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Introduction

WWF Russia is an international non-governmentalaoizption,aimed to attract people’s
attentions to environmental issudduch of its work focuses on forests, seas, endauager
species, climate, oil and gas, reserves, legislagducation, and sustainability. The organization
has 10 offices within the country with a head a&fin Moscow, which coordinates regional
offices, recruits new supporters, works with thdlmy and provides information in regards to
the environment and its activities. As they defiheir main objective: it is to save the earth’'s
biological diversity as well as promoting actions order to reduce pollution and natural
resources depletion. WWF Russia is focused on it&&atr ecological regions all over the
country, such as, the Arctic, the Far East, Cetsah, the Caucasus, Barents Sea, Kamchatka,
Yakutia, and so on, which are the most importantbfodiversity conservation, while the local
urban campaigns are not common.

The first global campaign for WWF Russia, which Heeen officially carried out in
Moscow and other bigities of Russia, was the Earth Hour. By the symbolitoac- to turn off
the light, WWF assumed that this is how everyonelctshow their concern about climate
change and «vote» for Earth. Earth Hour was a syrfdroa call of action to conserve
environment and to reduce greenhouse gas emissmfact, 87% of the people in Russia heard
about climate change and global warming prior ® Barth Hour; however only 50% of them
think that its effect is negative (Fund “Public @jpin” 2008).

At the evaluation meeting (and also as it waseesl to the public) the Development
Director called the Earth Hour the most successduhpaign on climate change so far: the Earth
Hour managed to reach those people, which theydaoed reach before, more than one million
people participated in the campaign, 1400 publicatiand a record number of reports have been
monitored. It was also the first time for WWF Ruas#d be on all television channels for that
period.

My interest was driven by the story of success thatcampaign made for the NGO.
Thus, | became interested in what factors coulcerd@he this type of success and what
mechanisms could broadly attract mass public’snatte. In addition, | was curious what the
actual message of the Earth Hour was, since | leaddhthe broad critical discussion about it.
Apart from the campaign, as a Russian citizen,d imgerested to know how NGOs are carrying
out their projects within my country and what thidéfedlences are in contrast to developed
countries with respect to communicating the campaig

Aim and Research Questions

In the given paper my general aim is to describbglesstand, analyze and evaluate the Earth
Hour campaign launched by WWF as well as the conication process behind the campaign;
also, | want to stress the influence of the symbwalsich were broadly used and question the
campaign’s aim.
My preunderstanding led me to the following queasdt
- How the overall communication strategy has beemtdated;
- What are the objectives of the campaign and hoy hlage been elaborated?
- What assumptions do they claim?
- What channels have been used and why?
- What tools have been used — what do they hope for?
- What was crucial in choosing tools and channels?
- What did they want the target audience to knowatite know?
- What did they want the target audience to do — \abaon did they want as a result?
- How the monitoring had been done



- What were the expectations and what results hawn lechieved according to the
expectations, and what is success for the NGO?

- What barriers or potential conflicts have been d&ce

- As a global campaign conducted in all over the Werlwhat was different and had to be
adjusted to the local context?

Methods

During the planning stage, once the aim and rekeguestions had been identified | chose the
interviews and observation as the methods of gathheualitative data.

An interview is a social situation in which two pens that are typically more or less
unfamiliar to each other meet for a short periotimmg (Alvesson 2003) as well as interviews are
speech-events and they are contextual. In the biaginbeing in the office due to practicalities, |
had to make appointments with the workers | warttednterview through my supervisor.
However, after some time, there was no more difieegfor me between an appointed interview
and just casual conversation, since | had an oppitytto ask questions whenever | met people
in the office or encountered a new assignment. Thuguess most of the people | was
interviewing (or talking to), did not feel that thbave been interviewed.

| was aware that different contexts around eackrwgw situation could lead to varied
responses from the interviewees because of a nuofbeircumstances: the content of the
guestions, the scene or physical location (allinberviews have been held in the office) or even
the psychological state of the respondent at the tf the interview. Therefore, other use of the
guestions, other gestures as responses of whatbeiag said could result in a change in
interview accounts. Also, the research could besttamed by my own preunderstanding and
preferred language, as being subjective interpogtaif the data.

While most of the time open-ended interviews wesedy in some cases where | felt
necessary to use semi-structured interviews witkadly prepared questions with a strong
connection to the research question and aim, tmatslnot obliged to follow exactly the wording
of the questions and was open in case if the iteme felt something was of relevance and
needed expanding with respect to the issue.

Since | passively participated in the meetings, dtifeer method used was observation.
The advantage of the method could be that | did intdérvene in the process but was
investigating the object of my study, the way hosople were communicating — the interview
did not depend on me, which allowed me to be mdieabve. However, as being strongly
connected to my own observation, the interpretationld be affected by my preunderstanding
and the perception of the observed phenomena.

Theoretical framework

| believe, that following theoretical framework, wh | chose for my analysis and

interpretation, could serve as a basis for gengmdkerstanding of the empirical data and was
fitting due to numerous reasons. The symbolic aggonism was applicable since the whole
campaign was founded upon a symbolic concept oirigroff the light as well as other means
used in the campaign. Also, | used Cox and Nitsthe®ry to evaluate the main procedures in
designing an environmental advocacy campaign baseaghy observations since it established
well-grounded criteria for my assessment of theegicampaign. This theoretical background
was my own pre-requisite prior to the investigatidnhe given case study.

Meaning of the symbols



The symbolic interactionist perspective takes the of symbols, especially words, the central
concept of the whole perspective. Also, symboli@ractionism claims, that although objects
may exist in physical form, human being see objecty through a perspective and, in turn,
human beings learn about and come to understamdeimaronment through interaction with
others. This is why objects are called social dkjdzy symbolic interactionism, while the
symbols are in fact social objects: they are sbciestablished and understood. Symbols are
representations used only because people createtthbe and the meaning is not physical, but
abstract. The one who uses symbols knows what thegn; the one who receives them
understands what they stand for, in other words)b®ys are meaningful, they are not simply
responses, but have meaning to those who use them.

