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EESBA's Public Awareness Campaign 

This report outlines the initial strategy for a campaign to raise awareness. 
understanding and support of Energy Efficient?. policies among policy makers in &e 
governmental ministries while acknowledging the role the Epptian Enerr\- Service 
Business Association (EESBA) plays as the leader in this field. This strategy has 
been formulated based on a series of meetings held from March to June 2002 betwen 
representatives of Nexant. EESBA and AED. 

After the submission of this draft ~ rowsa l .  AED ail1 work closelv with Nesant and . . 
EESBA to finalize the strategy and implement the public auareness campaign. 
EESBA's participation in the further design and implementation of this plan is 
essential. -&D $11 continue to support  exa ant and EESBA by: 

Finalizing the strategy over the course of follouing 4-6 weeks by presenting 
the ideas to key EESBA members in one-on-one meetings. AED recognizes 
that sufficient iime is needed to work on the final strate&.. It \rill develop an 
agenb'presentation by the end of August for the upcoming EESBA meeting 
in October. - Presenting the final strategy at a oneday retreat meeting of ESSBA in the 
second half of October. The consensus approval of this comprehensive 
strategy and a corresponding scheduled implementation plan uill be decided 
upon at this meeting. officially launching the rollout phase of the public 
awareness campaign. - Assessing the suengths and weaknesses of the campaign during its initial 
months (continuously until month SLX). according to benchmarlis established at 
the October meeting. Through this process of measuring h e  expected results. 
EESBA &ill be able to evaluate success and adapt outreach accordingly. 

ELEMENTS OF THE CAMPAIGN 

Target Audiences 

During a series of meetings held between Nexant. AED and EESBA representatives. 
the key audiences for the public awareness campaign have been identified as follous: 

E n e r e  policy decision makers (Mini- of Petroleum. Ministq of Electricip & 
Energy. M i n i m  of Industry. Ministry of Environment. Ministry of 
Transportation. Members of Parliament) - Press and Media 

Potential Clients: local indunn and large energy end-user consumers 
Financial institutions (commercial banks. leasing companies. invesunent funds) 
Energ)- efficiency (EE) service providers (potential m e m k r s ~  
ESSB.4 members 
lntemational NGOs. I ~ a l  NGOs. federations. s!.ndicates of engineers. 

professional socirtirs 
Engineerins professionals 



Core Strategy 

Based on the identification of the eight core target audiences. it is recommended that 
social marketing research be conducted with a select number of the target audiences. 
This will enabl;the campaign to develop and utilize those messages --and identify the 
most appropriate communications strategies. tools and vehicles - that will effectivel?- - -  . - 
reach these imponant audiences. This. in turn. will  ensure a monger level of 
compliance and appropriate response. Ideally. social marketing research and 
subsequent analysis would be conducted with all eight target audiences. For this 
report .4ED based its analysis on the partner perspective of the target audiences. 

The expected results, anitudinal changes and desired actions for each p u p  targeted 
by the EESBA public awareness campaign has been identified. Details of the 
propam goals can be found in the final &tion this report. Our core stratep- reflects 
these expected results and is as follows: 

1 ) Educate and engage currentlpotential EESBA members to advocate with 
government for policy and private industry for increased adaptation of EE 
practices. 

2) Generate pride in being a member of EESBA and a clear undemanding of 
membership standardsiorganization's code of ethics. - 

3) Gamer a real commitmentisuppo~'rec0gnition of EE policy measures 
among policq- makers in the governmental ministries and an 
acknGledgement of the role EESBA plays as the leader in this field. 

4) Raise awareness of EESBA with key audiences by linking the 
value/ecowmic impact of EE. with EESBA as preeminent source of EE 
business development opportunities and a powerful lobby for EE interem. 

5 )  Strategically target and amact new members (ultimatel>- leading to 
financial self-sufficiency of EESBA). 

6) Promote a greater understanding of EE issues among members of the 
press. encouraging ounership of EE and positive coverage of the topic. 

7) Generate a bener undemanding of how EESBA can build h e  capacip- of 
professionals in EE. enhance EE engineering careers and provide a Nong 
and serious forum for intellectual discussions on EE issues. 

