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About Me 

• Project manager, writer, editor – 
National Renewable Energy Laboratory (NREL) 
Communications & Public Affairs Office 

• 25+ years of communications experience;  
10 in branding and communications strategy 

• 6 years at NREL 
supporting DOE  
programs, initiatives 
in the areas of: 
o Island energy 
o Tribal energy  
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Presentation Notes
My name is Karen Petersen, and I work with the Office of Communications and Public Affairs at DOE’s National Renewable Energy Laboratory in Golden, Colorado. 
I’ve worked the Comms field for about 25 years, and for the past decade my work has been focused on brand development and comms strategy for both corporate and gov’t clients.
I’ve been at NREL for 6+ years, primarily working with island communities and tribes in support of DOE programs and initiatives designed to help them achieve their clean energy goals and visions. 
My first project at NREL was helping develop strategic communications plan for the Hawaii Clean Energy Initiative, and then I worked with the U.S. Virgin Islands on a similar project. I’m also the comms lead for the DOE Tribal Energy program and have been an integral part of the team that helped develop and execute the DOE Office of Indian Energy’s strategic communications effort.
It’s an honor for me to be here today and have the opportunity to share some of the experience and insights I’ve gained about ways to build consensus for energy projects through my work with island communities. 
One of the biggest takeaways from NREL’s work supporting island clean energy initiatives has been the importance of strategic communications planning – from the very beginning and throughout the process – in helping to build that consensus.
And as more and more Tribes work to put their energy visions into action, they are recognizing that Communications is a critical piece of the overall strategy for success
Their success is the DOE Office of Indian Energy’s #1 goal, and that’s why we offer tribes up to 40 hours of free technical assistance to move established clean energy projects forward – and because building consensus is a key to success, strategic communications planning can be part of that technical assistance if tribes request it. 
If there’s one thing I’d like you to walk away with after my talk today, it’s that technical assistance with strategic communications planning is available to tribes through the DOE Office of Indian Energy and the Tribal Energy Program.



3 

Presenter
Presentation Notes
Article in Outside Magazine – headline grabbed my attention
Teaser reeled me in: More protein than beef. More omegas than salmon. Tons of calcium, antioxidants, and vitamin B. In their secret R&D lab, the scientists at Beyond Meat concocted a plant-protein based performance burger that delivers the juicy flavor and texture of the real thing with none of the dietary and environmental downsides.” 
I was hooked …
My takeaways: This could be a game changer. I’m definitely trying it. 




Beast Burger or Biomass Project … Consensus Is Key 
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• Pressing challenges  

• New inventions, ideas, initiatives 

• New paradigm … or not ??? 

• Missing link is communications 

Presenter
Presentation Notes
The parallels between the Beast Burger and Renewable Energy
Both are technical solutions to major societal challenges – economic (high costs of energy, food) environmental (GHG emissions, drought), health (asthma, cancer, heart disease)
Whenever there are pressing challenges or needs, that’s what drives innovation. A similar set of challenges inspired …
Ethan Brown, 43, Beyond Meat CEO to develop a machine --the “Steer”-- that produces a delicious burger from plant material
Humboldt State University’ Researchers to invent a bio-energy system that produces electricity from sawdust  (like the one that’s about to go live at Blue Lake Rancheria later this month)
But sometimes great ideas and innovations don’t seem to fly
Missing link is communications. 
Without that, you can’t get new innovations, new ideas, major new initiatives -- like energy transitions --off the ground. 
In 1970 Dave Arthurs of Springdale, Arkansas, built a hybrid car that could get 75 miles per gallon using a six-horsepower lawnmower engine, a 400-amp electric motor, and a six-volt battery array (hybridcars.com) … but it would be more than 30 years until hybrid vehicles began to see market acceptance
To create a paradigm shift – which requires changing people’s behaviors -- you’ve got to change people’s minds and get buy-in.




Outside … Rebranded 
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Presentation Notes
Which brings me back to Outside Mag and how I ended up learning about the Beast Burger and thinking, “I can’t wait to try it, and if this is for real, I might just quit eating meat.” 
It was no accident that Ethan Brown granted an interview with Outside. He knows exactly who is audience is, what motivates them, what he wants them to know, feel, and do. 
Outside Magazine rebranded itself 2012: “Live the Active Life” became “Live Bravely.” Live the Active Life didn’t resonate with their target audience; Live Bravely did. Because Outside’s readers  are about so much more than just being active. They don’t just love the outdoors, crave adventure, respect the earth, and embrace health; they go to extremes for these things.  Outside’s readers are interested in whatever is cutting edge in all of these areas … These people strive not just to be healthy but extraordinarily fit, to not just talk the talk when it comes to being good stewards of the earth but to walk the walk. I am their target audience … 
And by the time I’d finished reading it, I was not only craving a Beast Burger, I was thinking about going vegan! 
The interview with Outside was one tactic in a brilliant and well-defined communications strategy. 
Because Ethan Brown knows that even if he has the idea, the technology, the business plan, the financing, the support of big players like Bill Gates and well-known athletes, he’s got to win the hearts and minds -- and palettes -- of American consumers … or he’s not going anywhere. What’s more American than a hamburger? 
He’s got some huge barriers to overcome. But he’s also got some tremendous opportunities. 




