand Duchy and whose coverage stands at the 4th place.  

  



2. Calender 

The table below gives a description of the mass media campaign progress during the whole 
year 2015. It contains three phases of two months. 

Ideally we should have 
covered the twelve months 
but our budget being 
limited, we have decided to 
split our campaign into 
three waves of two months. 

The first phase lasts from 
February to March. It is the 
winter period and so people 
consume more energy and 
are therefore more 
preoccupied by this matter 
at that time of the year.  

The second wave covers May and June. We have excluded July and August on account of the 
summery period and the holidays during which people feel less concerned about their energy 
expenses.  

Finally, our third phase starts again in October and finishes at the end of November. We have 
also excluded the month of December because of Christmas and the end of the year parties 
which take all the attention of the consumers, more focused on the advertising campaign of 
the moment linked to these events; our campaign would thus not have a great impact. 

3. Choice of format and broadcast frequency   

 

Television 

We have chosen two different formats for our TV spots. For the first phase, we’ve chosen 
30’’. It is a new message and there are several elements to insert in it. For the phase 2 and 3, 
the format will be reduced to 20’’. The message will be shorten, and more condensed than the 
first one. Besides, the rate memory for a 20 seconds spot is closed to the one for a 30 seconds 
spot.  



Regarding the frequency, the IPL régie managing the advertising spaces for Télé-Letzebuerg 
offers packages of ad screens with different GRP pressures. We will start with a more 
important pressure during the two first weeks of January.  Then, we will move on to a less 
important GRP pressure for the rest of the campaign. One of the advantages of these packages 
is that the TV spots are broadcasted between 6.30 p.m. and 8 p.m. that is to say when the 
channel obtains the highest audience share.   

Presse  

Both for the newspapers and the magazines, we have chosen a colour format, essential 
element to convey a message. 

Regarding the ads formats in the newspapers we have opted for a full page. The recall rate is 
54% which is quite high. Ideally, we would have kept this format for the whole campaign but 
our budget would not allow it. That is why we have chosen a less expensive format for phase 
2 and 3. The memory rate for a ½ page or a ¼ page being low, we prefer to insert a ¼ page ad. 
The memory rate being inferior to the 1/1 format, we have decided to insert this ¼ page ad 
twice a week during phase 1, the whole page is released only once a week. The day of release, 
doesn’t matter because Lux Wort has a readership of 94% of subscribers who receive the 
newspaper every day.  

For the magazines, we have chosen a full colour page 1/1. The memorisation rate is 19% and 
the price is quite cheap. Being in possession of weekly magazines, our ad will be released 
four times a month. 

4. Conclusion & Key Facts 

� Télé-Letzebuerg (TV channel), Télécran and TV3 (magazines) and Luxembuerg 
Wort (newspapers) are the media going to be used during our campaign. 

� The campaign is going to be divided into three phases of two months.  
� The first wave will be more intense. The two others will have a role of reminder of 

the new message presented in phase 1.   

  



Chapter 5. How much?  

This fifth chapter answers to the question “How much?”. It concerns our campaign’s budget 
and the way we split our investments into different channels. We have developed two distinct 
budgets. In the first, we possess 650 thousand euros. In the second, this budget has been 
reduced to 460 thousand euros. It will allow us to have a plan B if we have to cope with a 
problem at the last minute. 

5.1 Budget 1 = 650 000€ 

This first budget contains 650 thousand euros but we have to keep 15% of this budget for the 
technical costs, i.e. 97 500 €. It remains 552 500€ to cover our marketing campaign, including 
the mass media campaign and web strategy. The mass media investments have been estimated 
to 520 920€ and the web investments to 30 000€.  

Therefore, the total reaches 550 920€ (+ 97 500€ of technical costs). 

 

  

520 920 



5.2 Budget 2 = 460 000€ 

Here is our second budget of 460 thousand euros. The technical costs are estimated to 15% of 
the total, i.e. 69 000€. So we have 391 000€ left to spend on our ad investment.  

The budget for our web strategy didn’t change. However, we had to reduce our mass media 
investments. Regarding to the magazines, we have opted for another format: half-page. 
Regarding to our TV campaign, we have deleted 4 weeks of our second phase. We have 
chosen to delete the two first weeks in May and the two last weeks in June. Finally, as for the 
newspapers, we had to modify format and frequency.  The first phase will publish two ads per 
week but in another format (1/4 Color). During the second and third phases, we will keep this 
format but only one time per week. These restrictions allow us to be right with our budget. 

 The mass media investments have been estimated to 358 924 € and the web investments to  
30 000 €. Therefore, the total is 388 924€ (+69 000€ of technical costs). 

 

  

358 924 



Chapter 6. With What Results/ How effective ? 

There are different manners to measure the efficiency of our campaign. Our main objective 
was to reduce the NIMBY effect surrounding the development of the wind energy in the 
Grand Duchy of Luxembourg. In order to do so we have defined two specific objectives 
presented in chapter 3 through the DAGMAR model. As a reminder, those objectives were to 
increase the “brand liking” from 30 to 40% and the “brand preference” from 20 to 30%. 

Some tools will help us to number the success of our campaign. There are, indeed, some 
techniques which will allow us to evaluate if the main objective and if the specific objectives 
are fulfilled.  

Firstly, regarding the main objective and the percentage of persons liking wind as long as the 
installations are away from their homes, we will have to wait for the numbers of studies 
carried out at the end of 2016 and 2017 to check if the NIMBY effect has been reduced and if 
so, how much? This is the first manner to measure the efficiency of the campaign. It is a test 
which aims to compare the numbers we had in 2015 (in the beginning of the campaign) with 
those unveiled in 2017, in the end of the studies. 

Then, as to the specific objectives of “brand liking” and “brand preference”, we have to use 
another way to proceed. It consists in conducting subsequently a survey among our target in 
order to establish the behaviour of these people regarding the implantation of a wind park 
nearby their homes. Are they well-inclined towards such a project? If so, is it a consequence 
of our campaign? Throughout our campaign, we insist on the affective dimension in order to 
change people’s perception on this kind of project. The success of the campaign will be 
established if the “brand liking” of our target raises up to 10%. In numbers, this is translated 
by an increasing from 132 875 persons, that is to say 30% of our target, to 177 166 persons, 
which correspond to 40% of the global target. 

Finally, if wind farms come up in Luxembourg in the years following our campaign, this will 
be a successful one. That would mean that the NIMBY effect would not have had any impact 
on the project. Currently, the population rises against every wind project. If a wind farm 
appears, a fight would then be won against the nearby population. 



  

Stratégie Digitale 

& 

Planification Web 



Stratégie digitale 

1. Bannering 

1.1 Format  

Nous avons opté pour le format concordant avec nos objectifs DAGMAR établi dans la 
campagne de communication marketing.  Sur le web, ceux-ci correspondent aux objectifs de 
« Message association » et « Brand Favorability ». 

 

 

 

 

 

En observant les résultats pour les différents types de display pour ces objectifs-ci, nous avons 
opté pour du Simple Flash.  

Quant au format, nous avons opté pour un format classique nommé le Medium Rectangle. En 
fonction du visuel que nous avons conçu, nous avons privilégié un format carré.  

Notre banner ne contiendra pas de son. Nous ne voulons pas générer des clics dus à une 
irritation. Afin de générer des clics, notre banner contiendra le moins de couleurs possibles.  

1.2 Trois éléments textuels de la bannière 

• Accroche : « Quelle énergie pour demain ? » � Une éolienne tourne et souffle sur un 
tas de charbon qui s’envole. C’est une manière de montrer que l’énergie épuisable 
telle que le fossile, n’est plus durable contrairement à l’éolienne qui continue de 
tourner. 

• Reveal : « Rewind » � L’éolienne tourne en sens inverse. Ceci pour exprimer le fait 
que nous retournons en arrière dans le temps, lorsque les ressources étaient encore en 
abondance et la nature intacte. C’est une façon de montrer qu’en utilisant une 
ressource d’énergie verte, nous pouvons aller de l’avant. 

• Call to action: « Be part of it! » � Ce call to action renvoie les gens sur la page 
d’accueil de notre site web. Ils peuvent alors prendre part au changement en rejoignant 



la communauté de l’éolien au Luxembourg sur Facebook. Directement sur la page 
d’accueil, il sera proposé à l’internaute de liker la page sur Facebook (sans se rendre 
sur Facebook pour autant). 

1.3 GIF 

 

Voici le lien Youtube où vous pourrez consulter la banner telle qu’elle est a été construite : 
https://www.youtube.com/watch?v=LZNgcockUmM  

1.4 Plan de diffusion de la bannière 

Méthode de placement 1 : contextuel  
Notre bannière sera affichée sur chaque site concernant - même de loin -  l'énergie éolienne. 
Comme la plupart des sites des groupes NIMBY sont hébergés sur des plates-formes Web 
gratuites, ils ont tendance à ne pas avoir de contrôle sur les annonces diffusées sur leur site 
web. Et la plupart du temps ces annonces sont choisies par le ciblage contextuel. C'est notre 
chance d'obtenir une voix sur les sites "adversaires", sans qu'ils aient quelque chose à dire à ce 
sujet.  

Les mots-clés suivants seront utilisés comme méthodes de ciblage pour le placement 
contextuel : énergie éolienne, éolienne, énergies renouvelables, énergie nucléaire, 
environnement 

Méthode de placement 2 - Placement  
Quelques site, liés au domaine spécifique de l’immobilier seront également sélectionnés. Ces 
sites semblent être la porte d’entrée sur notre cible. 

Les gens rejoignent généralement notre catégorie hybride de « personnes installées » en 
achetant une maison. Avoir notre bannière sur le site web qui leur permet d’effectuer cet achat 
nous donne une chance de changer leur esprit à un moment critique, juste au moment où ils se 
tournent vers cette nouvelle ère de leur vie, plus propice à une vie plus installée, et donc plus 
marquées par des tendances aux comportements NIMBY. 

  



Liste des sites :  
- www.immoweb.lu 
- www.athome.lu 
- www.immotop.lu 
- www.habiter.lu 
- www.immobilierluxembourg.lu  

Méthode de placement 3 - Audience  
La bannière sera également diffusée sur base de nos critères de ciblage :  

- Zone géographique : Luxembourg 
- Age : 30+ 

1.5 Choix du modèle d’achat 

Comme notre but est de convertir les gens en leur faisant visiter notre site web, nous avons le 
plus logiquement besoin d'opter pour le modèle de coût CPC et CPA. L’acquisition, dans 
notre cas, étant marquée par le bouton «J'aime» placé sur le site. 

