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Abstract

 

Unnecessary energy consumption can be avoided easily by
making intelligent decisions when buying and using house-
hold equipment and hence cut the electricity bill and re-
duce carbon dioxide emissions. This is the key message
imparted by the information campaign on energy efficiency
for private households. The campaign addresses three main
topics: the reduction or avoidance of stand by energy con-
sumption of consumer electronics and IT-equipment, ener-
gy efficient high quality lighting and energy efficiency in the
white goods sector.

Consumers are addressed via a broad range of communi-
cation measures highlighting the efficiency issue. These in-
struments include advertisement in nationwide print media,
regular press releases, public relations activities etc. Special
information material are made for young people as well as
for the Turkish minority in Germany.

The main strategy of the campaign is to co-operate with
retailers: consumers are to gain information on energy effi-
ciency at the point of sale where domestic appliances and
lighting equipment are sold. The campaign offers informa-
tion for the point of sale including brochures for customers
as well as for sales assistants. By December 2004 approxi-
mately 7 200 points of sale all over in Germany were
equipped with the campaign’s information. 

The German national energy agency (dena) runs the in-
formation campaign in co-operation with the German asso-

ciations of power suppliers, the German foundation for
environmental protection and the Federal Ministry of Econ-
omy and Labour. The campaign started in 2002. Its aims are
to araise consumers’ awareness, to inform consumers on en-
ergy efficient appliances and give motivation when buying
and using them. Through these aims the campaign should
contribute to reduce carbon dioxide emissions in the private
sector . 

In order to measure the campaign’s impact a quantitative
analysis is carried out. First results show a change in public’s
awareness and attitude towards energy efficiency.

 

Introduction

 

Between the years 1990 and 2003, power consumption of
German private households increased by 17% (Arbeitsge-
meinschaft Energiebilanzen 2004). This tendency is ex-
pected to persist if no countermeasures are taken. In order
to contribute to a reduction of the increase of electric power
consumption in the domenstic sector an information cam-
paign on energy efficiency was launched in 2002. Its aim are
to araise consumers’ awareness, to inform consumers on en-
ergy efficient appliances and give motivation to make an en-
ergy efficient choice when buying and using them. Through
these aims the campaign should contribute to reduce carbon
dioxide emissions in the private sector.

The campaign addresses three main topics of domestic
power consumption: the reduction or avoidance of stand by
energy consumption of consumer electronics and IT-equip-
ment, energy efficient high quality lighting and energy effi-
ciency in the white goods sector. The aspect of buying
electronic equipment and lighting with a high standard of
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energy efficiency is appealed to as well as the aspect of using
it in an energy saving way. 

The German nationwide campaign on energy efficiency is
an effort of the “Initative EnergieEffizienz” – a cooperation
between the German national energy agency (

 

dena

 

) and the
national associations of power suppliers.
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 The campaign is
supported by the German Federal Ministry for Economy
and Labour and the German foundation for environment
protection.

The task of the ”Initiative EnergieEffizienz” is not only
to provide information on energy efficiency. Its main chal-
lenge is to convince people to change their habits and atti-
tudes: to buy electric/electronic equipment and lighting
with high standards and use them accordingly. Besides, en-
ergy efficiency is a topic of general low interest and agenda
setting for this issue remains difficult. One of the leading
questions for the development of the campaign and the
communication approach was therefore: How to communi-
cate “energy efficiency” in order to get the message to the
people and to address their behaviour?

In the run-up to the campaign, previous activities in this
field were analysed like campaign’s on energy saving run by
power suppliers as part of the least-coast-planning approach.
This includes the campaign ”Kunden-Energie-Spar-Service
(KesS)” by RWE Energie AG (Wuppertal Institut, 1995),
”eneryCity” by Stadtwerke Hannover (Stadtwerke Hanno-
ver, 1998) and ”Meister Lampe” by Freiburger Energie-
und Wasserversorgungs-AG (Öko-Institut, 1996). The anal-
ysis also includes information campaigns on energy efficien-
cy like the activities by the Energiestiftung Schleswig-
Holstein covering the issues stand-by and lighting (TNS
Emnid, 2001/2002 ) as well as the ”Kampagne zur
Förderung von Energieeffizienz bei Unterhaltungsele-
ktronik” by the Berliner Energie-Agentur (Berliner Ener-
gieagentur, 2001). The latter focused on the cooperation
with retailers in combination with advertisement and/ or
public relations. The analysis of the experiences and evalu-
ations of these campaigns was taken into account by the de-
velopement of the information campaign by ”Initiative
EnergieEffizienz”.