How New Ideas Reach a Tipping Point 
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Crisis or need 
 

Innovation 
 

Critical mass  
 

 
 
 

Presenter
Presentation Notes
Many of you have heard that the Chinese character for the word crisis also means opportunity.  In fact, that’s somewhat of a mistranslation. The  first element of the character does mean "dangerous" or "precarious,” but the second means something like "critical point.” To me, that makes perfect sense, because whenever there’s a crisis or a need, that leads to innovation, and when enough people embrace the new innovation it reaches critical mass  – otherwise known as a “tipping point.” That’s where the opportunity lies. 
Reaching that tipping point has everything to do with communications.





“Agents of Change” 

• The Law of the Few 
– Connectors 
– Mavens 
– Salespeople 

• Stickiness Factor 

• Power of Context 
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Presentation Notes
Tipping Point – phrase coined by Malcolm Gladwell. The moment of critical mass. The threshold. The boiling point. 

In his book he talked about 3 rules of epidemics or “agents of change.”
The law of the few – 
connectors (like human computer network hubs)
mavens (information specialists who accumulate knowledge, esp. about the marketplace, and know how to share it with others)
salesmen (charisma, negotiation skills – the wheelers and dealers, movers and shakers)
Stickiness factor – the context of a message is what makes it impactful, memorable
Power of context – human behavior is sensitive to and influenced by its environment
You may have a brilliant idea that solves a pressing challenge or need, but if you don’t convince your key audiences – your salespeople, your mavens, and most importantly, your connectors -- the idea is going to die on the vine.




Why Outreach Matters 

Communications... 

• Is a powerful tool that can 
help pave the way toward 
meeting goals 

• Should be an integral part of 
any project plan 

• Helps break down barriers 
and secure community buy-in 
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When you think about how tipping points are reached, you begin to see that comms is a powerful tool – one  that can help pave the way to achieving established clean energy goals and realizing tribal energy visions.
Whether it’s Beyond Meat’s Beast Burger or The Blue Lake Rancheria’s Biomass Project, communications outreach or stakeholder engagement and education, is a critical element of success that should be an integral part of any energy project or initiative’s strategic energy plan or roadmap
There are always going to be roadblocks – financial, political, cultural. Any new idea will face opposition, skepticism, apathy. A good communications strategy identifies what the roadblocks are and comes up with tactics to overcome them 
Misunderstandings, misinformation, and dissent can derail a project or initiative; proactively addressing potential barriers and objections key to building broad-based support. 





Importance of Developing a Plan 

A stakeholder education and 
engagement plan can help you… 

• Assess the current 
communications situation  

• Define key audiences and 
identify project champions 

• Identify and address barriers 

• Build awareness and support 
and get community buy-in 
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Success doesn’t 
just happen.  
It’s planned for. 

—Anonymous 

Presenter
Presentation Notes
A good stakeholder education and engagement – or communications --  plan can help break down barriers by conveying important information transparently and accurately to help people understand the goal and the issues and get everyone on the same page. Taking the time to develop a plan will enable you to:

Assess the current communications situation – Is there a plan in place? What does the current comms effort look like? Where are the gaps?
Identify key stakeholders – including the connectors, the mavens, and the salespeople --  and get their buy-in early
Identify and address barriers to project success
Generate awareness, build consensus, inspire action

A few project leaders (community orgs, clean energy champions, tribal councils) can’t work in a vacuum
Community buy-in is essential because success requires community action 
Change happens when a good idea becomes a grassroots movement that takes off  …. and a tipping point happens. 







Hawaii: 70% Clean Energy by 2030 

10 

Hawaii is on track to meet its original goal …  
In May 2015, the state legislature adopted 

a renewable portfolio standard of 100% by 2045! 