2. Search Enging Marketing (SEM) 

2.1 Optimisation du référencement via Search Enging Optimization 

Choix de cinq mots-clés : 5 mots clés génériques 

EOLIENNE ; ENERGIE ; RENOUVELABLE ; RESSOURCES ; LUXEMBOURG 

<head>  

<title> L’énergie éolienne au Luxembourg <title> 

<meta description> Les ressources de la planète sont limitées ! L’énergie éolienne est une 
énergie renouvelable nécessitant des ressources non-épuisables. L’éolienne représente 
l’énergie de demain. Le développement de l’éolien au Luxembourg est devenu une 
nécessité ! <meta description> 

<meta description> <keywords> énnergie ; ennergie ; enerchie, energie ; energgie ; éoliene ; 
héolien ; éoliennne ; éollienne ; éollien ; héollien ; envirronnemment ; environnemment ; 
environement ; rennouvelable ; renouvellable ; renouvelabble ; resources ; ressource ; 
Luxembourg ; Luxembuerg <keywords> <meta description> 

Structure des URL 

www.energie-eolienne.lu  
� Sitemap : 

o Home page (accueil - www.energie-eolienne.lu) 
� Qui sommes-nous ? (www.energie-eolienne.lu/qui-sommes-nous/ ) 
� Crise environnementale (ressources limités, etc.) (www.energie-

eolienne.lu/crise-environnementale/ ) 
� L’éolienne au Luxembourg (www.energie-eolienne.lu/éolienne-

luxembourg/ ) 
� Objectif 2020 UE (www.energie-eolienne.lu/objectif-2020/ ) 
� Avantages de l’éolien (www.energie-eolienne.lu/avantages/ ) 



� Quels arguments évoquent les anti-éoliens ? (www.energie-
eolienne.lu/arguments-des-antis / ) 

� Études et statistiques (www.energie-eolienne.lu/etudes-statistiques/ ) 
� Concours (www.energie-eolienne.lu/concours/ avec explication du 

concours // facebook. Partagez son résultat sur sa page facebook pour 
valider le concours) 

� Liens utiles (liens vers sites de l’éolien à différents niveaux (nationaux, 
européens, etc. + liens vers documents utiles.) (www.energie-
eolienne.lu/liens/ ) 

� Contact (www.energie-eolienne.lu/contact/ ) 

Contenu (h1->h 3) 

<h1>L’énergie éolienne <h1> 

 <h2>  Ensemble pour une énergie renouvelable au Luxembourg ! Le pays en a 
grandement besoin dans le contexte actuel de l’épuisement des ressources de la planète. <h2> 

Le Luxembourg importe actuellement 100% de son énergie. L’implantation de parcs 
éoliens sur le territoire doit permettre de produire sa propre énergie renouvelable. Cela 
permettra notamment de réduire le prix de l’énergie payé par les citoyens.   

 <h3> Consultez la liste complète des avantages de l’énergie éolienne (=textes 
d’ancre = lien vers page avec tarif, descriptif hotel etc. -> www.energie-eolienne.lu 
/avantages.html )  <h3>  

<h4> Likez notre page Facebook  et tenez vous au courant de toute 
l’actualité concernant le développement de l’éolien au Luxembourg 
<h4> 

L’éolien, l’énergie renouvelable de demain au Luxembourg ((=textes 
d’ancre = lien vers facebook) + image Facebook (LIKE) avec lien pour 
liker la page sans se rendre sur la page Facebook) Prenez part au 
changement ! Il est grand temps de réagir. Les ressources de la planète 
s’épuisent de jour en jour, l’énergie n’est pas infinie !   

<h5> Retrouvez-nous également sur Twitter <h5>  

Le compte Twitter de l’éolien au Luxembourg   (= texte 
d’ancre, lien vers page le compte Twitter)  

Utilisation d’images 

 

Nom de fichier : eolienne-luxembourg.jpeg 

 

<alt> L’implantation de parcs éoliens au Luxembourg est 
une nécessité dans le contexte actuel. Le Luxembourg a 
besoin de produire sa propre énergie renouvelable. <alt> 



 

Nom de fichier : energie-renouvelable-luxembourg.jpeg 

 

<alt> Prenons ensemble part au changement. L’énergie 
renouvelable et l’éolienne, c’est maintenant ! Les 
ressources de la planète sont limitées ! <alt> 

 

Nom de fichier : like-facebook-eolienne-
luxembourg.jpeg 

<alt> Like la page de l’éolien au Luxembourg sur le 
réseau social Facebook <alt> 

Action = Like la page sans quitter le site actuel.  

 

Nom de fichier : facebook-eolienne-luxembourg.jpeg 

<alt> Rejoignez la page de l’éolien au Luxembourg sur 
le réseau social Facebook <alt> 

LIEN vers www.facebook.com/eolienne-luxembourg  

 

Nom de fichier : twitter-eolienne-luxembourg.jpeg 

<alt> Rejoignez le comte de l’éolien au Luxembourg sur 
le réseau social Twitter <alt> 

LIEN vers www.twitter.com/eolienne-luxembourg 

 

2.2 Référencement du site en SEA 

Choix des mots-clés traités en SEA :  

ENVIRONNEMENT ; DEVELOPPEMENT DURABLE ; FACTURE ; POLLUTION ; NUCLÉAIRE 

Puisque les mots clés « positifs » sont traités en SEO, nous optons pour des mots clés 
« négatifs », ou relevant des concurrents de l’énergie éolienne pour les mots clés SEA. 

Estimations des recherches mensuelles :  
• développement durable (90 recherches mensuelle / 1.65€) 

• facture (70 recherches mensuelle / 1.10€) 

• environnement (175 recherches mensuelle /0.85€) 

• nucléaire (20 recherches mensuelle / 0.50€) 

• pollution (50 recherches mensuelle / 0.50€) 

La campagne serait donc budgétisées à hauteur de 450€/mois, soit 5400€/an. 

Tous ces mots clés sont définis en « broad match ». Le volume de recherche étant 
globalement assez faible, cela permet de ne perdre aucune recherche. 



L’annonce suivante est construite :

 

3. Réseau social Facebook 

3.1 Plan de recrutement d’une communauté 

Un budget de 5000 € sera consacré à la construction de notre communauté sur Facebook. 

Stratégie 
Notre objectif sur Facebook est de construire une communauté réelle et forte, créant ainsi un 
espace d’expression. Pour atteindre cet objectif spécifique, nous choisissons de ne pas 
promouvoir de messages spécifiques - créant ainsi un coup de projecteur sur quelques posts, 
mais aucune visibilité sur la page en elle-même. Nous choisissons, au contraire, une 
campagne "Get More Like" comme type de Facebook Ads.  

Ciblage 
Notre ciblage sera effectué en accord avec nos principes de bases de la partie « Who ? » de 
cette campagne. 

- Zone géographique : Luxembourg 
- Age : 30+ 
- Catégorie : Parents 

La catégorie « parents » semble être la meilleure façon pour nous de cibler le critère "installé" 
de notre cible. 

Mode de paiement 
Puisque nous voulons construire une communauté, nous décidons d'opter pour "Enchères sur 
les Like" comme modèle de coût. 

Type de publicité 
Depuis le 18 mars 2014, les Facebook Ads sont toutes de type «histoires sponsorisés », 
personnalisés avec le contenu social. 

  



Planning 
Notre campagne Facebook sera composée de 3 vagues de deux semaines chacune. Les vagues 
seront donc de courtes durées, mais la pression sera forte de manière à ce que le taux de 
conversion soit fort également. 

Chaque vague sera donc budgétisé à un maximum de 1670 €. 
- La vague 1 aura lieu entre le 01 février et le 14 février 2015. 
- La vague 2 aura lieu entre le 01 mai et le 14 mai 2015. 
- La vague 3 aura lieu entre le 01 septembre et le 14 septembre 2015. 

3.2 Animation de la page Facebook 

Nous avons choisi de présenter une semaine type d'animation Facebook pendant un 
évènement particulier : la Sustainable Energy Week.  Il s’agit de la semaine européenne 
consacrée à l'énergie renouvelable. Cette semaine a lieu du 22 au 26 juin 2015.  

Lundi 22/06 

« Cette semaine est la semaine européenne consacrée 
à l’énergie durable. Selon vous, quel avenir pour 
l’éolien ? »  

Mardi 23/03 

« Concours : Testez vos connaissances sur l’éolien au Luxembourg et remportez peut-être un 
saut à l’élastique du haut d’une éolienne ! :-D  � www.energie-eolienne.lu/quizz et postez 
votre résultat en commentaire ! »  

Mercredi 24/06 

« Les éoliennes font du tort à leur environnement : FAUX ! Découvrez toutes les explications 
et les arguments qui le prouvent sur www.energie-eolienne.lu/ ! »  

Jeudi 25/06 

« Voici un album photo des parcs éoliens installés sur le territoire luxembourgeois. Et vous,  
seriez-vous prêts à accepter un tel projet à proximité de chez vous ? »  

Samedi 26/02 

 « La Sustainable Energy Week 2014 s’est terminé ce vendredi par la 
remise des Sustainable Energy Awards. Découvrez l’album photo de 
la cérémonie de clôture. Que pensez-vous des projets gagnants ?  
:-D »    

 

Dimanche 27/02  
« L'excellent documentaire d'Éric Guéret sur la face cachée de 
l'énergie nucléaire, diffusé par Arte en 2012. A voir, revoir et 
partager! Qu'en pensez-vous ? bit.ly/1hosH0d »  



3.3 Cinq commentaires fictifs négatifs et les réponses envisagées 

Commentaire  1. 
« Quel avenir ? Strictement aucun. Le Luxembourg étant un des pays les plus denses d'Europe 
vous pensez vraiment qu'il y a de la place pour les éoliennes ? » 

Réponse : « Le passage vers l’énergie renouvelable est une étape obligée pour garantir une 
sécurité énergétique à long termes. Les objectifs européens de 2020 en la matière vont dans ce 
sens. Par ailleurs, la densité du Luxembourg est loin d’être importante et ne constitue donc 
pas un frein à la création de nouveaux parcs éoliens sur le territoire. » 

Commentaire 2. 
«  L’éolien est juste une grosse blague contribuant à la destruction du paysage !! » 

Réponse : « D’accord, l’implantation d’une éolienne modifie le paysage. Toutefois, dans le 
contexte actuel de l’épuisement des ressources de la planète, il est de notre devoir de 
participer à son sauvetage et cela passe obligatoirement par la production d’une énergie 
renouvelable, la seule viable sur le long terme. » 

Commentaire 3. 
« Super le concours hmm hmmm !! Hors de question d’aller risquer ma vie et ma santé en 
sautant d’une éolienne ! »  

Réponse : « Rassurez-vous, cette expérience unique sera réalisée selon des consignes de 
sécurité drastiques et ne présente donc aucun risque ! ☺ » 

Commentaire 4. 
«  Cette vidéo  a  clairement un a priori contre le nucléaire. A coup sur, ce documentaire a été 
financé par des lobbys anti-nucléaire !! » 

Réponse : « Ce documentaire met en évidence la problématique de la gestion des déchets du 
nucléaire.  Quant au réalisateur de ce documentaire, il s’agit d’Eric Gueret, réalisateur 
français de renommée internationale. Le financement de son documentaire n’est en rien lié 
aux activités de lobbying. » 

Commentaire 5.  
« Je n’accepterai jamais qu’on installe un parc à proximité de mon domicile. Les faits sont là, 
cela engendre de gros problèmes de santé pour le voisinage !! » 

Réponse : « Je vous suggère de vous rendre sur notre site internet à la rubrique ‘Etudes et 
statistiques’ (www.energie-eolienne.lu/etudes-statistiques). Vous aurez ainsi l’occasion de 
constater l’inverse de ce que vous avancez dans votre commentaire. L’éolien n’engendre 
aucun souci sur son environnement proche. »  

  



4. Scénario d’un concept vidéo à orientation virale 

La vidéo débute par la vue d’une petite place sur laquelle se trouvent deux immeubles de 
quelques étages. Il fait sombre, la nuit est tombée et les lampes dans les maisons sont 
allumées.  

Ensuite, la caméra zoom et pénètre par une fenêtre dans un premier foyer dans lequel une 
dame est entrain de cuisiner pour son mari qui lit le journal sur la table de la cuisine. Tout à 
coup, la lumière s’éteint ! 

La caméra passe alors par la fenêtre pour pénétrer dans un deuxième foyer dans lequel une 
famille (papa, maman et deux petits enfants (5-8 ans)) regarde une comédie à la télévision. On 
y voit les gens rigoler devant leur écran. Tout à coup, la télévision et la lumière se coupent. 
Règne alors un sentiment de peur et de craintes. Les enfants pleurent.  