Furthermore, symbols are social objects that aed tus represent, whatever people agree
they should represent. And in turn, representatfomvhat we use to communicate to other
people. Symbols allow to share understanding, ltateers what we think, what we know and
what we intend. It is not only words and objectt lre symbols, but also the acts: what we do is
meant to represent and communicate to the others.

A definition of Environmental Communication and what is an Environmental
Advocacy Campaign

Cox offers the definition of EC as the pragmatia atonstitutive vehicle for our
understanding of the environment; it is symbolic dmen that we use in constructing
environmental problems and human communicatiognsoslic action. Symbolic action itself is
the property of our language and other acts (dwbtqgraphs, street protests, scientific reports
etc) to do something as well as literally to saynsthing. It's not simply the transmission of
information from a sender to a receiver. Commuiocaactively shapes our understanding when
we see natural world through symbols, such as, syonthages, or narratives, they create
meaning, influence and orient us to a wider woAd.a kind of symbolic action, EC has two
different functions.

First, it is pragmatic since EC’s aim can be toinf, warn, persuade, and mobilize as
well as it can be a part of environmental probleiwviag. For example, in case of the Earth
Hour: NGO provides information (educates) aboutdblpects of climate change, calling to an
action to participate and express a concern, while of the objectives is to persuade the
governmental organs — collectively, it proves thegmatic function of EC.

Also, EC is constitutive. Where do people get thkmowledge of the natural
environment? They watch TV and read newspapersrenbernalists report on environmental
iIssues, natural disasters and the campaigns ofoemventalists. But not only do people live in
the natural environment, they also live within sbcepresentations of the natural environment.
Cox says that EC in terms of language and othebsigralso helps us to constitute, or compose,
representations of nature and environmental proklémd when we communicate publicly with
others, we share these understandings and ingtdi@as to our views.

As described by Cox, there are four features shayetbmmunication campaigns:

- A campaign is purposeful;

- A campaign is aimed at a large audience;

- A campaign has a more or less specifically defiimee limit;

- A campaign involves an organized set of commurocatctivities in terms of message
production and distribution.

However, what distinguishes environmental advoazaypaign from the other issue campaign

is that, they are usually (although, not necesgarihged by noninstitutional sources (e.g. NGO,

concerned individuals etc). Also, if most publitateons campaigns seek to change individuals’

attitudes and/or behaviors, then most environmesgaipaigns seek to change certain external

conditions, for example, the policy or practice aafgovernmental or corporate body. Even

6



though, if at the same time a campaign may seakflicence individual behavior (encouraging
the use of public transportations or to consereetgtity in the households), such attempts are
often seen as steps toward systemic change intgscieeatment of the environment. For
example, if more people use bicycles, it may crealéical support for more funding for bike
paths building.

In addition, a campaign itself may employ differéamms of advocacy, such as education, direct
action and so on. The idea is that a campaignsrelire multiple forms of advocacy as part of
strategic and time-limited course of action fopadfic purpose.

Nitsch defines EC as a planned activity, the pugpafswhich is to contribute to an improvement
In resource conservation and environmentally seesgractices within society. For the planning
of the communication program Nitsch includes theges, which are important to consider in
order achieving that purpose. The following stagyes

1. Target group analysis deals with the question of who we should addrelesv does the
environmental problem affect them? What are theoracand stakeholders that are
involved? How willing are they to act? Which deoisimakers have the ability to
respond?
| dentification of objectives and content. What exactly do you want to accomplish?
Choice of media and methods. These choices should be made with due considerafion
the target group, of their circumstances and tteadter of the environmental problem
being addressed.
4. Implementation refers to the combination of techniques and skilittare integral to

communication work. What will persuade the decisimaikers to act on the objectives?
5. Analysis of results includes questions, such as, to what extent haveasteved the
objectives we set, how has the target group’s wtaeding of the issue changed, how
much has this process cost?
Evaluation, that applies to the whole process and to each .stage
Dealing with the institutional framework. It is important to be aware of this structures and
how they affect the working process. Situationad awstitutional as well as social and
psychological factors are important details to tak® consideration when planning
environmental communication.
Nitsch emphasizes that the overall planning shdédlexible activity with both forward and
backward movements, and all the stages are inteecbed, where one idea can lead to a new
idea, which in turn leads to a review of earliezad. However, the author states that the models
are only proposed to serve as a mental tool tor@agbat essential aspects are included. Nitsch
calls the practice of communication an art, whiemdnds more than knowing about models.

AR

No

Empirical discussion and interpretation

Earth Hour is a global campaign and symbolic actigyanized by WWF and was carried out on
the last Saturday of March (2&f March 2009), asking households and businessésrn off
their non-essential lights and other electricalliappes for one hour in order to raise awareness
towards the need to take action on climate cha@gsbally, the campaign wasmed to:

- Attract the widest possible attention of the entirerld community to the problem of
global climate change by turning off the light ospeecific date.

- Encourage people around the world to save enegg other natural resources.

It seems that, as planned, Earth Hour was supposgttbw that everyone, including companies
and governments, can contribute to fighting climatange and take steps to reduce greenhouse
gas emissions (the main cause of the current wiclzange). Through this act people would be
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aware of the link between climate change and thetefial consumption of electricity and will be
more responsible consumers of the resources. Hantin was aimed to be an incentive to save
energy every day.

-  To sign post-Kyoto  Protocol in  Copenhagen in Delcer  2009.
According to WWF, Earth Hour could enable societyidudly declare that the public follows
the progress of negotiations and calls from paditis signing an international agreement in
December 2009 in Copenhagen at the UN Confererwe agreement would replace the Kyoto
protocol and determine the actions of all countteesight climate change at least until 2020.
Earth Hour 2009 was seeking to reach 1 billion peeapover 1000 cities: it is 1 / 6 of the world
population - a figure, which the world leaders wbanbt be able to ignore.

