YOU CONTROL CLIMATE CHANGE

An awareness raising campaign of the European Commission



The campaign

Encourage people to make small changes to
their daily behaviour
People who sometimes make an effort

25 Member States, 19 languages

Advertising, website, media relations, events,
schools programme

Kick-off on 29 May with President Barroso



Our Audience



Who are we targeting?

43% EU citizens are fully active (often make
ENVIRONMENT an effort to protect the environment), and 42%
who only do so ‘sometimes’

To increase percentage of fully active citizens, from
QB SCTIVE amongst this ‘sometimes’ group - the area of greatest
potential to improve activity

1. Address the scepticism amongst citizens who only
STRATEGY ‘sometimes’ do things to protect the environment, to
convince them that their actions are worthwhile

2. Demonstrate that individual efforts do have an impact
and lead to a big contribution

Source: The Attitudes of European Citizens Towards the Environment. Eurobarometer, April 2005



The ‘Sometimes’ Sceptics

e This group represent 42% of EU citizens, however
there is a dynamic within this group that favours certain
audience groups

— They are more likely to be male

— Have received post 16 further education

— Are urban based

— Working in white collar or management jobs

— And, excluding current students, they are aged 25 to 40

Source: The Attitudes of European Citizens Towards the Environment. Eurobarometer, April 2005



The Climate Change Proposition

Insight Brand Truth Proposition
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Campaign Design



Creative Expression of Change

We want to increase awareness that our daily activity makes a
difference and each of us has a role to play in the fight against
climate change.

We have given creative identity to the word ‘change’ in this context
through type showing the colours of climate change - from blue,
through green, yellow, orange and red.

We have supported the concept of change with reminders of the
simple, practical, everyday things consumers can do to reduce their
carbon emissions.



CHANG

TURN DOWN. SWITCH OFf. RECYGLE. WALK.




The Creative Campaign

* The creative campaign reinforces how simple, everyday
actions, like turning down a household thermostat, are
linked to controlling climate change

 We want to give citizens a sense of both empowerment
and personal responsibility

CHANG



The Key Campaign Visual

YOU CONTROL
CLIMATE CHANGE.

www.climatechange.eu.com

TURN DOWN. SWITCH OFF. RECYCLE. WALK. CHANG®




Campaign Plan



Campaign Elements

PR outreach

— Events

— Media relations
— Synergies

Website
Schools campaign

Advertising

CHANG



PR outreach



Launch events

Public events to raising high media interest

Famous statues dressed with campaign T-shirt, hat,
cape

National celebrity endorsement

High Level of political participation

More than 780 press hits, counting for more than 300
million media impacts
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I[;I;;? Front page news
e In Latvia
Mirror

Full page report in
popular Czech
newspaper

By-lined article
on front page of
Il Sole 24 Ore

(cont’d on p. 7)
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Synergies

« Different levels of co-operation with MS:

— Same campaign identity as national campaigns-
Finnish climate change campaign and the Luxemburg
Ministry for the Environment

— Active campaign endorsement by most countries

 “An Inconvenient Truth”, partnership in European
premieres

« Mobility Week



Synergies with “An Inconvenient Truth”

CHANG

m European miss nt to learn more .climatechange eu.com

an truth 09

This film highlights the significance of climate change for our
society — the subject of the European Commissions' climate
change programme




Website



Home Climate Change Take Control  EUlInitiatives  For Schools  Resources  lNews & Events

European Commission * Emvironment * Climate Change Search on EUROPA | Contact | Change language

How can you control climate change? About the Campaign

FOR SCHOOLS




Website activities

www.climatechange.eu.com
Launched 29th May 2006
19 languages

Traffic through on-line banners on MSN as well as
off l[ine advertising and media relations

Over 100,000 page views on average per month
Top 4 site on Environment on Europain June



Website activities

Online Carbon

calculator

School section with . TR |
electronic pledge
Online competitions e s LA s

ul Do it

both locally and
throughout Europe

Pod casts with
national campaign
endorsers




Power saver

To save these.