La caméra poursuit son chemin et passe dans un troisième foyer par la fenêtre. Ici, un homme 
d’une trentaine d’années joue sur Facebook. Tout à coup,  la lumière se coupe et le jeu 
s’interrompt. L’écran du PC indique « Problème de connexion internet » sur fond blanc dans 
le noir de la pièce.  

La caméra ressort par la fenêtre et se stoppe dans la position qu’elle occupait au tout début de 
la vidéo pour montrer que maintenant, les deux immeubles sont plongés dans le noir et qu’il 
n’y a plus aucune lumière allumée dans les appartements. A cet instant, il fait noir, la petite 
place est juste illuminée par la lune de manière à distinguer les immeubles et les éléments 
dans l’obscurité.  

L’image est alors fixe et le levé du jour fait son apparition (accélération du temps, en 3-4 
secondes, l’image n’a pas bougé mais il fait jour, c’est le matin). Une vingtaine d’individus 
(les mêmes que dans les foyers + d’autres) sortent des deux immeubles et se mettent à 
construire une éolienne sur la place. Cette action se passe en mode accéléré. La construction 
est fictive, c’est-à-dire qu’en deux, trois mouvements l’éolienne est sur pied et fonctionne.  
Dans le même temps, la luminosité de la place évolue également, comme si toute la journée 
s’écoulait durant la construction de l’éolienne.  

Dès que l’éolienne commence à tourner, les individus retournent en souriant et en rigolant 
dans leur immeuble. L’image est toujours fixe depuis le levé du jour précédent. Quand les 
gens sont rentrés, la lumière aux fenêtres réapparait au fur et à mesure. Au niveau sonore, on 
entend alors la télévision qui refonctionne ainsi que le bruit des messages reçus sur facebook 
afin de montrer implicitement que le courant fonctionne à nouveau.  

L’image devient rapidement un fond blanc (via un fondu). La vidéo s’achève enfin par 
l’apparition de notre slogan « Rewind. Be part of it ! » sur le fond blanc, écrit en vert.  
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Public Relations Campaign 

1. Context 

Comparatively to other members of the European Union, the Grand-Duchy of Luxembourg 
does not dispose of many wind farms on its territory. The country imports more than 80% of 
its energy. It does not generate its own energy.  

In 2009, a European Directive 2009/28/CE sets aims for 2020 relatives to renewable energy 
production. This Directive says that 21% of the consumption of total energy in Europe should 
come from renewable sources by 2020. To achieve this objective, the Directive sets out 
particular aims for each country. Unfortunately, the Grand-Duchy does not respect its own 
aim. The country was supposed to reach 11% of renewable energy sources in its total 
consumption.  

One of the biggest problems that the country met is the high number of citizen associations 
that raise against wind farms projects. Based on the 2011 Eurobarometer4, it seems that an 
average of 89 % Europeans is "totally in favour" or "somewhat support" (60% and 29%) the 
use of wind energy source in their own country. But, when this turbine must be constructed 
close to their home, the perception of these same individuals completely changes to an 
opposition to the project. This is what scientists call Nimby phenomenon (Not In My Back 
yard).  

Based on these observations, the Luxembourgish government created a marketing 
communication campaign which should reduce this Nimby effect. This public relations 
campaign is aiming to help the marketing campaign through contacts with media and other 
stakeholders.   

2. Campaign objectives 

In our study of the development of wind farms in Luxembourg, we found that the perception 
of Luxembourg towards wind energy was favourable, but this positive attitude profoundly 
changed because of the NIMBY effect, i.e. when it came to implement a wind turbine near 
their home. The reasons given are: pollution of the environment and health problems. As 
citizens remain concerned and on the defensive towards wind energy, implementations on a 
larger scale on the territory of the Grand Duchy will be slowed down or canceled. As a 
reminder, the reduction of this phenomenon Nimby (Not in my back yard) is the goal of our 
marketing campaign. 

As for our PR campaign, the overall objective is to support the marketing campaign that will 
start two weeks after the PR campaign. That means keeping our campaign elements in 
Luxembourgers’ mind when they will be exposed to our marketing campaign in the mass 
media and to our online actions. This should allow a better reception of the advertisement 
aiming to reduce indirectly and unconsciously the Nimby effect. 



In conclusion, the objective of the PR campaign is to support and strengthen the impact of the 
marketing campaign to achieve the objective of the latter, namely to reduce the Nimby effect 
and to increase the development of the wind energy sector. 

3. Stakeholders 

Internal Stakeholders 

Our internal stakeholders are composed of all members of the Luxembourgish government, 
including all ministers and the administrative staff. It will be very important to communicate 
with these stakeholders before communicating with our external stakeholders.  

External stakeholders 

- Media 
- NGOs 
- Citizens 
- Bloggers 
- Members of EU 
- European institutions 
- Power industry companies (renewable and non-renewable energy sectors) 
- Energy suppliers 

Among these external stakeholders, we chose these who can help us to reach our marketing 
campaign target, i.e. people over 30 years old living in Luxembourg. This target corresponds 
to the stakeholder citizens. Therefore, the final target of our public relations campaign is the 
same as that of our marketing campaign. To reach them, we need to communicate to different 
stakeholders. These stakeholders are of three types: the Media, bloggers and Twitter relays. 

 

Public Relations Strategy 

1. Internal Communication 

As soon as the Luxembourgish government came to the conclusion that a campaign against 
the Nimby phenomenon was necessary in the Grand-Duchy to increase the development of the 
wind power sector, the government’s internal communication service has been asked to 
inform all the Ministry members about sustainable development. The corporate policy wanted 
all employees to be deemed equally. Knowing that, the communicational tools used are going 
to be directed to the whole group. Moreover, the transparency is one of the biggest shared 
values among the government’s members. That is why we have to communicate with them.  

As a major player inside the Ministry of sustainable development, the employees need first to 
be informed about the actions that are going to take place. Staff members can be a major 
contributor. They can advocate the message to their family, friends, or even on social 
media.They must be able to feel themselves involved in the process. In other words, we need 
them to plead for our message to their relatives. The communication has to start right before 
the launch of the campaign. In order to do this, it is necessary to use the internal 
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communication tools available: Intranet platform, the internal newspapers, inside screens, e-
mail, and so on. 

Time : Friday, the 28th of November 2014 

Few days before the sending of the press release to the media, the internal communication 
will start. A news item on the government Intranet website will explain to the employees that 
the Luxembourgish government ordered a study about the real effects caused by the presence 
of a wind turbine on the environment. The news item is one of the most important tools of the 
internal communication. It is used to publish information and reach all employees. This news 
item will also explain why the government wanted to carry out this study. In addition, this 
notification will announce that the government is going to launch an awareness marketing 
communication campaign, which is going to start in February.  

Time: Monday, the 12th of January 2015 

Few days after the reception of the results’ study, we will communicate these results to all 
employees of the Ministry of sustainable development via a news item on the Intranet site. 
The news item will present the conclusions of the study and will include a link to consult the 
whole study on our website (www.eolien-luxembourg.lu). Therefore, employees will know 
the results before the citizens thanks to the media. Moreover, this News item will announce 
the day of the press conference in during which the results will be presented to the press.  

Time : Friday, the 30th of January 2015 

Just before the launching of the marketing communication campaign, a news item will be 
posted on the Intranet website to announce the launch of this campaign. Furthermore, a visual 
informational material will run on screens located inside the building of the Ministry of 
sustainable development. The core message will be to encourage the public-sector employees 
to support the key challenges of the campaign. The TV Spot advertising will be attached as an 
annex in the Intranet message. Likewise, the images associated with the baseline of the 
campaign will be broadcasted on screens. These are placed in strategic areas, e.g. nearby the 
photocopying machines, and so forth. 

Time : Thursday, the 30th of April 2015 

A notification will be posted on the Intranet website to tell people that the second wave of our 
marketing communication campaign will start the next day.  

Time : Wednesday, the 30th of September 2015 

As for the second wave, a notification will be posted to announce the launch of the third wave 
of our campaign.   

2. External Communication 

2.1 Communication activity towards the main stakeholders  

            (except the media and bloggers) 

After internal communication activities, it will be essential to work on the external 
communication by giving priority to some stakeholders. The energy suppliers and all the 
companies working in the wind power sector such as manufacturers, engineers, etc., will 
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receive the communication at the same time. Other stakeholders such as Non-Governmental 
Organizations (NGO’s) and the European institutions will be informed a few days later. We 
want to privilege local actors and companies. 

Time : the 20th of January 2015 

The day of the press conference, we will simultaneously communicate to the energy suppliers 
and the wind power companies the results of our study via an e-mail addressed to the directors 
of these companies. We want to inform them so that they could use our results in their next 
communication campaign. We will insert a link referring to our website so that they could 
consult the whole study and the ensuing conclusions. 

 Time : the 21th of January 2015 

The day after the press conference, we will convey our message to European organizations, 
including the European institutions and the biggest European NGOs such as Greenpeace and 
WWF. We want to give them in a direct way, an impartial piece of information regarding the 
effects of a wind turbine on its close environment. We think it is important to communicate 
with them in order to inform them. Environmental issues are part of a major political debate 
nowadays and all institutions are interested in it.  

Note: to communicate with citizen, we use the mass media campaign and our online communication actions. 
Moreover, communication activity towards the media and the bloggers will be used to sensibilize the citizens.  

2.2 Communication activity towards the media, the bloggers and Twitter 

relays 

The most important part of our external communication campaign concerns the 
communication to citizens. Therefore, we will use three opinion leaders: the media, the 
bloggers and the twitter relays. These stakeholders will allow us to reach the citizens and to 
give maximum visibility to our messages. So it will affect our final target, i.e. people over 30 
years living in Luxembourg. 

To communicate with these stakeholders, we have made three lists of contacts You can find 
the list of all our stakeholders in appendix.  

Firstly, we have created a press file containing journalists from different media types and 
different geographical levels (local, national and international news). This file contains the 
names of press journalists from print and broadcast media. For the print media, some 
journalists work for newspapers (free and paid) and some others for magazines. As for the 
broadcast media, we have journalists from national key channels. These journalists work not 
only for Luxembourg media, but also for French, German, Belgian, and even international 
media. Luxembourg is a small country and the press in neighbouring countries is also 
consulted in the Grand Duchy. That is why we have decided to include them in our 
communication campaign directed to the press.  

The second group of stakeholders enabling us to reach our target is bloggers. We have 
therefore made a list of bloggers interested in the environment, sustainable development and 
renewable energy in order to give maximum visibility to our communication campaign. The 
bloggers play a role of opinion leader and will convey our messages to their followers. 
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The third stakeholder group consists of a list of active individuals on Twitter likely to be 
interested in our message. These Twitter relays will also hopefully broadcast our messages. 

What are our messages? 

We want to struggle against the Nimby effect which is mainly caused by a severe lack of 
objective and reliable information on the actual effects of the wind turbines on the 
environment. That is why the message of our campaign will involve a study commissioned by 
the Luxembourg Government on this specific topic. The study will be commissioned by an 
independent office in order to be carried out as objectively as possible. Therefore, we will use 
the Institute for European and International Studies in Luxembourg. The study will focus on 
the impact of a wind farm on the health of inhabitants living within the legal minimum 
distance of the park. The results of this study will be an objective source of answers to all the 
uncertainties prevailing among the supposedly adverse effects and fears of the residents. 

