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1  Framework and aim of the guidelines

�§�N�� �y�Ø�õ�7�:���� �y� ���� ���«���õ�y�p�� �N���� �õ�:�$�B�Ø�y���� �õ� �Ø�E�������� �Ø�� �•�N�l�:�û�•�$�û���� ���E���l���›�� �y�l�Ø�E�p�$�y�$�N�E�� �$�p�� �E���õ���p�p�Ø�l�›���� �§� ����
energy-related greenhouse gas emissions have to be reduced. Thus, the challenge is to 
transform the global energy sector from fossil-based to zero-carbon by the second half of 
this century. Although there is a need for a global energy transition and international ag -
reements, there is the possibility to independently trigger change on a local and regional 
�:���”���:�����™���E���•�Ø�ò�:�������E���l���›���Ø�E�û�����E���l���›�����¬�õ�$���E�õ�›���B���Ø�p�€�l���p���õ�Ø�E���h�N�y���E�y�$�Ø�:�:�›���Ø�õ� �$���”�����à�×�y���N����
�y� �����l���k�€�$�l���û���õ�Ø�l�ò�N�E���l���û�€�õ�y�$�N�E�p���)���Ø���B�Ø�4�N�l���y�Ø�p�7���l���k�€�$�l�$�E�����õ�N�:�:���õ�y�$�”�������«�N�l�y�p����

To foster these collective actions, we (in the Co2mmunity project) have established the 
notion of RENCOPs - Renewable ENergy COoperation Partnerships. These RENCOPs are 
groups of people (organisations) that work together to support the knowledge, creation 
and spreading of citizen or community energy (CE) (http://co2mmunity.eu/outputs/
rencop-developments). The Networks can be either community-driven or expert-driven, 
or even a mix of both. They can emerge in urban or rural settings.  
In Figure 1 a schematic description of a RENCOP is provided, where the role of a RENCOP 
Coordinator (RC) is described. In the project setting a RC acts as a contact point between 
the initiator(s) of the RENCOP and the partners, leading the establishment and managing 
of Regional RENCOP activities. The RC can be you, the reader of this report, one of your 
colleagues, a supporting organisation or it can even be a joint body.

Renewable ENergy COoperative Partnership

R.EN.CO.P
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These guidelines are a description of key steps which we suggest a person/organisation 
or institutions should take to develop a strategy for building a mobilization process to 
�$�E�$�y�$�Ø�y�����Ø�E�û�����p�y�Ø�ò�:�$�p� ���Ø���™�1�q�!�{�•�������:�y� �N�€��� ���$�y���•�$�:�:���ò�����õ�N�E�y���š�y���p�h���õ�$�±�õ�����$�y���$�p���y� �N�€��� �y���y� �Ø�y�����N�:-
lowing these guidelines will help the reader to develop a conscious strategy. In practice, 
the result of these guidelines will be an internal document containing information to help 
structure a discussion on your RENCOP, out of which external communication material 
can be developed. Hence this report will provide: 
• the guidelines: The steps to follow when you want to develop a strategy/ an action plan 

for building a mobilization process to initiate and establish a RENCOP.
• elements to consider for the external communication of the project.
• �Ø���p� �N�l�y���û���p�õ�l�$�h�y�$�N�E���N�������Ø�:�y�$�õ���•���Ø���™�����$�N�E���&���•�™�'���p�h���õ�$�±�õ�����š�h���l�$���E�õ���p���€�p�$�E�����y� �������€�$�û���:�$�E���p��
• a lists of campaign materials which can be used for developing the external commu -

nication.

Although these guidelines are developed to be generic, the actual implementation will be 
context dependent, driven by the regional and local settings and knowledge which will 
�Ø�«���õ�y���y� �����™�1�q�!�{�•�p�����Ã�����•�$�:�:�����$�”�����›�N�€���y� �����û�N�5�p���Ø�E�û���û�N�E�5�y�p���N�����™�1�q�!�{�•���•�N�l�7�����Ø�E�û���p�N�B�����N����
the experiences gathered while testing the guidelines. Within the Co2mmunity project 
several regional RENCOPs were established (responsible organisation in parenthesis).

GERMANY
SCHLESWIG-HOLSTEIN (HEINRICH-BÖLL FOUNDATION SCHLESWIG-HOLSTEIN E.V.)

DENMARK
MIDDELFART (MUNICIPALITY OF MIDDELFART)

ESTONIA
TARTU (TARTU REGIONAL ENERGY AGENCY TREA)

FINLAND
UUSIMAA (GNF) AND SOUTH OSTROBOTHNIA (ENERGY AGENCY OF SOUTH OSTRO-
BOTHNIA THERMOPOLIS LTD. AND REGIONAL COUNCIL OF SOUTH OSTROBOTHNIA)

LATVIA
RIGA REGION (RIGA PLANNING REGION)

LITHUANIA
KAUNAS REGIONAL ENERGY AGENCY (KREA) & LITHUANIAN ENERGY INSTITUTE

POLAND
WHOLE COUNTRY (FOUNDATION FOR SUSTAINABLE ENERGY)

SWEDEN
SOUTHEAST SWEDEN (ENERGY AGENCY FOR SOUTHEAST SWEDEN)
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2 The guidelines for a participatory mobilization pro -
cess to set up a RENCOP.

�1�É�N�€���E�����û���y�N���±�E�û���y� �����N�E�����h���l�p�N�E�����l�N�B���y� �Ø�y�����l�N�€�h���•� �N���•�$�:�:���ò�����y� �����û�l�$�”�$�E�������N�l�õ�������y� �����õ� �Ø�B�h�$�N�E����
the heart of the project. A person that people trust and listen to. If you get him/her excited the 
�h�l�N�õ���p�p���h�l�N�4���õ�y���•�$�:�:���ò�����B�N�p�y���:�$�7���:�›���y�N��� �Ø�h�h���E�����R�����›�N�€���û�N�E�5�y���±�E�û���y� �Ø�y���h���l�p�N�E�����$�y���$�p���Ø�:�p�N���N�7�����R�y���4�€�p�y��
means more work and convincing needed from you. But it can happen of course. The attitude 
towards the project will change. It will get more exciting when one people at a time joins in.” 
Experiences from one of the Co2mmunity partners while setting up a RENCOP

In order to promote community energy projects bringing about change in your community, 
it will need a lot of hard work and persistence. Often it takes more time to build participato -
ry processes than initially thought of. It can therefore be easy to get demotivated when your 
���«�N�l�y�p���l�€�E���$�E�y�N���ò�Ø�l�l�$���l�p�����:�$�7�����Ø���:�Ø�õ�7���N�����$�E�y���l���p�y�����l�N�B���õ�$�y�$�¤���E�p���N�l���Ø���:�Ø�õ�7���N�����h�N�:�$�y�$�õ�Ø�:���•�$�:�:�����§� �Ø�y�5�p��
why it is so important to have a clear roadmap for reaching your goals and be realistic in your 
�h�:�Ø�E�E�$�E�������p�N���›�N�€�5�:�:���ò�����Ø�ò�:�����y�N���7�����h���y�l�Ø�õ�7���N�����›�N�€�l���h�l�N���l���p�p���Ø�E�û���p�y�Ø�›�����N�õ�€�p���û���N�E���•� �Ø�y���›�N�€���•�Ø�E�y��
to achieve. 

This ten-step guide is to help you establish your action plan. We realised in the course of the 
�h�l�N�4���õ�y�� �y� �Ø�y�� �y�N�� �û���”���:�N�h�� �Ø�� �p�y�l�Ø�y�����$�õ�� �h�l�N�õ���p�p�� �•���� �E�����û�� �Ø�� �²���š�$�ò�:���� �Ø�h�h�l�N�Ø�õ� ���� � �N�•���”���l�� �h�l�N�”�$�û�$�E����
the reader/user with certain steps to pursue. In the discussions with the various RENCOPs it 
also become clear that the status of the energy transition, and the awareness in society in the 
�”�Ø�l�$�N�€�p�� �õ�N�€�E�y�l�$���p�� �$�p�� �p�y�l�N�E���:�›�� �Ø�«���õ�y�$�E���� �y� ���� �•�Ø�›�� �$�E�� �•� �$�õ� �� �™�1�q�!�{�•�p�� �õ�Ø�E�� ���p�y�Ø�ò�:�$�p� �� �õ�N�B�B�€�E�$�y�›��
energy (CE) projects. There are a number of contextual factors which need to be considered, 
be it geographical, historical or political. These are decisive for the approach to follow for esta -
blishing RENCOPs as catalysts for CE projects. 

���û�û�$�y�$�N�E�Ø�:�:�›�����Ø�p���y� �����™�1�q�!�{�•�p���Ø�l�����õ�N�N�l�û�$�E�Ø�y���û���ò�›���û�$�«���l���E�y���y�›�h���p���N�����N�l���Ø�E�$�p�Ø�y�$�N�E�p���y� �$�p���•�$�:�:���Ø�:�p�N��
�Ø�«���õ�y���y� �����Ø�h�h�l�N�Ø�õ� ���y�Ø�7���E���y�N�����E�Ø�ò�:�����y� �����!�1���h�l�N�4���õ�y�p�����§� ���l�����N�l�������$�y���$�p���$�B�h�N�l�y�Ø�E�y�����N�l���y� �����€�p���l���N����
�y� �������€�$�û���:�$�E���p���y�N���l���²���õ�y���€�h�N�E���•� �Ø�y���y� ���$�l���l�N�:�����Ø�E�û���p���:���*�€�E�û���l�p�y�Ø�E�û�$�E�����$�p�����§� �����Ø�õ�y�$�N�E���h�:�Ø�E���û���”��-
loped through the guidelines is to be used as a “living” working document. This means that 
it is a reference document, which should be further developed through the building up of the 
RENCOP. 

The guidelines can be used for example as:
1. an internal tool to develop an action plan with a strategy for developing a participatory mo -

bilization process to set up a RENCOP.
2. a learning tool. The questions to be answered should stimulate thinking and a discussion 

between those who want to build up the RENCOP. 

2.1 Where to start from

In this chapter we take a look on how you can build up a RENCOP with the aim to promote commu -
nity renewable energy in your locality. The main issues to be aware of are: Focus on the things 
�›�N�€��� �Ø�”�����$�E�²�€���E�õ�����N�E�����y� �$�E�7���N�������E���Ø���$�E�����•�$�y� ���B�€�:�y�$�h�:�$���l�p�����Ø�E�û���E�N�y���N�E�:�›���7���›���$�E�û�$�”�$�û�€�Ø�:�p�����Ø�E�û���:�Ø�p�y��
but not least develop a strategy and a complete action plan for how you want to go about it. 
�§� ���l�����Ø�l�����y� �l�������h� �Ø�p���p���$�E���•� �$�õ� ���y� ���l�����Ø�l�����û�$�«���l���E�y���p�y���h�p���y�N���ò�����y�Ø�7���E���&�$�E���N�l�û���l���y�N��� �Ø�”�����Ø�E���N�h���E����
�y�l�Ø�E�p�h�Ø�l���E�y���Ø�E�û���û���B�N�õ�l�Ø�y�$�õ���õ�N�B�B�€�E�$�y�›���E���l���›���&�!�1�'���h�l�N�4���õ�y�����•� �$�õ� ���•�$�:�:���ò���E���±�y���y� �����:�N�õ�Ø�:���h���Nple).
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PLANI.

TAKE 
ACTION

REFLECTIII.

II.



TAKE ACTION:  Second, there is the im -
�h�:���B���E�y�Ø�y�$�N�E�� �h� �Ø�p���� �&�p������ �à���� �D�$���€�l���� �Ù�'���� �$�E��
which you set up and run the RENCOP. De -
pending on your strategy of establishing 
the RENCOP, this phase can already result 
in concrete community renewable energy 
projects. In other strategies your RENCOP 
might generate Sub-RENCOPs, which 
then will develop concrete CE projects (the 
German RENCOP example described in 
chapter 4 would be an example of the latter 
approach, the Danish or Finnish approach 
would be an example of the former). 

8

PLAN

PLAN: The tasks that come up at the start of 
a RENCOP can sometimes seem overw -
helming. However, the more thorough you 
�Ø�l���� �$�E�� �y� �$�p�� �±�l�p�y�� �h�:�Ø�E�E�$�E���� �h� �Ø�p���� �&�p������ �Ø�*�ß��
in Figure 2) and the more strategic you are 
in your planning using these guidelines, 
the better you will understand how to en -
gage with your stakeholders and to im -
plement a RENCOP which will become one 
little, but important, part in the (global) 
energy transition. 

REFLECT: Third, there is the phase af -
ter the CE project is completed.How to 
sustain the momentum of the established 
RENCOP? Again, here it depends on the 
strategy you have decided to take,. The key 
�$�p�� �y� �Ø�y�� �›�N�€�� �l���²���õ�y�� �Ø�E�û�� ���”�Ø�:�€�Ø�y������ �ò�����N�l����
initiating a new RENCOP or reviewing con -
tinuing your “old” RENCOP.

TAKE 
ACTION

REFLECT



Figure 2: The elements used in developing a strategy for implementing a 
participatory mobilization process to set up a RENCOP
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plementation of
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community reneable
energy project:
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2.2 The action plan: Developing a strategy for a participatory mobili-
zation process 

These guidelines should enable a strategic approach to build up longer-term RENCOPs 
that promote the energy transition. However, they are also usable if you think of setting 
up a short term RENCOP. 
We suggest you think of the establishment of a RENCOP very much like initiating a cam -
�h�Ø�$���E�����•� �$�õ� ���Ø�:�p�N���E�����û�p���Ø���l�N�ò�€�p�y���Ø�õ�y�$�N�E���h�:�Ø�E���y�N���p�y�Ø�l�y���•�$�y� �����1�Ø�õ� ���N�����y� �����Ø�×���p�y���h�p���Ø�l�����û���p�õ�l�$-
bed, and you can structure your thoughts in a document for your internal use. Each step 
described, will give you a rough indication what type of output, and approximate length 
of what you should write down. 

STEP 1: What is the problem your RENCOP wants to focus on ?

� Problem statement
Narrow down bigger picture problems into more manageable parts. What part of the pro -
blem are you trying to solve? How does resolving this issue address the underlying pro -
blem. 
�{�€�y�h�€�y�����m���Ù�Ü�×���•�N�l�û�p����

� Situational analysis
Identify, and specify, the context in which you want to develop your RENCOP
• What is the context? What is the current narrative and frame for the issue? 
• What political, economic, cultural or other factors are creating or maintaining the pro -
blem? 
• What is the national/regional political situation relating to policies towards renewable 
energies + community building/citizenships?