In addition, WWF mentioned that electricity consgron was not the primary purpose of the
campaign.

Based on Cox’s definition of EC, | interpret thestiaim to be a specific objective, which is
symbolic, concrete, measurable and time-limitedbactWhile the latter ones are the long-term
goals. In reaching these goals, the campaignekirsg to change the external conditions (the
policy of the governmental and corporate bodieshdugh, at the same time, the campaign can
influence attitude and/or behavior of the individut this action serves as a step toward a
systemic change, for example, after the Earth Hmmpaign in Australia the government
initiated building bike paths. However, to the geth@ublic the first objective was presented as a
primary message. In fact, WWF positions themseb®&sion-party political in its policy, and
Earth Hour messaging should have been non-politicahture, however, in the 2009 campaign
they were alerting supporters that when they dekcideparticipate in Earth Hour they were
effectively supporting government action on climatenge in the lead up to the Copenhagen
Climate Change Conference scheduled for Decemb®@.Zthus, according to the WWF
communicator, this message was carried out in desatanner and used only when appropriate
S0 as not to lose a potential mass audience.

Communication Strategy construction:

Initially, in elaborating the campaign WWF Russiasausing the basic guide designed by WWF
Australia, which was the country where the EartluHgas launched for the first time in 2007.

Appointment the Project Leaders to initiate the campaign

The first stage in delivering Earth Hour was tonify a Project Leader, with
project management skills, who could drive the caigmp from its early stages. And the first
task of the Project Leader was to outline a baksin for Earth Hour in the country and the city
(Moscow, in particular). Thus, two responsible aboators were appointed (the press secretary
and the coordinator working with social advertiginop fact, in WWF Moscow there are no
officially appointed “communicators”. However, thigere is an Information Service, which is
basically working with the environmental communicat The workers of the Information
Service mainly have the educational and professidr@kground of journalists and PR
managers.

Connecting with the Earth Hour Global Team and Learning Process
Within global WWF organization there was formed tarth Hour Global Team (the

communicators and marketing/brand coordinators hdmb been working with the campaign in
the other countries), which the Project Leaders tmdnake contact with. From the very
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beginning, the network was used for the regulasrmftion sharing, so they had an opportunity
to share ideas and use it as a source of knowlkdgeghout the entire period of the campaign.

The Earth Hour Global Networkas the campaign’s key internal communications. tibol
hosted information such as latest news, up-to-dt#stics on cities, icons and ambassadors
supporting the Earth Hour 09 campaign, and regoots 2007 and 2008 that may be used to
assist in organizing the current Earth Hour cammpaigach Earth Hour country was provided
with a page on the internal Network, which they evezquired to update by every Fridaith
information in regards to their progress.

Further, the Earth Hour Global Team provided the WMbscow office with:
- Business Plan for Earth Hour 2009 for the progci global level
- Suite of tools that formed part of the campaigtha local level, including:

1. The Earth Hour website: web-sitevw.wwif.ru/60 was utilized as a main source of
information for the public, supporters, media andos. The people who decided to participate
had an opportunity to register on the web-site, andurn, that was used for monitoring.
Compared to the other countries, WWF Russia was dhly one who did not use
www.earthhour.or@s a main website due to the language barri@uidccreate for the Russian
people.

. The own country page on the international websit

. Global PR/media plan

. Logos and brand guidelines

. Sponsorship models document

. List of potential global corporate supporteta{tcould be leveraged locally)

. Earth Hour Measurement Pack outlining ways tasuee/report success

. Set of Global Communication/Marketing/PR Toofsl @emplates that can be used

O~NO O WN

locally

9. Basic summary on Earth Hour to date includirgistics.

That was done to ensure that the communicationerfial and external) would be “on brand”,
since “presenting WWF brand correctly is crucialairsense of being consistent with the logo,
typefaces, slogan, colors, and "on-brand" with kbg messages and the way they used words
and images on all applications. All this combineccobmmunicate the sort of organization they
are — active, passionate, solutions oriented” (\W®dFmunication Strategy Template).

This internal collaboration within the global NGGasvabout learning, making decisions
and acting together. Using Wenger's concept, thehEldour Global Team can be called a
“community of practice,” which is “a group of peepWwho share a concern or a passion for
something they do and learn how to do it betteth&y interact regularly” (Wenger 1991).
Wegner emphasizes that “information by itself isamiagless. Information only takes meaning
in the context of the social practices of the comities that give it cultural life. Learning is seen
as an evolving form of membership, occurring ndlyras the individual engages in the
practices and activities of the community—whichdiees the living repository of knowledge.”
Wegner’s concept illustrates how social interactioantribute to individual learning.

Even though, in this case study the Global Team imgsracting online, since the
members of Team could not meet physically, it madétthe prerequisites for the community of
practice, including joint enterprise that bringsmiers together (global WWF network), mutual
engagement that binds members into a social eftti.y common campaign) and a shared
repertoire (the general plan and suite of the toskd). Thus, the Global Team used different
kinds of knowledge and experiences to be able ttvesdhe encountered issues by
communicating, sharing reflections and experimeattibns.

The Earth Hour scope identification in the country

Choosing the cities:



20 cities of Russia patrticipated in the campaignijeMMoscow was chosen as the “Earth
Hour Lead City”, since the WWF head office is siedhin the capital; in addition as | was told
they could show other cities in the country how thenpaign could be carried out, or to be an
example for imitation. The choice of the cities waainly based on the presence of the regional
WWEF offices or where they had active supportersn@¢he Lead City, head office in Moscow
was communicating with the regional offices promgliall the guidelines and tools but not
controlling them: all regional offices were workinmglependently.