According to our hypothesis based on previous scientific studies on the subject, the results 
should be in our favour. The effects of wind turbines on their immediate environment would 
be a non-existent effect. Thus, our communication campaign towards the press is based on the 
assumption that wind energy does no produce any harmful effect.  

Thus, if serious studies give evidence that wind turbines are safe and are therefore an ideal 
solution for the future, the public will positively respond to the project. We hope that these 
results will be published a few weeks before the launch of our marketing campaign to increase 
the acceptability of wind turbines by Luxembourg citizens. Moreover, this favourable wind 
advertising is likely to be reused by post local or national political arguments/campaigns in 
order to promote the installation of a wind farm in Luxembourg. This could even convince 
anyone to lease its land for wind development. 

How are we going to proceed? 

Our communication actions towards the press are divided into three stages. 

Press release to announce the order of the study 

First, we are going to send a press release via email to our press file with the announcement 
that the Luxembourg Government has commissioned a study on the effects of wind turbines 
on the surrounding environment. This release will contain particular elements that this study 
should provide and the reasons why the government has decided to invest in such a study. 
Like any good press release, it will contain details about the person to contact for more 
information. In our case, this would be the Information Service of the Government Press and 
Alain Onklin, the press officer of the Ministry of Sustainable Development and Infrastructure. 

Invitation to the press conference 

The second step will consist in sending a packet mailed to all editors of our press file. This 
package will include a mini-wind turbine as a teaser. Inside the turbine we will find a 
statement explaining that the results of the study commissioned by the Luxembourg 
government have arrived, joined to an invitation to the press conference organized by the 
government to share the results. This technique is used to tease the receiver by a cryptic 
message that invites him to look at the result of the action of communication. 
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Press conference 

Before the press conference 
Recalls   Time: Monday, the 19th of January 2014 
The invitation to the conference will be sent one week before the day of the press conference. 
It is rare that everyone respond to the invitation. Knowing that, we will send an  
e-mail to the non-respondents. In addition, we will remind the registered ones that the press 
conference will take place on the following day. The goal being that they do not forget to 
come. 

Finally, if we still do not receive answers from some people, we will give them a call to invite 
them one more time. It is very important that a high number of media be present at our 
conference.  

The place 
Our press conference will take place in the press room of the conference center at the Chateau 
de Senningen. Located in the center of the country of Luxembourg, 8km from the city of 
Luxembourg, the conference center is available to the Prime Minister. 

Here is the plan of this newsroom: 
  

This newsroom will obviously be equipped with a broadband Internet 
connection to allow journalists to relay live information on digital 
channels. This will also make possible the live stream of the 
conference and a LiveTweet action on Twitter. 

 

The speakers 
The press room contains a stage for 4 people. Hence, we will work with 4 speakers: 

� The moderator: will have to handle the discussion between the people on board. He is the 
one who introduces everyone at the beginning, manages the press conference time (i.e. 
how long people are talking), and so forth. 

� The Prime Minister, Xavier Bettel, in order to give credibility to the results of the study. 
� The Minister for the Environment, Carole Diescbourg, in order to explain different issues 

that environment represents for the Grand-Duchy. 
� The head of the study, in order to explain the results and the methodology used to carry out 

the study. 
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The day of the conference 
Last minute checklist 
We need a dress rehearsal for several reasons. The first one is to be sure that the speakers will 
speak at the right time, and that everyone knows his role. The second reason is to be sure that 
all our visual supports function. Finally, all the technical material such as the projector must 
be checked.  

The press conference 
As announced in the headlines of the invitation, the results of the study regarding to the real 
effects of a wind turbine towards its close environment will be presented during this 
conference. Moreover, speakers will talk about the Luxembourg’s energy situation and 
problems faced by the Country regarding the Nimby phenomenon.   

The conference will end with a questions and answers session. Journalists will have the 
possibility to ask their questions to the speakers. 

The conference will be held at 11am, it is not too early, leaving an opportunity for journalists 
to move; and not too late giving them time to write their papers for the next day. 

Note: As our public is composed of people with different languages, we have decided to hold 
the press conference in English. But, we will be hiring 3 interpreters to translate the press 
conference in Dutch, in German and in French. The translation will be done simultaneously 
with the help of earpieces. 

 After the press conference 
The press kit 
Right after the conference, we will give the press kit to the journalists who were presents. In 
addition, the press kit will be sent by email to journalists who were not present so that they are 
also aware of this new information. The journalists will also have the opportunity to see the 
file online via the link found inside the folder referring to its online version on the website 
created on this purpose: www.energie-luxembourg.lu.  However, no journalist will have 
access to this folder before the conference; it will be available online once the conference 
ends. 

This press kit will contain the following elements: 

� A presentation of the 2020 targets on energy consumption introduced by the European 
Union and the specific objectives in the Grand Duchy of Luxembourg. 

� A presentation of the current situation of wind energy in Luxembourg, including the 
number of wind farms, and the consequences of wind turbine production. 

� This section will highlight that many projects failed and the reasons for these failures 
(People elevation, demonstrations, petitions, etc...)  

� An explanation of the methodology used in the context of this scientific study. 
� The presentation of the results of the study. This is the main point of this file; the main 

interest and the reason why journalists have come to the conference. The results will 
be illustrated with visual elements such as graphs which generally allow a better 
understanding. 
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� A contact list containing the name, telephone number and email address of experts 
who conducted similar studies in the past and whose conclusions abound in the same 
direction as ours. 

� A list of individuals living near a wind turbine who agreed to testify and explain that 
the presence of a wind farm near their home does not affect their health or anything. 

� The details of the press and information service Government Press for more 
information. 

Thereafter, this press release will be transmitted to the list of bloggers that we previously 
provided. Bloggers play an important role as opinion leaders in relaying our message to their 
followers who can transmit in turn the message to their own community and so on. 

On Twitter, we will post the results of our study in the form of updates to our followers. 
These will then be free to “retweet” the information to their own community and so on. Our 
posts with the results will also contain a link to our website giving access to the entire 
findings of the study. 

Measurement of the Effectiveness 
After the press conference, we will need to analyse the effectiveness of our actions. This 
analysis will be made a few days after the conference through an analysis of the media 
coverage. Each article or report released will be taken into account. It will give us an 
indication on how the message was perceived by the media. On the other hand, we will keep 
an eye on each media that participated to the event. If they are writing about the subject, is it 
in a good, neutral or negative way? 

 

When are our communication actions going to take place? 

Our communication will begin by sending the press release in early December 2014. 

Then, the results of the study will be revealed by our three other communication actions. 
These are going to take place in January, few weeks before our mass media marketing 
campaign, in order to influence people thanks to the media coverage. This press relations 
campaign must support the campaign that follows. Indeed, the media fallout of these press 
shares will communicate to our target information that they keep in mind when spreading our 
marketing campaign. This will enhance their perception and the target could then be more 
easily influenced and flexible to the installation of a wind farm near their home. 

In addition, sending the press release announcing the order of the study by the government 
will allow us to obtain a first media coverage at by the end of 2014. Therefore, our press 
campaign could have two effects in the media before the start of the mass media campaign: 
one in early December and a second end of January. 
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Here is the detailed schedule: 

� Tuesday, the 2nd of December 2014: email sent to all of our press release announcing 
the order of the study made by the government file. 

� Tuesday, the 13th of January 2015: mailed package containing the mini-wind turbine 
inside with the release inside inviting journalists to our press conference. 

� Tuesday, the 20th of January 2015: the press conference will begin at 11am. She will 
be accompanied by delivery and sending press kits. 

Note : Although the study had been commissioned earlier in 2014 , we are going to talk about it at the beginning 
of December: because we want to communicate within a relatively close time before the beginning of our mass 
media campaign. Thus, two months before the beginning of it, our target will once be challenged by the 
phenomenon of wind turbines? 

Then, we have decided to hold our press conference at the end of January, i.e. 10 days before 
the beginning of the mass media campaign. And we want the entire Duchy of Luxembourg to 
be informed by scientific evidence of the present consequences engendered by wind turbines 
on their surroundings and the dangers that this implies for the neighbourhood.  

The teaser will be sent one week before the day of the press conference. This relatively long 
period of time is purposely left to allow editors to have enough time to receive the package, to 
communicate this information and also to allow foreign editors to come to Luxembourg city. 

What is the budget of our communication actions? 

We have a budget of 25 000€ for our Public Relation Campaign.  

 

3. Crisis Communication 

3.1 How to be prepared 

Even if we have the intention to keep a sharp eye on the surroundings, we cannot possibly 
know exactly what will happen in the future. A crisis can easily happen and we must be 
prepared to react in the best way as possible. 

The first thing to do is to imagine the possible scenarios that could cause a crisis during our 
campaign. It could be an unexpected and exceptional event, which might compromise our 
campaign, making us lose the confidence and credibility we had before. In addition, we need 
to keep a close eye on what our opposing stakeholders say through the media.  
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Slight crisis scenarios Serious crisis scenarios 

Publication in the media of studies and arguments 
against our study and therefore discrediting it.  

Falling down of a wind turbine.  

Citizens association doing several demonstrations 
against a wind farms project. 

Blade of a wind turbine that flies away and reaches a 
home located at some hundred meters, causing the 
death of an inhabitant.  

Some stakeholders or opposition groups react 
negatively to the launch of our campaign.  

Death of a person living close to a wind farms. One of 
the reasons expressed in the media being the 
proximity of the wind turbine from the house of the 
deceased  

 Government is accused of having influenced the 
results of the study.    

... 

Measures to be taken 

... 
Measures to be taken 

The internal communication team has to post a news 
item/ an announcement (internal communication 
tools) on the Intranet site, to inform employees of 
what it happens.  

An information session has to take place with the 
Minister of Environment to defend the manufacturer.  

An e-mail will be sent to our external stakeholders 
who share common interests with us to reassure them. 

Alain Onkel, press officer of the Ministry of 
sustainable development, will have to contact the 
journalists by himself to provide them information and 
prevent any spread of rumours. It is important to give 
the right information to journalists in order that they 
do not write inaccurate information. 

A press release will be sent to journalists mentioned in 
our press file. It contains arguments to respond to the 
slight crisis (for example: give proof of the credibility 
of our study).  

If the reputation of the Luxembourgish government is 
at stake, Xavier Bettel, the Prime Minister, will 
express himself on live newscast.  

 It will be necessary to set up a toll-free call centre to 
answer the questions. 

 
Note : in a crisis management, we need to address both an internal and an external communication. Given the 

current communication situation with all the social media and new technologies, we have the obligation to 
communicate really fast. A faster communication implies to be prepared to act quickly, consistent with our usual 
messages, corporate values and target. 

3.2 Internal Communication 

The first ones we should communicate to are the employees. As we previously developed a 
strong employees loyalty, we will just let them know what is going to happen. It is truly 
important that the delivered message is transparent. The communication should be elaborated 
in collaboration with the internal communication team. 
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 Persons responsible for ... ... must communicate to ... 

 

Prime 
Minister 

Xavier Bettel 

 
Internal communication team 

- All employees of the Ministry of 
sustainable development. 

- All Ministers of the Grand-Duchy of 
Luxembourg. 

Press officer of the Ministry of sustainable development  
and external communication team 

Alain Onkel 

- Media 

- NGOs 
- Bloggers 
- Director of all Luxembourgish 

companies working in the wind 
power industry 

3.3 External Communication 

The representative person supposed to solve the crisis will be chosen according to the depth of 
this crisis. It can be either the Prime Minister if the crisis is severe, or the press officer for a 
less important crisis. We have to prepare in advance a “standby statement” which establishes 
arguments we need to use in our first communication action, such as “we are aware of the 
situation”, “we do everything in our power to fix the current situation”, etc.  in order to win 
some time. In the second communication, we will afford to explain what happened. Our 
message has to be clear and relevant to the situation. We need to avoid erroneous 
interpretation from the media. 

