
It’s time to Act on Facts.
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Backgrounder - Why Now? 
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Stepping up our game on Public Acceptance

Wind Energy..
• Is being accused of endangering wildlife; for being 

devastating to public health; for being costly (as 
opposed to brown coal); and for being plain ugly 
(visual impact). Even for being responsible for “yolk-
less eggs.. And since recently – chicken cannibalism..

• Most (but not all) claims are un-nuanced, 
unsubstantiated, borderline false and typically take 
the form of anecdotal evidence – these stories, 
however, to an increasing extent define the public 
debate and sentiment - to an extent where policies 
and incentive frameworks in key markets are 
impacted..

• The anti-wind groups are often few in numbers but 
well-organized, well-connected and well-funded. Pro-
wind supporters, on the other hand, are often 
scattered and underfunded – supporters feel 
“isolated, abandoned and alone” in communities..

• The facts are on our side. The truth is on our side. 
Why not utilize it better to nuance the debate and get 
priorities straight? The absurdities need to be 
addressed! Stakes are high!
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Concerns impacting the public debate
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Renewable energy is subsidized at higher rates than fossil fuels.

Wind Energy is expensive.

Wind is intermittent and threatens the reliability of the electric grid.

Wind turbines are killing birds at an alarming rate.

Wind takes too much land to make much of the nation’s energy.

The sound of operating wind turbines causes a variety of health effects.

The shadows of rotating wind turbines cause negative health effects.

Wind does not benefit local communities. 
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Energy incentives are misspent.

The fate of solar company Solyndra is a black eye for all renewables.
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Top10 Myths About Wind Energy

“Wind turbines have 
led to yolk less eggs”

“We only have ourselves 
to blame”  

- MONAL Recharge, 2013/03 

• Lack of facts in the debate 
• A very silent and cautious 

approach until now 
• Lobby focus on 

policymaking
• Very limited impact on the 

public 
• Meanwhile, the opposition 

is successfully using our 
best weapon against us 
(see next page)
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To some extent this is driven by the opponents to wind
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Introducing the Act on Facts campaign
Mobilizing supporters to PA initiatives to counter-balance anti-wind activism
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Purpose:
 To counter the 

opposition in key 
markets by mobilizing, 
enlightening and 
activating wind 
supporters on 
community, regional and 
national level

Solution
 Attract wind supporters in the public 

through a broad campaign, reaching 
out to the public with strong messaging 
on wind energy and climate change

 Provide an overview of ongoing efforts 
by the industry and NGOs to channel 
and mobilize supporters

Value Creation
 Reduce delays and remove 

project obstacles and increase 
attractiveness of investing in wind

 Increase public knowledge and 
support of wind energy

 Activate public supporters of wind 
on specific efforts

Vestas’ overall public acceptance ambition
 To balance out the increasingly negative impact of the anti-wind groups in key markets
 To unleash the full potential of public engagement – both in terms of awareness and frontline activation

This campaign is an attempt to tackle two key public acceptance issues

There is a strong pro-wind sentiment in the 
general public that is not fully expressed in the 
public acceptance debate

The campaign will reach out to the broader 
public with fact-based messages in a 
systematic way

The pro-wind stakeholders have been less 
effective than our opponents in terms of 
mobilizing and activating supporters to 
concrete initiatives

The campaign will provide an overview of, and 
connect possible supporters with all the good 
initiatives already in place from developers, 
associations and NGOs

Campaign role
To mobilise and 
activate the public 
around existing 
initiatives driven by 
developers, 
associations or 
NGOs
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Campaign description
The solution consists of two basic elements, a recruitment campaign to generate 
supporters and a mobilization platform to activate supporters in frontline efforts

EducateSeed Attract Engage

Recruit Mobilize

Attention grabber

Wind energy in 
perspective

(E.g. direct mail or via 
social media) Initiatives 

targeting 
specific wind 
sites

Initiatives 
targeting 
legislation

The campaign will reach 
out to key influencers with 
strong messaging on global 
warming and wind energy 
to grab the attention of the 
public