According to the interviewed staff members theyethsome other issues in a relation to
the campaign that had to be considered when chgasifcarth Hour city:
- The city’'s government/mayor/municipal authoritgeded to be supportive or if access was
granted to the Earth Hour Team to key decision-msgakathin the city’s government. In Saint-
Petersburg this factor created an obstacle anda asesult, the campaign failed, two
representatives from an NGO-partner were respanditnl the campaign and they did not
manage neither to persuade the Administration ef dity nor reach the Department of the
Natural Resources.
- There are landmarks/iconic buildings or areas ctwvhican provide a visual/symbolic
representation of Earth Hour's success in Moscowy: the light of all iconic building in
Moscow city was turned off, such as, City Hall, Mow State University and others.
- If there are other high-profile business or comitwleaders in the city, who are likely to be
supportive: for example, in Saint-Petersburg thegaign was carried out in the companies,
such as IKEA, home appliances stores and others.
- If a Project Manager or the Earth Hour Team carbased in the city: that was an important
consideration as many face-to-face meetings witliness and government were required in
order to increase collaboration accounts.

Outline for success

During the planning stage, the WWF established alivies or indicators for success of the
campaign. It included:

- Quantitative factor, such as an amount of thepfgeregistered on the web-site. The initial goal
was to reach 100.000 registrations and that woelddsceived as successful implementation;

- Administration participation and approval of tlmmpaign (including the Mayor and
Departments of the Government);

- Turning-off the light in iconic buildings andridmarks like bridges of the city as many as
possible;

- Key Ambassadors getting behind the campaign;

- Advertising/promotion/PR appearing in as margcpk as possible.

For success outline an NGO chose specific objextiwdich are concrete, time-limited
and easy to measure in a short-term period, riglatyahe campaign will be finished; while the
long-term goal that was seeking to change the Kpottocol in Copenhagen in December 2009
was not included.

Reaching Government and city officials

Obtaining commitment and support from governmenmt eity officials before commencing the
campaign was essential to securing the confidehdkeobroader community and the ultimate
success of Earth Hour.

Approaches used:

High-level briefing with Department officials andayor to discuss security and safety concerns,
and ensure the support/involvement of:
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« Police, Fire Brigade, Ambulance and other emergeervices

» Key Government Departments and Authorities (theg®o responsible for roads, traffic, city
bridges and electricity)

* Leading businesses already working with the Coowmcenergy efficiencies

The WWF coordinator mentioned that the Administastage was the only one barrier faced by
WWF Russia. As one of the first steps during tl@ping process in August 2008 the official
letter was sent to the Mayor of the City and to Blepartment responsible for energy efficiency
calling for approval of the campaign. Besides tHeial letters, the NGO was trying to reach
government officials by involving their supportgrshticians at the different levels. The answer
was not received until February 2009, which cawsstiessful situation for project leaders and a
speed-up of further actions. According to WWF comiuator, at this stage, it was hard to
explain the symbolism of action: the Earth Hour dat bring any saving in terms of economic
indicators or electricity conservation.

When the Mayor of Moscow was reached, at first WA&F got the approval to carry out
the campaign, but later, he decided to turn off #iyenbolic closer of the Moscow State
University, at his speech he declared that Moscowsjthe global mass action Earth Hour
together with more than a billion people in ordershow our concern for the environment.
Although, according to WWF coordinators, it wadant a great difficulty for them to reach the
Mayor, and to attract his attention to the issuasdume that based on how the WWF workers
were talking about the governmental organs, thtatude toward them is mostly skeptical as the
communicator said that they are “absolutely ina&ctowards environmental issues in the country
and have to be pushed all the time.”

Thus, for the NGO there are two different typeswadience: the primary audience, which is the
decision makers who have the authority to act gri@ment the objectives of the campaign, and
secondary audiences, which are the various segnuéntise public, opinion leaders (those,
whose statements often are influential with theimadd members of the primary audience) and
the media whose support is useful in holding denisnakers accountable.

Building an alliance of partners and supporters to deliver the campaign

Project partners could help to deliver Earth Hopptoviding:

« access to audience (community/business) to eageuwvider engagement of Earth Hour

* access to key municipal/government authorities

* access to key business leaders and suppliers

« financial and in-kind resource, support, guidaand expertise

Mainly the partner’s identification was based oa firoject needs. The questions that had been
take into account by the WWF when identifying ap@r@aching potential core project partners:

* What are the current gaps in funding, skillsptese, access to audience etc?

* Are there current WWF partners/ corporate sugpsnvho could be a core partner?

* Who can help the Earth Hour Team get to the nigtuple?

* What kind of green credentials/reputation dogbtential partners have?

By collaborating with the partners, the campaigrs waeking to create broader support for their
objectives. Also, for the campaign, partners akénd of secondary audience, whose support is
useful in holding decision makers accountable dbagethey open an access in reaching general
public.

The skill-set required for Earth Hour Team

Once they had secured project partners, projegbastgrs and identified what is required to
deliver Earth Hour in the city, WWF identified tis&ills the Earth Hour Team needed, since
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further actions, where they defined how to reaahttrget audience, depended heavily on the
skill-set they had at hand. While Nitsch calls timeplementation of the environmental
campaigns an art, WWF identified following skilltserequired for the successful
implementation:

* Project management

* Online resources

» Marketing and promotion

* PR and media relations

» Fundraising

* Events

* Government relations

* Corporate relations

* Community group relations

* Administration and finance

Commencing the campaign: reaching the general public

The tools and strategies to promote Earth Hour emghge general public mainly depended
on: budget, what worked in the given city, and asde space/channels (e.g. ad space).