If it is necessary, we will need to organize a press conference. That is why, we have to prepare 
all what we need “just in case”. A special room is constantly available in the government 
building to welcome last-minute meetings. This room is equipped with the required material 
to hold a press conference. In order to be able to contact all our contacts, a copy of the list is 
preserved at different places.  
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                                   The 2nd of December 2014 

PRESS RELEASE 
Study regarding the impact of wind turbines towards the close environment  

Who ? the Government of Grand-Duchy of Luxembourg 
What ? A study about the real effects of a wind turbine towards its close environment 

Where ? Luxembourg 
When ? January 2015 

Why ? To provide the public with impartial information  
 

The Luxembourgish government ordered a study about the real effects caused by the presence 
of a wind turbine  on its environment. Many Luxembourgers are favourable to wind turbines 
but they are afraid of its presence close to their home. This study aims to reduce these fears in 
order to increase the development of the wind energy sector. 

In the name of the government, the Prime Minister, Xavier Bettel, asked to the Ministry of 
sustainable development to realize a study about the effects that a wind turbine could 
engender on its neighbourhood. Consequently, Carole Diescbourg, Minister of Environment, 
called on the expertise of Luxembourg Institute for European and International Studies. The 
conclusions of this study are expected by the government for mid-January.   

This study is the consequence of an undeniable assessment: the Grand-Duchy is very far from 
reaching his 2020 environmental aim set by the European Commission. This objective defined 
that 20% of the energy consumption had to come from renewable energy sources. To achieve 
this aim, the Luxembourg should have 11% of its consumption generated by renewable 
energy sources. One of the mainobstacles to this aim resides in the fact that many voices are 
raised against wind farms projects. A wind turbine is seen positively by the majority of 
Luxembourgers but, when this turbine comes to be constructed close to their home, the 
perception of these same individuals totally changes. This is what we called the Nimby 
phenomenon (Not in my back yard). Therefore, the aim of the study is to provide clarifications 
and scientific proofs regarding the real effects caused by a wind turbine on its close 
environment.  

Contacts pour la presse 
Service information et presse (SIP) 

Tél.:(+352) 247-82181  

E-mail : info@sip.etat.lu  

Site web : http://gouvernement.lu 

Press agent of the Ministry of the sustainable development 
Alain Onklin 
Tel. : (+35) 487 65 78 22 
E-mail : alain.oklin@ms.etat.lu 
Site web : www.energie-luxembourg.lu 
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The 20th of January 2015 
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Introduction 

Management of energy resources is a major challenge nowadays. The European Union has set 

the target that by 2020 20% of the energy will have to come from renewable energy sources. 

The goal for the Grand Duchy of Luxembourg is to reach 11% by then. In this context, wind 

power is a primordial solution. According to the Centre for Renewable Energy, wind power is 

currently the fastest growing energy sector in the world. The wind power generation has 

known an annual growth of 37.8 % since 1993.  

Some European like Germany, Spain and Denmark countries have invested heavily in wind 

power. The Danish case is particularly interesting. Affected by energy dependence up to 99%, 

Denmark has dramatically reversed the trend to become energy independent since 2005 and 

exports the surplus. This unique case in Europe demonstrates the potential of wind energy. 

In the Grand Duchy of Luxembourg, the installation of wind farms remains very marginal. 

The absence of reliable answers to some questions such as the impact on the environment or 

on the residents’ health is the main obstacle. A thorough study of the subject was therefore the 

key to addressing the issue of wind development on a relevant and appropriate manner in the 

Grand Duchy. 

For more information about these facts, you can use the following links : 
- Objectifs 2020 UE : http://ec.europa.eu/europe2020/pdf/targets_fr.pdf 

- Wind Energy in the world : http://www.planetoscope.com/eolienne/1060-production-mondiale-d-energie-
eolienne.html  

Current situation in Luxembourg  

Luxembourg's climate is ideal for cost-effective operation of wind turbines. This is the most 

suitable renewable energy source for Luxembourg. According to the latest available figures 

(2013), Luxembourg has an annual output of 45 MW. It has 14 parks counting a total of 48 

wind turbines. The biggest park "Wandpark Hengischt" is composed of 12 wind turbines. This 

annual production could easily increase. Laurent Winkin, spokesman of the Soler SA 

("Company Luxembourg Renewable Energy") explains in an interview in 2012 that the 

number of wind production could be quadrupled thanks to technological advances.  

For more information about the Luxembourg’s situation:  
- http://www.newcom.lu/2012-2/921-entretien-avec-laurent-winkin-conseiller-de-direction-aupres-de-seo-en-charge-

des-energies-renouvelables-  
- http://eolien-luxembourg.lu  
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Study 

The study aims to estimate the potential effects of the implementation of wind farms on local 

residents and the local wildlife. Its objectives are:  

� Gathering key information about the potential impacts of wind turbines on the health 

of the population;  

� Synthesizing results;  

� Providing decision-makers with key answers about the potential links between wind 

turbines and health. 

To achieve these objectives, the study analyses the scientific publications on the subject, that 

is to say studies dealing with the same topic and having recourse to experts. The study focuses 

on two main topics:  

• Risk on the health of residents  

• Risk to wildlife (especially birds) 

You can find all the study on the following link : www.eolien-luxembourg.lu/research/impact-of-eolien-on-the-environment/  

 

Study results 

A. Risks for the health of residents 

The study shows that wind turbines produces a noise level of 55 dB (A) at foot. At 400m, the 

level drops below the theoretical 40 decibels. However, the calculation of decibels is 

influenced by many other parameters that can amplify or mitigate the noise impact. Wind 

speed as well as the slope of the land and the surrounding vegetation influences the number of 

decibels measured. 

Apart from the measurement of decibels, perception can also cause the variation of certain 

parameters: the existence of other sources of noise in the surrounding, the wind direction and 

the support of the project by the surrounding community.  

Studies consulted demonstrate that less than 40 dB (A) noise level is below the inconvenience 

level the residents could feel. However, some studies provide strong evidence of severe 

irritation if exposed to more than 42 dB (A).  
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We therefore recommend that studies of new wind projects should 

estimate the noise levels near residences to be sure, regardless of 

the distance, to remain below 40 dB (A), taking into account the 

parameters presented above.  

Regarding the relationship between the sounds of wind and sleep 

disorders, no tangible evidence has been provided, as well as for 

the relationship between wind and headaches, hearing problems, 

nausea or hypertension.  

In conclusion: No direct link has been demonstrated between wind 

and health problems among residents. 

 

 

 

B. Risks for wildlife 

The study found that wind turbines do not endanger 

birds’ lives. In fact, statistically wind is responsible 

for the death of 0.7 birds per year, which remains 

anecdotal. It has been demonstrated that the birds are 

able to avoid the obstacle the turbine represents. As 

shown in the table below, the turbines are only 

responsible for a death in 10,000, a paltry figure 

compared to other causes of birds’ death. However, as 

a precaution, we recommend avoiding the installation 

of wind farms in the migration fields. 

 

You can find all the results of this research on our website :  

www.eolien-luxembourg.lu/research/impact-of-eolien-on-the-environment/ 
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Contacts 

Below is a list of experts who participated in studies similar to ours. The coordinates of these 

experts are also attached to this document to contact them if necessary. 

Surname : Vautard 
First name : Robert 
Tel : (+34) 6 73 89 37 
E-mail : r.vautard@cnrs.fr  

Surname : Laruelle 
First name : Louise 
Tel : (+35) 273 99 80 
E-mail : llaruelle@equiterre.lu 

Surname : Proumen 
First name : Luc 
Tel : (+32) 498 44 90 82 
E-mail : luc.proumen@ulg.be  

Surname : Depoîdre 
First name : Samuel 
Tel : (+35) 286 76 51 
E-mail : samuel.depoidre@iie.lu 

 

The following coordinates are those of individuals whose residence is located near a wind 

turbine. These people have agreed to answer some questions. Their comments confirm the 

results of our study. They argue that a wind turbine a few hundred meters away from their 

home do not cause any health concern. 

Surname : Piette 
First name : Simon 
Age : 44 ans 
Tel : (+32) 498 66 22 10 
E-mail : simonpiette@hotmail.com  
 

Surname : Schmitz 
First name : Marie-Louise 
Age : 58 ans 
Tel : (+35) 264 80 00 42 
E-mail : ml.schmitz@outlook.lu 

Surname : Berthet 
First name : Charles 
Age : 66 ans 
Tel : (+32) 476 22 43 75 
E-mail : charlesberthet@hotmail.be  

Surname : Villers 
First name : Richard 
Age : 53 ans 
Tel : (+35) 241 63 22 90 
E-mail : richard.villers@skynet.lu  

 

Finally, if you need further information, you can contact the following people: 

Press officer of the Minister of environment Expert in charge of the study 
Onklin  Alain 
Tel. : (+35) 487 65 78 22 
E-mail : alain.oklin@ms.etat.lu  
Site web : www.energie-luxembourg.lu 

Brugman Jean-Marc 
Tel : (+35) 655 43 21 90 
E-mail : jm.brugman@ieei.lu 
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Public Affairs Campaign: Strategic Analysis  

1. Introduction 

The founding members of the European Union had already recognized the need for a common 
approach to energy in1952 with the treaty of coal and steel, and in 1957 with the Euratom 
treaty. Since then, numerous observations have confirmed the serious state of alert in this 
regard. Europe must act now, together, to provide sustainable, secure, and competitive energy. 

In 2010, Europe developed a new strategy for the beginning of 2020. This strategy has three 
priorities, namely: a smart, sustainable, and inclusive economy. It applies to all Member 
States, taking into account their diverse needs, their different starting points and their national 
specificities to promote the growth of all. 

Based on a strategic analysis of the different issues regarding the energy market, the Public 
Affairs campaign has to provide recommendations to the European Wind Energy Association 
(EWEA) regarding communication actions to put in place in order to take a better position on 
a particular issue. This should eventually lead to the development of the renewable energy 
market, especially the one of wind power. 

2. Stakeholders  

 

 

 

 

 

 

 

 

 

 

 

 

  

BLOGGERS MEDIA  

NGOs 

- Greenpeace 

- WWF 

- E3G 

- EEB (European 

Environment 

Bureau) 

- Friends of the 

Earth Europe 

- European 

Platforms Against 

Wind farms 

(EPAW) 

- GermanWatch 

- Renewable 

Energy Agency 

(REA) 

- Rescoop 20-20-20 

GOVERNMENT  

National level : 
- Prime Minister 

- Minister of environment 

- Minister of sustainable 

development 

European level : 
- European Commission 

o DG Energy 

- European Parliament 

- Council of European Union 

- European Council 

- European Green Party 

- Agency for the Cooperation 

of the Energy Regulators 

- European energy 

regulators 

- OECD 

- International trade union 

confederation 

CITIZENS 

Energy Industry 

GREEN ENERGY 
- Manufacturers 

- Suppliers 

- Ingeneers 

- Associations 

o EREC 

o EREF 

o EBA 

o EGEC 

o EPIA 

o ESHA 

o ESTELA 

o ESTIF 

o EUBIA 

o EUREC 

GREY ENERGY 
- Manufacturers 

(nuclear plants) 

- Suppliers 

- Ingeneers 

- Non-renewable 

electricity 

industries 

(ex :Total) 

- Associations 

o WNA 

o European 

Roundtable of 

industrialists 
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3. Horizon scanning 

The first step in this Public Affairs campaign is named Horizon Scanning, which provides an 
overview and an environmental scanning. We are going to monitor, analyse and position on 
an issue. This is the first step in order to frame or contextualise an issue. 