What are civil society groups doing about the situation? LEARN FROM OTHERS (Succes -
ses & failures �: ���±���:�û���y�l�$�h�p�����!�1�����š�h���l�y�p���y���:�:�$�E�����›�N�€���'
Output: ~ 1 page description

� Campaign/RENCOP focus – what is your suggested solution?
�'�N���›�N�€���•�Ø�E�y���y�N�����N�õ�€�p���N�E���Ø���p�h���õ�$�±�õ���y���õ� �E�N�:�N���›�����'�N���›�N�€���•�Ø�E�y���y�N��� �Ø�”�����Ø���p�h���õ�$�±�õ���N�€�y�õ�N�B�����N�����y� ����
RENCOP or do you want to use it for creating a broad coalition for the energy transition? 
It might be helpful to frame your RENCOP as an enabler to implement the solution (or a part 
of the solution). Name the FOCUS AREAS of your RENCOP.

• Read local newspapers & keep an eye on news about people being interested in commu -
nity energy (e.g. common purchase of solar panels).

• Local people have a pretty good idea what they want locally: be aware of local history, 
�h���N�h�:���5�p���$�E�y���l���p�y�p���$�E���õ���l�y�Ø�$�E���õ�N�B�B�€�E�$�y�›�����E���l���›���h�l�N�4���õ�y�p�����y�õ�����:  EMPOWER local PEOP LE 

�Ø�×

What are the
objectives of the

RENCOP?�•�§�1�•���â



and support local ideas!
• Gather information on what is needed to implement your suggested solution (technical 

�$�E���N�l�B�Ø�y�$�N�E���N�E���y� �����p�$�y�������±�E�Ø�E�õ�$�E�������h���l�B�$�y�p�����y�õ���'��
• Think of how you would like to organise the RENCOP. This will of course depend on the 

purpose of your RENCOP and the type of community energy project you want to pro -
mote. Do you see your RENCOP as a strategic partnership and enabler of CE in general, 
�N�l�� � �Ø�p�� �›�N�€�l�� �™�1�q�!�{�•�� �Ø�� �p�h���õ�$�±�õ�� ���N�Ø�:���� �p�€�õ� �� �Ø�p�� �Ø�� �p� �N�l�y�*�y���l�B���û�� �Ø�õ�y�$�”�$�y�›�� �:�$�7���� �Ø�� �õ�N�B�B�N�E��
purchase for i.e. solar panels?

�{�€�y�h�€�y�����m���Ù�Ü�×���•�N�l�û�p

STEP TWO: What shall the RENCOP achieve? What are the objectives and/or dreams of the 
RENCOP

RENCOPS based upon citizen engagement often grow out of an idea, a vision, or a dream 
to do “something”. To identify this can take some time. However, as a RENCOP initia -
tor you can decide upon whom you want to engage with to develop the objectives for the 
RENCOP.

� RENCOP goal 
What should the RENCOP achieve (scope)? Every step forward in the campaign must be 
taken with the achievement of your goal in mind. Limiting your campaign to one or two 
���N�Ø�:�p���•�$�:�:���Ø�:�:�N�•�����N�l���Ø���B�N�l�������N�õ�€�p���û���Ø�E�û���h�N�•���l���€�:�����«�N�l�y����
If possible, your goals should be strategic, measurable, achievable, realistic and time-spe -
�õ�$�±�õ���&�•�n���™�§�'��

Output:  1-2 sentences to justify each goal.

� Long-term considerations
How will the campaign continue to have impact after your planned work ends? How will 
�›�N�€���ò�€�$�:�û���€�h���N�y� ���l�����l�N�€�h�p�5���õ�Ø�h�Ø�õ�$�y�›�����p�y�l���E���y� ���E���$�E�p�y�$�y�€�y�$�N�E�p���Ø�E�û���$�E�õ�l���Ø�p�����:�N�õ�Ø�:���N�•�E���l-
ship? 

It is key to think of 
• continued cooperation and community empowerment.
• maintenance and operation of community renewable energy.
• continued community spirit & ownership.

�{�€�y�h�€�y�������m���Ù�Ü�×���•�N�l�û�p

�•�§�1�•���ã
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What is the problem?
Why do I need a
(new) RENCOP?



STEP THREE: Who is your target?

Who can change the situation? Who is your target? Identify key individuals and groups 
�y� �Ø�y��� �Ø�”�����Ø�E�����«���õ�y���$�E�²�€���E�õ�������e���Ø�l�E���B�N�l�����Ø�ò�N�€�y���y� ���$�l���:���”���:���N�����$�E�y���l���p�y���$�E���$�p�p�€�������y� �������l�N�€�h��
or party they belong to and their position on the issue.

You need to identify three categories of people:

1. List potential allies . Who are they? Select important and less important ones. Non-go -
vernmental organizations, political parties, politicians, university professors, trade 
unions, private companies, …?

2. List opponents . Who opposes your solution? Political parties, politicians, business -
men, farmers, …? Why? What arguments are they using? Who are their allies? Why are 
they supporting your opponents?

3. Your communication target group  is the group of people you want to motivate to join 
�›�N�€���$�E���y� �������«�N�l�y�p���y�N�����N�p�y���l���!�1���h�l�N�4���õ�y�p�����R�����›�N�€�l�����N�Ø�:�������N�l�����š�Ø�B�h�:�������$�p���y�N���û���”���:�N�h���Ø���™�1�q-
COP which is promoting a community heat system, then your target will be the people 
�•� �N���•�$�:�:���€�p�����Ø�E�û���ò���E���±�y�����l�N�B���y� �Ø�y���:�N�õ�Ø�:���p�›�p�y���B�����D�€�l�y� ���l�B�N�l�������N�l���Ø�E�$�¤�Ø�y�$�N�E�p�����$�E�p�y�$�y�€-
tions, politicians or businesses can be part of your target group if your goal is in their 
interest or there is a shared purpose. For example, a local NGO can be a helpful ally in 
moving your target to act on your goal.
Identify networks in which you can share your ideas: a housing company, village events, 
social media, birthday parties, the development company of the municipality.
Contact and visit motivated people. Think of how to engage with the stakeholders. How 
can you cooperate? See section on external communication.

�  Key players: allies, opponents, supporters, targets

• Who are the stakeholders? 
• Your stakeholders have a name and a face. For example, key for establishing your REN -

COP might not be the city council, it might be the chairman of the city council and 
�h���l� �Ø�h�p���Ø���p�h���õ�$�±�õ���õ�N�€�E�õ�$�:���B���B�ò���l����

• A key stakeholder can be a champion (someone who is a strong supporter), an oppo -
�E���E�y���&�p�N�B���N�E�����•� �N���B�Ø�›���ò�:�N�õ�7���›�N�€�l�����«�N�l�y�p�'�����N�l���p�N�B���y� �$�E�����$�E���ò���y�•�����E�����É�N�€���õ�Ø�E���ò�€�$�:�û��
up your champion to take a stand on your goal, or you can convince your opponent 
that your goal is worth supporting. So, think thoroughly of who (and what institution) 
is important for you.

• �R�û���E�y�$���›���õ�N�B�B�€�E�$�y�›���h���l�p�N�E�Ø�:�$�y�$���p���Ø�E�û���õ�N�E�”�$�E�õ�����y� ���B���N�����›�N�€�l���!�1�����«�N�l�y�p��
• Engage with experts (within & outside the community). It is especially important that the -

�l�����Ø�l�����h���N�h�:�����•� �N��� �Ø�”�����y� �����y���õ� �E�$�õ�Ø�:�����:�����Ø�:���Ø�E�û���±�E�Ø�E�õ�$�Ø�:���p�7�$�:�:�p���y�N���p�€�h�h�N�l�y���›�N�€�l�����«�N�l�y�p��

�•�§�1�•���ä
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• Inside your community: There can be all kinds of experts within a community (people 
�•�$�y� ���û�$�«���l���E�y���h�l�N�����p�p�$�N�E�p�������E���$�E�����l�p�������:���õ�y�l�$�õ�$�Ø�E�p�����y�õ���'���•� �$�õ� ���Ø�l�����”�Ø�:�€�Ø�ò�:�����$�E���p���y�y�$�E����
up and running community energy. They can give advice during the project, do volun -
tary work for it etc.

• o Outside your RENCOP: Are there other networks of regional organisations engaged 
in energy guidance (energy agencies & others �:  list of organisations)? Often, you can 
get expert advice from them for free.

�{�€�y�h�€�y�����'�›�E�Ø�B�$�õ���p�y�Ø�7��� �N�:�û���l���B�Ø�h�����õ�N�Ù�B�B�€�E�$�y�›�����€���•�h�*�õ�N�E�y���E�y���€�h�:�N�Ø�û�p���Ù�×�Ø�ß���×�à���'�›�E�Ø-
mic-Stakeholder-Mapping-Tool.xlsx

STEP FOUR: Develop a Theory of Change (ToC)

What do you think is needed (depending on who you are/what organisation you are in) to 
�û���”���:�N�h���Ø���h�Ø�l�y�$�õ�$�h�Ø�y�N�l�›���Ø�h�h�l�N�Ø�õ� �����§� ���N�l�›���N�����!� �Ø�E�������&�§�N�!�'���$�p���Ø���p�h���õ�$�±�õ���y�›�h�����N�����B���y� �N�û�N-
logy for planning, participation and evaluation that is used in companies, philanthropy, 
�E�N�y�*���N�l�*�h�l�N�±�y���Ø�E�û�����N�”���l�E�B���E�y���p���õ�y�N�l�p���y�N���h�l�N�B�N�y���� �p�N�õ�$�Ø�:���õ� �Ø�E�������� �R�y���û���±�E���p���:�N�E���*�y���l�B��
goals and then maps backward to identify necessary preconditions. It is a forecast, a hypo -
thesis, a model that shows what conditions we believe must exist for other conditions to 
come into being. It can be used to discuss and develop your STRATEGY for setting up the 
RENCOP and making it run. There is much information on the internet on the approach. 
A primer is:

 http://www.theoryofchange.org/wp-content/uploads/toco_library/pdf/ToCBasics.pdf

Output: Diagram and Text 1-2 pages

STEP FIVE: Analyse and assess your organizational capacity to set up your RENCOP and 
your mobilization process (internal and external factors)

What organizational and contextual considerations do you need to bear in mind? What are 
your philosophies and policies? What experience do you bring to the table? How much 
time do you have to dedicate to this campaign? Are there skills that you would like to de -
velop like writing, public speaking, or making videos? What additional capacity you may 
�E�����û���y�N���ò�€�$�:�û���$���������û�N���›�N�€��� �Ø�”�����y���õ� �E�$�õ�Ø�:�����±�E�Ø�E�õ�$�Ø�:�����y�õ�������š�h���l�y�$�p�����•�$�y� �$�E���y� �����õ�N�B�B�€�E�$�y�›�����'�N��
you need help from outside experts? Who should be contacted? 

�•�§�1�•���å
Develop a theory

of change: What do I
think is needed

(depending on who am
I /what organization

are we)
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Conduct a SWOT analysis for your plan. A SWOT analysis is an incredibly simple, yet power -
ful tool to help you develop your strategy for your RENCOP. SWOT stands for Strengths, 
Weaknesses, Opportunities, and Threats.

Strengths and weaknesses are internal to your organization or your community team – 
things that you have some control over and can change e.g. who is on your team, your 
internal skills and knowledge, and your location.

Opportunities and threats are external – things that are going on outside your organizati -
on/team, in society at large. You can take advantage of opportunities and protect against 
�y� �l���Ø�y�p�����ò�€�y���›�N�€���õ�Ø�E�5�y���õ� �Ø�E�������y� ���B���&�û�$�l���õ�y�:�›�'�����1�š�Ø�B�h�:���p���$�E�õ�:�€�û�����&�1�®�'���:�����$�p�:�Ø�y�$�N�E�����h�l�$�õ���p���N����
�!�{�Ù�����y� ���������E���l�Ø�:���Ø�•�Ø�l���E���p�p���N�����õ�:�$�B�Ø�y�����õ� �Ø�E���������N�l���B�N�”���B���E�y�p���:�$�7�����D�l�$�û�Ø�›�5�p�����N�l���D�€�y�€�l����

A SWOT analysis organizes your top strengths, weaknesses, opportunities, and threats 
into an organized list and is usually presented in a simple two-by-two grid. An example 
�$�p����� �y�y�h�p�������•�•�•���p�õ�$���E�õ���û�$�l���õ�y���õ�N�B���p�õ�$���E�õ�����Ø�l�y�$�õ�:�����Ø�ò�p���h�$�$���•�×�Ø�à�Ü�à�Ù�Ü�Ü�Ø�à�Ú�×�×�Ø�Ù�Ü����

Output: SWOT analysis-Chart

STEP SIX: Description of activities 

�  This element in the guidelines is the actual part of thinking of what you want to do (and 
when) based on your capacity. Brainstorm and make a list of your planned activities 
(with a schedule) to develop your RENCOP.

Think of the activities in the three phases of establishing a RENCOP: 

1. Before the RENCOP
2. �§� �����±�l�p�y���B�N�E�y� �p���N�����y� �����™�1�q�!�{�•
3. �§� �����±�l�p�y���›���Ø�l���N�����y� �����™�1�q�!�{�•

�  �e�1���™�q���D�™�{�n���{�§�N�1�™�•�����•� �N�•�$�E�����y� �����ò���E���±�y�p���N�����!�1�����Ø�E�û���y� �Ø�y���$�y���$�p���•�N�l�7�$�E�����$�E���l���Ø�:�$�y�›�����$�p���y� ����
best way of conveying the message that the energy transition is possible. 

• Organise and support meetings, seminars, workshops, fairs etc. to show and discuss 
successes (& failures).

• Invite CE experts to share information at your meeting / event. 
(Tip: make sure that there is something to eat and drink for free.)

• Organise Film events. 
• �{�l���Ø�E�$�p�����±���:�û���y�l�$�h�p���������������y�N���h�$�:�N�y���p�$�y���p�������õ�N�”�$�:�:�Ø�����p��������
• Start regional CE campaigns to raise awareness and acceptance for CE and to mobilize
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•  stakeholders to become RENCOP members (including events/information about CE in 
general e.g. by roll-ups presented on regional fairs).