In the following, the approach of the ”Initiative Energie-
Effizienz” (how to adress people’s awareness, attitude and
habits concerning energy efficiency in private households) is
laid out, first results are shown and conclusions for forthcom-
ing activities within this field are drawn. 

 

Getting the message to the people 

 

The base line message of the campaign is: unnecessary en-
ergy consumption can be avoided easily by making intelli-
gent decisions when buying and using household
equipment. While doing so, people cut their electricity bills
and at the same time help to reduce carbon dioxide emis-
sions. 

The campaign uses a positive communication approach.
It does not point at “misbehaviour” nor does it draw horror
scenarios of the possible outcomes of climate change. In-
stead people are shown their personal benefits of their act-
ing when taking energy efficiency into consideration. For
example, the campaign shows how much money can be
saved by using energy saving light bulbs or when using high-
ly efficient white goods. It’s a personal choice for an intelli-
gent and modern lifestyle and helps to save money. Practical
advice is given like how to recognize that the e. g. hi-fi re-
mains in stand by even though there is no little red light
shown. The campaign offers facts, figures and services like
data on white goods via internet (www.initiative-energieef-
fizienz.de). At the same time, the intention is not to “out-
law” or “discriminate” e. g. stand by functions. Instead, the
aim is to raise public awareness of useless energy consump-
tion which can easily be avoided without loss of comfort or
services – not on energy consumption or on energy using
equipment and functions itself. In other words, the cam-
paign gives incentives to use energy efficiently by providing
information on how to do it (easily and without afford) while
at the same time it shows people their personal advantage of
doing so. Thereby, the general topic “energy efficiency” is
aligned to people’s everyday life.

In general, energy efficiency is a topic of low interest. In
order to rise public awareness, the campaign uses a profes-
sional concept of integrated communication combining a
broad range of communicative measures like advertise-
ments in large circulation nationwide print media such as
the newsmagazines “Der Spiegel” and “Focus”, regular
press releases, interviews and reports in nationwide broad-
casted TV and radio shows, events etc.

Several communication agencies have been invited to de-
velope a communication approach of the campaign. They
were asked to base their proposal on research concerning the
(media) market and consumers attitude and behaviour as
well as to give a definition of the target group. The main re-
sults of their analysis were
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:

 

•

 

Many people in Germany are already convinced by the 
ideas of enviroment protection and energy saving in gen-
eral but do not always act accordingly. At the same time, 
“energy” and “energy saving” are very abstract issues. 
Thus, precise options for action have to be made and per-
sonal advantages have to be laid out.

 

•

 

In order to get people’s attention and interest, an infor-
mation campaign on energy efficiency has to adapt to 
people’s customs related to advertisement and informa-
tion in general. Thus, the communication approach 

 

1.  German energy suppliers have signed a self commitment to reduce carbon dioxide emissions to support the targets of the german government. This self commitment 
addresses different measures to carbon dioxide reductions in the field of electricity production as well as in the field of electricity consumption.
2.  Statements by the communication agencies ”Ahrens & Behrent”, ”fischerAppelt” and ”boy” made during oral presentations. 

Figure 1. The Logo of the ”Initiative EnergieEffizienz”.
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should not come along moralising and has to avoid an old 
fashion “eco-image”.

The approach chosen by communication experts of the “In-
itiative EnergieEffizienz” convinced by using a concept of
integrated communication and at the same time focussing
on public relations. This approach allows to spread informa-
tion (including precise options for action) and not only a
statement by advertisement. At the same time, it allows a
broad distribution of information despite the fact, that the
campaign’s budget of around 13 million Euro is little com-
pared to the budgets of advertisement campaign’s by the in-
dustry. The target group was defined as “consumers from
age 9 to 99” with the main focus on the younger generation
up to 40. In order to optimise the communication approach,
a qualitative research was carried out, testing the advertise-
ment concept and the information brochures. As a result, de-
sign and content of the information material was revised.