8) Rally financial support and investment for EE companies. with EESBA 
\iew\ved as a resourceful facilitator. 

I. Identity and Brand Development 

.4ED suggests that the core identity of EESBA be solidified in order to effectively 
reach targeted audiences. This means: 

Development'improvrment of the existing graphic identity 
Creation of tagline. mission statement and core messages applicable to &I 
audiences 

* Finalization of customized messages for priority audience 
Creation'refinement of core identity tcwls. including: 

Update of current identity brochure to include member benefits. 
mission statemmt and tayline 



o Creation of EESBA information kit (for use primaril\- nith media) that 
would include one page fact sheets on EESBA capabilities. polic>- 
initiatives. background on economic value of EE. best practices. case 
studies. press releases: policy papers as applicable. a c .  

o Creation of EESBA marketing kit that would include power point 
presentations customized for specific audiences 

o Update EESBA web site 

11. Educate and Engage EESBA Members 

EESBANexant have agreed to initially engage a core p u p  of members. acting as a 
steering committee. to help finalize the ouneach strategy once .4ED. Nexant and 
EESBA representatives have done the initial development. The workshop:retreat 
being scheduled for October would provide the forum to: 

Provide an opportunity to present members with simple and clear membership 
standards and code of ethics 
Present the core objectives of EESBA through the presentation of the public 
awareness campaign strategy, thus coalescing suppon for and engagement in 
organizational goals 
Present and engage the members in finalization of the outreach matee 
regarding audiences. messages and tactics 
Create a sense of ounership among the EESBA members for the public 
awareness campaign 
Agree to the comprehensive plan and allow outreach to mot-e f0~31d 
expediently 

Prior to the retreat. EESBA and Nexant will provide feedback on the initial nrateg~ 
Once revisions are made, an additional small p u p  of EESBA members \\ill be 
solicited. on a one-on-one basis. to pro~ide initial feedback before the October 
workshop/retreat. At the retreat. EESBA members will be asked to nominate 
representatives who will cooperate on their behalf in implementing the EESBA 
Public Awareness Campaign. These representati\-es will form a steering committee. 

111. Raiue Awareness of EESBA with Key Audiences 

The tactics outlined in this section will serve to raise aw-arena of EESBA and EE 
nith key audiences; increase knowledge of EE with sen-ice pro\-ider companies: and 
strategically target and recruit new EESBA members. 

A. Media O o t m r b  

In order to raise awareness of EESB.4 with key government and private sector 
audiences. .4ED suggests that coverage of EE needs to be generated. Simultaneousl>. 
EE must be linked to EESBA as being at the cuning edge oithis issue vis a \-is 
economic \-alue. This \\ill'mean tarsetins prinr and broadcast media to: 



Establish EE as an imponant issue uithin the context of economic 
development (not within an environmental contest - EESBA does not \\ant to 
be addressing air pollution,global \\arming-t!pe issues with media which has 
generally been the case thus far). This \\ill require some issue education 
outreach to media initially via introducto~ meetings benveen EESBA 
representatives and journalists. informal. small breakfast lunch roundtables. 
etc. 
Establish EESBA as the primar). force!source of information on EE as it 
relates to economic development. Ultimately. the idea is to position EESB.A 
as one of the first sources a journalist will go to \\.hen covering EE. \\hai is 
often referred to as " h n t  of rolodex" wsitioning. - 
Identify opportunities for EESBA to utilize significant events relating to EE to 
raise their orofile with media. For examole. a government announcement - 
relating to EE or energy policy overall provides EESBA uith the opportunity 
to provide an industry response to media as well as to pro\ide media with 
additional information on EE as it relates to economic development. 
Create media oppommities via events or the release of national poll on EE. .a 
poll could demonstrate an unfulfilled demand for EE senices on the pan of 
both consumers and energy sewice companies. 

