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SHAREs
Cornerstones of the project

» Funded by the Horizon 2020 programme of
the European Commission

» Duration: September 2021 — August 2024
» 10 partners from 6 countries

» Coordinated by the Austrian Energy Agency
www.shares-project.eu

English template

Reflex
rormyszetvacs

6 national Gateways (One-Stop-Shop) for
energy communities / collective actions

Blueprint (in English) for Gateway creation
www.sharerenewables.eu



http://www.shares-project.eu/
http://www.sharerenewables.eu/

Our targets for the six participating countries: SHARESs
To make energy communities fly! empowering communites

To engage all citizens in energy communities and collective actions,
including those without the time, resources, information or digital skills to be an early adopter.

Local heroes: those potentially interested in setting-up or expanding an energy community/collective
action.

OO

6 national Gateways (One-Stop-Shops) in partner countries

WHAT 1 Blueprint

20 pilots in 6 countries
In close cooperation with pioneers, national stakeholders, policy developers

Austria, Bulgaria, Croatia, Germany, Hungary, Georgia




Website tour
Communication campaign

Reach people and motivate them to join your citizen-driven project
Information Hub T n : . =
@ Citizen Energy in Examp|ecou ntry Get inspired Get informed Get equipped Get members Get active
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White label materials nderstand your target group(s)

Target group profiles

Types of members

Which messages convince them? Key messages
You can use the following materials to reach poten Adaptab|e communication material White Iabel materials
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Flyer Factsheet PowerPoint Slides
Find the perfect flver template: Choose the Create afactsheet with all relevant Prepare an appealing talk about your
perfect flyer template from a set of information about your energy community. Energy community using our PowerPoint
different flyer layouts... The factsheet is a few pages... slide set as starting point for...
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Get members

@ SHAREs Blueprint x
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Get inspired

. Information Hub
Citizen Energy in ExampleCountry

Get inspired Get informed

[Dco2 [JeulLegisiation [IRS [IEC [ Catering [ Stromnetz [ Digitales [ Karten-Tools [ Social Media (] Online Energie Tools!...

Getinformed Get equipped

Get members
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Getactive Q

Target group profiles

Your potential members.

How to apply profiles

White label materials

profiles.

Grandparents

Fiyer Factsheet

[YOUR ENERGY COMMUNITY]

PowerPoint Sides

ditferent iy lyouts.

environmental and inancial future

Learn about best practice examples
from all over Europe and get the latest

news.

All'you need to know to make your
energy community a success: basic

concepts, financial and funding tips,

Get equipped

Find a collection of calculation tools,
pictures and guidelines that support

you in setting up your project.

legal aspects and FAQs.
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Get members

Learn about people who could join your
energy project and how to reach them.
Use our communication activity guides

and white label materials.

}
Get active
We can help you to get started with
your energy community, to define your

specific project and to get in touch with

other players in the field.
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Communication Content Plan

key messages.

Trainess

[Nl AL v essaces

JER———

£
o)

poiiticians

sty

Municipsites

ool b i

Financial benefits

4
5 i peost toyour event

6 oetsteapinning

Regional value creation

Clear conscience

ommittothe Investing i renewable energy and energy

energy community/collective action means
that.




With SHAREs we support energy communities to grow
in a target group-oriented way

SHAREs

empowering communities

Communication ..supports local heroes with communication strategies and materials to reach their
campaign target group(s).

Target groups

Based on easily understandable parameters, such as age, income, gender, city/rural and "energy lifestyles".
e.g.: Grandparents, Silver investors, Young families, households with spare time, “language barriers”, Single
mom, etc...

Catalogue "Pick-and-Mix" Communication Strategies

Appropriate arguments, framing, language, timing, possible events, etc.
Examples: Picnic for young families, materials for the beer festival, senior citizens' association event, farmers,
SMEs,...

