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Raising awareness in a two-folded framework: 
 

General information campaigns  
and targeted awareness actions 

  
to provide access to final energy users 

 

Réchauffement climatique. Pub Greenpeace 
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1- General communication Campaign related to the 
SEAP project 

Communicating on the new vision of the city 

Objective: 
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ÅUse the general campaign as a 
communication tool to promote the 
action, share its objectives within a 
territory and beyond. 
ÅCommunicate and promote at the 

municipalities level about actions 
and measures that improve the 
quality of life in the city.  



ÅAdvertise that the municipality action is coming soon: gain 
ŀǳŘƛŜƴŎŜΩǎ ŀǘǘŜƴǘƛƻƴΣ ŜƳǇƘŀǎƛȊŜ ƪŜȅ ǇƻƛƴǘǎΣ ŀƴŘ ŜǾŜƴ ŜŘǳŎŀǘŜ 
them on key energy issues.  
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ÅCreate a collective perception 
for the SEAP and enable 
engagement with the 
stakeholders. 

ÅMake them conscious that 
the issues related to energy 
connects directly to them and 
their daily life. 

ÅSet the standards to facilitate 
ŎƛǘƛȊŜƴΩǎ ŎƻƳƳƛǘƳŜƴǘ ŀƴŘ 
their involvement in the 
process through awareness 
raising actions. 



2- Awareness Raising Campaigns related to priority 
Actions 

Increase awareness and initiate change of behavior of citizens  
Objective:  
ÅRaise awareness of general public to benefits of energy 

efficiency 
Å Initiate change of opinion and behaviour for implementation 

of energy efficiency measures.  
ÅCommit all citizens and stakeholders to play their part in 

building a sustainable energy future. 
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Awareness raising            Motivation             Mobilization  

 
ÅThe local action is crucial for the successful implementation of 

the « global com campaign ».  

ÅEnergy awareness and behavioral change actions should 
complement the other elements of good practice  

ÅMake sure you not to clash with other initiatives 

ÅCreate a common identity between both campaigns produced 

ÅCreating and adapting an energy awareness campaign 
depends on the circumstances  and challenges each city faces . 
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1+2= A common ground 
The Communication & Promotional mix consists of: 
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The Communication & Promotional Mix  

Activities within promotion mix need to be: 

Å planned related to key messages to be delivered to target groups by adequate 
communicational tools through proper communicational channels at right timing 
to gain maximal reach and impact through synergic effect, resulting with 
awareness raising and change of behavior.   

 

An integrated approach of promotional campaign includes : 

Å public relation, educational activities, permanent direct contact with citizens, 
workshops, seminars and presentations, dissemination of informative-educational 
materials, such as brochures, posters and leaflets.  

Å It should be informational and educational and carried out throughout project 
implementation, from its preparation phase until all main project objectives are 
achieved. Most of informational activities should continue beyond project 
implementation.  
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https:// www.youtube.com/watch?feature=pla
yer_embedded&v=D_9Ql9tY3lI 
 

Slogan and logo 

Awareness Raising TV 
commercial 

+ 
Solar Forum & Event in Naples 
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An example for promotional mix: The MED-DESIRE project with LCEC  

https://www.youtube.com/watch?feature=player_embedded&v=D_9Ql9tY3lI
https://www.youtube.com/watch?feature=player_embedded&v=D_9Ql9tY3lI
https://www.youtube.com/watch?feature=player_embedded&v=D_9Ql9tY3lI


And a brochure 
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1- General communication Campaign  

Å Build a Communication plan  
Å Create the Campaign Identity 
Å Key messages  
ÅMedia plan  
Å Adequate communication tools 
Å Proper communication channels 
Å Right timing 
ÅMaterials produced  
Å Impact assessment  
Å Evaluation 
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Create content: 

Å What do you want to communicate to your different audiences? 