AED suggests that we create the follo\\ing media outreach tools designed as a famil?- 
of items to speak to the informational needs of the target audiences: 

a Information package that includes: 
Updated identity brochure 
Fact sheets on EE economic impacts. policy. ben practices. EESBA 
member benefits. etc. 
A Compact Disque (cd) introducing EESBA 
Biographies of key EESBA representatives 
Industr). case studies. featuring EESBA members. EE hen practices 
and bottom line impacts - Policy background briefs. as necessary - Press releases. as appropriate 

b. Marketing support package to be used by EESBA spokespersons and 
memben. This package will include many of the items in the information 
package along with power point presentations cunomized for he  different 
target audiences. outlines and note cards for presentations and basic 
guidelines (including key words) on hou to market membership in 
EESBA. 

c. Web site: the current site should be updated to include all the information 
included in the information and marketing packages. .A list of suggesled 
modifications is being submined \sith this repon. 

B. Event Sponsorship 

To raise awareness among key government and pritatr. sector audiences. EESB.4 
could sponsor monthly or bi-monthl! forums \ \ i th  high \ isihilip speakers lseleC1 



EESBA members. government officials. other EE espens) on issues related to EE 
topics. These events would attract potential EESB.4 members and government 
decision makers. generate media coverage for EESBA and raise visibility for EE 
overall. This could be a brunch. luncheon. dinner or the appropriate format for this 
type of event in Eglpt? 

It is also recommended that EESBA hold an annual Gala Event that is linked in some 
may to a prestigious cultural activity. This could be a high protile concert or a 
commissioned artistic event sponsored by EESBA held in honor of EE and 
membership. 

C. EESBA Sperker Placement 

Another means of getting EESBA in front of key audiences is to mategically target 
existing conferences, meetings. and roundtable events %.here EESBA members could 
be featuredhicluded. This could be conferences or seminars held by energy-related 
associations or maior business associations. EESBA members could use a customiLcd . 
version of the power point presentation to address the identified target audience 
AED could provide assistance in preparing these presentations. 

D. Sponsorship of a National Poll on Energy Efficiency 

One of the best ways to attract media and stakeholder attention on an issue is to 
sponsor a national poll. In the case of EESBA. this might be targeted to h e  9 
sector. polling some or all sectors of energy service to gage the level of awareness and 
demand for EE services. The release of the poll results by EESBA provldes a media 
eventicoverage. and an opportuni? to call on golernment declslon makers to presnt 
and discuss the results more in-depth. 

E. EESBA Bi-annual Newsletter 

Targeted to the energy business community and government decision-makers. a 
quarterly newsletter would be a tool for reinforcing EESBA's work and objecti\a. It 
would highlight EE as an imponant issue for ke?- audiences. It tvould also m e  as an 
informationalieducation piece for media. Such a newletter could include: 

Profiles of EESBA members 
Important statisticslnudies on EE impact on economic de\-elopmnt 
Timely policy overviews 
Features on EESBA-sponsored events. speaker placements 
Announcements of new EESBA members 
.qnnouncements of upcoming EE-related international and local e\.ents 



F. Timeline 

The suggested strateg! components are lined in an attached chart with recommended 
dates for implementation. 

G. Evaluation 

It is an important first step for the EESBA members to establish benchmarks from the 
start. These would be linked to a clear definition from EESBA objecti\-es and goals: 
the passage of certain policy measures. terrain percentage increase in private sector 
investment in energ?. efficiency (EE). x number of new members. etc. .&ED \\ill 
focus on soliciting this information in the one-on-one meetings in . - \ u ~ ' S e p t e m k r  
and create a final memorandum of understanding at the October meeting. Once the 
benchmarks are set. AEDMexant/EESBA can then figure out the kn way to 
evaluate work of the public awareness campaign and fine-tune the strategy 
accordingly. 

AED suggests doing a baseline study of some s o n  depending on the EESBA 
objectives. For example. if a percentage increase in the implementation of EE 
practices by the (targeted business) private sector is a goal. then a survey of curren~ 
levels of EE usage among that audience will be important. If an an~tudinal stud: 
measuring private sector and/or government stakeholder a\\iueness of EE is more 
important. that might also be a possibility. 