The energy sector faces multiple challenges. The findings are radical. Climate change is a 
reality and is part of a context where global demand for energy keeps growing and in which 
the planet's resources are limited. Besides, Europe is characterized by a strong energy 
dependence, which creates a climate of fear and doubts about its future. 

Firstly, on climate change, it is a fact that the increase of the greenhouse effect increases the 
overall surface temperature of the planet. As result of human activities, the concentration of 
greenhouse gases has exploded since the pre-industrial period (1750-1800) with a 30% 
increase in the concentration of carbon dioxide (CO2), the main greenhouse gas. That global 
warming could cause real problems for the survival of our planet. Electricity production 
represents, in this regard, 39% of CO2 emissions in the world. 

Secondly, the economic growth, the increase in world population and the gradual access to 
electricity to 1.6 billion people who still needs it, are all reasons that cause the increase in 
global energy demand. Experts forecast energy demand will have doubled by mid-century. 

Thirdly, limited resources are a fact. Known reserves of oil, gas and coal are respectively 
about 40, 60 and 200 years. Restricted resources will mean price increases, restricted accesses 
and eventually conflicts. This is how appeared the concept of sustainable development 
defined as: “meeting the needs of the present without compromising the ability of future 
generations to meet their own needs”. 

These findings place the energy market in the centre of the international priorities, and even 
more in the heart of those of Europe. After analyzing them, there are three issues on which it 
would be interesting to work:  

� Issue 1 : Environmental issue  
� Issue 2 : Economic issue 
� Issue 3 : Public Acceptance issue 

Issue 1. Environnement Issue 

The environmental issue is a consequence of different findings on climate change and the 
limited resources of the planet. The emission of greenhouse gas (GHG) is steadily increasing 
and leads to global warming. 

This issue precludes actors whose interests are diametrically opposed. On the one hand, the 
European authorities set certain objectives through directives in order to reduce the impact on 
the environment. On the other hand, industrials only swear by the production and the 
capitalist logic that lead to an environmental deadlock. 

In a communication dated from 10 January 2007 "Limiting global warming to 2 degrees 
Celsius: The way ahead for 2020 and beyond"9, the European Commission sets the objective 

                                                 
9 http://eur-lex.europa.eu/legal-content/FR/TXT/PDF/?uri=CELEX:52007DC0001&from=FR 
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of the European Union GHG. This objective means: limiting to 2 ° C the average temperature 
rise across the planet relative to pre-industrial levels, the threshold beyond which climate 
change impacts increase dramatically. This reduction produces several potential benefits such 
as improving the air quality and public health. 

To achieve this objective, the Commission considers that the EU ETS emission allowances 
for greenhouse gas emissions (ETS) should be strengthened through the Directive 
2003/87/EC10. This Directive has been amended by the new Directive 2009/29/EC11. It aims 
to implement significant reductions of GHG in order to reduce the impact of these emissions 
on the climate. In particular, it recommends that, since 1 January 2005, any facility 
performing activities in the energy market and emitting greenhouse gases must obtain a 
permit issued for that purpose and delivered by competent authorities since 1 January 2005. 
Any organization will have an emissions quota beyond which the company will be obliged to 
pay additional taxes. This Directive also affirmed that after 2015, no carbon-emitting power 
generating plants will be built. 

Many lobbies try to influence the content of this Directive in relation to their own interests, 
making it an issue to be considered in the energy market in Europe. 

At international level, the Kyoto Protocol, established in 1997, had previously set a goal of 
reducing GHG emissions by 5.2% between 1990 and 2010. This protocol was then approved 
by the European Community and its Member States in 2002. The EU was then committed to a 
8% reduction in emissions by 2010, and each of its members had been assigned its own quota 
of emission reduction, taking into account the particularities of each country. The Directive 
mentioned above is designed to help the EU and its member countries to fulfil their 
commitment under this protocol in an effective and respectful way of economic development 
and employment. In the long term, the European Council endorsed the objective of reducing 
emissions by 80 to 95% by 2050 compared to 1990 levels. 

This energy-climate issue imposes Europe to use energy differently in order to reduce the 
carbon footprint caused by industry, transport, buildings, etc. These regulations are not to the 
taste of industrialists and multinationals involved in nuclear energy for example. These 
regulations put in place some actions to counter the rules that go against their activities. Some 
deviations are observed in particular concerning greenhouse gas emission allowances. 
European authorities must therefore fight against fraud by strengthening regulations. 

Issue 2. Economic Issue 

The renewable energy sector is a major drive in order to achieve sustainable growth in the 
EU. This source of alternative and sustainable energy has huge economic potential and 
appears to be essential to ensure energy security in the future. 

Well aware of its importance, the EU has granted it a place in his goal list for 2020. Indeed, 
Directive 2009/28/EC requires Member States to use renewable energy at least for 20% of the 

                                                 
10 http://europa.eu/legislation_summaries/energy/european_energy_policy/l28012_fr.htm 
11 http://eur-lex.europa.eu/legal-content/FR/TXT/PDF/?uri=CELEX:32009L0029&from=EN 
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total energy consumption in 2020, each country having a specific goal12. Member States must 
also increase their energy efficiency by 20%. 

This combination of objectives should reduce dependence on primary energy (oil, coal, and 
gas) massively imported. According to Eurostat, 54% of the energy consumed in 2010 by all 
EU members came from imports13. 45% of oil imports come from the Middle East and 40% 
of natural gas comes from Russia. 

This dependence worries experts about energy security. If nothing is done by 2020-2030, this 
dependency will rise to 70% and will certainly lead to economic and political tensions that 
could jeopardize the security of supply of the EU members. 

If the 2020 targets are met, a saving of more than 60 billion euros of imports of primary 
energy can be realized. So there is both a financial and strategic challenge. 

Economic interests are not limited to the previous points. The development of renewable 
energy sources (RES), particularly wind power, would create over one million jobs by 2020. 
This represents a crucial source of employment. 

The evolution of the European energy market also plays a crucial role in European 
competitiveness at international level. If the EU really played a pioneering role in the 
renewable energy sector, its supremacy is now largely undermined by the technological 
advances of competitors such as North America and China. It is therefore essential to make 
every effort to increase its competitiveness in this sector. 

The economic potential of renewable energy has been introduced, it is now important to 
analyse the challenges to ensure an efficient development of renewable energy in Europe. 
These interrelated challenges are the regulation of market rules, the establishment of a 
European network and the issue of funding and profitability. 

A first challenge is to review and strengthen the legal framework for renewable energy to 
regulate the market. The difficulty with this approach is that it requires both a long-term 
development of energy promotion and enterprises competitiveness. A strong legal framework 
could indeed weaken the competitive position of Europe in key areas. 

The establishment of an internal market and an integrated European energy network is the key 
to effective energy development. This network would have countless benefits: opportunities 
for networking could be multiplied and thereby allocate an optimal distribution of resources to 
reduce the risk of blackouts and the need for alternative polluting energy sources. In addition, 
an integrated market would be more competitive. It would harmonize prices and be more 
stable. However, its implementation is difficult. It requires an important capital investment, 
difficult to be provided by the network operators. 

The crisis context greatly influences the issue of funding the necessary infrastructure. Public 
funds allocated to the energy sector are not sufficient enough to finance the projects. 
Alternative sources of funding should be considered such as the involvement of institutional 
investors or a micro-investment from the consumer. With the difficulty of obtaining the 

                                                 
12 http://eur-lex.europa.eu/legal-content/EN/TXT/PDF/?uri=CELEX:32009L0028&from=EN 
13 http://epp.eurostat.ec.europa.eu/statistics_explained/index.php/Energy_production_and_imports/fr 
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necessary funds, cost management is more important than ever. It is necessary that the project 
appears to be economically interesting and not only living through bonuses and financial 
compensation. 

The question of profitability is central. The energy sector can only be developed if enough 
substantial capital is invested in related projects. To do this, it is necessary that they are 
profitable. This arises directly from the previous points. The legal framework should 
encourage investment through tax advantages for example while an integrated market would 
provide the necessary strength and stability to attract investors. 

Issue 3. Public Acceptance Issue 

Beyond the environmental and economic issues, there is another issue that is equally 
significant, the “Not In My Back Yard” (Nimby) effect. It is affecting the renewable energy 
market and more particularly the one of wind energy. Although a majority of citizens are 
aware of the various observations mentioned before and are more favourable to renewable 
energy than other energy sources, particularly solar (94%), wind (89%) and hydroelectric 
(85%). These perceptions change dramatically when it comes to establishing a production 
source close to home. Renewable is good, but far from home, is even better. 

Nimby phenomenon results in citizens lists which are setting upare launching petitions against 
green projects. So these are movements whose motivations are: anxiety, fear, misinformation 
and mistrust of politics. The European energy policy must face these reactions, regularly 
supported by landscape conservation associations or others.  

To counter this Nimby effect, the European Commission has funded projects to increase 
awareness of citizens towards renewable energies. Other actors, including non-renewable 
energy industrials, are taking actions to increase the Nimby, including damaging the image of 
wind turbines, the photovoltaic, etc. 

Issue Conclusion 

Having established the horizon scanning, we decided to focus on the issue of security of 
energy supply for Europe. It is indeed essential that Europe maintains its credibility and 
appears as a block on the global energy scene. Climate challenges and those related to 
resources require energy policies. 

Our economic security is threatened by our strong dependence on fossil fuels and by the 
inefficient use of raw materials. Indeed, since 2004, Denmark is the only net exporter of 
primary energy among EU Member States. Security of supply for the EU-28 primary energy 
may be at risk if a high proportion of imports keeps coming from a relatively small number of 
partners. In 2010, nearly three-quarters (74.4%) of natural gas imports in the EU-28 came 
from Russia, Norway or Algeria, however, this share was 79.2% in 2009, reflecting a low 
import diversification. 

Although this figure is declining, it is urgent that the 28 States Member States join forces for a 
converging energy policy, economically and politically more profitable. This development 
becomes essential as recently demonstrated by the Ukrainian crisis. Leaders do not seem to 
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grasp the crucial issue of the European energy independence although efforts in this direction 
have been undertaken with the initiative of the European Commission's 2020. 

The development of wind energy in Europe allows more improvements:  

• Ensure security of supply; 

• Reduce costs of electricity and fuel import bill;  

• Lead to an economic growth;  

• Job creation;  

• Competitiveness;  

• The production of electricity free of any GHG emissions. 

 

4.  Issue political Lifecycle 

According to our horizon scanning and our issues analysis, we situate our selected issue in the 
third phase of its lifecycle.  

 

Being situated in the first step of the lifecycle would mean that there is a lack of awareness 
around the issue. But, for many years, it has been a secret for nobody that the rise of energy 
imports by the countries of the European Union would conduct to tensions and problems. 

Our issue is not situated in the second phase because this would mean that interest groups are 
being formed, which is not the case. Presently, we exactly know which opinion each group  
represents regarding the problem. The issue is being largely discussed. 

We situate our issue in phase 3 for the following reasons: 
• To start with, everybody has been informed about the situation by the media. The 

public is aware of the problems.  

• Secondly, many actors have made statements to express their point of view and their 
recommendations. But no real measure has yet been taken at European level to really 
reduce the energy dependence of Europe.  
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• Thirdly, European Institutions set up guidelines to promote the development of the 
renewable energy sector. It is not really a rule to reduce the energy dependence 
because there is no prohibition or sanction regarding the percentage of energy import. 

