ETP-ZEP – Communications Plan 2008-2010
















1. Overview:


The debate over the role CCS can play in combatting climate change is well underway - primarily within legislative/governmental circles - with light and sporadic media coverage to date.


Low to non-existent awareness and understanding of CCS is prevalent.


Opposition exists and risks growing into widespread public resistance to CCS if left unchecked (e.g. cost, safety, etc.).


This information “vacuum” is compounded by the lack of a leading, credible “voice” for CCS at a pan-European or global level...


ZEP is a unique body thanks to its diverse composition of industry, academia, NGO & researchers, their active role in the CCS debate and global reach.


This provides a rapidly diminishing opportunity for ZEP to become the authoritative, trusted voice on CCS and its role in the climate change/energy debate.


ZEP should weigh the opportunity to mitigate the risk of inactivity, and ignorance of CCS, and select the communications path that best meets the challenge.








7. Budget & Roll-Out:





A baseline for essential ZEP communications activities and minimum operating costs has been provided for 2H 2008 and is subsequently anchored within 2009/2010 budget proposals.


The proposed budgets are scalable to ensure maximum flexibility for contributors and impact of economic climate.


The proposed budgets are split into 3 categories:


Minimum: Ensures a minimal presence from a communications perspective.


Mid-Level: Permits structured proactive positioning and direct communication channels to all target audiences, raising awareness of CCS significantly.


Optimal: Top-level tools and outreach; wider reach and awareness across, and within, target audiences.


All budgets are approximate and may require adjustment.


Give the budget allocation and importance of the proposed advertising campaign, details can be found in the attached overview document.





The overall figures provided for the Minimum, Mid-Level and Optimal budgets are cumulative totals.














6. Positioning & Strategy: Creating ZEP’s Knowledge-Driven Communications Platform
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See point b)





a) Explain and Establish ZEP:





ZEP is in a unique position to leverage the diversity, experience and credibility of its members to establish itself as a visible and respected authority in the climate change debate (pan-European and global) by:


Providing a broader context for the support of CCS (climate change, energy) and engaging in an open dialogue with relevant stakeholders.


Establishing clear links to relevant and respected players in the climate change/energy debate and referencing credible sources ( create the necessary critical mass for a two-way communications platform in preparation for more localised communications activities (e.g. storage site locations)


Communicating ZEP member credentials to further credibility and reinforce positioning; strengthen communications opportunities and links between ZEP members; share and leverage ZEP content/tools for maximum ROI, consistency and impact.


Creating engaging, clearly identifiable visual branding for ZEP in line with the platform’s positioning and objectives ( ensure ZEP stands out within the crowded Green Debate!





2008-2010 Cumulative Budget Overview:





Minimum:	€790,000





Mid-Level:	€3.24 million





Optimal:	€5.54 million











5. Context:





Climate Change/Green Communications:


Interest in climate change and its link to energy issues has never been higher, nor subject to more debate and uncertainty:


86% of Europeans are concerned about climate change (source: Millward Brown)


High levels of environmental awareness & consciousness are growing, and set to continue rising for the foreseeable future (source: Euro Barometer)


The role fossil fuels, specifically coal, play in the current global energy mix and their importance in the short/medium-term is largely unknown.


“Green” communications activities are firmly established across all sectors of industry = overload of messaging, frequent “green-washing.”


Top-notch green communications activities have become sophisticated, leveraging considerable budgets to deploy cutting-edge tools.


Leaders in green communications (energy/ automotive) spend between €1 million and €26 million/year in Europe to buy advertising space.





CCS:


CCS is widely associated with coal, putting ZEP on the defensive given the perceptions of coal as a “dirty,” antiquated fossil fuel.


CCS is a complex topic - affecting levels of understanding - and is often decoupled from the climate change debate by detractors/supporters.


External parties (e.g. MEP Chris Davies), have underlined the lack of proactive communications on CCS by the bodies who support it.


Limited media coverage to date on CCS has been largely negative to neutral, with low levels of understanding of subject matter.


No leading, authoritative “voice” for CCS exists at a pan-European, or global level ( clear opportunity for ZEP, but window of opportunity is closing rapidly and timing is critical.


In the absence of clear, convincing information on CCS and its benefits, opponents of coal as a fuel have taken the lead in the public sphere e.g. Kingsnorth, UK.





2. Key Dates:


2005: ETP-ZEP initiated by industry/European Commission as a broad coalition of stakeholders who want to develop CCS as a key solution against climate change.		ZEP’s vision ( make CCS commercially viable by 2020.


November 2006: ZEP’s SDD recommends that “a significant budget” of €250,000 per target country be allocated for communications on CCS.


Spring 2007: European Council commits to supporting up to 12 demo plants.


September 2007: ZEP AC approves the “Communications Strategy for a Public Information Campaign on CCS.”


May 2008: Greenpeace issues “False Hope: Why CCS won’t save the climate.”


Sept. 10: ZEP Communications Plan 2008-2010 to be presented to the AC.


Sept. 2008 – Early 2009: Key EU votes on CCS/financial incentives expected.


By 2010: EU CCS infrastructure plan finalised/ CCS “Flagship Programme” begun.


By 2015: CCS demo plants commissioned.


By 2020: Commercial launch of CCS.
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6. Positioning & Strategy: Creating ZEP’s Knowledge-Driven Communications Platform (continued)





b) Set the Scene, Clarify the Issues:





The greatest contribution of CCS is that it can significantly lower overall CO2 emissions and help combat climate change.


“The mitigation of CO2 is a public good, which CCS helps provide.”