White label materials

Flyers, presentations, information material, pictures, graphics...
Tailored to the needs of the pilot communities, but publicly available/adaptable




With whom we communicate
Target group

SHAREs

empowering communities

SHAREs

Supportive stakeholders empowering communities

Multipliers to reach more...

Policy developers to better support...

Pioneers to offer firsthand experience to... \

Local heroes

those potentially interested in setting-up or
expanding an energy community/collective action.

including those without the time, resources,
information or digital skills to be an early adopter.




Who do | want to reach?
Types of members & target groups

SILVER INVESTORS ®
have money left over to invest in new
projects
GRANDPARENTS

concerned about their grandchildren’s
environmental and financial future

busy with everyday life, little time and
money to invest in energy projects

ESTABLISHED FAMILIES ()
ready for “new exiting projects”, have
time and some extra budget available

DOUBLE INCOME — NO KIDS (DINK) ®

have time and budget available
for new projects

WORKING POOR

=
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HOUSEHOLDS WITH SPARE TIME

time available, community-spirited, no
kids, limited budget

YOUNG GENERATION - STUDENTS

environmental awareness is high, spare
time, but very little budget available

(=

YOUNG GENERATION - PUPILS

can approach their parents and convince
@’ them to take action, have spare time

o)
e

£ PROSUMER
& CONSUMER

o very little income and difficult working
conditions, little time and money

SHAREs

empowering communities

()
focus on economic factors and impact on
image
FARMERS ()

. have unused resources (roof space,
|.| - biomass, etc.) they can profit from

MUNICIPALITIES

aim for good budget, strengthened region and
pioneer role; can access funding & enable
citizen participation

POLITICIANS ()

[} can ensure the participation of many people,
}_ powerful stakeholders in their community

ASSOCIATIONS and NGOs ()

strengthen regional cohesion, seek new
members, have unused spaces (e.g. roof)



Who do | want to reach?
Target groups

SILVER INVESTORS

Characteristics

Potential role

fee

Financial status

SHAREs

empowering communities

have money left to invest in new projects

Prosumers, investors

60+ Location urban to rural

comfortable Household size 1-2 people

;'

Financial payback versus concern for the environment
Silver investors want to make smart finandal investments in order to secure a steady
payback and participate in an attractive form of cost sharing. Their main motivation to invest
are stable assets and preferably financial gain. Ecological issues on the other hand play a
secondary role for them. Reliability and, in the best case, a good return should therefore be
st the centre of co

unic eson

Attitude towards green energy

Silver investors” mativation to invest is not necessarily the funding of green energy or energy
efficiency measures. These do not need to be explained in detail in information materials

SHAREs

empowering communities

TOUCHPOINTS: HOW TO COME INTO
CONTACT WITH SILVER INVESTORS

How do | reach silver investors?

To see how to engage your audience, view our step-by-step guides and white label
materials. To inform silver investors specifically, these actions may help:

> Personal outreach

»  Coverage in newspaper

t’

Open versus apprehensive towards new technology

S ISR

The group is not homogeneous in terms of technical interest: some are afraid of new
technologies and others want to know every detail about them. As a result, when
participating in energy communities, it should be possible for them to deal with the technical
aspect or not have to deal with it at all. In any case, it should be emphasised that the process
ojoin is simple and does not require any expertise.

Silver investors' motivation to invest is not necessarily driven by their place in a particular
community. However, pointing out the (financial) benefits for the region and the community
at large could be a deciding factor for them to invest. Furthermore, the social recognition
they would receive by investing in a green future project may be another important reward
for this target group.
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Challenges/reasons not to take part in energy communities/collective actions

Fear of change (e.g. change of energy contracts, etc.)

More focus on investment epportunity than on interacting with others
Switching to a renewable energy source not relevant

Entire process of establishingan energy community perceived as too complicated
Bad experiences with community projects

No trust in the person(s) driving the project forward

b Fiyers
Where do | reach silver investors?
b Local/regional events »  Active retirement groups
»  Organicand farmer's markets » Regulars'tables
»  Sportactivities for elderly participants »  Coffee parties
b Seniors’ association b Cultural activities (theatre, opera,
Y S meeuns LA
For detailed step-by-step guides on how te get in touch with this target group, see How
toreach How to reach Investors.