Output: Table or short description of activities including a timeline with key dates (in -
�õ�:�€�û�$�E���� �$�E�y���l�E�Ø�:�� �Ø�E�û�� ���š�y���l�E�Ø�:�� ���”���E�y�p���� �h�:�Ø�E�E���û�� �Ø�õ�y�$�”�$�y�$���p���� �B�$�:���p�y�N�E���p�� �Ø�E�û�� �3�y�Ø�7���*�N�«�5�� �N�l��
trigger events)

STEP SEVEN: Motivate & gather interested people, communicate & campaign 

Communication: Think of HOW you want to communicate the RENCOP during its develop -
ment to WHOM, and WHEN! 

• How do you plan to communicate the goals of the Co2mmunity project to relevant sta -
keholders, and what tool will you use?

• See Chapter 3

Output: Table/description of the communication strategies you plan to use in the regional 
CE campaigns

STEP EIGHT: Develop your Budget

Make a rough calculation how much your activities around the RENCOP might cost. Try to 
�ò�����l���Ø�:�$�p�y�$�õ���Ø�E�û���Ø�û�4�€�p�y���›�N�€�l���Ø�õ�y�$�”�$�y�$���p�����R�E�õ�:�€�û�����±�E�Ø�E�õ�$�Ø�:���Ø�E�û���h�l�N���ò�N�E�N���õ�N�E�y�l�$�ò�€�y�$�N�E�p�������:�p�N��
�y� �$�E�7���N�����y� �����±�E�Ø�E�õ�$�Ø�:���$�B�h�:�$�õ�Ø�y�$�N�E�p�����N�l���h���N�h�:�����N�l���Ø�E�$�p�Ø�y�$�N�E�p���4�N�$�E�$�E�����$�E���Ø�E�û���±�E�Ø�E�õ�$�E�����h�N�p-
sibilities for citizens: crowdsourcing, loan, funding from leader groups, voluntary work, 
own money, subsidies, support from governmental institutions…

Output: Table with cost forecast
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STEP NINE: Implement your plan 

The timing is often key if the implementation of your action plan will be successful or not. 
�•�N�����y� �$�E�7���N�����•� ���E���›�N�€���:�Ø�€�E�õ� ���›�N�€�l���™�1�q�!�{�•���Ø�E�û���p�y�Ø�l�y���y� �����û�$�«���l���E�y���l���:�Ø�y���û���Ø�õ�y�$�”�$�y�$���p��

STEP TEN: Evaluate

How will you know if your RENCOP strategy has been successful? Based on what indicators?

�§�N�����”�Ø�:�€�Ø�y�����y� �����N�€�y�õ�N�B�����N�����›�N�€�l�����«�N�l�y�p���õ�Ø�E���ò�����l�Ø�y� ���l���y�l�$�õ�7�›�����û���h���E�û�$�E�����N�E���•� �Ø�y���N�€�y�õ�N�B����
you want to measure. Developing and implementing a campaign is a learning experience, 
�•�$�y� ���y� �����7���›���k�€���p�y�$�N�E�����'�$�û���›�N�€�l���Ø�p�p�€�B�h�y�$�N�E�p���±�y���y� �����l���Ø�:�$�y�›����

1. Campaign activity implementation : in most cases easy to measure: all aspects that in -
dicate activities have been undertaken, such as the number of events held, advertise -
ments placed, publications produced, press releases issues, radio interviewed given etc.

2. Media and online monitoring (software or manual) : counting mentions in media and/
or on websites, visitor statistics on websites, content analysis etc.

3. Change in knowledge, attitude and behaviour:  tricky to assess, most commonly this can 
be done through interviews/surveys before, during and after your activities to see if the 
desires changes have occurred. (To see how many people register for a newsletter, send 
an email of support etc. can be a useful proxy or direct measure of behavioural change.)

4. Change to politics, activities and practices of targeted institutions:  Case studies, moni -
toring of support and changes of targeted institutions (private and public sector). See 
changes in public statements, or directly in policy.

Output: Description (1-2 pages)

16

�•�§�1�•���â�á

�•�§�1�•���ê

After having set
up a RENCOP and a

community reneable
energy project:

Evaluation

Implement your
strategy Setting up

and running the
RENCOP, and the Im-

plementation of
community renewable

energy project



3 The elements of the external communication 

���:�y� �N�€��� �� �y� ���� �Ø�õ�y�$�N�E�� �h�:�Ø�E���� �Ø�E�û�� �y� ���� �p�y�l�Ø�y�����›�� ���l�N�B�� �$�y���� �$�p�� �y� ���� �õ�N�l���� �N���� �›�N�€�l�� ���«�N�l�y�p�� �y�N�� �p���y�� �€�h��
your RENCOP, you need to consider how to develop the momentum for a participatory 
mobilization process. If you want to succeed here, you need to engage in external commu -
nication, and think of how to engage with multipliers who spread the word. Knowledge 
alone does not change behaviour. With some limited exceptions, people often know what 
they should be doing, so simply telling them what to do rarely creates change. This is the 
paradox which environmental campaigns often face and what makes a mobilization cam -
paign so complex. 

�F�$�”���E���y� �Ø�y���õ�N�B�B�€�E�$�õ�Ø�y�$�N�E���$�p�����l���Ø�y�:�›���Ø�«���õ�y���û���ò�›���y� �����õ�€�:�y�€�l�Ø�:���õ�N�E�y���š�y�����y� �$�p���p���õ�y�$�N�E���h�l�N�”�$�û���p��
you with some basics and general approaches, while chapter 4 will provide you with more 
�p�h���õ�$�±�õ�����š�h���l�$���E�õ���p���Ø�E�û���:���p�p�N�E�p���:���Ø�l�E���û���$�E���y� �������•�™���l�����$�N�E��

3.1 Two types of campaigns

When looking at the issues you might tackle with your RENCOPs, there are two main types 
of campaigns: either an individual behavioural change campaign or a public will cam -
paign. The former tries to change individual behaviour and promotes pro-environmental 
behaviour, e.g. having people putting solar panels on their roofs. The latter attempts to 
raise the importance of a problem in the public eye as the motivation for policy action or 
�õ� �Ø�E�������&�!�N�«�B�Ø�E�����Ù�×�×�Ù�'�����Ã� ���E���›�N�€�����E���Ø�������$�E���Ø���õ�Ø�B�h�Ø�$���E���$�y���$�p���€�p�����€�:���y�N���y� �$�E�7���N�����$�y�p�����l�Ø-
ming. This means how the campaign is perceived – as an individual behavioural issue, 
or where you want to change policy (or both) – and overall communicated. A frame is 
the rhetoric “packaging” of a fact in a way that encourages certain interpretations and 
�û�$�p�õ�N�€�l�Ø�����p�� �N�y� ���l�p���� ���� �p�h���õ�$�±�õ�� ���l�Ø�B�$�E���� �õ�Ø�E�� �B�Ø�7���� �Ø�� �p�N�:�€�y�$�N�E���� �N�l�� �Ø�� �p�h���õ�$�±�õ�� �Ø�õ�y�$�N�E�� �Ø�h�h���Ø�l��
engaging or not.

�D�$���€�l�����Ú���$�:�:�€�p�y�l�Ø�y���p���y� �����û�$�«���l���E�y���$�B�h�N�l�y�Ø�E�õ�����N�����y� �����”�Ø�l�$�Ø�ò�:���p�����Ø�y�y�$�y�€�û���p�����Ø�•�Ø�l���E���p�p�����p�N�õ�$�Ø�:��
�E�N�l�B�p���Ø�E�û���h�€�ò�:�$�õ���•�$�:�:�����N�l���y� �����y�•�N���B�Ø�$�E���y�›�h���p���N�����õ�Ø�B�h�Ø�$���E�p�����§� �����Ø�õ�y�$�”�$�y�$���p���y� �Ø�y���õ�Ø�E���$�E�²�€-
ence these variables can often be used for both campaign types. Read more about import -
ant activities in step six of the guidelines.

�D�$���€�l�����Ú�����!�N�E�y�$�E�€�€�B���N�����!�Ø�B�h�Ø�$���E���§�›�h���p�����õ�õ�N�l�û�$�E�����y�N���•�€�l�h�N�p�������&�•�N�€�l�õ�������!�N�«�B�Ø�E�����Ù�×�×�Ù�'
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�§� ���� �û�$�«���l���E�õ���� �$�E�� �Ø�� �õ�Ø�B�h�Ø�$���E�5�p�� �h�l�$�B�Ø�l�›�� �h�€�l�h�N�p���� �&�$�E�û�$�”�$�û�€�Ø�:�� �ò��� �Ø�”�$�N�€�l�� �”���l�p�€�p�� �h�N�:�$�õ�›��
change) is a key factor in decisions about what kind of strategy you want to pursue for 
your campaign (see table 1). Many campaigns include several variables and have elements 
of both a behavioural- and policy change campaigns. However, crucial is, to always bear 
�$�E���B�$�E�û�����•� �Ø�y���$�p���û�l�$�”�$�E�����›�N�€�l���õ�Ø�B�h�Ø�$���E�5�p���y� ���N�l�›���N�����õ� �Ø�E���������Ã� �Ø�y���$�p���$�y���›�N�€���€�:�y�$�B�Ø�y���:�›���•�Ø�E�y��
to achieve and how do you want to achieve it? So, what are the root causes and what keeps 
the unwanted behaviour going? 

Table 1: Individual behaviour change campaign in comparison to public will behaviour campaign 
adapted to climate change.  1

18
1 �•�€�ò�:�$�õ�����•�Ø�l���E���p�p���!�Ø�B�h�Ø�$���E�p�����Ù�×�Ø�Ü�����•�€�h�h�N�l�y�$�E�����n�$�:�$�y�Ø�l�›���D�Ø�B�$�:�$���p���§� �l�N�€��� ���™���p���Ø�l�õ� ���Ø�E�û���{�€�y�l���Ø�õ� ����
� �y�y�h�p�������l���Ø�õ� �B�$�:�$�y�Ø�l�›���Ø�B�$�:�$���p���€�B�E�����û�€���p�$�y���p���û�����Ø�€�:�y���±�:���p���l�û�N�õ���•�€�ò�:�$�õ�y�Ù�×���•�Ø�l���E���p�p�y�Ù�×�!�Ø�B�h�Ø�$���E�p���h�û��

CAMPAIGN TYPE/
GOAL OBJECTIVES

Target audience

Strategies

Media/Communication 
Vehicles

Examples
(see Appendix for 
more)

INDIVIDUAL BEHAVIOUR CHANGE

• In�uence beliefs and knowledge 
about a behaviour and its conse-
quences

• Affect attitudes in support of beha-
viour and persuade to change 

• Affect perceived social norms about 
the acceptability of a behaviour 
among one’s peers

• Affect intentions to perform the 
behaviour

• Produce behavioural change (and 
support)

Parts of the population whose behavi-
our needs to change

Social marketing  with the aim to pro-
mote sustainable behavior

Print, television, radio, social media, 
Gaming 

Photo voltaic/ solar campaigns, elect-
ricity reduction campaigns, car sharing 
etc.

PUBLIC WILL

• Increase visibility of an issue 
and its importance

• Affect perceptions of social 
issues and who is seen as 
responsible

• Increase knowledge about 
solutions based on who is 
seen as responsible

• Affect criteria used to judge 
policies and policymakers

• Determine bureaucratic 
barriers

• Reach and mobilise your 
target group

Parts of the local population to 
be mobilized and policy makers
  
Media advocacy, community 
mobilization

Print, television, radio, social 
media

Support campaigns for district 
heating, Fridays for futures, 
demand for implementation of 
regional climate plans etc. 



�Ø�à

3.2 What makes a mobilization campaign so complex?

As previously mentioned, often, people already know what they should be doing. So just 
�y���:�:�$�E�����y� ���B���•� �Ø�y���y�N���û�N���•�N�E�5�y���ò�l�$�E�����Ø�ò�N�€�y���õ� �Ø�E���������Ø�p���ò��� �Ø�”�$�N�€�l���$�p���p� �Ø�h���û���ò�›�����Ø�õ�y�N�l�p���p�€�õ� ��
as:

• available range of choices
• rules (laws and policies)
• cost (economic and otherwise)
• social reinforcement and approval (norms)
• ���Ø�p�����û�$�¬�õ�€�:�y�›���&�ò���E���±�y�p���Ø�E�û���ò�Ø�l�l�$���l�p�'

The sequence of awareness – alignment – engagement – action  is generally perceived as 
a prerequisite for creating a change in behaviour. The assumption is that there is an un -
derlying psychological driver which campaigns need to address to be successful in causing 
�ò��� �Ø�”�$�N�€�l�Ø�:���õ� �Ø�E�������&�™�N�p�������Ù�×�Ø�Ø�'����

���� �”�Ø�:�€���*�ò�Ø�p���û�� �Ø�h�h�l�N�Ø�õ� �� �ò�€�$�:�û�$�E���� �N�E�� �n�Ø�p�:�N�•�p�5�p�� � �$���l�Ø�l�õ� �›�� �N���� �E�����û�p�� �•�N�€�:�û�� �y�l�›�� �y�N�� �û�$�”�$�û����
people into value groups when constructing campaign messages. This approach, which 
is widely used in marketing, is built on the belief that people based on their values and 
�h���l�õ���h�y�$�N�E��� �Ø�”�����Ø���p�h���õ�$�±�õ���”�$���•���N�����y� �����•�N�l�:�û���Ø�E�û���y� �Ø�y���y� �$�p���”�$���•���õ�Ø�E���ò�����Ø�:�y���l���û���N�”���l���y�$�B������
There are mainly three dominant value attitudes: people looking for ideas, often seen as 
�y� �����h�$�N�E�����l�p�����N�l���õ� �Ø�E�������•� �N���Ø�l�����û�l�$�”���E���ò�›���$�E�E���l���”�Ø�:�€���p���N�l�����y� �$�õ�Ø�:���Ø�l���€�B���E�y�p�����N�€�y���l�*�û�$-
�l���õ�y���û���h�l�N�p�h���õ�y�N�l�p���•� �N���Ø�l�����:�N�N�7�$�E�������N�l���p�€�õ�õ���p�p���N�l�����p�y�����B�����Ø�E�û���B�N�l�����p���õ�€�l�$�y�›���û�l�$�”���E���h���N�h-
le, so-called settlers who are looking for safety and more traditional values. 