Tools for reaching the general public included:

e Launch

* Website pages: in addition to the general infdroma WWF were suggesting their own
recommendations and creative advices how to speraduring Earth Hour. They collaborated
with the Network of Astrologers, who made the méaghe stars on 28th of March, so people
could look at starry sky while the lights were ofso, in collaboration with the restaurant "In
the darkness", WWF recommended to spend the evemitigeir dark room with candles. The
webpage was used as a main tool for providing grthting information as well as a list of the
partners committed to the campaign was publishedeain

» Email bulletins

e Advertising: cinema commercial, radio commerqgmint commercial (newspapers,
magazines), and outdoor commercial (billboards)ciwlwvere published for free by the partners.
A basic Australian commercial was used, which wasdlated from English into Russian and
also included commercials with endorsing celelsitie

* Ambassadors: the welcoming letters were senivedve embassies in Moscow, nine of them
answered positively, in particular, WWF was colletimg with Danish embassy, since,
according to the PR manager it was advantageouthéoboth sides: WWF got the additional
funding and support, while the embassy of Denmatkch is typically not too well known to
most people, could raise their popularity. In addit the ambassador of Denmark conducted the
educational meeting about Earth Hour in Moscow ersity of International Relations.

* Newspaper and online coverage

* Printed promotions (posters, postcards, stickersre spread for free by supporters and
volunteers and the materials could be downloadad the website

» Facebook WWF groups/events with the constanttjatgd information and news: in addition,
the Facebook group created an opportunity for metpltalk to each other, where individuals
who already supported the event could motivateghato were “on the fence” on the issue, and
consequently, creating one more independent topérfuasion.

» School program and Competitions: WWF elaboratea ¢ot of activities: for pupils in schools
and for GEO magazine readers they suggested taicbodntests, such as, "what to do in the
darkness", contest of drawings and so on. As aniinge and prize, the winners could get the T-
shirt with the Earth Hour symbol. Also, those peowho shared the information about the
Earth Hour and involved a lot of other people reedithe T-shirt as well. Thus, by active
involvement people were more likely to see themeseommitted to the activity.
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« Community/sporting organizations program: fitnessters, yoga centers and beauty saloons
(partners of the event) offered their own actigtfer Earth Hour, e.g. exercises and procedures
by candlelight.

* Celebrities endorsement: The Earth Hour waditeetime when WWF managed to attract a
large number of celebrities, even whose who wereaghable before, such as, football players,
Olympic champions, TV celebrities, opera singerd arany others. All of these figures have
idol-like and trust-worthy reputations among Rusgi@ople. Collectively they could attract the
interests of different kinds of people of varioge aroups and with diverse interests. Thus, once
celebrity endorsement was in place, their fan’eraibn was practically guaranteed as well.
Moreover, since “people change their attitudesgiee@ with the people they like” (Sears et al,
1985),then anything that increases liking also oughtnicrease attitude change, for example,
those who are seen as physically attractive coeldalso more persuasive communicators.
Similarly, when a famous Russian soccer playeresgnted the campaign’s objectives, people
were strongly influenced in their attitude by hgroon according to reviews on the Internet. In
addition, expertness is valuable quality, whichnopi leaders should possess. One of active
supporters of the campaign was a renowned biolagidtTV host, who could be seen as expert
and credible source of information. In generalebgties’ involvement served as an active
demonstration of support for the campaign’s obyechy key groups.

They did not establish specific goals for covetting campaign in the media sector. Although, as
project partners, they used a broad variety of obbn such as, newspapers, magazines,
electronic media, radio, TV etc: in total, abouDIchannels aimed to attract as many different
kinds of people as possible, as the target growgoenvaryone.

Cox claims that the public audience differs inypes: the campaign’s base (its core
supporters, who could be mobilized easily to somterd), the opponents and persuadables.
More importantly, it is persuadables, who are themfocus of a campaign’s communication
because they often make the difference in the owtcof the campaign, since they are members
of the public who are undecided but potentially pgthetic to a campaign’s objective.

The campaign triggered a lot of rhetorical resosire¢he subsequent media coverage and
public attraction along with outrage: there weffewa instances, when the campaign was broadly
criticized (by opponents | presume), in particutar, Internet blogs, but eventually this negative
feedback resulted in the recruitment of more sugper The campaign did not attempt to
persuade its opponents, as they are committeddgiteatheir own objectives. Coercion was not
used, and the commitment was freely volunteeredveyer, according to Cox, persuadables
often became an important target in mobilizing sup@nd it seems that those, who were
reading the opponents’ critique, were persuadables.

Generally, in reaching general public, the campaygs aimed to mobilize a group’s base
and persuadables, which in turn attracts the adtemf the news media and therefore provides
opportunities to influence the primary audiencel@etision makers.

Commencing the campaign: reaching the business sector

The tools and strategies included:

« First, as a tool to engage and reach businesidah Hour, the WWF used symbolic white
glass bottles with a letter inside of it and a d¢andalling to join the campaign

* As followed it was in direct contact with exemdiofficers

 Face-to-face meetings

* Direct phone calls

* Emails

» Downloadable kits/resources for businesses (sopie ads, suggested messages to staff,
promotional buttons and banners etc)
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« List of businesses signed up on website: sofahe@m committed to participate publicly

» Advertisements in newspaper listing businessgsesi up

« Businesses promoting Earth Hour through their ads, channels etc

* Employee promotions: as there are people behiydbasiness company, a promotion within
an organization could be become an additional atergetter since their employees in turn
could spread the message further down to theirlisrand become participants themselves.

* The tools, used for reaching the general publarked for businesses as well.

The information about the campaign was availailebanks, hotels, restaurants,
supermarkets and stores, fithess-centers, bealstynsaand so on. The choice of channels was
based on credibility, trustworthiness, accountgpiliof the partners and, preferably,
environmentally friendly activity and reputation.

Among others, the business partners for Earth Hheeame appliance store chains, Coca-Cola,
construction companies, Canon, Airline-business games and many others. In my opinion,
the participation of business companies can ses\age @owerful channel in delivering a message
and, moreover, their employees serve as the tagdience as well. But what does the
environmental campaign add to the business seatoose primary goal is basically selling
goods? For my perspective it is green label endoese

Having a label of support for environmental pangns imprints an environmentally friendly
image in people’s minds with respect to the givempany, which is closely related to green
consumerism and encourages the belief that by bupiroducts from companies with an
environmentally friendly reputation, consumers dartheir part too to protect the planet, which
is an arguable issue in itself.