Key messages to reach silver investors

While many key messages apply to all target groups, there are also some special key
messages that may help you get through to silver investors:
» Yourinvestment pays off; You can EXpect a SECUre FetuFn on your investment
b Place a safe and green investment
»  Increase the value of your own property by investing in green energy

Avoid these messages.
> The as
b Ecological arguments are not in the foreground, but don't necessarily have to be avoided

v

SHAREs

empowering communities

Characteristics of the group

Their potential role in the project

Where do | reach them,

with which communication
activities

and with which messages?




SHAREs

empowering communities
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Get members '
9

Pick & Mix communication package

Communication activities
Key messages &
white-label materials

Types of members &

Target groups

Wo can best With which How and where do
compliment my arguments can | reach my target
project? | motivate them? groups?

Theory » Practice




We support energy communities
with free white-label-materials.

SHAREs

empowering communities




We support energy communities with free
white-label-materials.

SHAREs

empowering communities

Editable Texts

The ExampleEnergyCommunity
is the answer we have all been looking for:

BE PART OF THE CHANGE

1
Your ~~, GET YOUR ENERGY Y/’
Slogan FROM YOUR NEIGHBORS!

“Z |n an energy community, energy is locally produced,
shared, and used in a neighborhood.

27 Ppublic bodies, companies, and residents join forces

i ?
= Gt S s A Al e to shape the energy future of our community together.
- How can we reduce our energy costs? )
i i ?
Rl cicaniounneiRhibushood v SEOUIoE R te “7 It‘s a win-win-situation for everyone - you, your neighbor, Yo ur we bs | te

. . and the climate!
We can make it possible:

& i .
YO ur key - (‘:Ilmate friendly & locally pro.duced energy Interested?
independence from fluctuating energy prices
L4 adding value to our community and creating jobs Find more information on
messa ge S 47 *add specific benefits your project offers to the community* www.

How? >

Your Logo

12



Contact

SHAREsSs

empowering communities

Agnes Szalkai-L6rincz
community energy expert

www.sharerenewables.eu

Magyar Természetvédok Szovetsége — National Society of Conservationists
www.energie-teilen.at

szalkai.lorincz.aghes@mtvsz.hu

Tel +36 1 216-7297 | Mob +36 20 9458 976
Ullgi at 91/B | 1091 Budapest | Hungary www.erneuerbare-energie-gemeinschaften.de

www.sharerenewables.bg

www.energy4all.ge

www.energetske-zajednice.hr

www.shares-project.eu ®
www.mtvsz.hu/kozossegi-energia Follow us! I n f

http://tudaster.kozenergia.hu

http://kozenergia.hu

This project receives funding from the European Union‘s Horizon2020 research and innovation program under grant agreement
No. 101033722. Neither the European Commission nor any person acting on behalf of the Commission is responsible for the use
which might be made of the following information. The views expressed in this publication are the sole responsibility of the
author and do not necessarily reflect the views of the European Commission.



mailto:szalkai.lorincz.agnes@mtvsz.hu
http://www.shares-project.eu/
http://www.energyagency.at/
http://www.energyagency.at/
http://www.energyagency.at/
http://www.energie-teilen.at/
http://www.energyagency.at/
http://www.energyagency.at/
http://www.energyagency.at/
http://www.energyagency.at/
http://www.energyagency.at/

	Diapositive numéro 1
	Diapositive numéro 2
	Diapositive numéro 3
	Diapositive numéro 4
	Diapositive numéro 5
	Diapositive numéro 6
	Diapositive numéro 7
	Diapositive numéro 8
	Diapositive numéro 9
	Diapositive numéro 10
	Diapositive numéro 11
	Diapositive numéro 12
	Diapositive numéro 13