�Ã� ���E�� �y� �$�E�7�$�E���� �N���� �Ø�� �õ�N�B�B�N�E�� �Ø�õ�y�$�N�E�� ���N�l�� �y� ���p���� �û�$�«���l���E�y�� �y�›�h���p�� �N���� �h���N�h�:������ ���N�l�� ���š�Ø�B�h�:���� �y� ����
�$�E�p�y�Ø�:�:�Ø�y�$�N�E���N�����p�N�:�Ø�l���h�Ø�E���:�p�����›�N�€���•�$�:�:��� �Ø�”�����y�N���Ø�û�û�l���p�p���y� �����$�p�p�€�����û�$�«���l���E�y�:�›�����û���h���E�û�$�E�����N�E��
your target audiences. For example, a pioneer would possibly engage in the activity based 
on the argument that it is the right thing to do for the environment (when there are no 
�B�Ø�4�N�l���õ�N�E�p�y�l�Ø�$�E�$�E�����:�����Ø�:���N�l���±�E�Ø�E�õ�$�Ø�:�����Ø�õ�y�N�l�p�'�����•�l�N�p�h���õ�y�N�l�p���B�$��� �y���û�N���$�y���•� ���E���$�y���$�p�����Ø�p� �$�N-
nable, to make it visible to their neighbours and use it as a status symbol. Settlers on the 
other hand might have the motivation to put solar panels on their roof because it will make 
them independent from external energy deliveries. Hence, the task when you plan your 
activities and develop the communication for your RENCOP is to always have your target 
audience in mind.

If you want to better understand the context in which you want to trigger change, the data 
from The World Values Survey (WVS), which can be found online , might be useful. In 
Germany there is the SINUS Institute, which researches the change in values and people‘s 
everyday lives as well as their preferences in terms of aesthetics and campaign messages 
�����!�N�B�h�Ø�l�Ø�ò�:�����$�E�p�y�$�y�€�y�$�N�E�p�����š�$�p�y���$�E���B�Ø�E�›���õ�N�€�E�y�l�$���p�������:�y� �N�€��� ���y� ���p�����Ø�l�����”���l�›���p�h���õ�$�±�õ���$�E�p�y�$-
tutions, the key message you should take with you is: think about who you want your 
�õ�Ø�B�h�Ø�$���E���y�N���l���Ø�õ� ���Ø�E�û���•� �Ø�y���B�Ø�7���p���y� ���p�����h���N�h�:�����y�$�õ�7���&�™�N�p�������Ù�×�Ø�Ø�'��

2 http://www.worldvaluessurvey.org/wvs.jsp
3 https://www.sinus-institut.de/en/



3.3 How to make outreach and communication easier

�É�N�€�� �û�N�E�5�y�� �E�����û�� �Ø�� �p�h���õ�$�±�õ�� �õ�N�B�B�€�E�$�õ�Ø�y�$�N�E�� �û���h�Ø�l�y�B���E�y�� �•� ���E�� ���E���Ø���$�E���� �$�E�� ���š�y���l�E�Ø�:�� �õ�N�B-
munication. Foremost it is important to integrate your assumption about what you think 
�•�$�:�:�� �:���Ø�û�� �y�N�� �õ� �Ø�E������ �$�E�� �›�N�€�l�� �N�”���l�Ø�:�:�� �h�l�N�4���õ�y�� �p�y�l�Ø�y�����›���� ���p�� �Ø�� �����E���l�Ø�:�� �l�€�:���� �N���� �y� �€�B�ò�� ���«���õ�y�$�”����
campaigns are usually better done by showing  rather than arguing , by motivation  rather 
than education , and by mobilization  rather than accumulation of knowledge ���&�™�N�p�������Ù�×�Ø�×�'����

���� �õ�N�B�B�€�E�$�õ�Ø�y�$�N�E�� �p�y�l�Ø�y�����›�� �$�p�� �Ø�ò�N�€�y�� �h�:�Ø�E�E�$�E���� �Ø�E�û�� �7�E�N�•�$�E���� �•� �Ø�y�� �›�N�€�� �õ�N�B�B�€�E�$�õ�Ø�y������ �R�y�5�p��
���p�p���E�õ�����õ�Ø�E���ò�����õ�N�E�û���E�p���û���y�N���e�Ø�p�p�•���:�:�5�p���õ�N�B�B�€�E�$�õ�Ø�y�$�N�E���B�N�û���:���&�e�Ø�p�p�•���:�:�����Ø�à�Û�ß�'����Who  - 
says what  - in which channel  - to whom - with �•� �Ø�y�����«���õ�y.  In addition, your strategy is 
highly dependent on what type of organisation you are. Campaigns maximize their chan -
�õ���p���N�����p�€�õ�õ���p�p���y� �l�N�€��� ���y� �����õ�N�N�l�û�$�E�Ø�y�$�N�E���N�����û�$�«���l���E�y���N�€�y�l���Ø�õ� �����«�N�l�y�p���•�$�y� ���Ø���B�$�š���N�����û�$�l���õ�y��
and indirect communication channels.

There are several things you should consider, but most important is:
• keep it short and simple 
• be visual
• create events
• tell stories about real people
• think of the timing: plan your activities so that they resonate with ongoing issues in the 

“outside world”. Are external events taking place, to which you can link your activi -
ties? Such events are good opportunities to communicate your campaign.

• think of your audience: communicate in the language (also visually) of your target au -
dience. 

Attracting the attention of the general public to your project on your own costs a lot of 
�•�N�l�7���� �D�$���€�l���� �Û�� �p� �N�•�p�� �p�õ� ���B�Ø�y�$�õ�Ø�:�:�›�� �›�N�€�l�� ���«�N�l�y�p�� �•� ���E�� �›�N�€�� �Ø�:�N�E���� �y�l�›�� �y�N�� �õ�N�B�B�€�E�$�õ�Ø�y����
�›�N�€�l���h�l�N�4���õ�y���$���������™�1�q�!�{�•�����D�$�l�p�y���$�y���y�Ø�7���p���Ø���:�N�y���N�������«�N�l�y�p���y�N���l���Ø�õ� ���N�€�y���y�N���y� �����h�€�ò�:�$�õ�����p�›�B�ò�N�:�$�p���û��
by the small dots, and second your project might not be as newsworthy as if you work 
together with other groups or institutions (Figure 5). When it comes to tackling climate 
change, the more diverse the groups are who work together the stronger the momentum 
into civil society (and to politics) will be.

Hence, try to build alliances and cooperate with key multipliers (see Figure 5) who will 
�p�h�l���Ø�û���y� �����•�N�l�û���$�E���y� ���$�l���õ� �Ø�E�E���:�p���Ø�E�û���y�N���y� �����Ø�€�û�$���E�õ���p���$�E���•� �$�õ� ���y� ���›���Ø�l�����y� �����$�E�²�€���E�õ���l�p��
(see Figure 6). At this point, as mentioned above, it is important to �� �1�±�E�û�� �y� ���� �N�E���� �h���l�p�N�E��
���l�N�B���y� �Ø�y�����l�N�€�h���•� �N���•�$�:�:���ò�����y� �����û�l�$�”�$�E�������N�l�õ�������y� �����õ� �Ø�B�h�$�N�E�����y� ����� ���Ø�l�y���N�����y� �����h�l�N�4���õ�y���������h���l�p�N�E��
�y� �Ø�y���h���N�h�:�����y�l�€�p�y���Ø�E�û���:�$�p�y���E���y�N���2��

�Ù�×
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Figure 4

�D�$���€�l�����Ü

Figure 6
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AND: No matter who your message is intended to reach, your communication must be aut -
hentic for your organization.

Independently of what your campaign goals are, you can make your campaign stronger 
by thinking of the framing you use. The issue of energy transition can be seen through 
�”�Ø�l�$�N�€�p���:���E�p���p�����•� �$�õ� ���•�$�:�:���Ø�«���õ�y��� �N�•���y� �����y�l�Ø�E�p���N�l�B�Ø�y�$�N�E���h�l�N�õ���p�p���$�p���ò���$�E�����h���l�õ���$�”���û�����§� �$�p��
is of course dependent on who the audience is that you want to communicate with. The 
communication approach storytelling can be a strategy to connect to your audience and to 
convey your message. 

Storytelling which has been the most profound way of sharing narratives for centuries 
has become the new buzzword in modern communication. In essence, it is about telling a 
convincing story about your project and its results. Hence, the advice is to tell true stories 
of how your project can help real people in real places. Although your project might seem 
small, a good story can draw the attention of relevant multipliers, for example journa -
lists, that can share it further. If you have developed a thorough campaign plan, it will help 
you to tell your project story. 

It might help you as well to:

a) think of your project in the context of an elevator pitch. Imagine a one-minute talk 
to a newly met person, which aims at attracting his/her attention. Use this format to 
practice explaining the core of your project – what is the purpose of your RENCOP?  

b) extend the pitch into a more comprehensive structure, leading through the context 
of the project: challenges to tackle – solution – how the solution works – proof it works 
– vision and positioning of your organisation. 

There are several inspiring tools such as the INTERREG communication seminar (https://
www.interreg-baltic.eu/event-detail/event/save-the-date-quality-workshop-commu -
nication-seminar.html), or the online guide on Storytelling (https://www.musestorytel -
ling.com/). 

3.4 How do you want to reach out to your audience and spread the information on com -
munity energy?

�!�Ø�h�y�€�l�����y� �����Ø�y�y���E�y�$�N�E���N�����y� �����l�$��� �y���Ø�€�û�$���E�õ�������û���±�E�����y� �����y�Ø�l�����y���Ø�€�û�$���E�õ�������p���:���õ�y
�õ� �Ø�E�E���:�p���y�N�������E���l�Ø�y�������E�N�€��� ���Ø�y�y���E�y�$�N�E��

In campaigns you can distinguish between indirect and direct communication and the use 
of social media. The former is a one-way communication in which you often reach a larger 
number of people, but tend to be less engaging than a direct communication in which you 
are in face-to-face interaction with your audience. Then there are the social media, which 
are not a panacea and are only relevant if they are used by your target audience. In most 
�õ�Ø�p���p�����û���h���E�û�$�E�����N�E���›�N�€�l���p�y�l�Ø�y�����›�����›�N�€���•�$�:�:��� �Ø�”�����Ø���õ�N�B�ò�$�E�Ø�y�$�N�E���N�����û�$�«���l���E�y���Ø�h�h�l�N�Ø�õ� ���p��
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Think of using a storytelling approach, it will help to convey your message. 
Although you might be eager to start communicating about your RENCOP early, it is use -
���€�:���y�N���y� �$�E�7���N�����y� �����•� �N�:�����p�y�N�l�›���›�N�€���•�Ø�E�y���y�N���y�l�Ø�E�p�h�N�l�y���$�E���Ø�û�”�Ø�E�õ�������p�$�E�õ�����›�N�€���û�N�E�5�y�������y���y�N�N��
many chances to get your message across. So, your strategy may involve a conventional 
�B�$�š���N�����ò�l�N�õ� �€�l���p�����h�N�p�y���l�p�����Ø�û�”���l�y�$�p���B���E�y�p���Ø�E�û���õ�N�B�B���l�õ�$�Ø�:�p���N�l���Ø���û�$�«���l���E�y���Ø�l�l�Ø�›���N�����õ�N�B-
munication methods to achieve certain objectives. 

• Indirect communication/traditional media:  local newspapers, radio and television, 
a media partnership (or several methods?), advertising (if you can fund it), develop 
games 

• Direct communication: examples are workshops in schools, panel debates in univer -
sities, periodic newsletters, lectures, a public debate in a café or an open space, street 
activities…

• Social media:  Facebook, Twitter, blogs, YouTube, etc.
• Website

Sometimes it can be useful to engage with �h�€�ò�:�$�õ���±���€�l���p���Ø�E�û���õ���:���ò�l�$�y�$���p�� Depending on 
your audience this might be famous bloggers or online activists, music bands, artists, ac -
tors, intellectuals, writers, academics etc. However, you need to be sure that their engage -
�B���E�y���$�p���Ø�€�y� ���E�y�$�õ�����N�y� ���l�•�$�p�����$�y���B�$��� �y���€�E�û���l�B�$�E�����›�N�€�l�����«�N�l�y�p����

 Deliver an understandable and credible message
���������Ø�•�Ø�l�����N�������p�N�€�l�õ�����õ�l���û�$�ò�$�:�$�y�›�����õ�N�B�h�l��� ���E�p�$�ò�$�:�$�y�›���N�����y� �����B���p�p�Ø�������B�Ø�y�õ� ���p���y� �����h�l���”�$�N�€�p

�7�E�N�•�:���û���������û�€�l�Ø�y�$�N�E���N�������š�h�N�p�€�l����

• The message you want to communicate:  one sentence (also useful for the elevator 
�h�$�y�õ� �'�����§� �����B���p�p�Ø�������$�p���û�$�l���õ�y�:�›���:�$�E�7���û���y�N���y� �����p�N�:�€�y�$�N�E���›�N�€�l���õ�Ø�B�h�Ø�$���E���$�p���N�«���l�$�E����

• Campaign slogan(s) : You might like to have a slogan which is conveying your goal in 
an easy and understandable way.

�•�l�N�”�$�û�����$�E���N�l�B�Ø�y�$�N�E�����û�$�l���õ�y���Ø�y�y���E�y�$�N�E�����y�l�$�������l���E�N�l�B�p�����õ� �Ø�E����
�€�E�û���l�:�›�$�E�����”�Ø�:�€���p���Ø�E�û���h�l�������l���E�õ���p��

• Images = emotions  (images of the problem, images of the solution, your image: What 
is the image you want your organization to have?). Be visible and use the aesthetics you 
think will attract your target audiences. 

• Create events  which you think would be attractive for your target audience.

�R�û���Ø�p�����N�l���N�����õ�Ø�B�h�Ø�$���E���B�Ø�y���l�$�Ø�:�p���•� �$�õ� ���õ�Ø�E���ò�����€�p���û�����N�l���û���”���:�N�h�$�E��
�y� �������š�y���l�E�Ø�:���õ�N�B�B�€�E�$�õ�Ø�y�$�N�E
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There is a great number of campaigning ideas on the web sharing good practices and 
�h�l�N�”�$�û�$�E�����$�E�p�h�$�l�Ø�y�$�N�E�����N�l�����€�y�€�l�����õ�N�B�B�€�E�$�õ�Ø�y�$�N�E�p���Ø�E�û���N�€�y�l���Ø�õ� �����«�N�l�y���������:�N�•���$�p���Ø���:�$�p�y���•� �$�õ� ��
�ò�l�$�E���p�� �y�N�����y� ���l�� �p�N�B���� �$�B�h�N�l�y�Ø�E�y�� �$�E���N�l�B�Ø�y�$�N�E�� �N�E�� � �N�•�� �y�N�� �€�y�$�:�$�¤���� ���«���õ�y�$�”���� �õ�N�B�B�€�E�$�õ�Ø�y�$�N�E��
avenues to reach out to predetermined target audiences. 