Theoretically, it seems to me that “truegdod consumerism could be an excellent way of
managing environmental problems. For instance, bbyng products with green or eco-labels,
people can boycott other companies, which in turth wake those companies readjust their
strategies and conform towards a more environmgritegndly production strategy. But what if
some businesses appear green, while often actogbpsing environmental protection? Cox
claims, that green marketing is used for three gegp: product promotion (sales), image
enhancement and image repair, what in turn allcovepanies to appear greener than they are
and simultaneously encouraging consumerism whikgbéshing a new market. All products no
matter how “green” they appear to seem, still cameae degree of pollution and use a certain
amount of resources and energy. The campaign wasdato raise awareness about climate
change and to encourage businesses to make their @wtribution towards more
environmentally-friendly operations. But even iétattitude of the employees is changed by the
campaign’s promotion, the companies are still outprofit, and hence expand their operations
when they can. To conclude, from my perspective WM&/F mission contradicts from the
primary goal of their business partners and ramesadditional problem, which is the mass
consumption.

Messaging

Message is a form of persuasion, particularly sspgdo resonate to the target audience. Thus,
it was important to define what the WWF was askitigg participants to do when
planning communications for Earth Hour.

Primary message:

* Turn off your lights for one hour on March 28,020at 8.30PM

» Take part in Earth Hour

In some cases the primary message was adapteffei@uli kinds of conditions and the context
in the cities people could possibly face, for exemmhere it was impossible to ask people to
turn lights off, they asked them to take part imtE&lour, to participate.

Secondary messages:
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* Register your support for action on climate cleaagd sign up at wwf.ru/60

» Add your voice to the growing number of peopleovgupport the fight against climate change

» Everyone’s accountable

* Encourage all you know to participate

« Earth Hour can help you reduce your carbon footpr

» 2009 is a destiny year for climate change. Supgmrernments who set emissions reduction
targets. (This message with a political connotatias not broadly used)

Also, one of the Barack Obama's campaign crea&sgyded the slogan for Earth Hour - "Vote
Earth! Your light switch is your vote" was usedmmost of the Earth Hour countries. However,
WWEF Russia rejected the concept of voting becaugieqt managers decided that the attitude of
people in Russia towards voting is generally negatind perceived as flawed and in a result this
perception could reflect in the campaigrinterpret that as taking the social factors &mel local
context into account, so to be prepared for themi@l negative reactions and counteractions.

An important element of a campaign’s strategic camication is its message. According
to Cox, a message is usually a phrase or sentdrateconcisely expresses a campaign’s
objective and values at stake in the decision efpitimary audience. In this case study, the main
messages are “turn off your lights for one hourtl anheadline “Earth Hour” itself. Although
considerable information and further arguments deeeloped and provided, the message is
short, simple, clear, compelling, and easy to rebemas well as it accompanies all of a
campaign’s communication materials, also, it isksegto influence people’s attitudes and affect
their behaviorsThe message (which was used along with the symbtthe campaign) is not
complete communication, but attracts attentionrengart of a target audience to a campaign’s
other material.

Nitsch claims, that commitment to environmentaliéss motivates people to learn more
about those issues, which result in further commaittmA kind of secondary message was to
register on the website, that in turn was a sofocenonitoring, but also, could serve as effective
commitment in a written form as well as “everyonatzountable” message. Also, “Earth Hour
can help you reduce your carbon footprint” messhgfps people to see themselves as
environmentally concerned and therefore more cotethio the activitylt includes a benefit for
the target audience, aimed to encourage willingteeskange their behavior.

In general, the messages summarize the campaibj@stive, state its central values and
provide a frame for audiences’ understanding andpton of the details with respect to its other
informational materials.

Monitoring and identification how to measure success

Since it was important to define what success lddies for Earth Hour in the city, and to
identify the tools needed to measure this, therBddur Global Team developed an Earth Hour
Measurement Pack, which outlined ways to measy@frsuccess.
The tools included:
- “Before” and “after” photographs/video
» Key icons/landmarks in the dark
* Number of countries/cities participating
» Website sign-ups (business and individuals)
* Website visitors (downloads etc)
» Top Businesses publicly committed
* Energy measurement

Official web-site was used as a main source famitoring, where everyone who
participated in the campaign could register and #mount of people the WWF presented as
official statistic participation data. But accordino the interviewed coordinator there was a
hindrance, since some people do not have an Inttaoeess, or, for instance, if only one family
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member is registered, then does it mean that 8terembers of the family participated as well?
Officially, it was said that about 1 million peopfarticipated in the event. Now, they are
planning to make survey in the regions of the cgurior that reason, they collaborate with the
social agency "The Public Opinion": their methoddse-to-face interviews in urban and rural
areas.

Compared to most of the European countries, mongoof WWF organizations in
Europe were based on municipalities and thus, tineicipalities were responsible for their own
monitoring of participants, however, this tactid diot work in Russia’s case.

When it comes to media monitoring - the messagaitaBarth Hour in Russia was
covered by 34 sources of mass media (50% - TVa &pan of 2 months, the WWF received
1400 publications about Earth Hour along with 20l@ations in international mass media. The
WWF web-site attendance increased almost 10 fddy@600.000 during the two months). In
terms of media coverage and according to the WWeérdioator, it was a huge success
compared to their other campaigns. However, thecefflas hard to monitor, unlike, for example
in the case of standard product managemBot. why was it difficult to monitor when
communicating environmental issues and what is difierence in regards to the media’s
coverage of regular product advertising an envirema issues? For example, the standard
marketing is aimed to enhance consumption growkpamrd consumer choice and ensure
consumer satisfaction, while on the contrary, emmental communication is aimed to increase
the quality of life, since the quality of life inales not only the abundance of high-quality goods
and services but also maintaining high environmequality. In standard product marketing, no
matter what kind of product it might be, a consunmmeceives benefit and/or incentive
immediately. For example, you buy a car, and wiagipens? You are no longer dependent on
public transport and it makes your transportatiasier and more comfortable, moreover, a good
car increases your status in society and accorira;m advertising campaign of one particular
car manufacturer, women/men tend to like you miyeu are driving their automobile. Also, an
auto manufacturer could easily monitor the effectt® advertising, based on how many cars
were sold in a specific period. On the other ham¥jronmental communication tends to change
social values, attitude and behavior. For instatie®e is no immediate and visible benefit when
you use a car less, but there is a long-term beimeterms of a healthy environment, social
approval and establishing social norms, which m annot be easily changed. Moreover, it is
not easy to monitor a behavioral change. Environieléssues are more complex and require a
lot of input and elaboration in terms of communimat