EESBA Public Awareness Campaign 
(2002-2003) 

Tools and I Target Groups 

Activities 

Informational Kit 
Package - Folders 
Stationary. Fact 

Newsletter 

- 

Roll-Out 
Schedule 

November 2002 

November 2001 
November 2002 - Xfay 2003 

(semi-annually) 
Speakers Program X 

X Pouer Point 

and ~ e d i i  
Roundtables X X November 02 - March 2003 
National Poll on EE X X December 2002 
Evaluation X No~ember 02 - March 2003 
Events x X X X X X X X NovemberO2- hlarch2003 
Gala Event X X X X X X X X Fehruan 2003 
Standards of Practice X March2003 

Presentation 
X 

I 

Web Site x i  x X X X X I ? (  X ' ~ o v e m b e r 2 0 0 2  I 

Workshop for X November2003 I 

EESBA members I 

Workshop for Press X December 2003 

I 

X !  x X X  
x x  X X 

X I  
X X  

I 

November 2002 - March 2003 1 
November-2002 I 



Annex 1 

Egyptian Energy Services Business Association (EESBA) 
EESBA Brochure and Web Site (Images) 



Annex I 

I I 

EESBA Web site and brochure. 



Annex 2 

Egyptian Energy Services Business Association (EESBA) 
Power Point Presentation 
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Annex 3 

Egyptian Energy Services Business Association (EESBA) 
Power Point Presentation 



I Strategic 
Communications 

Campaign 

Strategic Communications Campaign 
- 

Communications.. . 
I in Simple Terms 

Rational, Planned and Organized 
way of  inviting people 

to join in. 



Strategic Communications Campaign 

Integrated Approach 

Use Multiple Channels 

Be Active and Comprehensive 
Inform Everyone Who Needs to Know 



Strategic Communications Campaign 

The Targeted Audiences 

Ress and Media 

Local Industry 

Financial Institutions 

Strategic Communications Campaign 

The Target Audiences 

EE service providers 

ESSBA members 

Engineering professionals 



Strategic Communications Campaign 

Studying the Target Group 

Social Marketing Research 

Expected Results/AttitudeslACtions 

Framing the Message 

Tools and Activities 

Meanaing the Results 

Omnibus Study - September 2000 
O v d l m i n g  majority of 

respondents desire more infonpation on EE 
79% accord high priority to EE 



I Strategic Communications Campaign 
- -. - - 
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Disincentives perceptions oi,& \+'= 

Strategic Communications Campaign 

"RAINING" 
ENERGY EFFICIENCY 

Economic Development 

EESBA: Rimary EE Force 

EESBA Always Present 

Media Oppommities 



Strategic Communications Campaign 

Elements of the Campaign 
* OUTREACH & EDUCATION 

EVENT SPONSORSHlP 

SPEAKER PLACEMENT 

EE NATIONAL POLL 

EESBA BI-ANNUAL NEWSLETTER 

EVALUATION AN9 MOMTORTh'G 

I Strategic Communications Campaign 

I O A C H  TOOLS 
a Information Package -+ Finmiai Insf,tutions \ m PM and ~ e d i a  

= Local Industry 

b. Speakers' P r o m  ---, = Policy Makers \ . Financial 1n"futirm - Local lndustr~ 

c. Web site - Press and Media 



Strategic Communications Campaign 

EESBA SPEAKER 
PLACEMENT 

Strategically f&mclude EESBA at 
conferences, meetings, and roundtable events. 

Policy Makm 
Financial Institutions 

= Local Lndustry 

EESBA BI-ANNUAL 
NEWSLETTER 

Profiles of EESBA Members $$ 

Statisticslstudies about EE .*"t;,*<\Q +$ $5 
Timely Policy Overviews \;.. .,a\ & 

9" *$= &*+ 
EESBA-Sponsored Events <\* -ax* 
A ~ 0 ~ 1 ~ : e m e n t s  t* 

- New EESBA Members 
- Upcoming EE-Related Events 



Strategic Communications Campaign 

EVENT SPONSORSHLP 

= Forums 
Gala Event (prestigious cultural activ 

Strategic Communications Campaign 

NATIONAL POLL ON EE 
Allma media and aakehok  anemion 



Strategic Communications Campaign 

EVALUATION AND 
MONITORING 

Strengths and weaknesses 
Measure e-cted results 

= Evaluate success 
Adapt outreach accordingly 



Annex 3 

Egyptian Energy Services Business Association (EESBA) 
Target Group Sheets 



Target Groups, Customized Messages and Lines of Action 1 

The information outlined on the follo\\ing Target Group Sheets was gathered based 
on the panner perspective. It is recommended that social marketing research be 
conducted mith a select number of these core target audiences. This will enable the 
campaign to develop and utilize those messages - and identie the most appropriate 
communications strategies. tools and vehicles - that \\il l  effectively reach these 
imponant audiences. This in rum \rill ensure a stronger level of compliance and 
appropriate public response to this strategic campaign. 