Some general guidelines

• ICLEI Outreach and Communications Guide: https://climate-adapt.eea.europa.eu/me -
�y�Ø�û�Ø�y�Ø���y�N�N�:�p���õ�:�$�B�Ø�y���*�õ� �Ø�E�����*�N�€�y�l���Ø�õ� �*�Ø�E�û�*�õ�N�B�B�€�E�$�õ�Ø�y�$�N�E�*���€�$�û�����×�Û���$�õ�:���$�*�õ�Ø�h�*
�N�€�y�l���Ø�õ� �*�õ�N�B�B�€�E�$�õ�Ø�y�$�N�E�p�*���€�$�û�����×���h�û��

• � �y�y�h�������•�•�•���Ø�õ�y�$�”���y�l�Ø�E�p���N�l�����p�$�y���p���±�:���p�����$�7���Ã�Ø�:�7�1�”���l�›�§�N�•�E�{�€�y�l���Ø�õ� �Ø�E�û�!�N�B�B�€�E�$-
cationsTipSheet.pdf

• �  �y�y�h�p� � � � � � � • � • �• � � �$�E�y� � � l � l � � � � �* �ò�Ø�: �y�$�õ� � � � �€� � � � �$� : � � �Ø�û�B�$�E�� �€�p� � � l � � �€�h� : �N�Ø�û� � �q� � � • �p� � �Ù�×�Ø�à� � �Ø�: � : � �
�E���•�p���Ù�×�Ø�à���Ø�Ø���Ø�:�:���§�F���Ã�•���!�N�B�B�p���•���B���Ù�×�Ø�à���Ø�Ø���Ø�ß���•�l�Ø�õ�y�$�õ�Ø�:���y�$�h�p���N�N�•�§�N�R�E�”�N�”�:��-
TargetGroups_FINAL.pdf

• https://www.interreg-baltic.eu/news-detail/news/tips-how-to-involve-your-tar -
get-groups-successfully.html

• Can climate change games boost public understanding? Since and Culture https://www.
�h�E�Ø�p���N�l�����õ�N�E�y���E�y���h�E�Ø�p���Ø�Ø�Ý���Ø�Ý���Þ�Ý�×�Ù�����€�:�:���h�û��

Some Storytelling Resources

• �D�N�l�� �Ø�� �•�l�$�y�y���E�� �p�y�N�l�›���� �{�1�'�ò�5�p�� �•�l�$�y�$�E���� �l���p�N�€�l�õ���p�� �&� �y�y�h�p�������N���û�ò���N�l�����$�:�$�ò�l�Ø�l�$�Ø�E���Ø�Ü�×�*�•�l�$-
ting-resources/)

• For a spoken story: The TEDx Speaker Guide (http://storage.ted.com/tedx/manuals/
tedx_speaker_guide.pdf)

• For an audio story: https://blogging.com/podcasting/

• For the digital story: https://vimeo.com/blog/category/video-school/

4 Experiences and lessons learned in using the guide-
lines by project partners

These guidelines were developed in parallel with the planning and implementation of seve -
�l�Ø�:���™�1�q�!�{�•�•�����N�N�•���”���l�����Ø���±�l�p�y���û�l�Ø���y���N�����y� �������€�$�û���:�$�E���p���•�Ø�p���Ø�:�l���Ø�û�›���Ø�”�Ø�$�:�Ø�ò�:�����y�N���y� �����™�1�q�!�{�•�•��
at this early stage. This chapter therefore provides some insights into the experiences of the 
�h�Ø�l�y�E���l�p���� �§� ���p���� �Ø�l���� �l���²���õ�y�$�N�E�p�����l�N�B���û�$�«���l���E�y���õ�N�€�E�y�l�$���p���� �û�$�«���l���E�y���y�›�h���p���N���� �N�l���Ø�E�$�p�Ø�y�$�N�E�p��
�Ø�E�û���N�����™�1�q�!�{�•�p���•�$�y� ���û�$�«���l���E�y���p�õ�N�h�����Ø�E�û���Ø�$�B�p�����É�N�€���õ�Ø�E���l���Ø�û���B�N�l�����Ø�ò�N�€�y�����Ø�õ� ���™�1�q�!�{�•���N�E��
the Co2mmunity website: http://co2mmunity.eu/outputs/rencop-developments.
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4.1 Middelfart Municipality RENCOP, Denmark (Middelfart Munici-
pality)

Middelfart Municipality has been responsible for the establishment of the RENCOPs and the 
political interest in sustainable development has encouraged the council to work with ci -
�y�$�¤���E�p�����n�$�û�û���:���Ø�l�y���n�€�E�$�õ�$�h�Ø�:�$�y�›��� �Ø�p���$�û���E�y�$�±���û���û�$�«���l���E�y���õ�N�B�B�€�E�$�y�›�����E���l���›���h�l�N�4���õ�y�p�����p�€�õ� ���Ø�p��
�1�!�N�B�B�N�E���h�€�l�õ� �Ø�p�����N����� ���Ø�y���h�€�B�h�p�2���•� �$�õ� ���•�Ø�p���±�š���û���$�E���Ø�û�”�Ø�E�õ�����•� �$�:�����N�y� ���l���p�€�õ� ���Ø�p���1�•�N�:��
over Brenderup” evolved more spontaneously through sharing of ideas and discussions. The 
experiences are following: 

• Before starting up a RENCOP it is a good idea to have something to help you to structure 
the task ahead. When you just start without a plan you could end up going in two direc -
tions. To make sure something like that does not happen, Middelfart Municipality used 
the “participatory guidelines” for help. 

• �§� �����±�l�p�y���p�y���h���$�p���y�N���B�Ø�7�����p�€�l�����›�N�€���Ø�l�����Ø�•�Ø�l�����N�����•� �Ø�y���y� �����h�l�N�ò�:���B���$�p���Ø�E�û���•� �Ø�y���›�N�€���•�Ø�E�y���y�N��
achieve. In this way it ensures that everyone in the project is on the same page to begin 
�•�$�y� ���Ø�E�û���Ø�:�:���h�l�N�4���õ�y���B���B�ò���l�p���Ø�l�����•�N�l�7�$�E�������N�l���y� �����p�Ø�B�������N�Ø�:���������y���l���•�����û���±�E���û���•� �Ø�y���Ø�E�û��
�•� �›�����•����� �Ø�û���y�N���û���±�E�����y� �����1�Ã�N�{�2���•� ���l�����•�����€�p���û���y� �����1�'�›�E�Ø�B�$�õ���p�y�Ø�7��� �N�:�û���l���B�Ø�h�h�$�E����
tool” developed during this project. This tool illustrated who the stakeholders are and 
� �N�•���y� ���›���õ�N�€�:�û���$�E�²�€���E�õ�����y� �����h�l�N�4���õ�y�����ò�N�y� ���$�E���E�����Ø�y�$�”�����Ø�E�û���h�N�p�$�y�$�”�����•�Ø�›�p�����§� �$�p��� ���:�h���û��
�û���±�E�$�E�����•� �N���•�����õ�N�€�:�û���$�E�õ�:�€�û�����$�E���y� �����h�l�N�4���õ�y���Ø�E�û��� �N�•���y�N���•�N�l�7���•�$�y� ���y� ���B��

• The next step was to make a strategy for setting up the RENCOP and making it run. This 
�p�y���h��� ���:�h���û���p�y�l�€�õ�y�€�l�$�E�����y� �����û�$�«���l���E�y���™�1�q�!�{�•���B�����y�$�E���p�����•� ���l�����y�N���p�y�Ø�l�y�����•� �Ø�y���y�N�h�$�õ�p���y�N��
talk about and whom to invite. Even though the content of the meetings could vary, de -
pending on what kind of RENCOP you are working with, the guideline gave a starting 
point/ a baseline. From Middelfart Municipality experience, the structure for the mee -
tings recommended in the guidelines work best for planned meetings for longer types 
of RENCOPS.

• To make sure you now the strength and weaknesses of you RENCOP, the guidelines re -
commend the use of a SWOT analysis, which always is a good idea if you want to make 
sure you know you project and to avoid unexpected issues. In the fourth step the guide
lines recommend to form tactics for what to do and to use tools like brainstorming. It 
recommends starting in a smaller group, which helps to keep it structured and manage -
able after that the group can be widened and seminars and other types of meetings can 
be used. By doing so we could start to specify what to do and after that make sure the rest 
of the community is on board with the idea and thereby avoid a big and messy meeting 
without useful output.

• A big part of a successful RENCOP is the communication part and the guideline of course 
includes that too. The guideline encourages you to make a plan on how to communica -
te and both internal and external communication is important. And of course if a project 
� �Ø�p���y�N���•�N�l�7�����•�����õ�Ø�E�Á�y�����N�l�����y���y� �����ò�€�û�����y���h�Ø�l�y�����É�N�€��� �Ø�”�����y�N���7�E�N�•���y� �����±�E�Ø�E�õ�$�Ø�:���Ø�p�h���õ�y�p���N����
the project and the guideline ensures that you don´t forget this part.

• The last step in the guideline is to evaluate the project. It is always a good idea to evalua -
�y�������E�N�y���4�€�p�y�����N�l���›�N�€�l���N�•�E���ò���E���±�y���ò�€�y���Ø�:�p�N���$�����N�y� ���l�p���•�Ø�E�y���y�N���p�y�Ø�l�y���Ø���™�1�q�!�{�•�������p�h���õ�$ally 



if you RENCOP was a success. The evaluation also helps to see if we actually achieved 
our goal and if solved the problem we wanted to solve. During the work with our REN -
COP we continuously tried to evaluate on how it is going in order to catch a problem or 
a wrong turn before it is too late. We evaluated at meetings and discussed issues and 
other things, which showed how important ongoing communication is.

4.2 Schleswig-Holstein RENCOP, Germany (Energiebürger.SH)

Within the Co2mmunity project Energiebürger.SH has initiated the RENCOP i.e. Klima -
netzwerk – Rendsburg-Eckerförde, which is a regional strategic (community renewable 
energy) network to foster the energy transition. It now entails key regional civil society or -
ganisations like the Church (evang. Luth Kirchengemeinde), Heimatbund Schleswig-Hol -
stein, Naturfreunde Ortsgruppe Büdelsdorf, KreisLandFrauenVerband Rendsburg-Eckern -
förde, Volkshochschule Rendsburger Ring E.V., the climate management of the regional 
authorities (Kreis Rendsburg-Eckernförde), as well as a number of various CE Experts. The 
participatory guidelines we developed, and tested, while setting up the RENCOP.

• �Ã���� �±�l�p�y�� �p���E�p���û�� �y� �Ø�y�� �•���� �E�����û���û�� �y�N�� �õ�:�Ø�l�$���›�� �N�€�l�� �l�N�:������ �1�E���l���$���ò�…�l�����l���•�N�� �&�0�1�E���l���›�� �õ�$�y�$�¤���E�p��
Schleswig-Holstein) has the aim to enhance civic involvement: to inform citizens and 
honorary politicians about climate change, regional impacts and opportunities relating 
to renewable energies, as well as to engages people to actively participate in the Ger -
man Energy Transition. As the main conclusion of the climate concept of the county of 
Rendsburg-Eckernförde is the call for establishing local structures in which citizens 
can participate to shape the transition, we saw our role as being a facilitator and enabler 
of collaboration among key stakeholders (incl. citizens). Our goal as initiators of

26



 a RENCOP is therefore to contribute to the transformative competence in the district 
of Rendsburg-Eckernförde by trying to achieve a broader consensus on the need for 
an energy transition and empowering citizens to actively participate in this transition.

• A crucial discussion has been what do we want to achieve with the RENCOP , to make 
�p�€�l�����y� �Ø�y���•�����û�N�E�5�y���ò�€�$�:�û���û�€�h�:�$�õ�Ø�y�����p�y�l�€�õ�y�€�l���p���$�E���y� �����l�����$�N�E�����ò�€�y���Ø�l�����õ�N�B�h�:���B���E�y�$�E�����y� ����
���«�N�l�y�p���N�������š�$�p�y�$�E�����p�y�l�€�õ�y�€�l���p�����§� �����Ø�$�B���$�p���y�N���õ�l���Ø�y�����Ø�û�û���û���”�Ø�:�€�������N�l���y� �����l�����$�N�E���y� �l�N�€��� ��
our RENCOP for a period exceeding the time frame of the actual Co2mmunity project. 
Our overall aim is that through a new alliance we want to reach groups in society who 
have not been active within the CE movement until now and motivate them to beco -
me a part of the energy transition. Hence we build new alliances with various multi -
pliers to reach out in the key civil society organisations in the region, and which is 
sustained for a time period longer than the project.

• We developed a hypothesis how we thought we could reach our goals and visualised 
our strategy in a Theory of change , outlining what we thought would be the neces -
sary steps in reaching our goal, using this as a frame when developing our (campaign) 
activities. 

• �Ã�����y� �N�€��� �y���N�����û�$�«���l���E�y���Ø�õ�y�$�”�$�y�$���p���•� �$�õ� ���•�N�€�:�û�����E�Ø�ò�:�����€�p���y�N���l���Ø�õ� ���y� �����p�y���h�p���N�€�y�:�$�E���û���$�E��
our Theory of Change i.e. we developed a double-tracked strategy – to dissemina -
te information from technical CE experts, and to engage in a broader debate on the 
energy transition.