Identification of how to communicate/report success

The tools how to communicate the city’s and countgsults were defined in advance:
» Press Conference day after Earth Hour (includiaig release)

* Press release distributed at the same time

* Announcement on wwf.ru/60

 Pre-prepared feature/liftout with newspaper partn

* Full data report distributed within weeks of Eakour

» Footage/DVD capturing the success/essence offi EEertir

Use of symbols in the campaign

In reference to symbolic interactionism, symbols eepresentations used only because
people create them to be with an abstract meanstgad of a physical one. The ones who use
symbols knows what they are doing, they understemat the symbols are supposed to represent
and those, to whom they were communicated understas well.

The entire campaign was built upon symbolic acti@hich was to turn off the light and
was supposed to represent a global concern ardumate change. In order to encourage a wider

16



audience to participate, the light was turned offhie landmark building, which was symbolic as
well: the main buildings with no light in a city fildtely attract attention because people
certainly notice a significant change like thats@l landmarks and famous buildings could
provide a visual and symbolic representation otleBiour’s success in the city.

The main symbol that was broadly used was the a@arthe shape of the number 60 against a
black background. This symbolizes the earth bemgarkness for 60 minutes. It can also be
interpreted that everyone is participating sinaevinole image of the earth is within the number
60. The symbol is vivid, eye-catchy and capturitigrdion. The campaign’s objectives and all
the information that is needed for someone to tg@opriate action are conveyed in the poster:
to turn off the light on the specific date.

CYBBOTA, 28 MAPTA, 20:30

HAC 3EMAU

During the planning period, in order to gain supgor the campaign in Moscow from
business companies, media and partners, WWF Russthwhite glass bottles with the number
60 logo on it, a letter inside, as well as a candilee bottle with a letter in it is generally a
symbol of an SOS signal and the candle could bd dseing the Earth Hour, which was also
one of the symbols used in the campaign. The cordérthe letter included a reason to
participate in the campaign, the guidelines wispext to what a company should do and tips the
company may use to be more environmentally conderdewever, the letters for the City and
Government officials were sent in a formal way @&l blanks, stamps etc).

In addition, the WWF organized a launch with medkpresentatives as part of the
campaign. The meeting was held in the supportetthgrarestaurant "In the darkness," known as
socially-oriented (as they have their own charigrgs in order to help blind people), in the
restaurant there is totally dark room with the dlimaiters, and the room is decorated with the
candles (one of the symbols of the Earth Hour).
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To sum up, symbols allow for the sharing of underding, to tell others what one thinks,
what one knows and what one intends and at the dem® as a kind of communication,
symbols actively shapes our understanding. Howekierg is a room for misunderstanding, for
example, according to my Internet review on thetfEblour, some people could not understand
the message of the campaign, saying that “why shbtlirn off the light, if it does not give
anything; the action is meaningless.” Referringthie previous sentence, | assume that, most
likely, it is difficult to express what one mearis,is almost impossible to know what the
meaning of a symbol is from the perspective of ¢dbenmunicator. Symbolic communication
between actors is obviously most successful whein th@ communicator and the receiver have
the same understanding. However, perhaps it ianaguity of symbols which makes them so
useful in human society.

Obviously, WWF had other reasons behind the symlaadtion to turn off the lights;
looking at the campaign’s objective it was aimedattmact the most possible attention of the
world community to the climate change issue anaitng to WWF statistics the objective was
successfully achieved.

Consequences

These are the results, which the campaign has btoagd benefitted through the
symbolic action:
- Mayor of the Moscow became very interested inghablems of climate change. As follow-up
he is going to launch an educational campaigngdailoscow Hour). It is aimed to promote
rational use of energy, water and other resourcésa schools of the city.

- The campaign reached record amount of peopleiretige Russian facebook group they gained
25.000 more supporters in 2 months (in comparisith #0.000 before). As a consequence, it
allowed for the expansion of some local campaigos.example, the WWF planned to launch a
campaign in Moscow aimed to clean up parks witliiy lanits. But in result of Earth Hour and
increased interest they launched a campaign ca@elan Forest” in other regions of the
country, since people were expressing activelyngrest to take concrete actions.

- According to the social agency "Public opinioatily 50% of the people in Russia know about
the climate change and global warming (prior to EHaeth Hour), including journalists, thus, the
WWE is planning to do the educational press-comiedor the mass media about the aspects of
the climate change, as a part of the WWF climabgam.

- As a consequence, the WWF gained popularity insnmaedia, so now they can use the created
information field as leverage and the establishmdacts for follow-up campaigns.

Overall Reflections

In a relation to the data, presented to the germeralic, the crucial goal of the campaign
was to reach everyone in the country so they ceufitess their concern about climate change
by turning off the light in the households, whilerther investigation shows that the factual
expectation from the campaign in the long term tasigger political changes even though the
NGO never used this message as a primary one leaesording to WWF staff, by doing so
they could lose the potential supporters. Thuspm@anization made an assumption that large
amount of people’s voices would bring about changethe policy-making level. But how
reliable was this assumption? According to therinésved communicator, they were aware of
the given threat of not producing planned politichnges, but | got the impression that they
perceived the campaign as successful in terms hadraneans, which the organization could
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benefit from, such as, broad public attraction, medverage, newly gained business supporters
as well as overall popularity.

