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Advancing your Energy Project 
The Importance of Making your Case to the Community 
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The landscape:  

•  The nature of energy projects  
–  Renewable or not, energy infrastructure  

projects are highly sensitive 
–  Impact virtually everyone 
–  Invariably in “someone’s  

back yard” 
–  People will hear about it  

•  The take-away: 
–  It pays to be transparent 
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The challenge: 

•  Making the effort to properly introduce  
your project and its promise  
–  Educating and informing with complete 

transparency 

•  Telling your story rather than  
“selling your story”  

•  The risk: 
–  If you don’t define your project, rest assured  

that “the loyal opposition” will do it for you   
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The opportunity: 

•  Creating a project identity  
–  Provides a focal point or common theme for all 

interested parties to rally around 

–  Keeps all communications connected while  
creating awareness and momentum 

–  Conveys confidence and credibility 

–  Builds equity and allows for community “ownership” 

–  Differentiates your project from the competition 
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The (elements of) opportunity: 

•  A transparent, fact-based approach, featuring a 
set of tools that includes:  
–  Fact sheets 

•  Project overview, safety issues, environmental impact, 
economic impact, FAQs   

–  PowerPoint presentations 
•  For more detailed explanations, for targeted audiences 

–  Videos 
•  Informational, educational, technical 

–  Testimonials 
•  Community & business leaders, residents, public officials 
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The (elements of) opportunity: (continued) 

•  Project website 
–  A “destination” for all interested parties   

–  Providing project timeline and milestones  

–  Post information and timely updates 
•  i.e., hearings, regulatory progress, etc.   

–  Dispel myths and misconceptions 
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The (elements of) opportunity: (continued) 

•  Public relations / public & government affairs 
–  Information and education outreach 

•  Communication with press 
–  Reporters, editors, other media influencers 

»  i.e., talk-show hosts    

•  Engaging with the community 
–  i.e., hosting project “open house” 

•  Keeping all interested parties informed 

–  Business leaders/organizations, elected officials, regulators 

•  Disarming opposition 
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Case in point: The challenge 

•  Overcoming opposition and building support  
for a major energy infrastructure project in the 
Pacific Northwest:  
–  Bradwood Landing 

•  A proposed LNG  
import terminal on  
the Columbia River  
near Astoria, Oregon  
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Case in point: The opportunity 

•  Created project identity 

•  Developed key messaging 

•  Applied to appropriate communications tools  
–  Created a compelling yet plain-speaking  

“Matters of Fact” campaign, addressing  
concerns as well as benefits  

•  Safety 
•  Environmental Impact 
•  Economic / Tax Benefits 
•  River Impact 
•  Job Creation 
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Case in point: The opportunity (continued) 

•  Results 
–  Outreach and communication efforts increased local 

supporter base from 100 to over 2500 

–  Converted many project opponents to supporters 
•  Fact-based educational campaign 

–  First LNG facility in the region to receive  
FERC approval 
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Fact Sheets 
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PowerPoint Presentations 
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Print Advertising 
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Direct Mail 
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Testimonial Campaign: Print & Radio 
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Website 
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Environmental Stewardship  

•  Transforming a concern into a commitment: 
–  Bradwood Landing’s Salmon Enhancement Initiative 

–  Conveying developer’s commitment to the 
environment  

•  Beyond avoidance and minimization  
•  Beyond compensatory mitigation  

–  Voluntary effort a tangible display of environmental 
stewardship, leadership   

–  Represents developer’s sensitivity to the 
specialness of the region 
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Environmental Stewardship (continued) 
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Case in point, take 2: 

•  The Smart Grid: An Introduction 
–  Ask 10 different people to define it,  

get 10 different answers  
•  Outreach agent for US  

Department of Energy  

•  Communicating the vision  
and benefits of the Smart Grid  
in layman’s terms 

–  Developing consistent lexicon  
was critical  
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Case in point, take 2: (continued) 

•  Utilities 
•  Environmental Groups 
•  Technology Providers 

•  Consumer Advocates 
•  Policymakers 
•  Regulators 

•  Smart Grid Stakeholder series 
–  Developed six additional books for discrete 

stakeholders 
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In conclusion: 

•  If it feels (forth)right, do it 
–  Locally, regionally or nationwide 

•  Transparency is paramount 
•  Clarity of communication is critical 
•  Timeliness of such communication is key 

•  Putting your best foot forward is the only  
step to take 
–  More energy infrastructure projects are needed 

•  Yet all projects are getting harder to permit, tougher to site  
•  In such an environment, “making your case” can be the 

difference between success and failure       
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Thank you 

Thank you for your time today 