These points prove that our issue is not yet in phase 4. In phase 4 the European Parliament 
would already have adopted legal meaures relating to the reduction of energy imports. 
Currently, there are only few debates around the subject.  

We can conclude by saying that the energy import topic is to reach phase 4 at the end of the 
public affairs campaign.  

5. Interests groups identification and selection  

Distributive politics spreadsheets  

The distributive politics spreadsheet gives us a preview of the expected impact and influence 
each chosen stakeholder will have considered our issue. Each stakeholder will either be 
supporting, neutral or opposing. The entire analysis can be found in the appendix. 

The Wilson-Lowi Matrix 

We are located on the "diffused 
cost” side of the Wilson-Lowi 
Matrix. This means that several 
actors are involved in solving the 
issue. European policy makers, 
the green energy field, NGO’s 
and associations supporting 
sustainable energy take part in 
the debates.  

We are also located on the “diffused benefits” side of the Matrix. Solving the issue would 
benefit different actors such as NGO’s, associations supporting suistainable energy (EREC, 
EWEA, etc.), the green energy industry in general and European policy makers. They thus all 
have an interest in solving the problem.  

Having established this, the Wilson-Lowi Matrix highlights that we are in the“Majoritarian 
Politics” field. In other words, all the different actors will participate in the discussions and 
take political action together. Each of them has the possibility to contribute in its own way, 
without one actor dominating the others. 

Interests groups selection 

Based on the DPS analysis, we made a first selection of the most important stakeholders to 
our issue. We retain the following ones:  

NGOs 

• Greenpeace: its goal is to ensure the ability of the Earth to nurture life in all its diversity. 
This NGO focuses its campaigns on worldwide issues such as global warming, 
deforestation or anti-nuclear issues. To achieve its aim, Greenpeace organizes events 
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action, lobbying and research. Therefore, we share a common interest with this NGO and it 
could be useful to set up a coalition in order to take political action. In the past, 
Greenpeace carried out a study in collaboration with The European Renewable Energy 
Council (EREC) entitled “EU Energy (R)evolution”.  

• World Wildlife Fund: WWF is working on issues relative to the conservation, research and 
restoral of the environment. Its mission consists in stopping the degradation of the planet’s 
natural environment. They try to sensibilize people by organizing big events such as Earth 
Hour and by creating petitions.  

• Friends of the Earth Europe: this NGO campaigns for sustainable and right societies and 
for the protection of the environment. To achieve its goals, they organize demonstrations, 
events action and they make big investments in lobbying activity.  

 
� These three NGOs have a common interest with us. We all have the same point of view. Their 

goals and their large financial & human resources are strong arguments for considering them 
as serious potential partners regarding our political action. 

Policy Makers 

• EU members who ratified the Kyoto Protocol: all members of the European Union have to 
achieve goals regarding sustainable energy until 2020. Hence, they have to support the 
development of sustainable energy sources. We could use this in our political 
considerations. 

• Ministries of sustainable development: this Ministry of each member of the European 
Union represents a key player in the achievement of our goal. They have power at national 
level and can make very important decisions to promote the development of the  
sustainable energy sector. 

• European Green Party: this political party’s vision is about environmental and ecological 
responsibility and a sustainable and innovative economy. They militate against the energy 
imports by the European Union. Their goal is to have independent energy supply through 
100% renewable resources by 2050, higher energy efficiency and an ambitious reduction 
of CO2 emissions. We share exactly the same interests and goals.  

� These stakeholders could be used to influence the European institutions. 
 

Associations in favour of the environment 

• Professional associations working in the green energy industry: EREC, EREF, EBA, 
EGEC, EPIA, ESHA, ESTELA, ESTIF, EUBIA & EUREC � All associations defending the 
interests of the sustainable energy sector. These associations are promoting the 
development of the sustainable energy sector in Europe. Each association works for a 
particular renewable energy such as wind power for the EWEA. If we have to influence 
politics, we could use these associations to give more weight to our political conviction. 
All these associations are also lobbies and each one has its own network of contacts. If we 
can combine our strengths, we will be in a better position in order to put pressure on 
politics. 

 
� These stakeholders can gain large benefits by doing political action in favour of our issue. 

This is why we will likely need them to achieve our goal. Moreover, these actors represent 
important resources.  
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Public Affairs Campaign: Information & Communication Plan 

1. Introduction 

This information & communication plan is the presentation of our recommendations to the 
EWEA. We think that EWEA should influence the European institutions in order to approve a 
new directive in Europe to limit the percentage of energy imports. Currently, the European 
Union imports more than 50% of its energy. The current conflict between Russia and Ukraine 
shows us that one day, maybe Europe won’t have enough energy to respond to the demand. If 
Russia decides to stop importation towards Ukraine, it will be very dramatic for Europe. So, it 
is very important to reduce this energy dependence of Europe, and we think that the solution 
consists in creating a long term directive with to reduce the importation. This plan details all 
actions that EWEA should organize to conduct to the adoption of this directive by European 
institutions. Thanks to other directives relative to renewable energies and greenhouse gas 
emission, members of European Union have the obligation to reach their own goals. In 
addition to our new directive, these members will be forced to develop their own renewable 
energy sources, and by that, forced to build more wind farms in their country. 

Here is the description of an ordinary legislative procedure. The first step concerns the 
European Commission. She has the right of legislative initiative (executive branch). It is this 
institution which submits a proposal to the Council and the European Parliament. These 
institutions are the legislators (legislative branch). They can adopt a legislative proposal either 
after the first or the second reading. When the two institutions reach an agreement, the 
legislative act is adopted. These different steps show us that EWEA will have to influence 
these actors to introduce new rules regarding the energy imports. In our case, as our directive 
project concerns the energy, the relevant Directorate-General will be the DG Energy (and 
their expert’s committees).  

2. Actions & Planning 

First stage : Collaboration with NGO’s 

Before organizing influence actions like lobbying, we would suggest to the EWEA to 
collaborate with an NGO such as Greenpeace. This stakeholder is in favour of renewable 
energies. They regularly hold political actions such as demonstrations or mediatised events. 
All their actions have a great and benefit from an important Media coverage. In addition, 
Greenpeace already collaborated with EREC, the European Renewable Energy Council. So, 
we recommend contacting this NGO to take part in one of their political actions.  

WHAT ? 

It must be an awareness action to influence the public opinion through the media coverage. 
That consists in, what is called, Agenda Setting. According to this concept, the facts covered 
by the Medias influence first the debates inside the population and second the political 
debates. So, throughout a big event, we want reach the public opinion thanks to the Medias. 
Our final aim is to make the politics more aware.  
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Our distributive politics spreadsheet analysis of opposing interests shows us that the big 
lobbies of the grey energy industry (pro-nuclear, etc.) are highly predicated to make a political 
action to influence the politics against our legislative proposal. That is why we suggest that 
EWEA establishes other actions to give more weight to their campaign. Therefore, EWEA 
will not only make lobbying actions as the non-renewable industry’s lobbies, but also events 
actions to reach the public opinion. The agenda setting’s concept proves us that it is important 
to influence the public opinion because people influence the political decisions afterwards.  

To reach our aim, EWEA has to enter a coalition with Greenpeace and organize a big event in 
Europe. This event must be trash, shocking. We want to show to all the Europeans the 
different risks caused by Europe’s energy dependence. The conflict opposing Russia to 
Ukraine is a good example to show the urgency to act, and to do it right now. People have to 
know that, if nothing is done, Europe exposes itself to very important consequences regarding 
his future, such as socio-economic tensions. 

WHEN? 

This event action must take place just before the summits of EU heads of state or government 
destined to catalyze the climate action. This summit will take place in New-York on Tuesday 
23 September 2014. Therefore, event action must happen the week-end of 20 & 21 
September. We recommend leaving the creativity initiative to Greenpeace. It is one of their 
best qualities. 

WHO TO CONTACT? 

For this action, EWEA has to contact and to deal with two members of the Greenpeace’s 
staff:  

E the energy policy adviser (Frederic Thoma, tel: 0032(0)22/74912, e-mail: 
Frederic.thomas@greenpeace.org)  

E the director (Jorgo Riss, tel: 0032(0)22/741909, e-mail: jorgo.riss@greenpeace.org)  
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Second stage: study regarding the feasibility of a directive proposal  

The second step in our Public Affairs information & communication plan will support a 
change in legislation in favor of our challenge: reducing energy dependency in Europe. We 
recommend to EWEA to launch a new European Directive. 

 

In the table below, we can see that the Euro area imports more than 50% of its energy. Many 
countries have a very important import rate that weakens their energy security. Denmark and 
Norway are on the other hand unique cases in Europe. They produce enough energy to meet 
their consumption, and even export their surplus. However, other countries such as Chypre, 
Malta and Luxembourg almost import 100% of their energy.  

WHAT ? 

To reduce this energy dependence, we would like to create a directive setting up a limitation 
of the percentage of energy importation from outside the EU. This will force member 
countries to review their energy policies and to reduce their energy dependence. So, they need 
to invest in the national production of energy and consider renewable energy solutions such as 
wind farms. This directive will be in line with the European energy targets 2020 regarding the 
three 20% goals: reduction of greenhouse gas emissions, increase of renewable energy and 
energy efficiency consumption. With the directive we promote, we hope to have a major 
impact on the policy of member countries of the European Union. This will also allow 
optimal development of wind power in Europe. More generally, the reduction of energy 
imports is the key to ensuring energy security of Europe and its economic competitiveness 
internationally.  

Our directive has to set long term goals for 2030, 2050 and maybe 2070. Each country would 
have its own goals depending on its particularity. Of course, we cannot ask Malta (100% 
importation) to stop all its importations for 2030. We have to proceed step by step.  

Simultaneously with other Directives of the European Commission promoting the renewable 
energies, our proposal will allow to develop the wind power sector and therefore create a high 
number of employment in the member countries. This economic advantage is not a negligible 
one. 
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HOW? 

To promote the adoption of our directive, we order The Transnational Institute (TNI) of 
Policy Studies to make an impact assessment in order to estimate the economic, social and 
environment impacts of this directive. The Transnational Institute is a network of independent 
international experts who critically analyze the major challenges for the future. In this way we 
can provide scientific arguments to the DG Energy of the European commission and its 
expert’s committee. As explained before, the commission is the institution proposing new law 
projects to the European Parliament and the Council of Europe. Hence, it is important to 
supply them with impartial proofs regarding the feasibility and the interests of this new 
directive, not only for each member but also for the European Union. 

Thanks to its research, The Transnational Institute influences policy makers. One of the 
objectives of TNI consists in developing proposals for a more sustainable world. Therefore, 
the study we order should be in our favor.  

WHO TO CONTACT? 

We recommend to EWEA to contact the executive director, Fiona Dove, and the President of 
the board of directors, Dr. Susan George. We opted for these persons because they are the 
head of this institute. It will be important to provide strong arguments to explain to them why 
the European Union must reduce its energy dependence.  

Fiona Dove 
+33 659 87 31 00 
Fiona.dove@tni.com  

Susan George 
+33 659 87 32 08 
susan.george@tni.com  

WHEN? 

The results of the study will be asked for late 2014. The reason for this due date is the 
following: In early 2015, the European Commission will propose legislations on energy and 
climate. This is why, at this period, we will need to initiate actions of influence towards the 
politics. These actions will be developed in the third and fourth stages of this Public Affair 
Campaign.   

Therefore, we want to use the study of the TNI to sufficiently impact the policy makers in 
order to orientate their decisions. The final legislation must be adopted in December 2015 in 
Paris. 