Ideally. social marketing research and subsequent analysis would be conducted with 
all target audiences. However. recognizing that limited resources ma) curtail the 
scope of the research capable concerning the target groups. the following are 
suggested as those groups most likely to yield greater undemanding for P.AC 
designers through social marketing research: 

Local Industry. Large Energy End-Usen 
Financial Institutions 
Engineering Professionals 



Target Groups, Customized Messages and Lines of Action 3 - 

Target Group #I: Key Stakeholderfinerg policy decision makers (hlini* of 
Petroleum. Ministr). of Electricity 8: Energy. Minis- of indust?. Xiinistry of 
Environment. Mininr?. of Transportation. Members of Parliament) 

Expected Raults/AttitudedActions of the Target: 

Real commitmentlsupportl~~~opition of E n e r a  Efficiency (EE) policy measures and 
an acknowledgement of the role EESBA plays in policy advocacy and as the leader in 
this field. 

Framing the Messages: 

the government 
Possible incentives Policies already exist. thq\ onl? need to be f o c u d  on 

, Desire of private seaor to take the lead on EE 
Possible disincentives Sluggish bureaucrat) 

Other agendaypnorities 
Weak belief rn EE and its rmponance 

- 

: Perceptions~'Misconceptions EE practices will evolve in E g p t  without the actiw leadership 
of EESBA 

EE is a foreign concept not relevant to the E e p i a n  
circumstances 

Economic development is dependent on less qular ions  on EE 
Probiems~Obstacles Could become absorbed in other priorities 

Could loose interen in EE 
Decision makers change as well as agendas 

Messages 

Potential Communication TooWActivities: brochures. round table discussions. talk 
shows on TV. radio programs. gala events. letter campaigns 

1. Economic benefits 
2.  Energy efficiency increases the competitiveness of Eglptian 
Industries 

Measuring the Results: polling and suneying knowledge about EESB.4 and its 
activities. clippings program to note press coverage. documentation of materials 
produced. noted changes in policy maker support. repons of regulation enforcement. 
hits on the web site 

I 3. Environmental benefits: p m z a t i o n  of natural resources 
' introduce EESBA. 
4. Introduction of EESBA as a businas m i c e  organization 
capable of leading to greater compliance with EE initiatives 
5 .  Providetincrease incentiveslmechanirms for EE compliant 
companies (activate those in Law 4) 
6 .  Clean environment reflects on the public m d  and stabilie of 



Target Groups, Customized Messages and Lines of Action 3 

Target Croup #2: Press and Media 

Expected ResultdAttitudes/Actions of the Target: Greater understanding of EE 
issues and its impact on economic development. ownership of EE issues and positi\-e 
coverage of EE issues in Egypt accompanied by a consistent ackno\\ledgement of the 
role EESBA plays in this sector 

Framing the Messages: 
Messages 1 I. Introduce EE. success stories. statis~L~s and benefits i 

I 2. Media has a role in promoting EE concepts and practices 1 1 3. Introduction of EESBA as a business development association I 
i I and catalya for EE in E E ~  

4. EESBA Promotes environmental benefits 
5 .  EESBA helps local companies become more efficient 
increasing competitiveness. creating jobs and opening new- 
market opportunities 
6. EESBA helps local companies become more competitive on 
the national and international d e t  
7. EESBA is where EE service providers and service consumers 
meet 
8. EESBA promotes certification of en- managers 
9. EESBA creates careers in EE through its courses and 
certifications 
10. Explanation of the c o w  
I 1. Schedule of events and courses 
12. Past events 

Possible incentives EESBA and its activities are neusworthy. imponant and 
contempow. 

