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What did we do?

INPUTS

Review national EE
communication campaigns

Identify groups with
communication programs
on EE

nterview key stakeholders

ViRl Survey energy consumers

ANALYSIS

> Analyze ongoing campaigns
> Assess audiences, channels
> Survey opinions on energy efficiency

> Review successes, lessons learned

OUTPUTS

Communication Needs
Assessment

Six Key
Recommendations



In-depth analysis of national EE campaigns in India

PCRA BEE EESL NDTV Shakti

IEC campaign on fuel 1EC campaign on ILedTheWay Mission Energy Utility CEO
saving energy saving campaign on TV campaign Forum
DELP




Educational Campaigns by PCRA

Industrial Transport Domestic Commercial

Energy Efficiency in industry Fuel efficiency, driving habits, Fuel, electricity saving tips at Energy Efficiency in buildings,
through Energy Audits and car-pooling. homes, Star labelled equipment Energy Audits, Star labelled
operating practices equipment




“ILedtheWay” campaign by EESL
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Communication Campaign by BEE T
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National Energy Conservation Awards

Organized annually to recognize innovation, achievements in  energy

qrad
oy v gy g v & sl o Peeiiiies ov-dl @l stative gespd & ey ot &

.
\ = ahion o = e T —
VN == o T I T —

Ty T EId Aot Gl e
R [ E - S o
—F Fw Sy s T A e ve T T T e i
— ey =S = T "mm
R oy srTee =3 =] -
= T S T T

ﬂl-"ﬂhllmﬂdﬂtnﬂnn“t.m--ﬁlﬂ_‘tlﬂmf
o g e dan & e o “ t

\\ l Held on National Energy Conservation Day, communicated e o o e —E—

Presiin Al wre wal o 4 T vy v el Wk e A v e e

through newspaper ads

it b poel e BT ol 4 ol 0 o el e l—HI—t-r St A 8 e vt ok e
= e Wy v O et o e Y-

wt gy el @ wrw g @ S
arlre 2e fawae, 2008 @

* T T e sl e TRt YT FYR F TR i e e o W e
Rymewt f)

® Eligible sectors: industry, buildings, railways, manufacturers of e e

\'I

gepe @ Passrs w Fete e S wt v fadite abed f e @ Bre eae m«mmcqwu-mu

.ed appliances, electricity distribution companies | e

sh

wafive od wrssfives O worf aary

invested 238.4

billion INR in achieved an annval short payback saved 2,598

Participating units 1
monetary savings of period of only 11 million kWh of

in NECA 2015

. energy conservation . .
collectively g|¥1eusures 292.8 billion INR months electrical energy




Mission Energy — NDTV
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Stakeholders Interviewed

W N -

Policy makers

Implementing agencies, service

providers

Specific as well as common
communication needs were
identified for each target
group, depending on their

role in promoting EE



Communication Needs Assessment

Need to raise awareness on EE was acknowledged
across all stakeholder groups

v' Institutional stakeholders and consumers responded
that EE policy in India is moving in the right direction

v Time is right to broaden the reach and deepen the
coverage of EE policies

v" Need to reduce bureaucracy, provide adequate budget

v Need to tailor messages to audience groups
(industrial distinct from consumers)
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No. of Respondents

7

Significance of Importance of EE
EE Awareness

m Somewhat Important ® Very Important

m Right Direction - Strongly Agree
m Right Direction - Somewhat Agree
® Wrong Direction - Strongly Disagree



6 Recommendations for Making EE Campaigns More Effective
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Develop Effective Build Streamline
Messaging Implementer’s Operations &
Capacity Processes

v’ Distinctive v" A must for 4 Message v’ Creatives

development and
approvals

v’ Media buying

v’ Differentiated behavior change development
workshops

v’ Media training

)

Enable Close Conduct Impact
Coordination Assessment

correction
v’ Optimize expenses

by tech. team
v Quicker TATs