Third stage: Joint efforts with others renewable energies associations 

If we want our new directive to be adopted, we have to put the European Union and more 
specifically the European Commission in a good position towards our bill. As explained 
before, the Commission is the Institution that submits bills to the next step in the process of 
law creation. If the Commission does not accept our bill, we will never set up the directive we 
desire. This is why the goal of this action is to make the Commission adopt our bill. 

We consider that the EWEA cannot do this alone. The third step of our Public Affairs 
Campaign should be an effort to joint actions with other renewable energy associations to 
achieve our goal. 
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HOW? 

As soon as possible, when we will have the results of the study ordered at the previous step, 
we will organize a meeting with all partner associations of the European Renewable Energy 
Council (EREC). Among these associations, there is the EWEA and the following others:  

• EBA : European Biomass Association 

• EGEC : European Geothermal Energy Council  

• EPIA : European Photovoltaic Industry Association  

• EREF : European Renewable Energies Federation   

• ESHA : European Small Hydropower Association  

• ESTEA : European Solar Thermal Electricity Association 

• ESTIF : European Solar Thermal Industry Federation 

• EBIA : European Biomass Industry Association 

• EOEA : European Ocean Energy Association 

• EARERC : European Association of Renewable Energy Research Centre 
 

The meeting has to take place in Brussels (Rue d’Arlon, 80) in the building of EWEA. We 
recommend inviting all CEO of these associations. The CEO of EWEA, Thomas Becker, will 
have to speak at this meeting to explain to the guests what his association wants to do and 
why. He will also have to develop what are the interests for them.  

During the meeting, each association will be given a kit with our law project and the results of 
the Impact Assessment study done in the previous stage. 

The CEO of EWEA will then need to illustrate how he wants to proceed to achieve his goal 
and implement his bill. Given that, the first relevant European institution to it, is the 
Commission (specifically DG Energy). He will explain that all the associations have to do 
lobbying activity on this particular institution. To achieve this, EWEA will provide them the 
right information, the right “tools” so that the associations are going to be able to drive their 
own influence in their own network. 

We recommend this process because we think that multiple influence networks are stronger 
than one, and we believe that we can reach a high level of positive attitudes towards our 
project this way, right from inside the European Commission. Indeed, each association has its 
own contacts inside the Commission and inside the groups of experts. So, its members tend to 
consult and influence. 

In addition, EWEA will need to exercise their own political influence through the scientific 
results of their study. The association has to facilitate the work of the Commission in giving it 
impartial information relative to the relevance of our bill.  

Even if personalised and long-term built relationships tend to work better than sudden contact, 
we identified 3 key figures inside the European Commission, and more specifically inside the 
DG Energy: 

• Director General : Diminique Ristori 

• Deputy Director : Fabrizio barbaso 

• Directorate A, Energy policy : Mechthild Wörsdörfer 
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WHEN? 

EWEA asked the results of the Impact Assessment for December 2014 in order to initiate 
influence action in early 2015. Hence, the meeting with renewable energy associations will 
take place the 29th or 30th of December 2014.  

 

Fourth stage:  Open letter supporting our law 

During the main influence work in the third step, we advise that all associations working 
together with EWEA try to collect « agreement in principle » from all stakeholders directly 
reached inside the Commission in order for the bill to be adopted.   

Assuming that this bill will be accepted by the European Commission and will be subject to 
the approval of the Council of Ministers and the European Parliament, it seems appropriate to 
make an influence action towards members of these two actors.  

HOW? 

To achieve our goal, we will organize a second meeting with all the CEOs of renewable 
energy associations after the submission of the law proposal to the Parliament by the 
Commission. This meeting will be the opportunity to explain the next steps of our plan to our 
partners (the other associations). It is exactly the same process as in the last stage. 

In the process of a law’s adoption, the second step consists in the agreement of the European 
Parliament. The Council of Ministers cannot give its point of view if the vote of the European 
Parliament’s deputies is not favourable. This is why we recommend influencing first the 
deputies and seconding the ministers of energy, environment and sustainable development, 
who will vote in the Council of Ministers. 

To influence them, we suggest making an open letter supporting our bill, signed by all 
associations promoting renewable energy and some experts such as those who worked on the 
Impact Assessment study. The next step will be to transmit this open letter to all deputies and 
relevant ministers. To do this, each association has its own address book of several deputy of 
the European Parliament. So this means they can contact together a non-negligible part of the 
Parliament. Among the ministers, it will be important to insist towards the Luxembourgish 
environment minister, Carole Diescbourg, because it will be her who will preside the 
Environment Council at European level, from July to December 2015, i.e. the period in which 
the decisions will be taken.  

In addition to the open letter, each association, including EWEA, will need to influence policy 
makers through the results of the Impact Assessment study that EWEA transmits them in late 
2014. 

WHEN? 

Lobbying actions towards deputies and relevant ministers have to take place in early 2015. It 
is important to influence them at this time because, if the European Commission submits them 
our bill to approve it, these persons will have to be prepared and in favour of our point of 
view. 
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- Appendix 3. DPS Analysis 
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Appendix 1. Lists of contacts 

List of journalists 

 

List of Twitter relays 
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List of bloggers 
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Appendix 2. List of stakeholders 

Stakeholders 

Here is the description of all the stakeholders concerning by our issue’s choice: reduce the 
energy dependence of Europe. We separated the stakeholders into 2 kinds: internal and 
external stakeholders. 

Internal stakeholders 

Among the internal stakeholders of the EWEA, there are the Supervisory Board, whose the 
President is Dr. Andrew Garrad, and the members of the Board. The Board contains 53 
members, which can be split into two groups: companies and corporations members (wind 
energy producers and wind turbine manufacturers) and associations members (including 
lobbies). 

External stakeholders 

Among the external stakeholders, we distinguish 3 different groups : organizations in favor of, 
neutral and against renewable power. Our aim is to influence neutral stakeholders such as the 
European institutions, by creating a coalition with favorable stakeholders and by blocking the 
plants of some opponents. 

In favor of renewable power 

• The EU and all the countries that have ratified the Kyoto Protocol.  

• The European Green Party 

• Some associations protective of flora and wildlife. They are against pollution and the 
nuclear.  

• Green energy suppliers 

• Professional associations that work in the green energy industry  
(European Renewable Energy Concil (EREC) / European Renewable Energy 
Federation (EREF), etc.) 

• REScoop 20-20-20. (An initiative launched by the Federation of groups and 
cooperatives of citizens for renewable energy in Europe) 

• NGOs defending renewable power (WWF; Greenpeace European Unit; E3G; 
European Environmental Bureau (EEB), Friends of the Earth Europ, etc.) 

• Companies working in Wind Energy (Manufacturers, ingeneers, etc.)  

• BusinessEurope (one of the biggest lobbies in favor of renewable energy).  

• Transnational Institute (an international network of activist researchers committed to 
critical analyses of the global problems of today and tomorrow. They develop 
proposals for a more sustainable world.) 

• Institutional Investors Group on Climate Change. (IIGCC is a forum for collaboration 
on climate change for investors. One of their objectifs is to change market by 
encouraging the adoption of strong and credible public policy solutions that ensure a 
move to a low carbon economy. 

• Other lobbies in favor of renewable power. In appendix, you will find a list of them.  
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Neutral 

We make a separation between 2 kinds of neutral stakeholders. First, there are European 
political institutions, which we have to influence their decisions. Secondly, there are some 
neutral corporations that we can influence by changing their point of view in our favor. 

• European Institutions (European Commission, Parliament and Council, Council of the 
European Union). Inside the European Commission, our most important stakeholder is 
the DG Energy, whose the Director is Dominique Ristori.    

• Organization for Economic Co-operation and Development (OECD) and The 
International Energy Agency, an autonomous intergovernmental organization 
established in the framework of the OECD that advises its member states on energy 
security, economic development, and environmental protection. 

• Agency for the Cooperation of Energy Regulators  

• Transmission System operators for electricity 

�  ENTSO-E european network of transmission system operators for electricity 

� UCTE (fr) Union pour la Coordination du Transport de l’éléctricité  

� And local operators such as Nordel, Ukisoa, Atsoi, Baltso, etc. 

• European energy regulators 

• Distribution network operators (DNO) 

• International trade union confederation 

• Medias 

• Citizens 

Against renewable power 

• Group of individuals who are opposed to renewable power (NIMBY) 

• Associations that defend animals. They say that wind turbines kill birds.  

• Grey energy providers, and their unions. They want to reduce or to stop the 
development of renewable energies.  

• Consumer protection associations. Some associations make political actions to 
denounce the negative effects of some renewable energies. 

• NGO’s that are against renewable power (such as European Platforms Against 
Windfarms (EPWA)) 

• Non-renewable electricity companies (such as Total, British energy or Areva) and 
their lobby departments. 

• Lobbies against renewable energy 

� Professional associations that work in the non renewable energy industry such 
as World Nuclear Association (WNA) or European roundtable of 
industrialists. 
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Appendix 3. DPS Analysis 

 
Issue: energy self-sufficiency in Europe Action: creation of a law to reduce energy 
importation of EU. Final Objective: increase the number of wind farms in EU.  

 

Supporting  

interests 
 

Demand side Supply side Prediction 

 

Benefits from supporting 

 

Ability to generate political action 

Predicted 

amount of 

Political 

action 

Substitutes Magnitude Per 

capita 

Numbers Coverage Resources Cost of 

organizing 

 

NGO’s & others organizations/associations 

Friends of the Earth High Medium Low High Large High Moderate High 

Greenpeace High Large Low High Large High Moderate High 

WWF High Large Low High Large High Moderate High 

E3G High Medium  Medium High Moderate High Low Moderate 

Associations protective 

of flore and wildlife 

Low Low Low Moderate Low Low High Low 

REScoop 20 20 20  None Low Low Moderate Medium Medium Low Moderate 

Policy Makers 

Members of EU that 

ratified the Kyoto 

Protocol 

Moderate Large Medium High Large High Low High 

European Green Party Low
 

Large High High Large High Low High 

Ministries of sustainable 

development 

Medium High High Moderate High High Moderate  High 

Green Energy Industry 

Green Energy suppliers Low
 

Large Medium Moderate Large Moderate Moderate Moderate 

Green Energy 

manufacturer companies 

None Large Large Moderate Low Low to 

moderate 

Moderate Moderate 

Ingeneers  High Moderate High Moderate Low Low High Low 

Associations in favour of environment 

Professional associations 

working in the green 

energy industry such as 

EWEA. 

Low Large Large High Large High Low High 

BusinessEurope (Lobby) Low Medium Low Moderate Medium High Low Moderate 

Transnational Institute High Medium Low Moderate Low High Medium Moderate 

Institutional Investors 

Group on Climate 

Change 

High Medium Medium High Medium High Moderate Moderate 
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Opposing  

interests 
 

Demand side Supply side Prediction 

 

Benefits from supporting 

 

Ability to generate political action 

Predicted 

amount of 

Political 

action 

Substitutes Magnitude Per 

capita 

Numbers Coverage Resources Cost of 

organizing 

 

NGOs 

EPAW Low High Medium High Moderate Low to 

moderate 

High Moderate 

Associations 

Groups of individuls 

(Nimby) 

None High Medium Low Low Low High Low  

 

Associations defending 

Animals 

High Low Low Low Low Moderate High Low
 

Grey Energy Industry 

Grey energy providers Low
 

Large Medium Medium Large High Moderate Moderate 

Non-renewable energy 

companies (nuclear 

plants, etc.) 

Low High Medium Medium Large High Moderate Moderate  

Professional associations 

working in the  

non-renewable energy 

industry (lobbies such as 

WNA) 

Moderate High Medium High Large High Low High 

 

 