Those reporting on EESBA activities can \\in friends among - 
the policy make< 

Possible disincentives Not convinced by EESBA's leadership role (Ihe need for it or 
the need for EE oractices) 

Other priorities 
Perceptions/Misconceptions Nothing is reall!- happening new in Eap t ' s  seaor 

A lot of talk and not much action 
EESBA is not actually influencing economic development 

ProblemdObstacles Find fault in EE 
Report unsuccesshrl anempis to c o n m  to EE practices 
Vent frustration wilh EESBA 
Bad press 
Vn~illingness to co\-er events 

Potential Communication TooWAetivities: press packets. seminars. site visits. vade 
show booth 

Measuring the Results: polling and suweyinp knowledge about EESBA and its 
activities. clippin_gs program to note press co\.eraye. dwummta~ion of materials 
produced. noted changes in polic! maker suppor~. reports oireylation enforcement 
hits on the \veh site 



Target Groups, Customized Messages and Lines of Action 4 

Target Group#3: (Potential Clients) Key Stakeholden' Local industry and large 
energy end-user consumers 

Expected Results/Attitudes/Actions of the Target: De\elop anareness of h e  value 
of EE services and view EESBA as: 

1 .  A Business Service Association that facilitates EE compliance 
2 .  A provider of cost-effective solutions to abide with the l a w  
5. A center for energy senice business 

Framing the Messages: 

1 I Messages 1. Introduce EE practices and benefits and how to comply 
1 

i 
2. EE Statistics I 

3. EE success stories 
4. Introduce EESBA as a source of technical and business I 

development sotutions 
5. EE and EESBA can help local industries increase their 
national and international competitiveness. leading to economic 
benefits 
6. Compliance with EE and EESBA membership (why and 
procedures) 
7. Membership and compliance is prestigious 
8. Training certification p r o w  is cheaper for members 
9. EESB.4 brings more sustainabiliv to energy end-user 
companies 
10. EESBA has mernben that can help companies become EE 

Possible incentives EESBA senices are needed 
Industr). and large energy end-user staff need a leader to p& 

them in gaining the suppon of policy makers 
EESBA can keep EE on 'The front burnerUmer 
Need for international markets 
Membership and compliance is prestigious 

Possible disincentives Compliance is costly. no means of financing 
Not convinced by EE. 
Other priorities Membership fees 
No need for international markets 

Perce~t ion~isconce~t ions . EESBA is just another assmiation. does not concern them 
~ e m b e n h j ~  is too coal) 
EE is onl>- for affluent companies lhat can afford the lusun of 

thinking about such espensive aspecls of production. 
EE does not influence the bottom line 
No need for international markets. they are too dimcult 
Successful businessmen must stick togelher and lobby for their 

interests 
The!- have linle say in decision making 
EESB.A is just an organization that distracts bosses 

Problems;Obstacles hlanagement changes along u-ith priorities and agendas 
Improvement in the bottom line is not quick enough 



Target Groups, Customized Messages and Lines of Action 5 

Potential Communication ToolslActivities: brochures. round table discussions. talk 
shows on W. radio programs. gala events. lener campaigns. membership drives. 
sponsorship of cultlual actibities. interactive web sire. materials documenting success 
stories. rewards for membership (season tickets to the soccer games). events hat  
associate EESBA nith celebrities. movers and shaken. prestige building activities 

Measuring the Results: polling and surveying knowledge about EESBA and its 

activities. clippings program to note press coverage. documentation of materials 
produced. noted changes in policy maker support repons of regularion enforcemenk. 
hits on the web site 



Target Groups, Customized Messages and Lines of Action 

Target Group M: Key Stakeholders1 Financial institutions (commercial banks. 
leasing companies. investment funds) 

Expected Results/Attitudes/Actioos of tbe Target: 

Providing financial support and investment opportunities in EE with EESB.4 vie\bed 
a .  a source for projects 

Framing the Messages: 

Messages 

Possible incentive 

Possible disincentives 

enough for these i~t i iut ions to consider special financing I 

pr0-s j 

1. Introduce market for EE in E a p t  
, 
j 

2. Statistics of EE companies 
3. Economic profiles of EE companies ! 
4. EE increases the international and national competitiveness of / 
Egyptian companies (increasing re\-enues on investmentsl 
5. Introduction of EESBA 

I 
6 .  EESBA can bring new business initiatives to the table by 
enhancing (acting as a catalyst) the EE market 
7. EESBA is a reference for EE viabilih 
8. EESBA maintains the quality nandards in ihe EE sector. 
assuring EE performance (code of ethicspractice) 
9. EESBA can generate more funds for future investment 
10. EESBA is a catalyst for economic pnlh ! 