The key influencers use the 
messaging by Vestas to 
reach out to their broader 
networks, attracting public 
supporters to the 
mobilization platform

Supporters visiting the 
platform are armed with 
facts and perspectives on 
wind energy, and are 
encouraged to share with 
their network

The platform provides an 
overview of efforts, inviting 
the visiting supporter to get 
involved in specific 
initiatives on a local or 
national level
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Recruitment Step - Campaign launch event
The campaign launch event will highlight mobilisation of wind supporters and 
anti-wind activism, aiming to get broad media coverage and campaign buzz

Concept:
Campaign launch by MONAL

Venue:
350 seats
The Spot at 
Melbourne University

Event invitation:

To add an element of controversy, 
anti-wind groups will be informed of 
the event to bring demonstrators 
outside the venue, creating media 
attention

Respected speakers will cover all 
public acceptance perspectives: 
academic, commercial, environmental 
and land owners Prof. Simon 

Chapman

Simultaneous anti-wind 
demonstrations in Canberra opens up 
the possibility of showing a live 
stream from Canberra at our event in 
Melbourne. This will add urgency to 
the atmosphere  in the room.

T-Shirts

Event Banners
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Push for Change
The use of energy is growing rapidly and the 
resources of our planet are  already under 
great pressure. 

This is something for you: Fact on Facts

The use of energy is growing rapidly and the resources of our planet are  
already under great pressure. We need to change the way we produce 
our energy. 

Please join us at www.pushforchange.org to make your push..

Dear Daren,

We think it is time to Push for 
Change. Are you with us?

The use of energy is growing rapidly and the 
resources of our planet are 
already under great pressure. We need to change 
the way we produce our energy. We need to produce 
more renewable energy, and the most promising 
source of energy is the power of wind.

Please join us at www.pushforchange.org to make 
your push..

The use of energy is growing rapidly and the resources of 
our planet are  already under great pressure. We need to 
change the way we produce our energy. 

Act on Facts
The use of energy is growing rapidly and the 
resources of our planet are  already under 
great pressure. 

This is something for you: Fact on Facts

Dear Daren,

We think it is time to Act on 
Facts. Are you with us?

The use of energy is growing rapidly and the 
resources of our planet are 
already under great pressure. We need to change 
the way we produce our energy. We need to produce 
more renewable energy, and the most promising 
source of energy is the power of wind.

Please join us at www.actonfacts.org to make your 
push..

Recruitment Step - Campaign messaging & distribution
The campaign will reach out to key influencers with strong messaging on 
global warming and wind energy to grab the attention of the public

http://www.pushforchange.org/
http://www.pushforchange.org/
http://www.pushforchange.org/
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Select Campaign feedback.. 

Going viral is going global..

So far, ActOnFacts is activated in 
89 different countries worldwide..

Act on Facts 
have so far reached more than 
900.000 people through social 
media 

“..What a great, 
professional, well-thought-
out campaign. I think it is a 

model for all of us to 
follow.  Congratulations! I 

have shared it with my 
colleagues in Australia (…) 
and also with colleagues 

in North America and 
Mexico and Madrid..”

Dir. Communications, 
Acciona

“..Can I complement Vestas and thank 
Vestas for this fantastic initiative. Many 

people in this room [NB: app. 150 people] 
have seen Vestas leadership within the 

wind industry for long period of time, and I 
think this is yet another example of that.”

Kane Thornton, Clean Energy Council

“.. I hope the companies will become 
friends on this subject and forget for a 

while about competition.”
Consultant at Gamesa

“.. What a nice piece of campaign 
you're running!  Congrats on a 

good launch so far..”
Media Relations, Dong

“…We welcome this… We have 
pushed for this in the industry -
we already discussed the issue 
with Vestas a few years ago.. I 
think this is a great thing, and 
the timing is right. Extremely 
good… A lot of good things here. 
We are looking forward to 
June!..”

Head of Generation Development, AGL



E n d o f D o c u m e n t