Energy efficiency is given a modern image. The campaign
works with an up-to-date communication approach using
humour and modern language as well as life style pictures
and bright colours. As for the advertisements the reader is
confronted with a portrait where the person is giving a state-
ment with humorous double meaning. Some information on
energy efficiency can be found in the text below. For exam-
ple the white goods contains the headline “He looked good,
so I took him with me. Ever since I had to pay for him dear-
ly.”
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 Below the consumer finds some information on energy
efficiency in cooling equipment. Commercial postcards dis-
tributed free of charge in bars and restaurants and advertise-
ments in public transport use the same mechanism of
humorous double meanings. At first, the message seems to
be about a love affair, only when reading the subtitles it be-
comes clear that the message is referring to the energy effi-
ciency issue. As an example Figure 2 depicts the
advertisement addressing the stand by topic.

Information brochures of the campaign contain detailed
facts and comprehensive advice on how to increase energy
efficiency in a private household. Still, its language is not
technical but easy to read and offers high quality informa-
tion. The format of the brochure is very handy, life style pic-
tures and professional design pick up the reading habits of
consumers these days. More than 5,5 million brochures
were distributed since starting campaign’s activities.
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The communication strategy of the information campaign
on energy efficiency focuses on public relations. This allows
providing more detailed information and opens up the pos-
sibility to get people “involved” – which is necessary when
the aim is to make people change their habits and attitudes.
Press releases designed for publication in newspapers and
popular magazines are distributed regularly covering a broad
range of subjects related to energy efficiency. Examples in-
clude the outcome of an opinion poll on the divulgation of
fluorescent lamps and an example calculation highlighting
the energy and money savings potential when stand by
functions are used only when necessary. The press releases

were taken up – amongst others - by key nationwide news-
papers as e.g. the “Süddeutsche Zeitung” or the “Frankfurt-
er Rundschau” as well as by the yellow press like the most
popular German tabloids “Bild” and “Bild am Sonntag”.
From October 2002 until end of 2004, around 3 000 articles
were released in newspapers and magazines, respectively
broadcasted on TV or radio. Many of those were giving de-
tailed background information while others mainly commu-
nicated some basic energy saving advice and the contact
details of “Initiative EnergieEffizienz” for further informa-
tion. 

Further public relation activities are organized by “Initia-
tive EnergieEffizienz” like a design contest for luminaires
using an efficient fluorescent lamp, exhibitions on energy ef-
ficiency, promotion activities etc. There have always been
two basic ideas behind these activities. First of all, to make
the message so attractive that even people not interested in
ecological issues or energy efficiency in general get curious.
Secondly, to get people involved and make them think
about energy efficiency. For example, an exhibition on ener-
gy efficiency was shown in shopping malls – a place where
people normally go only for shopping but not for seeking in-
formation on energy efficiency. At the same time the exhibi-
tion was made very attractive by including interactive
components and a playful contest. The exhibition was
shown for about five weeks in different places and within
this period of time more than 3 000 people got personal con-
sulting by the staff of the “Initiative EnergieEffizienz”.

The communication concept is completed by an internet
portal providing detailed background information, and a

 

3.  In German, the article of the word „fridge“ is masculine.
4.  There are continous repeat orders for brochures from the campaign’s retailers. This might give a hint that the distribution to the private consumers works well. Further-
more the retailers reported that the broschures are very helpfull to give advice for consumers. They reported about the high information level and usefullness of the materi-
als for the point of sale.

Figure 2.  Advertisement pointing at energy consumption caused 

by stand by functions.
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free of charge consumer hotline reachable 24 hours a day. All
communication activities are interconnected. The URL of
the webpage and the telephone number of the consumer
hotline are always mentioned on  press releases as well as on
advertisements or brochures. Special events like exhibitions
or promotion activities were announced via press informa-
tion etc.

Some information brochures and activities are developed
for specific target groups like the Turkish community in
Germany for whom the brochures were translated into Turk-
ish (Fig. 3). As young people are top users of IT-equipment
and consumer electronics some activities were specially
made for teenagers providing information on stand by. For
example, a computer game was developed presenting a boy
who had to switch off all electronic devices in a minimum
amount of time before leaving the house. This jump ‘n run
computer game takes the interests of young people into ac-
count while at the same time points to the message “stand
by means energy consumption – therefore: better switch
off“. In order to approach the target group the game was pro-
moted in co-operation with the internet branch of a popular
teenage publication and with a computer games magazine.