They want and need economic gmulh to sun-ive 1 
EESBA provides rationale for investment in EE j 
Risks 
Not enough visible suppon h m  policy makers 

Perceptions,'Misconceptions 
Problerns~Obstacles 

Potential Communiration TooWActiuities: brochures. fact sheets. material 
documenting success stories. round table discussions. site visits. talk sho\\r. dim! 
mailings. phone campaigns 

Other priorities 
f 

EE doesn't guarantee returns on investments I 

EE companies could default on loan pa)ments 
EESBA membersh~p and EE compliance does nr grow f a  1 

Measuring the Results: polling and suneying knowledge about EESBA and its 
activities. clippings program to note press coverage. documentation of materials 
produced. noted changes in polic! maker suppon. reports of regulation enforcement. 
hits on the web site 



Target Groups, Customized Messages and Lines of Action T 

Target Group #5: Key Stakeholders! Energy Efficienc~ Semice Providers (potential 
members - those who have yet to join EESB.4) 

Expcted Results/Attitudes/Actions of the Target: 

Engagement of relevant companies in EE and stimulate their interest in joining 
EESBA 

Framing the Messages: 

Messages 1. Huge market in EE semices (market driven ideal 
2. Introduction of EE and how logical it is (it  adds to the value 
of companies) 
5. Statistics about the market. what is needed and in what sector 
4. Introduce EESBA as a business development association 
5. EESBA can act as a lobby for EE companies. will a3 as 
collective voice in representing EE induse- interests in hont of 
policy makers 
6. EESBA's leadership will assist companies to be more 
competitive and have i n c d  economic benefits 
7. Compliance with EESBA regulations and membership code of 
ethics (why and procedures) 
8. Membership is prestigious 
9. Training certification programs and accredilation is cheaper 
for members 
10. EESBA is a forum for capacity building and enhanctng 
professional business practices 

Possible incentives 
I I. Examples of EESBA's activitres and smices 

EESBA senices are needed 
ESCOs and Energy Pro\-iders need a leader to guide them 
They want the support of policy makers and EESBA has the 

ability to take on the responsibility of keeping EE on %e front 
burner" 

EESBA draws positive anention to them and opens the 
dialogue on issues that are imponant to them 

Need for international markets 
Membership and compliance is prestigious 
Training cerrification program is cheaper for members 

Possible disincentives Compliance is c o s t l ~  and no means of financing 
Not convinced b!- EE 
Other priorities 
hlembership fees 
No need for international markets 

PerceptjonsMisconceprions EESB.4 is not active or effective 
hlembership is too costly 
EE is onl!- for at3luent companies that can afford the luxup of 

thinking about such expensive aspects of production 
EE does not intluence the hottom line 
S o  need for international markets. the! are tcw dillicult 
Successful htistncssmen mttqt lot+! therr rntzrertr 



Target Groups, Customized Messages and Lines of Action 8 

Potential Communication TwWActhities: brochures. round table discussions. wlk 

Problems/Obstacles 

shots on TV. radio programs. gala events. letter campaigns. membership drives. 
sponsorship of cultural activities. interactive web site. materiais documenting success 

Management changes along ~ i t h  priorities and agendas. do not i 
No improvement in the bonom line quickl! enough after 

initiating EE practices 

stories. re&& for membership (season tickets to the soccer games). events rhat 
associate EESBA with celebrities. movers and shakers. linking the organization to 
prestige. site visits. phone campaigns. trade show booths 

I Energz- shonages confuse the benefits of EE pct ices  I 

Measnring the Results: polling and surveying knowledge about EESB.4 and its 
activities. clippings program to note press coverage. documentation of materials 
produced. noted changes in policy maker support, repons of regulation enforcement. 
hits on the web site 



Target Groups, Customized Messages and Lines of Action 

Target Group #6: EESBA members 

Expected ResultslAttitudes/Actions of the Target: Realize h e  \.slue of being a 
member and create a sense of o~nership  through a clear understandine of the 
membership standards and the organization's code of ethics. 