We organised a workshop looking at various scenarios on possible futures (see images 
below) relating to the energy transition in Schleswig-Holstein. This RENCOP workshop 
was held in cooperation with the county of Rendsburg and various civil society groups 
from the region. A great number of participants – young and old discussed about possi -
ble futures and actions needed to hamper climate change.
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�R�E���y� �����D�Ø�:�:���Ù�×�Ø�à���•�����N�l���Ø�E�$�p���û���Ø���p���l�$���p���N�����”�Ø�l�$�N�€�p���õ�:�$�B�Ø�y�������”���E�y�p�����•� �$�õ� ���•�����õ�Ø�:�:���û���™���E�û�p-
burger Klima-Herbst: For example in the cinema in Rendsburg, we initiated movie eve -
nings with facilitated discussion on the topic of the energy transition.  We also in Rends -
burg hosted Community Energy seminars where experts were invited to share their 
knowledge on community energy. Various renewable energy sources: wind, biomass, solar 
and heat were discussed or also discussion fora at NORLA, the regional agricultural and 
consumer fair.

A key issue has also been disseminating information on the possibility to strengthen Re -
gional Value Chains , turning the transformation into an opportunity for the region.

In December, in parallel to the international climate negotiations in Madrid we organised, 
together with our RENCOP partners, at the Christmas fair a market stall focusing on cli -
mate friendly – do it your self- christmas gifts.

An Energy citizen course was initiated together with the Volkshochschule (VHS) in Rends -
burg, which is a course designed to enable citizens to jointly develop and implement 
their own community energy projects.  
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• Thinking of what will happen to the RENCOP in the long term: We already from the be -
ginning were thinking how to initiate the RENCOP so that the partners can take over. 
The idea we pursue, is that each RENCOP partner organisation will develop and imple -
ment concrete ideas in how to engage, and being a multiplier in their own networks. 
It is planned that each partner will host a series of CE related events in their networks 
�û�€�l�$�E���� �Ù�×�Ù�×���� ���:�p�N�� �4�N�$�E�y�� ���”���E�y�p�� �Ø�l���� �h�:�Ø�E�E���û���� �N���E�õ������ �•���� �•�Ø�E�y�� �y� ���� �Ø�:�l���Ø�û�›�� �B�N�y�$�”�Ø�y���û��
RENCOP partners to be able to engage with CE energy experts from the network and to 
disseminate the information into their networks.

• Aligned our communication to the target audiences: As we were engaging with organi -
sations routed within a more conservative, security driven segment of society, we for 
example named the scenario workshop “Heimat & Schöpfung bewahren“ i.e. “protect 
homeland and creation”. We also tried to place information about the RENCOP and 
�Ø�¬�:�$�Ø�y���û�� ���”���E�y�p���� �E�N�y�� �N�E�:�›�� �$�E�� �û�Ø�$�:�›�� �E���•�p�h�Ø�h���l�p�� �ò�€�y�� �Ø�:�p�N�� �$�E�� �p�h���õ�$�Ø�:�$�p���û�� �B���û�$�Ø�� �N�€�y�:���y�p��
such as the “Bauernblatt”, which is focusing on farmers /country side residencies. 
We also developed and branded our activities under the Motto “Rendburger Herbst” in 
a coherent way, trying to place the seminars in a way that they timely met with either 
external relevant events, such as regional planning processes for wind power plants, 
or seasonal topics such as highlighting discussions around biomass during autumn 
harvest.

4.3 South Ostrobothnia RENCOP, Finland (By the Thermopolis Ltd. – 
Energy Agency of South Ostrobothnia and Regional Council of 
South Ostrobothnia)

�R�E���•�N�€�y� ���{�p�y�l�N�ò�N�y� �E�$�Ø�����Ø�E�����š�h���l�y���û�l�$�”���E���™�1�q�!�{�•��� �Ø�p���ò�����E�����N�l�B���û���$�E���y� �����ò�����$�E�E�$�E�����N�����Ù�×�Ø�ß��
to further the development of renewable energy projects in the area. The responsibility 
for the management of the South Ostrobothnia RENCOPs is divided between the regio -
nal partner organisations Thermopolis Ltd. – Energy Agency of South Ostrobothnia and 
Regional Council of South Ostrobothnia. The large amount of active local communities, 
such as village associations around the region, form an attractive environment for de -
veloping CE projects together with the experts.

• In South Ostrobothnia the strategy was to capture the attention of the right audience, 
which for us where the ordinary citizens interested in setting up renewable energy. 
This was done by engaging in street working activities right from the start. The shared 
responsibility of the RENCOP coordination in the area has been between two orga -
nisations, namely Thermopolis Ltd. – Energy Agency of South Ostrobothnia and the 
Regional Council of South Ostrobothnia. We made community energy visible in the 
area, by communicating and campaigning it at local events, such as fairs and villa -
ge events. For communicating and campaigning purposes we produced material to 
�h�l�N�B�N�y�����!�1���$�E���y� �����Ø�l���Ø�����Ø���:���Ø�²���y���Ø�E�û���Ø���l�N�:�:�€�h�����Ã�������N�:�:�N�•���û���y� �����:���Ø�û�p���•����� �Ø�û���$�E�y���l�E�Ø�:�:�›��
available in Thermopolis Ltd. – Energy Agency of South Ostrobothnia on renewable 
energy initiatives or interested people in our area, contacted them and visited them 
to start possible CE processes. Also, we talked to the local press about CE, RE and in 
�p�h���õ�$�±�õ���p�N�:�Ø�l�����E���l���›�������N�l���•� �$�õ� ���y� ���l����� �Ø�p���ò�����E�����l���Ø�y���$�E�y���l���p�y���$�E���N�€�l���Ø�l���Ø��

�Ù�à



�Ú�×

• We have organised RENCOP meetings and processes around solar energy and more bro -
adly on renewable energy. To the meetings we have invited as speakers, local renewable 
energy companies (technology providers), grid operators and community energy experts. 
We have provided both technical information for those participants who are keen on that 
side of renewable community energy. We have also presented non-technical information 
on the things common citizens can do (common purchases etc.) to make the meetings 
interesting for those participants who are not technically oriented and interested in depth 
technical knowledge than rather information on citizen activation. Also, the expertise of 
Thermopolis Ltd. has been provided to support CE projects, such as common purchases 
of solar panels and presentations at meetings. This expertise has included technical and 
�±�E�Ø�E�õ�$�Ø�:���7�E�N�•�:���û���������$�E���N�l�B�Ø�y�$�N�E���N�E���E�����û���û���h���l�B�$�y�p���Ø�E�û���y�Ø�7�$�E�����õ�Ø�l�����N�����y� �����y���E�û���l�$�E�����h�l�N-
�õ���p�p���N�����õ�N�B�B�N�E���h�€�l�õ� �Ø�p���p�����§� ���l�B�N�h�N�:�$�p���Ø�p���Ø���E�N�E�*�h�l�N�±�y���õ�N�B�h�Ø�E�›���$�p���k�€�$�y�����E���€�y�l�Ø�:���û���:�$�”��-
rer of the information of renewable energy as we do not sell anything, and we support all 
forms of renewable energy not just one form of it. Also, Thermopolis just executes the core 
���€�E�õ�y�$�N�E�����•� �$�õ� ���$�p���y�N���h�l�N�B�N�y�����l���E���•�Ø�ò�:�������E���l���›�������E���l���›�����¬�õ�$���E�õ�›���Ø�E�û���p�Ø�”�$�E�����N�������E���l���›���$�E��
our area and thereby is the provider of neutral and non-partial information.

• Our work in South Ostrobothnia started promptly as an expert led RENCOP process as we 
early on initiated the expert-RENCOP meetings in the Co2mmunity -project. However, 
�û�€�l�$�E���� �y� ���� ���«�N�l�y�p�� �û�N�E���� �$�E�� �y� ���� �Ø�l���Ø�� ���N�l�� �y� ���� �h�l�N�B�N�y�$�N�E�� �N���� �õ�N�B�B�€�E�$�y�›�� ���E���l���›���� �•���� �l���Ø�:�$�p���û��
that best approach is to approach interested citizens in the community level and take their 
interest further. In the end we had a double-tracked strategy between expert-led RENCOP 
processes and community-led RENCOP processes. We have wanted to creatively use both 
approaches as necessary to create best possible outcomes to our region. Therefore, we have 
�±�l�p�y���•�Ø�E�y���û���y�N�������y���y� �����ò���E���±�y���N�����y� �����:�N�õ�Ø�:�����š�h���l�y�p���”�$���•���N�E���h�N�p�p�$�ò�:�����õ�N�B�B�€�E�$�y�›�����E���l���›���h�l�N-
jects and how they could be supported. Second, we have wanted to support local citizens 
�Ø�E�û�� �y� ���$�l�� �$�E�y���l���p�y���� �E�N�y�� �y�N�����$�”���� �y� ���� �Ø�û�”�$�õ���� �3���l�N�B���Ø�ò�N�”���5�� �Ø�E�û�� ���B�ò�l�Ø�õ���� �y� ���� �õ�N�B�B�€�E�$�y�›�*�:���û��
approach as well, which seems to work well in the rural environments of South Ostrobo -
thnia.
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4.4 A regional RENCOP in Estonia RENCOP (Tartu Regional Energy
 Agency (TREA))

In Estonia, the development of the community energy is still at a relatively early stage 
compared to countries such as Denmark or Germany. Currently, the Tartu Regional Ener -
gy Agency organises local RENCOP activities in Estonia. In Estonia we have tried to use the 
guidance and tools provided in “draft participatory guidelines” when we developed the 
strategy for main objectives and core activities in our expert driven RENCOP. 
Since the community energy topic was in very early stage and basically there has been 
only a few previous activities and initiatives (so also no data, statistics, research or other 
materials/experiences) before we had to start from the very beginning with mapping the 
community energy position and situation in Estonia. 
�����y���l���y� �����õ�:�Ø�l�$�±�õ�Ø�y�$�N�E���N�����õ�N�E�y���š�y���Ø�E�û���p�$�y�€�Ø�y�$�N�E���•�����•���l�����Ø�ò�:�����y�N���$�û���E�y�$���›���B�Ø�$�E���h�l�N�ò�:���B�p�����7���›��
issues and bottlenecks that need to be overcome to facilitate community development in 
society. 

�§� �����E���š�y���p�y���h���•�Ø�p���y�N���p���y���y� �����±�l�p�y���™�1�q�!�{�•�p���B�Ø�$�E���N�ò�4���õ�y�$�”���p���$�E���N�l�û���l���y�N���ò���Ø�y���y� �����B�Ø�$�E���ò�Ø�l-
riers that had emerged and further facilitate the development of CE projects in Estonia. 
It was discussed  that there are 2 main objectives: 1) since the whole CE topic was in very 
early stage when we started with RENCOPs, we had then (and must continue) to take into 
�Ø�õ�õ�N�€�E�y���y� �Ø�y���y� �����N�”���l�Ø�:�:���õ�N�E�y���š�y���$�p���y� �Ø�y���•�����±�l�p�y���E�����û���û���y�N���l�Ø�$�p���������E���l�Ø�:���Ø�•�Ø�l���E���p�p���Ø�E�û���B�N-
tivation, to make the CE topic visible in society and that this is still a continuing and on -
���N�$�E�����y�Ø�p�7�����N�l���N�€�l���™�1�q�!�{�•���E�N�•���Ø�E�û���$�E���y� �������€�y�€�l�������Ù�'���$�E���h�Ø�l�Ø�:�:���:���•�����p���Ø�l�õ� �����p���:���õ�y���Ø�E�û���•�N�l�7��
�•�$�y� ���p�N�B�����p�h���õ�$�±�õ���!�1���h�l�N�4���õ�y�p���)���Ø�û�”�$�p�$�E�������B�Ø�h�h�$�E�����y� �����p�y�Ø�7��� �N�:�û���l�p�����h�l�N�”�$�û�$�E�������š�h���l�y�$-
�p�������y�õ�����Ú�'���h�l�N�”�$�û�����B�N�l�����!�1���p�h���õ�$�±�õ���Ø�û�”�$�p�����Ø�E�û�����š�h���l�y�$�p�����&�h�l�N�ò�:���B���$�û���E�y�$�±���û�����Ø�l�:�$���l�����õ�$�y�$�¤���E�p��
who are aware and would like to initiate CE project (to be a leader or manager), do not 
�7�E�N�•���•� ���l�����Ø�E�û��� �N�•���y�N���p�y�Ø�l�y���*���E�����û�����N�l���p�h���õ�$�±�õ�����š�h���l�y�$�p���'��

���y�� �y� ���� �p�Ø�B���� �y�$�B������ �•���� �•���l���� �•�N�l�7�$�E���� �•�$�y� �� �±�E�û�$�E���� �Ø�E�û�� �û���y���l�B�$�E���� �y� ���� �y�Ø�l�����y�� ���l�N�€�h�� �)�� �•� �N��
would be most likely to be interested in developing community energy projects in Es -
tonia? Who would be the stakeholders who should be involved in RENCOP – both for rai -
sing awareness and for initiate a real project? Who should we approach in order to raise 
�Ø�•�Ø�l���E���p�p���B�N�p�y�����«���õ�y�$�”���:�›�����y�õ���������y���y� �����±�l�p�y���p�y�Ø�������•�����•���l�����B�N�l�������N�õ�€�p���û���N�E���p�N�B�����p�h���õ�$�Ø�:��
target groups like apartment associations, eco-communities, island communities as the 
most potential initiators but later by now more interested citizens have emerged from dif -
�����l���E�y���y�Ø�l�����y�����l�N�€�h�p���R�E�”�N�:�”���B���E�y���N�����Ø���p�€�$�y�Ø�ò�:�����Ø�E�û���$�E�²�€���E�y�$�Ø�:���p�y�Ø�7��� �N�:�û���l�p���&���N�l�����š�Ø�B�h�:����
municipalities or very well-known and popular expert) we thought could be crucial to the 
success of a project. 

We have realised that one of the key actors is a local leader, who believes in community 
���E���l���›�� �Ø�E�û�� �•� �N�p���� ���š�$�p�y���E�õ���� �$�p�� �p�y�l�N�E���:�›�� �E�����û���û�� ���N�l�� �y� ���� �h�l�N�4���õ�y�� �y�N�� �p�€�õ�õ�����û�� �� �*�� �±�E�û�� �Ø�� �7���›��
�h���l�p�N�E�&�p�'�����:���Ø�û���l�p��
�Ã� ���E�� �N�ò�4���õ�y�$�”���p���� �y�Ø�l�����y�� ���l�N�€�h�p�� �Ø�E�û�� �p�y�Ø�7��� �N�:�û���l�p�� �•���l���� �$�û���E�y�$�±���û���� �•���� �B�N�”���û�� �N�E�� �y�N�� �B�N�l����
�p�h���õ�$�±�õ���Ø�h�h�l�N�Ø�õ� ���N�l���Ø�õ�y�$�”�$�y�›���h�:�Ø�E���)��� �N�•���û�N���•�����h�:�Ø�E���y�N���l���Ø�õ� ���N�€�l���N�ò�4���õ�y�$�”���p���Ø�E�û��� �N�•���û�N���•����
do that? Our main approach consists of following activities:

• public RENCOP meetings – regional, mainly for information, awareness rising, if 
successful than some potential initiatives might get the start or idea. 