Å How can you best tell everyone about ǘƘŜ ŎƛǘȅΩǎ ŎǳǊǊŜƴǘ ŜƴŜǊƎȅ ǳǎŜ ŀƴŘ Ƙƻǿ ǘƻ ǊŜŘǳŎŜ ƛǘ? 

Å Make your messages simple, catchy and memorable . An attention-grabbing, challenging 
message will interest people in energy saving and reduce their initial resistance: 

άLǘΩǎ hǳǊ ¢ǳǊƴ ǘƻ [ŜŀŘέϰ 

ά{ŀǾŜ Energy. Save Money. Save the tƭŀƴŜǘέ 

Å Scientific evidence and implications of climate change will be useful information to convince 
the sceptics and could also be used in presentations and posters.  

άA Gallon Saved is $3.00 9ŀǊƴŜŘέ 

ά{ŀǾŜ today enjoy tomorrow; waste today cry ǘƻƳƻǊǊƻǿέ 

Å Select relevant motivational themes and group the messages by topic: heating, lighting and 
computers,... People are more likely to take action if they are given only one or two activities 
to carry out. 

ά.Ŝ polite. Turn off the ƭƛƎƘǘέ 
 

  

 

The message 
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Select relevant motivational themes: 

Å tŜƻǇƭŜ Ƴŀȅ ƴƻǘ ǊŜǎǇƻƴŘ ǘƻ ōŜƛƴƎ ǘƻƭŘ ǘƻ ǎŀǾŜ ŜƴŜǊƎȅΦ ¢ƘŜ ƳŜǎǎŀƎŜ ά{ǿƛǘŎƘ ƻŦŦ ƭƛƎƘǘǎ ǿƘƛƭŜ 
ƴƻǘ ōŜ ǳǎŜŘέ ǿƛǘƘƻǳǘ ŀ ǊŀǘƛƻƴŀƭŜ Ƴŀȅ ƳŜŜǘ ǿƛǘƘ ƛƴŘƛŦŦŜǊŜƴŎŜ ƻǊ ǊŜǎŜƴǘƳŜƴǘΦ aƻǘƛǾŀǘŜ ǇŜƻǇƭŜ 
and offer incentives by stating underlying reasons. 

ά[Ŝǎǎ is ƳƻǊŜέ  

Taking a few simple actions could reduce your energy costs by 10% to 20%. 

Å {ŜƭŜŎǘ ǘƘŜ άƎƻƻŘέ ǊŜŀǎƻƴǎ ŦƻǊ saving energy : business benefits or direct benefit like 
reinvesting savings to improve daily life, the kitchen or common room. 

ά²Ƙŀǘ a wasteΗέ 

Air conditioning an office for one extra hour a day uses enough energy in a month to power a 
TV continuously for over a year. 

Å Get the motivation of your target group: financial and self-interest 

Most of the people will be interested in saving energy at home and on the road.  

άDŜǘ free energy from the sunΗέ 

Not only that the energy from the sun is free but it also contributes to saving the 
environment and reducing CO2 emissions.   

ά/ƻƴǎŜǊǾŀǘƛƻƴΥ Lǘ ŘƻŜǎƴΩǘ ŎƻǎǘΦ Lǘ ǎŀǾŜǎέ 
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Å Use appropriate language: 

- Keep it simple and appropriate 
without using  technical language.  

- What is the language the 
municipality already uses to 
communicate? 

- Does it work?  

- What gets noticed? 

Å Your first communications are very 
important: Consider using a staff 
briefing or meeting as the 
opportunity for your first 
communication. 

  The Language 
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A logo: specific fonts, colors 
or images that are used 
through all your 
communication channels as 
well as promotional 
materials and will create 
consistency and make 
people recognize your 
project easily. 

Developing a Project Logo:  
  

 
Devon County  Council behaviour change programme in its 
corporate buildings with the aim of reducing the impact of 
staff activity on the environment.  
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UNAIZAH 



Developing a Project Logo:  
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The logo 
The Advertising 
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