Framing the Messages: 

[ Messages 

1 
I 
I 

1. Introduce EESBX code of ethics i 
I 

2. Membership lists 
5.  Success aories 

I 

Possible incentives 

i Possible disincentives 

Potential Communication Twts/Activities: brochures. fact skets. material 
documenting success stories. web site. direct mailing 

Pride in what they are doing 
I 
1 

Strong belief in the organization 
EESBA can enhance their image 1 
Not feeling the rewards of being involved in this organization 1 

I 

/ Perceptions,'Misconceptions 
I 

Measuring the Results: polling and sme)ing. clippings program to note press 
coverage. documentation of materials produced. noted changes in policy maker 
support. reports of regulation enforcement hits on the web site 

Egypt isn't making much progress with EE 
EESBA isn't making enough of a difference in their bonom line / Problems/Obstacles i I 

I I ! 
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Target Group #7: International NGOs. Local NGOs . Federations. Syndicates of 
Engineers. Professional Societies. Local NGOs . Federations. S\ndicates of 
Engineers. Professional Societies 

Expected ResultslAttitudcslActioos of the Target: 

Support EE initiatives and view EESBA as a partner 

Framing the Messages: 

Messages / I n d u c e  EESBA. 1 

EESBA is a \ iable partner in E e p  for EE ~nternational 1 
collaborat~on 1 

Can organize workshops and provide speaken for national and / 
international conferences I 

1 EESBA keeps EE on the table \nth Egyptian policy rnakm i 
I 
< 

Possible incentives They like to network I 
Good for them to know that the!- have a parmer in E p p t  ~ 

pioneering EE with counm specific experiences that could k 
helpful and insmtional 

Possible disincentives No relevance to their circumstances 
EESBA is too young to offer success stories that -ill help 

them 

PerceptionslMisconceptions Egypt isn't making much p r o p s  uith EE 
No organization such as EESB.4 exists 

Problems/Obstacles Difticult to identie NGOs interested in E ~ p i a n  EE 
experience 

No funds to sponsor exchanges 

Potential Communiestioo TooWActivities: brochures. fact sheets. material 
documenting success stories. web site. direct mailing 

Measuring the Results: polling and sun-eying kno\vledge about EESBA and its 
actit-ities. clippings program to note press co\-erage. documentation of materials 
produced. noted changes in policy maker suppon. repons oi regulation enforcement. 
hits on the web site 



Target Groups, Customized Messages and Lines of Action 

Target Group #I?: Engineering professionals 

Expected Results/Anitudes/Aetions of tbe Target: 

A better understanding of how EESBA can build the capacity of professionas in EE. 
enhance EE engineering careers and provide a strong and serious forum for 
intellectual discussions on EE issues 

Framing the Messages: 

1 Messaees I 1. EE basic conceuts 1 
I 

Increases their knowledge through access to information I ) Possible incentives 
Possible disincentives Too many other immediate concerns 

- ~ 

~~C 

Not convinced that EE is a priority I 

PerceptionsMisconceptio11~ EE is a foreign concept not relevant to the Egyptian 
circumstances 

Economic development is deuendent on less M a t i o n s  on EE 

8. EESBA links EE to the business side 

i 

2. Importance of EE worldu-ide i 

EESBA cornparti& are succ&ful so EE rnun & \iaMe 
Problerns/Obstacles blight not take EESBA seriousl: 

3. lntemational glimpse at how EE effecrs economies. business 
firms and engineering life 
4. Introduce EESBA. its role in enhancing carem and business 
in EE 
5.  EESBA is a viable partner in E g g  for EE international 
collaboration 
6. EESBA is an organizer of courses for EE certification 

I 7. Examples/outlines of EESBA acti\ities 

Potential Comm~lnication TooWAetivities: brochures. fact sheers. material 
documenting success stories. round table discussions. site visits. talk show. d i i t  
mailings. phone campaigns. trade show booth 

' 

i 

Measuring the Results: polling and surveying knowledge about EESBA and its 
activities. clippings pro-eram to note press coverage. documentation of materials 
produced. noted changes in policy maker support. repons of regulation enforcement. 
hits on the web site 