• �h�Ø�l�y�$�õ�$�h�Ø�y�$�N�E�� �$�E�� �û�$�«���l���E�y�� ���”���E�y�p�� �Ø�p�� �p�N�õ�$�Ø�:�� � �Ø�õ�7�Ø�y� �N�E���� �Ø�E�E�€�Ø�:�� �B�����y�$�E���p�� �N���� ���õ�N�*�”�$�:-
lages etc. representing EC topic and RENCOP approach as much as possible.



• ���N�õ�€�p���û���™�1�q�!�{�•���B�����y�$�E���p���•�$�y� ���p�h���õ�$�±�õ���!�1���h�l�N�4���õ�y���$�E�”�N�:�”�$�E�����y� �����$�E�$�y�$�Ø�y�$�”���������š�h���l�y�p��
• �Ã�N�l�7�$�E�����B�����y�$�E���p���•�$�y� ���p�h���õ�$�±�õ���!�1���h�l�N�4���õ�y���)���€�h�û�Ø�y�$�E�����y� �����p�$�y�€�Ø�y�$�N�E�����h�l�N�”�$�û�$�E�����y� ����

needed advise.

�1�š�h���l�y���™�1�q�!�{�•���B�����y�$�E���p���)�����Ø�y� ���l�$�E�����l���:���”�Ø�E�y�����š�h���l�y�p�����û�$�p�õ�€�p�p�$�E�����p�h���õ�$�±�õ���h�l�N�ò�:���B�p�����ò�N�y� ��
�����E���l�Ø�:�:�›���!�1���l���:�Ø�y���û���N�l���l���:�Ø�y���û���y�N���p�h���õ�$�±�õ���õ�N�B�B�€�E�$�y�›�����E���l���›���h�l�N�4���õ�y�p��

In our current stage we have realised that development and running a RENCOP is a compli -
cated task and we have to consider continuously some facts in our daily work (the list is 
not exhaustive): 1) that the awareness and motivation is still low and the cultural and soci -
�Ø�:���ò�Ø�õ�7���l�N�€�E�û���$�p���E�N�y�����Ø�”�N�€�l�Ø�ò�:�������Ù�'���•�����E�����û���y�N�����š�h�:�Ø�$�E���y� �����ò���E���±�y�p���N�����!�1���y�N���õ�N�B�B�€�E�$�y�$���p��
�$�E���N�l�û���l���y�N���õ�l���Ø�y�����B�N�l�����B�N�y�$�”�Ø�y�$�N�E���$�E���h�Ø�l�Ø�:�:���:���•�$�y� ���Ø�•�Ø�l���E���p�p���l�Ø�$�p�$�E�������1�p�h���õ�$�Ø�:�:�›���±�E�Ø�E�õ�$�Ø�:����
���õ�N�:�N���$�õ�Ø�:���Ø�E�û���p�N�õ�$�Ø�:�����Ú�'���•�����E�����û���y�N���ò���Ø�l���$�E���B�$�E�û���y� �Ø�y�������E���l�Ø�:�:�›���y� ���l�����Ø�l�����Ø�:�•�Ø�›�p���:�$�B�$�y���û��
�±�E�Ø�E�õ�$�Ø�:���h�N�p�p�$�ò�$�:�$�y�$���p�����p�N���$�����h�N�p�p�$�ò�:�����Ø�:�:���7�$�E�û���N�������€�E�û�$�E�����p�õ� ���B���p���p� �N�€�:�û���ò�����õ�N�E�p�$�û���l���û�����Û�'
It is very hard and might take very long time and energy to convince citizens or com -
�B�€�E�$�y�$���p���y�N���$�E�$�y�$�Ø�y�������ò�����$�E�”�N�:�”���û���N�l���õ�N�E�y�l�$�ò�€�y�����y�N���y� �����!�1���h�l�N�4���õ�y�����Ü�'���ò�€�y���N�E���y� �����N�y� ���l��� �Ø�E�û��
we have seen that if the initiative already is interested and contacted us, then at least the 
leader(s) are very motivated and active.

4.5 A national RENCOP in Poland (The Foundation for Sustainable 
Energy (FNEZ))

The Co2mmunity partner implementing the Polish RENCOP activities is the Foundation 
for Sustainable Energy (FNEZ). The work of the RENCOP is focused on the opportunities 
for the development of energy clusters, energy cooperatives and housing associations as
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forms of community energy. Due to the current stage of the energy transformation in Po -
�:�Ø�E�û�����•� ���l�����!�1���h�l�N�4���õ�y�p���Ø�l�����E�N�y���”���l�›���õ�N�B�B�N�E���Ø�E�û���y� ���$�l���h�N�p�p�$�ò�:�����ò���E���±�y�p���Ø�l�����E�N�y���”���l�›���•���:�:��
known, it was decided to adopt an expert driven model of a RENCOP. It is an open group 
���p�y�Ø�ò�:�$�p� ���û���N�E���•���h�y���B�ò���l���Ù�×�Ø�ß�����ò�l�$�E���$�E�����y�N�����y� ���l�����š�h���l�y�p�����l�N�B���”�Ø�l�$�N�€�p���±���:�û�p���Ø�E�û���h�l�Ø�õ�y�$�y�$�N-
ners with their own unique experience in implementing CE projects. In Poland, at present, 
civic energy is beginning to develop mainly based on prosumer and distributed energy. 

At the time of establishing R.EN.CO.P., civil energy projects in Poland were not very po -
pular, so the know-how and practical experience was also limited. Initially, R.EN.CO.P. fo -
cused on the possibilities of development of CE projects based on the experience from the 
functioning of energy clusters, as examples of local energy initiatives. Therefore, based on 
�y� �����Ø�E�Ø�:�›�p�$�p���N�����E�Ø�y�$�N�E�Ø�:���õ�N�E�û�$�y�$�N�E�p���Ø�E�û���N�E���y� �����ò�Ø�p�$�p���Ø�E�û���p�€�������p�y�$�N�E�p���õ�N�E�y�Ø�$�E���û���$�E���y� �����0�û�l�Ø���y��
participatory guidelines“ the following steps were taken:

• �y� ���������E���l�Ø�:���N�ò�4���õ�y�$�”���p���Ø�E�û���N�ò�4���õ�y�$�”���p���N�����™���1�q���!�{���•�����•���l�����û���±�E���û��
• �$�û���E�y�$�±�õ�Ø�y�$�N�E���N�����p�y�Ø�7��� �N�:�û���l�p���$�E���õ�$�”�$�:�����E���l���›���h�l�N�4���õ�y�p���•�Ø�p���õ�Ø�l�l�$���û���N�€�y��
• stakeholder surveys were carried out in terms of their scope of activities in connection 

�y�N���y� �����$�B�h�:���B���E�y�Ø�y�$�N�E���N�������E���l���›���h�l�N�4���õ�y�p�����$�û���E�y�$�±�õ�Ø�y�$�N�E���N�����$�E�û�€�p�y�l�›���E�����û�p���Ø�E�û���û�$�l���õ�y�$�N�E�p��
���N�l�� ���€�y�€�l���� �û���”���:�N�h�B���E�y�� �y�N�� �û���±�E���� �™���1�q���!�{���•���� �Ø�õ�y�$�N�E�� �h�:�Ø�E���� �y� ���� �Ø�E�Ø�:�›�p�$�p�� �N���� �ò�Ø�l�l�$���l�p�� �Ø�E�û��
drivers for CE project development was carried out within R.EN.CO.P.,

• constant contact (phone, e-mail, during meetings) of the members of R.EN.CO.P. was 
maintained for a continuous exchange of knowledge and experience between practitio -
ners and experts, 

• recommendations for legislative and structural changes enabling the development of 
RES in Poland in the interest of energy producers and consumers are developed, mee -
tings dedicated to R.EN.CO.P. group were organized and actions were taken to popula -
rize CE projects (e.g. conferences, symposia, workshops, meetings with representati -
�”���p�����l�N�B���h�€�ò�:�$�õ���Ø�û�B�$�E�$�p�y�l�Ø�y�$�N�E���Ø�E�û���±�E�Ø�E�õ�$�Ø�:���$�E�p�y�$�y�€�y�$�N�E�p�'��

• �y� �����N�l�$���$�E�Ø�:���Ø�p�p�€�B�h�y�$�N�E�p���N�����™���1�q���!�{���•���3�p���Ø�õ�y�$�”�$�y�›���•���l�����”���l�$�±���û���Ø�E�û���Ø�õ�y�$�N�E�p���•���l�����y�Ø�7���E��
to extend the group‘s membership by housing cooperatives implementing RES projects.
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4.6 A regional RENCOP in Southeast Sweden (Energy Agency for Sout -
heast Sweden)

Energikontor Sydost, the Energy Agency for Southeast Sweden, is working to support 
small community-driven projects in the counties of Blekinge, Kalmar, and Kronoberg. 
The strategy is to provide expert inputs from companies and experienced communities 
to housing cooperatives. We are a NGO owned by municipalities and regions in Kalmar, 
Kronoberg and Blekinge county is responsible for the Swedish RENCOP. When developing 
the strategy for the work within Co2mmunity the draft process described in the project 
application was used as inspiration for the process developed. The fact that the guidelines 
(this document) did not exist early in the project also played a part in the direction cho -
sen for the work. A future project based on the experience from Co2mmunity (and these 
���€�$�û���:�$�E���p�'���õ�N�€�:�û�������y���Ø���û�$�«���l���E�y���Ø�h�h�l�N�Ø�õ� ��

In the beginning it was discussed what a RENCOP is and what variant that can work best 
in southeast Sweden. It was clear that using existing networks in the region with a focus 
on renewable energy could be a shortcut compared to involve and gather people not fami -
liar with energy at all. It was also judged that a general campaign for citizen mobilisation 
around energy would not work as well compared to focused campaigns (for example on 
solar-PV).
 
• Campaign focus: Electricity production in Sweden is to a large extent climate friendly 

�&�:�N�•���!�N�Ù�����B�$�p�p�$�N�E�p�'�����������N�l���p�����E���û���õ�N�B�B�$�p�p�$�N�E���N�������š�$�p�y�$�E�����E�€�õ�:���Ø�l���•�$�y� �$�E���y� �����E���š�y���Ù�×��
years will however call for much new renewable electricity production facilities. Citi -
zens can be involved in this by investing in private and cooperative solutions. These 
�p�N�:�€�y�$�N�E�p�� �B�€�p�y�� �ò���� �h�l�N�±�y�Ø�ò�:������ �Ø�õ�õ���h�y���û�� �ò�›�� �p�N�õ�$���y�›�� �Ø�E�û�� �y���õ� �E�$�õ�Ø�:�:�›�� �����Ø�p�$�ò�:������ �§� ���›�� �Ø�:�p�N��
must be feasible from permit, regulation and support system perspectives. Histori -
�õ�Ø�:�:�›���B�Ø�E�›���•�$�E�û���y�€�l�ò�$�E���p��� �Ø�p���ò�����E���N�•�E���û���ò�›���û�$�«���l���E�y���y�›�h���p���N�����õ�N�N�h���l�Ø�y�$�”���p���&���Ø�l�B���l�p��
���y�õ�'�����R�E���Ù�×�Ø�Ù�����:���õ�y�l�$�õ�$�y�›���h�l�$�õ���p�������:�:���p�$���E�$�±�õ�Ø�E�y�:�›���õ�Ø�€�p�$�E�������õ�N�E�N�B�$�õ���h�l�N�ò�:���B�p�����N�l���B�Ø�E�›��
wind cooperatives. This and the fact that most new wind turbines today are built by 
large utilities in large wind farms have reduce the interest in wind cooperatives. 
Reduced cost in combination with a generous governmental support system has crea -
ted a high growth of Solar PV in Sweden. The potential is high and the Swedish REN -
COP is therefore focusing on supporting BRFs to install Solar-PVs.

• RENCOP Experts: Initial idea for RENCOP was to use an existing network Small scale 
renewable energy in southeast (SMALL). This consist of a group of people with various 
���š�h���l�y�$�p�����$�E�����E���l���›���Ø�E�û���•�Ø�p���p�y�Ø�l�y���û���Ù�×�Ø�Ü���B�Ø�$�E�:�›���•�$�y� ���y� �����Ø�$�B���N�����p�€�h�h�N�l�y�$�E�����p�B�Ø�:�:���p�õ�Ø�:����
hydro plants. 
�R�E�����h�l�$�:���Ù�×�Ø�ß���y� �����±�l�p�y���N�h���E���™�1�q�!�{�•�*�B�����y�$�E�����&�™�n�'���•�Ø�p��� ���:�û���•�$�y� ���l���h�l���p���E�y�Ø�y�$�”���p�����l�N�B��
�•�n���e�e�� �h�l���p���E�y���� ���y�� �y� �$�p�� �±�l�p�y�� �B�����y�$�E���� �y� ���l���� �•���l���� �Ø�:�p�N�� �l���h�l���p���E�y�Ø�y�$�”���p�� ���l�N�B�� �y� �l������
BRFs, the municipality (the energy adviser), a countryside association, some commu -
nity centers and a group of people considering a larger solar plant. 
Since none of SMALL members were interested in a deeper engagement in setting up CE 
(not as an owner or driving force) the plan changed to use the members of SMALL as 
an expert RENCOP supporting other initiatives. At this stage it was also decided to focus 
on BRFs (as described above). 
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�����y���l�� �y� ���� �±�l�p�y�� �y� �l������ �™�n�� �1�E���l���$�7�N�E�y�N�l���y�� ���”�Ø�:�€�Ø�y���û�� �y� ���� �N�€�y�õ�N�B���� �p�N�� ���Ø�l�� �Ø�E�û�� �õ�N�E�õ�:�€�û���û��
regarding the composition of the RENCOP expert group: 

• �R�y���•�Ø�p���û�$�¬�õ�€�:�y���y�N�������y���h���l�p�N�E�p�����E���Ø�����û���$�E���p�N�:�Ø�l�����E���l���›���$�����y� ���$�l�����š�h���l�y�$�p�����$�p���•�$�y� �$�E���N�y� ���l��
energy sources such as bioenergy. 