For more detailed information a CD ROM with teaching
materials were developed including working sheets for
physics lessons, background information for the teachers,
some ideas on experiments and school projects etc. This CD
ROM is offered to all German schools which are very inter-
ested in the teaching material.

 

Information at the point of sale 

 

The easiest way to reduce energy consumption in private
households is to buy (and use) electronic goods with a high
standard of energy efficiency. Accordingly, consumers are to
gain information on energy efficiency at the point of sale
where domestic appliances and lighting equipment are sold.
The message is to think of energy efficiency when buying a

new e.g. fridge, light bulb or hi-fi. Thus, the campaign aims
at addressing people when they are about to buy new elec-
tronic devices. At this moment in time, the decision for or
against an energy efficient device is made. Hence, this is the
moment when it is most effective to address consumers in
order to change their behaviour related to their buying deci-
sions. Thereby, again, their personal advantage of choosing
the energy efficient device is stressed. 

Sales assistants are the most important source of informa-
tion for consumer when buying new electronic units like
TV, fridge, washing mashing etc. This is the result of a sur-
vey carried out by the German opinion research institute
forsa on behalf of dena (forsa 2003/2004). Accordingly, if
sales assistants stress the importance of the energy efficien-
cy aspect of electronic devices or lighting, people are most
likely to take these suggestions into account when choosing
their products.

As for the campaign´s part related to domestic lighting the
message at the point of sale is to convince the consumer to
replace – wherever sensible and feasible – incandescent
lamps by energy efficient fluorescent lamps. As for the white
goods sector the campaign aims at convincing the consumer
to buy equipment qualifying for the energy efficiency class
“A” even if a class “A” device is more expensive than a class
“B” device since lower energy costs balance the higher ini-
tial investment or result in a personal benefit. Furthermore
the consumer is encouraged to include the remaining data
displayed on the EU energy label specifying the consump-
tion of energy and other resources in the purchasing deci-
sion. Since 2004 the message for cooling equipment is
extended and the advice is given to buy devices labelled
with “A++” or “A+”. It is most difficult to advice people on
energy efficiency in the IT sector and for consumer elec-
tronics. As there is no common or at least no well known la-
belling it is difficult to give a clear message to the consumer.
Accordingly, for the stand by topic the message points on the
“using” aspect, to switch of all electronics when they are not
in use. Nevertheless, the consumer is still encouraged to
recognise low stand by power consumption and a genuine
“off” switch as an important criterion when purchasing con-
sumer electronics and IT equipment. To recognize consum-
er electronics and IT equipment on the point of sale the
campaign offers special products list
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 and a little “pointer”
for energy efficient products shown in the shops.

In order to address the “buying aspect” of energy efficien-
cy in a most effective way the main strategy of the campaign
is to co-operate with retailers of domestic appliances and
lighting equipment. A network of regional project managers
contacts retailers personally and encourages them to take
part in the campaign. The regional managers are also availa-
ble for retailers´ demands and enquiries. 

The campaign offers information and advertisement ma-
terial for the point of sale including brochures for costumers
and for sales assistants (see Fig. 4). The point of sale infor-
mation materials are made available to both small and large
scale retailers – including nationwide acting key retailers
such as the department store chain “Karstadt” or the “obi”
chain selling constructing materials and do-it-yourself items

 

5.  The product list is given by the german website www.energiesparende-geraete.de. This list is corresponds to the Paneuropean database for energy efficient appliances.

Figure 3.  Information on energy efficiency in Turkish.
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– to be displayed in showrooms. Sales assistants are encour-
aged to bring up the energy efficiency subject during their
sales talk. The regional managers offer training for sales as-
sistants and point out the advantages to promote energy ef-
ficiency. Taking part in the campaign allows the retailer to
offer a special service for the customer including informa-
tion brochures for free and of high quality. Besides, high-
class white goods often have a high standard of energy effi-
ciency, energy efficient fluorescent lamps are more expen-
sive than incandescent lamps, and consequently retailers
might even have a monetary advantage. Until end of De-
cember 2004 approximately 7 200 points of sale nationwide
took part in the “Initiative EnergieEffizienz” and were giv-
en the campaign’s information brochures and advertisement
material. This includes many small and medium sized retail-
ers but also about 750 branches of nationwide acting depart-
ment stores, do-it-yourself stores or discounter. The
campaign’s retailers are spread all over Germany. The cam-
paign works together with six regional project manager
which are responsible for the local retailers network. In each
region of Germany more than 1 000 retailers are working to-
gether with the “Initiative EnergieEffizienz”.