Presenter
Presentation Notes
Hawaii’s Clean Energy Initiative has reached a tipping point.
The logo … Hawaii Powered. The tagline … Energy independence … it’s up to us. These are messages that resonate in Hawaii. 
And 5 years after the campaign was launched, the idea of a Hawaii Powered future has reached a point of critical mass.
According to the Solar Industries Association, as of 2014 nearly one in eight Hawaii homes had installed solar PV. 
HI is on track to meet its 2009 goal of 70% clean energy by 2030, and now it’s upping the ante! In May 2015, the state legislature adopted a renewable portfolio standard of 100% by 2045. 
Hawaii now has its sights set on becoming the first U.S. state to reach 100% renewable energy. Hawaii is living bravely – setting a bold example for other states and islands to follow. 




USVI: Reduce Fossil Fuel 60% by 2025 
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Presentation Notes
Same thing in the USVI. In 2009 they set a goal of reducing fossil fuel use 60% by 2025 … it seemed like pie in the sky to a lot of people in the room when I went to the first community strategic energy planning workshop in June 2009.  
Now they are a third of the way there – in 5 years, they’ve reduced fossil fuel use 20%. 
There again, communications was a key to their success – but also a significant factor in some of the setbacks they experienced along the way.  
In the USVI 11 schools received EE retrofits in 2011 with help from a $6.9 million ARRA grant.. The energy savings were guaranteed to save the government $11 million over 10 years.
The same year, a 450-kW PV system was installed at the St. Thomas airport and the utility issued an RFP for 10 MW of solar … tangible early wins -- communicated loudly and often!
In 2009, the U.S. Virgin Islands Water and Power Authority signed a WTE PPA. This was a great solution to the territory’s trash problem (it was in violation of the EPA standards)  – and it was a significant piece of their overall 60% goal … but people were afraid and misinformed from the start, and that spread like a cancer. The utility and developer failed to include communications in their strategy, to their peril. In 2012 the VI Senate voted to kill the project in response to a groundswell of public opposition. 








The Outreach Challenge  

• Get the community on board 
– Support for the overall goal 
– Support for projects 
– Participation in projects 

• Communicate goals with: 
– A unified voice 
– Clear, consistent  

messaging 
– A compelling call to action 
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Presentation Notes
In our work with communities on clean energy projects and initiatives, we find that biggest thing that can derail a project is lack of community support
Oneida and USVI WTE projects were cancelled/derailed due to lack of attention to stakeholder education and engagement.
Communicating early and often is key to getting the community on board (so people don’t think you’re hiding something)
Generate grassroots support for the overall goal
Build support for key projects and initiatives
Get community participation in projects (e.g., St. Regis Mohawk’s Solarize Akwasasne Campaign)
Communicate goals with 
Unified voice
Clear, consistent messages
Compelling call to action that resonates with the community




Laying the Foundation 

First steps to building a stakeholder 
education and engagement plan: 

• Schedule a 
planning session 

• Get the right people 
in the room 

• Assign a facilitator 
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Laying the Foundation

To get your messages out and build support, you need to develop a stakeholder education and engagement plan
Block out a half-day or a day for a strategic communications planning session
Make sure you have the right people in the room—including naysayers
Assign someone to lead the planning session and someone to take notes




Building the Plan 

• Define key audiences  
– Who? 
– Why? 
– What? 

• Identify key elements of the “about” statement 
– Essence of the project 
– Goals 

• Develop the “so what” message 
– Needs 
– Solution 
– Benefits 
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Building the Plan
In our work with state and local communities and islands over the past several years, we’ve developed a good framework for building a comms plan …
Define key audiences
Who are you trying to reach?
Why communicate with them?
What motivates them?
What do you want them to know or understand?
What do you want them to feel?
What do you want them to do?
Identify key elements of the “about” statement or 
Capture the essence of the project – distill it down to its simplest form
What are its overarching goals?
Develop the “so what” message or “elevator pitch” 
Why does it matter?
What needs will it address?
What is the solution?
What are the high-level benefits to the community?
	



Executing the Plan 

• Form a working group 

• Identify champions 

• Meet regularly 

• Map out strategies/tactics 

• Establish a timeline; assign tasks 

• Track metrics  

• Communicate successes 
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Executing the Plan

Once the plan is in place, you’ve got to have people who can execute it and are committed to working collaboratively on the ongoing effort.
Form a working group – comms people from utility, energy office, media, etc. 
Identify one or more “champions” who support the project or initiative (connectors, mavens, salespeople) with the ability to motivate and inspire others to action
Meet weekly or biweekly
Map out specific strategies and tactics (including potential early “wins”)
Establish a timeline for implementation and assign tasks
Gauge success of the comms effort by tracking and reporting metrics (how many showed up for events, website visits, FB likes, etc.)
Communicate project successes (early wins) early and often  