• �§� �����õ�N�E�õ���h�y���N�����õ�N�N�h���l�Ø�y�$�”�����N�•�E���l�p� �$�h���$�p���û�$�«���l���E�y�����l�N�B���p���y�y�$�E�����€�h�����N�l�����š�Ø�B�h�:�����Ø���B�€�E�$-
cipality owned facility and require a certain mindset. 

• �R�y���•�Ø�p���û�$�¬�õ�€�:�y���y�N���B�Ø�7�����y� �����™�1�q�!�{�•�����š�h���l�y�p���y�l�Ø�”���:���y�N���N�y� ���l���:�N�õ�Ø�y�$�N�E�p���y� �Ø�E���Â�ç�š�4�X�����1�E���l-
gikontoret want to cover all its working area (Kalmar, Kronoberg and Blekinge coun -
ties)

• The SMALL members have great knowledge and many contacts and can be used some -
�y�$�B���p�����ò�€�y���Ø���û�$�«���l���E�y���Ø�h�h�l�N�Ø�õ� ���B�€�p�y���ò�����û���±�E���û��

• The SMALL network had been ongoing for some years and the initial enthusiasm was 
partly gone. The idea to renew the network with Co2mmunity did not work.

After internal discussions at Energikontoret it was decided to approach the energy advi -
sers in all municipalities in southeast (24 municipalities, 16 persons) and let them form 
the base for the expert RENCOP. These advisers are coordinating some of their activities 
�Ø�E�û���Ø�û�û�$�E�����•�N�l�7�����N�l���!�N�Ù�B�B�€�E�$�y�›���Ø�p�����š�h���l�y�p���•�Ø�p���E�N�y���p�N���û�$�¬�õ�€�:�y�����Ã� ���E���N�l���Ø�E�$�¤�$�E�����N�h���E��
RENCOP meetings over the regions one or more advisers could assist with preparations 
�Ø�E�û���Ø�:�p�N���Ø�y�y���E�û���y� �����B�����y�$�E���p�����'�€�l�$�E�����p�h�l�$�E�����Ù�×�Ø�à���y� �����Ø�û�”�$�p���l�p���Ø�:�p�N���4�N�$�E�y�:�›���N�l���Ø�E�$�¤���û���Ø���p���y��
�N�����N�h���E���p���B�$�E�Ø�l�p���N�E���p�N�:�Ø�l�����E���l���›���•�$�y� ���Ø���:���Ø�û�$�E�������š�h���l�y���$�E���y� �����±���:�û���Ø�p���p�h���Ø�7���l��
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4.7 Regional RENCOP in Lithuania (Kaunas Regional Energy Agency 
(KREA)) 

The key factors of community energy project development are: - the social responsibility 
of citizens / community members (nature conservation), economic and practical bene -
�±�y�p���&�$�E�û���h���E�û���E�õ���'�����Ø�E�û���y� �����E�����û�����N�l���û�$�l���õ�y���õ�N�B�B�€�E�$�õ�Ø�y�$�N�E��

One of the tools to encourage this process is RENCOP, a cooperative partnership for rene -
wable energy. During the course of the project, it was found that such partnership initia -
tives could emerge in civic communities, as well as be proposed by experts in a particular 
�±���:�û�����R�E���Ø�E�›���õ�Ø�p�������y� �������N�Ø�:���$�p���y� �����p�Ø�B�����*���y�N���p�y�Ø�l�y���Ø�E�û���û���”���:�N�h���Ø���l���E���•�Ø�ò�:�������E���l���›���h�l�N�4���õ�y���$�E��
�Ø���õ�N�B�B�€�E�$�y�›���•� �$�õ� ���•�N�€�:�û���ò�����y� �����B�Ø�$�E���ò���E���±�õ�$�Ø�l�›���Ø�E�û���B�Ø�E�Ø�����l�����1�Ø�õ� ���õ�N�B�B�€�E�$�y�›�����•� ���y-
� ���l���€�l�ò�Ø�E���N�l���l�€�l�Ø�:�����õ�Ø�E���$�E�$�y�$�Ø�y�����Ø���l���E���•�Ø�ò�:�������E���l���›���h�l�N�4���õ�y���y� �Ø�y���ò���E���±�y�p���y� �����õ�N�B�B�€�E�$�y�›��
as a whole and each member individually. Information on the intention to set up a REN -
COP type partnership can be publicized through various channels of communication or 
directly through experts or consultants. During the project, such consultants are project 
partners. In Lithuania, such partners are Kaunas Regional Energy Agency and Lithuanian 
Energy Institute.

The following four basic steps can be used in developing RENCOP and preparing a renewa -
ble energy project:

1) Initiation - Identify interested parties and create a working group of their representati -
ves. The main tasks at this stage are: to come up with an idea, to identify the target group 
and areas, to engage citizens (neighbors) and the municipality, to use existing expertise 
(consultation), to motivate interested parties, to publicize and disseminate information 
�&�:�N�õ�Ø�:�����”���E�y�p�����p�N�õ�$�Ø�:���B���û�$�Ø�����õ�N�B�B�€�E�$�y�›���h�l�N�4���õ�y���ò���E���±�y�p�'��

2) Preparation - to evaluate the local / regional energy situation, municipal spatial plan -
ning aspects and risk level, to get acquainted with good practice. Involve all relevant 
parties in the planning process. If the community is involved in planning, there is an in -
creased likelihood that decisions will be implemented in a timely manner and produce 
�ò���y�y���l���l���p�€�:�y�p�����•�l�$�N�l���y�N���$�B�h�:���B���E�y�$�E�����p�h���õ�$�±�õ���Ø�õ�y�$�”�$�y�$���p�����Ø�E�Ø�:�›�p�$�p���N�����p�y�l���E���y� �p�����•���Ø�7�E���p�p���p����
�y� �l���Ø�y�p�� �Ø�E�û�� �N�h�h�N�l�y�€�E�$�y�$���p�� �Ø�E�û�� �õ�N�p�y�*�ò���E���±�y�� �l�Ø�y�$�N�� �p� �N�€�:�û�� �ò���� �€�E�û���l�y�Ø�7���E���� �R�y�� �$�p�� �$�B�h�N�l�y�Ø�E�y��
to properly share responsibility of decision implementation and to calculate the resources 
required.

At this stage, the accuracy and reliability of the information received is crucial. This avo -
ids misunderstandings or suggestive interpretations of information and provides a basis 
for further work. “Soft” activities play an important role here - organizing and support of 
meetings, use of experience of others, stimulating motivation and interest (promoting 
local ideas), assessing needs and planning.

3) Project preparation and implementation - setting of strategic goals, choice of technolo -
���›�����p���y�y�$�E�����N�����$�B�h�:���B���E�y�Ø�y�$�N�E���û���Ø�û�:�$�E���p���Ø�E�û�����”�Ø�:�€�Ø�y�$�N�E���$�E�û�$�õ�Ø�y�N�l�p�������”�Ø�:�€�Ø�y�$�N�E���N�����±�E�Ø�E-
cial resources, realization of the project, meeting deadlines, ensuring broad public support.
�R�B�h�:���B���E�y�$�E�����N�����õ�N�B�B�€�E�$�y�›�����E���l���›���h�l�N�4���õ�y���B���Ø�E�p���$�E�”�N�:�”�$�E�����:�N�õ�Ø�:���Ø�E�û�����š�y���l�E�Ø�:�����š�h���l�y�p����
�õ�N�:�:���õ�y�$�N�E�� �N���� �$�E���N�l�B�Ø�y�$�N�E�� �&�y���õ� �E�$�õ�Ø�:���� �:�����Ø�:���� �±�E�Ø�E�õ�$�Ø�:�'���� �y�Ø�l�����y���û�� �Ø�õ�y�$�”�$�y�›�� �h�Ø�l�y�$�õ�$�h�Ø�y�$�N�E���� �±-
�E�Ø�E�õ�$�Ø�:���h�Ø�l�y�$�õ�$�h�Ø�y�$�N�E�����”�N�:�€�E�y�����l�$�E�����Ø�E�û���h���l�p�N�E�Ø�:���$�E�$�y�$�Ø�y�$�”����



�Û�'���n�N�E�$�y�N�l�$�E�����*���y�N���B�N�E�$�y�N�l���h�l�N���l���p�p���Ø�E�û���N�h���l�Ø�y�$�N�E�Ø�:�����¬�õ�$���E�õ�›���$�E���l���:�Ø�y�$�N�E���y�N���y� �����N�ò�4���õ�y�$�”���p��
set, to evaluate new information and the situation. Other activities at this stage are also 
very important: publicizing the results, encouraging and motivating of participants, conti -
nuing collaboration, strengthening of community, disseminating experience, adjusting the 
community energy project, and continue to uphold the spirit of community.

The use of energy from renewable sources is limited by a number of factors (barriers, which may 
be related to climate, market and physical conditions, technological development and availability, 
economic situation, responsible authorities, etc.), which can be grouped into the following areas:

• Political (government interference in market relations, lack of citizenship and responsibi -
lity in society),
• Legal-administrative (lack of legislation and regulations, too little or lack of power of aut -
horities, bureaucratic barriers, legislative limitations),
�����D�$�E�Ø�E�õ�$�Ø�:�*���õ�N�E�N�B�$�õ���&�:�Ø�õ�7���N�������€�E�û�$�E�����Ø�E�û���p�€�h�h�N�l�y���h�l�N���l�Ø�B�p�����:�N�•�����€�E�û�$�E�����$�E�y���E�p�$�y�›�����$�E�p�€�¬-
cient market opportunities and investment conditions),
�����™���h�l���p���E�y�Ø�y�$�N�E���&�$�E�Ø�û���k�€�Ø�y�����B���û�$�Ø���õ�N�”���l�Ø�������N�����™�1�•���ò���E���±�y�p�����$�E���¬�õ�$���E�y���Ø�õ�y�$�N�E�p���N�����l���p�h�N�E-
�p�$�ò�:�����Ø�€�y� �N�l�$�y�$���p����� �N�p�y�$�:�����ò��� �Ø�”�$�N�l���N�����õ�N�E�”���E�y�$�N�E�Ø�:�����E���l���›���p�N�€�l�õ���p�5���l���h�l���p���E�y�Ø�y�$�”���p�����$�E�Ø�õ�y�$�”����
self-government position),
• Technical (lack of technical regulation, lack of infrastructure, supply of technical experts 
�û�N���p���E�N�y���B�Ø�y�õ� ���y� �����û���B�Ø�E�û�����$�E�p�€�¬�õ�$���E�y���y���õ� �E�N�:�N���$�õ�Ø�:�����û�€�õ�Ø�y�$�N�E���N�����y� �����õ�N�B�B�€�E�$�y�›�'��
���� �R�E���N�l�B�Ø�y�$�N�E�� �Ø�E�û�� ���û�€�õ�Ø�y�$�N�E�� �&�$�E�p�€�¬�õ�$���E�y�� �h�€�ò�:�$�õ�� �Ø�•�Ø�l���E���p�p�� �Ø�E�û�� ���û�€�õ�Ø�y�$�N�E���� �û�$�p�$�E�õ�:�$�E���û�� �l���p-
ponse of educational institutions to changing needs, conservative community attitude to in -
novation).

One more very important obstacle in the Lithuania is the traditionally sluggish integration of 
�y� �����h�N�h�€�:�Ø�y�$�N�E���N�����õ�$�y�$���p���Ø�E�û���l�����$�N�E�p���$�E�y�N���õ�N�B�B�€�E�$�y�›�����R�E���p�€�õ� ���Ø���õ�N�E�y���š�y�����$�y���B�Ø�›���ò�����û�$�¬�õ�€�:�y���y�N��
�±�E�û���õ�N�E�p���E�p�€�p�����N�l���p�€�h�h�N�l�y���Ø�y���Ø���õ�N�B�B�€�E�$�y�›�*�:���”���:���$�E�”���p�y�B���E�y���Ø�E�û���ò���E���±�y�*�p� �Ø�l�$�E�������N�N�•���”���l����
trust in the community and maintaining its vision is main requirement for the development 
of the energy project. 

37



38

5 SUMMARY  

The German Advisory Council on Global Change (WBGU) in their special report, “Develop -
�B���E�y�� �Ø�E�û�� �4�€�p�y�$�õ���� �y� �l�N�€��� �� �y�l�Ø�E�p���N�l�B�Ø�y�$�N�E���� �§� ���� �D�N�€�l�� ���$���� �3�R�5�p�2�� �p�y�l���p�p���û���� �y� �Ø�y�� �Ø�E�� �N�”���l�Ø�:�:��
success towards an Energy Transition can only be secured with re-balancing the state, 
markets and civil society. The EU has taken a progressive step to foster Community 
�1�E���l���›���$�E���y� �����1�1�®���!�:���Ø�E�����E���l���›�����N�l���Ø�:�:���1�€�l�N�h���Ø�E�p���h�Ø�õ�7�Ø�����2���&�Ù�×�Ø�à�'�����•� �$�:�����E�Ø�y�$�N�E�Ø�:�����N�”���l�E-
�B���E�y�p�� �E�N�•�� � �Ø�”���� �y�N�� ���€�:�±�:�� �y� ���$�l�� �N�ò�:�$���Ø�y�$�N�E�p�� �y�N�� �p���õ�€�l���� �y� ���� ���l�Ø�B���p�� �Ø�E�û�� �õ�N�E�û�$�y�$�N�E�p�� ���N�l�� �$�y�p��
implementation to enable a sustainable energy transformation.

This handbook provides guidelines for those who want to embark on the journey of being 
a part of the energy transition and to already act now.  Although this report is developed 
in the context of the Baltic Sea region, as one of the outcomes in the Co2mmunity project 
(INTERREG Baltic Sea Region programme), the approach is generic and can be used in all 
geographical areas. The aim of this report is to provide municipalities, individual citizens 
�Ø�E�û���N�l���õ�$�y�$�¤���E�p�5���Ø�p�p�N�õ�$�Ø�y�$�N�E�p���7�E�N�•�:���û��������� �N�•���y�N���û���”���:�N�h���h�Ø�l�y�$�õ�$�h�Ø�y�N�l�›���h�l�N�õ���p�p���p�����N�l���p�y�$-
mulating community energy projects on regional/local level.
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