ZEP should “set the scene” for CCS by clearly outlining position itself as a player in the larger debate about climate change, while stressing the importance of, and need for, demonstration plants.


While the proposed Key Messages would anchor ZEP’s communications, the primary information pillars toward the key stakeholders can be broken down as follows:


Climate Change - what it is; how it affects us; CO2; the link with energy


Energy Supply - the role of fossil fuels and renewables; security of energy supply; costs


CCS – CCS as bridging technology, economic/employment benefits; hydrogen production; biomass plants


Safety and Storage – underline safety of, and experience in, CO2 storage





c) Inspire, Involve, Inform The Right Audiences:





Create a knowledge-driven communications platform to inspire, involve and inform the following key stakeholders:


Media – the largest, most powerful communications channel available.


NGOs – play a vital independent role in the energy/environment debate; powerful advocates on related issues.


Policymakers – drafting and voting on legislation affecting CCS and ZEP stakeholders; key influencers


Opinion Leaders (includes above stakeholders) - key influencers to the wider public in a number of fields, particularly environmental issues.


( As part of a second communications phase, the general public will require targeting according to level of exposure to CCS projects(





3. Objectives:


Position ZEP as a credible authority on all aspects of CCS by leveraging its members to become a major, visible player in the climate change-/energy debate.


Engage key stakeholders in open dialogue using holistic communications and targeted, effective platforms to educate and positively influence their perceptions of CCS, energy and climate change.





Central Idea Explained





4 Key Pillars





CO2 Capture





Media/PR





2010








Minimum:						€290,000





Improve and adjust minimum plan from 2H 2008 in line with strategy, completed projects and new requirements/developments, including:


1. Stakeholder Research:					


Repeat quantitative benchmark (8 countries, 250 respondents from target audiences) survey to accurately assess impact of CCS communications activities (awareness, favourability) – repeat annually





Mid-Level :						€2.1 million


(Adding:)


1. ZEP Advertising Campaign:				€1.76 million


Target Opinion Leaders with a TV/Print campaign that reinforces the knowledge-driven communications plan and create CCS influencers within target audience (please see dedicated document for more details)


Hold events sponsored by media partners (CNN/Euronews/BBC World)


3. ZEP Communications Resources:			€75,000


Add one headcount to assist Director of Communications in implementing communications plan.





Optimal:						€2.7 million





1. ZEP Advertising Campaign:				€600,000				


Increase media buy to raise reach of campaign, improve reach and awareness














2009








Minimum:						€250,000





Improve and adjust minimum plan from 2H 2008 in line with strategy, completed projects and new developments/information and add:





1. ZEP brochure:						€50,000


In line with revised visual guidelines and new communications strategy, produce a concise summary brochure to drive traffic to the website; optimize for translation for national use.


2. ZEP Events (not including existing ZEP GA budget)	€70,000


Raise profile of ZEP and CCS awareness through dedicated ZEP events (NGO workshops, political and media roundtables, GA, COP/MOP, dedicated media events/trips) targeting key stakeholders


3. Presence at Key Events:					€35,000


Create a modular/scalable ZEP stand (one-time investment) for use at key conferences/forums e.g. GHGT, COP/MOP, Green Week, etc.





Mid-Level :						€800,000


(Adding:)


1. ZEP Vignettes:						€460,000


Creation of short films, or vignettes, based on 4 information pillars for use at events, on website, educational opportunities, toward media, etc. and as build toward advertising campaign.


2. Stakeholder Research:					€90,000


Repeat quantitative benchmark (8 countries, 250 respondents from target audiences) survey to accurately assess impact of CCS communications activities (awareness, favourability) – repeat annually





Optimal:						€2.5 million


(Adding:)


1. ZEP Advertising Campaign:				€1.76 million


Target Opinion Leaders with a TV/Print campaign that reinforces the knowledge-driven communications plan and create CCS influencers within target audience (please see dedicated document for more details)


Hold events sponsored by media partners (CNN/Euronews/BBC World)





2H 2008








Minimum:						€250,000





1. ZEP Website/Extranet:					€70,000


Create and launch dedicated public website + revised extranet


Search Engine Optimization





2. Corp ID/Branding:					€20,000


Develop and apply a comprehensive brand identity for ZEP to increase recognition and improve awareness/visibility





3. Bespoke ZEP Visuals:					€50,000


Digital artwork for website (4 information pillars)


Photo shoots @ 2 locations (Sleipner + Ketzin?)





4. Media monitoring:					€25,000


Monitor relevant coverage/related news to provide


intelligence to ZEP members and refine CCS communications


positioning





5. Speaking Opportunities:					€15,000


Prepare professional modular presentation using external agency,


adapt as needed.





7. Media training of key ZEP spokespeople:			€20,000





8. ZEP Events (external only):				€40,000


Raise profile of ZEP and CCS awareness through dedicated ZEP events


targeting key stakeholders (e.g. COP/MOP14)





9. Misc. Comms.:						€10,000


Dedicated travel, accomodation budget for comms director.		





Mid-Level:						€340,000		


(Adding:)


1. Stakeholder Research:					€90,000


Establish quantitative benchmark (8 countries, 250 respondents from target audiences) survey to accurately assess impact of CCS communications activities (awareness, favourability) – repeat annually.





4. Key Messages:


CO2 capture and storage provides a key solution for combating climate change.


CCS recognizes the reality of fossil fuelled power today, while building a bridge towards the truly sustainable energy system of tomorrow.


CCS has been tested safely and successfully, on a small scale, world-wide.
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