Does yroiir covspiiter baep ov rumaing whan you'ie sot eossputing!
Dout your icrean &0 on buming and your dida tay pimming
wven when you're not around?

Learn how to save power..

“our computer is tquipped with & power managoment fiature that
sadlely and automatically puts manitors, ditk drives and athar pripheal
et it & lows powir state whan thiyre ot baing uted without
endangaring your dats, Not only docs the fuature st wiar and fear
o your camputer, i halps v dectricity, oo

Turvting on your pawir managownt feature is quick and oy, Shart by
sebecting the type of computur you own by dicking on of the buttons
belew, Than um through our aay-to-fellow imstrustion:.

M

Power Saver

* In all languages on the campaign website



http://ec.europa.eu/environment/climat/campaign/index_en.htm

Schools Programme



Schools Programme

e Target audience
— Secondary schools: pupils and teachers
— The future generation
— Open-minded, receptive, action-oriented
— Multipliers: influence peers and extended family

e Principle:
— Keep CO, diary
— Sign a pledge
— Additional suggestions posted on website



Objectives and success indicators

* Objectives

— Increase awareness of climate change and role of
iIndividuals

— Encourage the debate on climate change related
Issues In the class room

e Success indicators:
— Qualitative feedback from teachers
— Number of signhed pledges
— Downloads from the website



Tools

Europa Diary: over 1 million copies distributed
across Europe together with teacher’'s manual.
Diary is consulted 3.7 times per day.

150.000 school brochures
Promotional material

school section on
www.climatechange.eu.com

Change language

il )

In this section



http://www.climatechange.eu.com/

National collaborations

 Edelman network promotes the schools programme — action
plan developed in agreement with EC Representation

— Media relations

— Media partnerships

— Partnerships with Ministry of Environment
— Collaboration with teacher associations

— On-line promotion activities



Media partnerships

France: Science et Vie Junior — Belgium: Pureesoiree.be —
50.000 visitors per day
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Evaluation

e Schools programme:
— Participation as a percentage of contacts

— Number of final entries received through the
website

— Evaluation forms received from teachers

CHANG



Advertising
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Posters

Banners in 15 countries

— Austria, Belgium, Czech Republic, Denmark, Estonia,
Finland, Germany, Greece, Hungary, Ireland, Lithuania,
Luxembourg, Malta, Slovakia, Spain

Other billboards/transport media

— Cyprus, Czech Republic, Estonia, Greece, Ireland, Italy,
Latvia, Lithuania, Malta, Poland, Portugal, Slovakia,
Slovenia, Spain, UK

Estimated reach of all outdoor advertising - in excess
of 7 million



Press Advertising
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Press Advertising

e Full page advertisements in national newspapers in

14 countries

— Cyprus, Czech Republic, Estonia, Greece, Hungary, Italy, Latvia,

Lithuania, Malta, Poland, Portugal, Slovakia, Slovenia, Spain

— Full page colour advertisement on 6t June 2006

e Total circulation: 3,036,000



Online Advertising

CARS GENERATE 10% OF EUROPE'S
GREENHOUSE GAS EMISSIONS

TRAINS PRODUCE THREE TIMES
LESS CO2 PER PASSENGER

WALKING AND CYCLING
GENERATE NONE

YOU CONTROL
CLIMATE CHANGE.

* CHANG




Online Advertising

TURNING DOVWN YOUR HEATING
REDUGES GO EMRSI]NS AND
SAVES YOU .

MONEY '

LOWERING THE TEMPERATURE
BY JUST 1° GUTS EMISSIONS
BY UP TO 10% e

YOU CONTROL

* CHANG

CLIMATE CHANGE.




TV Advertising

Engaging commercials on MTV Europe and BBC World

 Animation on MTV Europe and
YouTube, Daily Motion, Ifilm, My
Space, Revver, Vimeo and Vsocial
Best ad in the Independent (UK)



http://www.mycarbonfootprint.eu/superheroes/

To be continued...



CHANG

TURN DOWN. SWITCH OFf. RECYGLE. WALK.
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