Island Communications Plan: USVI 

Goals 
• Gain community buy-in and support 

for the 60% by 2025 goal 

• Develop a brand, campaign theme, 
and messages that resonate with 
community 

• Develop a diverse set of outreach 
tools/products 

• Raise awareness  

• Build and nurture partnerships with 
local clean energy champions  

• Support the development of a 
grassroots movement 

 

Tactics 
• Brand identity package 
• Strategy and messaging decks 
• VIenergize campaign jingle 
• Community events 
• Exhibit and posters 
• EE tips postcard 
• Quarterly newsletter 
• Road Map brochure 
• Technical reports 
• Case studies. Fact sheets 
• Website, blog  
• Facebook 
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Some of the tactics for achieving the USVI Comms Goals ..
Vienergize logo was conceived by local people and is still used today by the utility’s VIenergize energy efficiency business unit
Made VIenergize our campaign theme
Kicked off the campaign at Christmas –VIenergize your holidays – with a campaign jingle produced by a local artist and local youth! Music is woven into the fabric of USVI culture, radio is very big in the USVI, and jingles are a popular way to get messages across. 
Engaged the community through VIenergize community education and outreach campaign 
Engaged business leaders through VIenergize partnership opportunity



Tribal Communications Plan: St. Regis Mohawk 

• Tribe is part of NY solar initiative 
• Tribe launched campaign to make 

solar more accessible, affordable 
• Solarize Akwesasne!  

– Goal: bring together potential 
customers with local installer to bring 
EE and long-term electricity savings to 
the community 

– Tactics 
• Tagline and logo 
• Community reception   
• Solar fair and walking tour  
• Akwesasne’s Wellness Day 
• Outreach via website, tribal newspaper 
• Social media presence  

 

Presenter
Presentation Notes
Akwesasne is going GREEN with the help of solar power. 
In the process, community members have an opportunity to notice significant savings in their residential or business energy bills.
Through a grant from the New York State Energy Research and Development Authority’s (NYSERDA) Community Solar NY Initiative, Akwesasne has become a participant in a statewide effort to go solar. 
Akwesasne Housing Authority (AHA) partnered with the Adirondack North Country Association (ANCA) to launch a community campaign to make solar more accessible and affordable
Solarize Akwesasne!, the local campaign tagline for a 16-week initiative.
Goals: bring together customers with a local installer that offers fair and competitive pricing and bring EE and long-term electricity savings to the community.
Tactics for getting the word out included:

Developing the tagline, Solarize Akwesasne!, and logo to create awareness
Hosting a community reception at the casino to launch the campaign 
Hosting a solar fair and walking tour to educate residents about solar 
Presenting during Akwesasne’s Wellness Day
Providing information via a website and the tribal newspaper
Keeping people informed via Facebook and Twitter




What Makes Outreach Efforts Effective? 
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• The right people are involved 

• Effort is guided by transparency, accuracy, and openness 

• Solution meets a perceived need; 
messaging communicates tangible benefits 

• Campaign feels grassroots and local 

• Messages are clear, consistent, and compelling 

• Messages reach key audiences where they work and live 

• Messages break down resistance and barriers 

• Successes are communicated early and often 

Presenter
Presentation Notes
Get the right people in the room at the outset (connectors, mavens, salespeople); identify and engage a local champion to help build credibility/trust and to influence/persuade
Ensure that transparency, accuracy, and openness are core principles that guide the effort
Demonstrate that the project/initiative will be effective in meeting a real need or challenge; communicate tangible benefits
Make sure the campaign feels grassroots and local – it has to come from the community so it resonates with the community
Ensure that your key messages are clear, consistent, and compelling – and repetitive!
Find ways to meet your key audiences where they work and live
Break down resistance and barriers early; identify effective, credible ways to dispel myths and rumors
Broadcast successes -- early and often




DOE Office of Indian Energy’s Call to Action 

• Consider including 
stakeholder education 
and engagement in  
your TA request 

• Share your success 
stories with us! 
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• Apply for technical assistance (TA): 
energy.gov/indianenergy/technical-assistance 

Presenter
Presentation Notes
Again, the primary goal of the DOE Office of Indian Energy is to assist Tribes in making their clean energy projects successful! 

Apply for up to 40 hrs of free TA – URL
Include strategic communications planning – stakeholder education and engagement -- in your request
When you are successful in getting your projects built or reach a big milestone, please share with us so we can post the success on the IE blog. Because that’s one of the DOE Office of Indian Energy’s communications goals – to share tribal successes so our key audience – tribes, see that there’s technical support available, these projects are possible, and they can really benefit tribal communities. 

http://energy.gov/indianenergy/technical-assistance


Thank You! 

Karen.petersen@nrel.gov 
303-275-3693 
 
IndianEnergy@hq.doe.gov 
energy.gov/indianenergy 
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