Among the WWEF staff, the Earth Hour claimed to hesducational campaign, but in my
view, they did not use educational messages, vdn@uraging messages to participate were
broadly used. Also, the educational informationga@ning why it is important to be aware and
to fight global warming or any other ecological esfs of global warming was missed by the
organization on the web-page as well. They saidl tthey collaborated with the Fund “Public
opinion,” and from the survey it shows that 50%pebple in Russia think the global warming’s
effect is negative, while 30% of others think tHéeet is neutral (20% percent do not know
about the environmental problem). Then, | think WVEEked to show the negative aspects of
climate change, although at the same time thraademessages could lead in losing potential
supporters (Sears et al 1985), but it seems tohateWWF’'s primary aim was to motivate the
peopleto participate (register on the web-page) so they could use theuamof registered
people in a long-term but not to educate them. Hvthe people understand the campaign?
During my internship period, | read people’s ansnarrelation to a contest, which was ran by
the WWF called “How can you spend the Earth Holfost of people liked the campaign,
however, only 20% touched upon the climate chasgeds, e.g. saying that they would talk to
their kids about environmental problems, but al®Qf#6 of them were saying that they were
going to listening to music in the darkness, godowalk or take a bath with the candles, also
saying they are really motivated to participatehia contest just to get the free T-shirt with the
Earth Hour label on it, but not really mentionirige t‘corner stone” of the environmental issue.
To conclude, in my opinion, the WWF relied on a-tlqavn approach — through the government
to the change in people’s behavior, since the camigagoal was to gain krge number of
participants while the people’s behavior or attuthange concerning climate change was not
questioned during the campaign.

Concluding remarks

In reference to Cox, any environmental advocacy pzagm is based on defining three
fundamental questions, such as, objectives, augliand strategies.

In the given paper | emphasize the difference betwspecific objectives and the long-
term goals: first of all, the campaign was aimedtivact the widest possible attention of the
entire community to the problem of global climakaoge by a symbolic action of turning off the
light. For the internal success outline WWF chas fhat very objective (namely, an amount of
people registered, administration and ambassadtection and participation, turning-off the
light in the iconic buildings and advertising), whiis concrete, time-limited and measurable in
terms of quantity. Whereas, in a long-term the cagip was seeking to sign post-Kyoto
Protocol and encourage people, including busineasdsgovernmental bodies, to save energy
and other natural resources. It corresponds witheary, since the campaign is seeking to
change certain external conditions, although astme time it happens through the influence of
individual behavior, seen as a step toward systech@nge in society’s treatment of the
environment.

Second, when it comes to the audience, the queitmoampaign was considering was
how to mobilize the supporters, to convince perab&s, translating the passive support into
active participation, recruit opinion leaders ahd mmedia. In case of Earth Hour, it is important
to point out, the target audience was everyoneVimglls, corporations, governments), NGO
was not directly trying to influence the only onevgrnment of a certain country or, for example,
certain local council/officials like most of the \amtacy campaigns, but the whole global
community, since it is a global issue. But what ttiey want the target audience to know or not
to know? The long-term goal or, more precisely,rttessage that the campaign is supporting the
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government action on climate change was not broasiygl or was done in a subtle way so as not
to lose a potential mass audience.

The last quintessential question is what will pad® the decision makers to act on the
objective? The Earth Hour’s strategy is built uplbe belief that symbolic action has the power
to transcend social and cultural barriers to mowe tvorld community to the real
accomplishments, or in other words, symbolic acteoable to do something as well as literally
to say something. However, it may also open a rémmmisunderstanding for some public: it
was hard to explain the symbolism of the action¢aithe Earth Hour did not bring any saving in
terms of economic indicators or electricity conseion.

Further, an important element of a campaign’s egiatcommunication is its message. In
this case the crucial and central message is Eoth, that concisely expresses a campaign’s
objective, which itself is short, compelling and mwgable. Although, it does not cover all
aspects of the campaign, but opens the door aftatteof the target audience to a campaign’s
other material.

Also, the channels to pass the message and thepagpe tools are the important
elements of any campaignedflets, internet actions: website page, emailetin, Facebook group
and events; media and online coverage, email nsleppress conference, press releases, banners,
advertising, competitions, school programs etc been used to reach as many people as possible. In
addition, sinceghe individuals that present the message can havanaatic impact upon how it is
receives, it is important to be ensure that thewhe delivers a message is seen as credible and
trust-worthy: WWF engaged thenbassadors and celebrities to be the campaipaisnel to a wider
audience. Moreovenfficial web-site was used as a main source fotigpation monitoring.
However, as it happens in communicating environalessues, the effect was hard to monitor
due to the complexity of monitoring an actual bebachange. In general, in implementing a
strategy a campaign relies on educational and penrsa messages, spokespeople, and events to
mobilize a group’s base of support and persuadabkesvell as opinion leaders and media to
influence the primary audience to act on the cagrpsiobjective, also taking into account the
local context: Russia was the only one country ghodval network that did not use earthhour.org
as a main website due to the language barrieruldcoreate for the Russian people, but used
wwf.ru/60 instead; in framing a message WWF Rusgicted the concept of voting because the
attitude of people in Russia towards voting is galhenegative and perceived as flawed and in
a result that perception could reflect in the caigmpa

To conclude, when it come to the Earth Hour, tHeativeness of the symbolic action can be
questioned and criticized. Considering the primabjective of the campaign, saving of
electricity was not an aim, the purpose was t@eitattention, raise awareness and demonstrate
that the global society claims to fight the climateange. WWF used pragmatic and constitutive
tools of different kinds to influence society’s iattle and behaviors through the modes of
communication — persuasion, rhetoric, images, aidusy, news stories and other modes of
symbolic action, hoping through the symbolic acttwhing off the light to trigger social and
political change.
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