The importance of this co-operation is proved by the re-
sult of an opinion poll carried out by the “Initiative Energie-
Effizienz”: Around 73% of the people questioned, are
seeking information on electric and electronic products they
attend to buy – like a TV or a fridge – at the point of sale
from retailers and sales assistants.

 

The campaign’s impact/ Conclusions

 

After more than two years of “Initiative EnergieEffizienz”,
first results of the campain’s impact and success can be pro-
claimed. There has been a great response to the press re-
ports and – as a result – high press coverage of the campaign
and of the issue energy efficiency in private households.
Around 3 000 publications in newspapers and magazines as
well as broadcastings on TV and radio show that the “Intia-
tive EnergieEffizienz” was successful in bringing the mes-
sage on the agenda. To value this result one has to consider
that energy efficiency is a topic of low interest and that it de-
livers hardly any news in itself. The campaign has also been
very successful in building up a network of retailers as mul-
tipliers of the efficiency idea.

In order to measure the impact of the campaign on public
awareness regarding energy efficiency in the private house-
hold representative opinion polls have been carried out in
half year intervals. The analysis is done by a well known in-
stitute (“forsa”). The main characteristics of the analysis´
design are: for each of the three main topics one thousand
telephone interviews (duration: approximately 20 minutes
each) have been carried out. The questions cover personal
views on efficiency topics, importance of energy efficiency
when purchasing devices relevant for the campaign, aware-
ness of the campaign and so on. Questions addressing peo-
ple’s behaviour (e.g. whether people use switchable
socketpanels) were also part of the survey. Thereby, it has to
be taken into account that behaviour is far more difficult to
measure with this kind of survey than knowledge or atti-
tudes. The analysis is completed by opinion polls of retailers
taking part in the campaign. The questions cover topics
such as usefulness of the materials for the retailer and for ad-
vising consumers, stock of energy efficient equipment etc.

At the moment first results of the evaluation can be given.
Table 1 shows some results of a representative survey of pri-
vate consumers and retailers at the end of 2004 compared to
the answers at the beginning of 2003
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.
A final analysis of the outcome of opinion polls has still to

be made. Nevertheless, it can already be said that public
awareness and some attitudes towards energy efficiency in
private households have changed slowly but continuously as
a result of the activities of the “Initiative EnergieEffizienz”.
At the same time, it has become clear that an information

 

6.  The results for the private consumers are statistical significant. Due to the small number of retailers questioned, these figures can not be classified as statistical signifi-
cant.

Figure 4.  Information about energy efficiency at the point of sale.

Questionaire for private consumers Questionaire for retailers 

Selected questions Change of attitude Selected questions Change of attitude 

Importance of a real switch-off 

for electronic devices: 

+ 7% Active interest of customers in 

the stand-by topic: 

+ 11% 

Use of switchable socketpanels: + 7% Active interest of customers for 

energy saving lamps: 

+ 13% 

Electricity consumption of stand-

by appliances can be neglected: 

- 6% Importance of the EU label for 

retailers: 

+ 10% 

Personal knowledge about 

energy labels for white goods: 

+ 8% Increase of energy efficient 

white goods/ energy saving 

light bulb sold 

+ 2% 

 

Table 1. First results of the evaluation by a representative survey of private consumers and retailers (forsa, 2004).
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campaign which on the one had has a limited budget to raise
public awareness and on the other hand is relying to a large
extent on networking and the impact of multipliers has to
continue over several years and results are not to be seen
within months. The “Initiative EnergieEffizienz” had a
good start and has established a solid basis for further activ-
ities within this field in Germany. A continuation of the cam-
paign is needed – and in progress.

One main feature for forthcoming activities is the deepen-
ing of the cooperation with retailers. The aim is not only to
increase the number of retailers but mostly to encourage
them to play an active part in the campaign. For example,
promotion activities in cooperation with retailers are planed.
At the same time, the focus of the communication activities
remains on public relations rather than advertisement. This
includes more activities where consumers get directly in-
volved and have the option to get face-to-face consulting on
energy efficiency. Thereby, some activities will be focused
in time and place (cities, regions). This strategy gives the
opportunity to enlarge those actions and make them even
more visible and open to the public within these regions.
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