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ROUNDTABLE: ANCILLARY INDUSTRIES SPECIAL

This issue’s roundtable is a PR special, to reflect the massive 
impact that the industry has had on boosting wind power’s 
reach and penetration in recent years. Certainly, there have 
been challenges along the way, but there have been many, 

many more successes. 

We wanted to find out more about the pitfalls and benefits of 
Public Relations operations in today’s wind energy landscape. 
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PES: Welcome to the roundtable, would 
you like to tell us about your role and your 
client/s in the wind sector?

Rebecca Woods: I am Head Of 
Environment at Prova PR. I come from a 
background in environmental 
communications and have spent over a 
decade working with a mixture of 
environmental and renewables clients. At 
Prova, our clients play a consultative role in 
the wind energy arena. 

Fiona Mcara: Hi, we work for Oxford-based 
BOTTLE PR an integrated communications 
agency, representing renewable energy 
company RES (Renewable Energy 
Systems). We’ve been working with them 
for over 10 years, supporting 
communications for on and offshore wind 
and solar, along with launching new 
technologies such as demand side 
management and energy storage.

Chris Dace: Thank you for inviting me to 
contribute. My name is Chris Dace, I am the 
MD of Resonates, we’re an integrated 
marketing communications consultancy and 
one of our specialist sectors is cleantech. 

Our client, Entap, has 500 MW of wind 
assets under management and helps its 
customers to maximise their financial 
returns by optimising the performance of 
their wind farms. Its asset management 
services cover the operational, financial and 
commercial aspects of running a wind farm. 
It can also provide due diligence and 
project management for the construction of 
new assets.

Laura Iley: At Aspectus we work with a 
number of clients in Europe’s wind industry, 
specifically related to the innovation, 
development and supply of associated 
technologies. As an Account Director for 
Aspectus’ specialist energy practice, I lead a 
team that handles brand strategy, content 
development (both written and visual), and 
media and analyst relations on behalf of our 
clients. We also design, build and manage 
our clients’ websites and manage their 
online presence. 

PES: Is wind energy an arena that your 
agency specialises in? Are you looking to 
expand your reach in the sector?

Rebecca Woods: We have a great deal of 
expertise in renewable energy and 
technology. If the opportunity arises, we 
would look to expand our reach within it. 
However, we need to bear in mind that it’s 
currently a very challenging time for wind 
energy following the recent subsidy cuts to 
onshore wind. 

Fiona Mcara: We have a strong B2B 
offering here at BOTTLE and we know all the 
key media in this space; plus we have 
worked with RES for so long we’re very 
comfortable with this subject matter. We’re 
looking to expand our offering in this area as 
energy – renewable or fossil – is one of the 
most divisive subjects at the moment and its 
supply and demand is an issue that will be 
top of the news agenda for years to come.

Laura Iley: Aspectus specialises in four core 
sectors: energy, financial services, 
technology and engineering. Our energy 
practice covers the entire B2B energy 
spectrum including consultancy, energy 
trading, oil and gas, power and transmission, 
smart grid and renewables. Our energy team 
is based in London, Houston and Singapore 
– this global network means we can run 
successful campaigns in any region our 
clients need.

The energy practice is rapidly expanding 
and has doubled in size over the last 12 
months – this is in part due to our growth 
and focus in the renewables space, where 
we work with biomass, geothermal, solar 
and wind energy clients. 

Wind and renewables in general are areas in 
which we are rapidly growing our reach and 
expertise, and our aim is to continue to 
strengthen our renewable energy client 
portfolio over the next year. Wind energy has 
seen a lot of change over the last 12 months 
and has a critical role to play in supporting 
Europe’s renewables energy industry, so 
there is a real opportunity for specialist 
communications agencies like Aspectus. 

PES: Who are your target audience  
and what methods do you employ to 
reach them?

Rebecca Woods: Key media, policy makers 
and stakeholders within the wind energy 
supply chain are our primary targets. 
Currently, we engage with them via print 
media and are targeting the publications 
which key influencers are most likely to read.

Fiona Mcara: Our work is very varied and 
we have different audiences depending on 
which part of the business we’re working for 
and who we are targeting – be it investor or 
engineer. This involves thinking carefully 
about key messages and how we position 
our client. 

Laura Iley: All of our clients operate in the 
B2B space, and their target audiences 
include energy operators, contractors, and 
technology developers. We tailor our 
approach to support our clients’ business 
objectives – such as lead generation, 
business growth or investment – and 
develop campaigns to realise those 
objectives. Our campaigns are typically 
based on original, quality content, which we 
direct through the right channels to deliver 
meaningful results. A large part of our role is 
about knowing our clients’ sectors and 
staying up to speed with the industry news 
agenda. Importantly, by taking a proactive 
approach, we can secure the best 
opportunities for our clients. 

PES: And what are your current 
objectives?

Rebecca Woods: To review and assess the 
opportunities for wind development 
following the subsidy cuts to the 
Renewables Obligation (RO), and to work 
with our clients to lobby parliament for a 
volte face on this issue. 

Fiona Mcara: Our most recent work has 
involved promoting innovations within 
offshore wind cabling and new business 
offerings – such as contract wins to develop 
new assets or how RES is leading its field in 
its expanding service offerings.
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Chris Dace: Historically, Entap has worked 
almost exclusively with Platina Partners, but 
has recently shifted its strategic direction to 
offer its services to other asset owners, 
including operators of solar farms. Our 
current objectives are to raise Entap’s brand 
awareness with utilities and independent 
power producers and help them to build a 
solid pipeline of O&M prospects.

We are using a number of tactics to reach 
our target audiences. Securing editorial in 
key publications will support our brand 
awareness objectives, and even though it’s 
early days for the campaign we have already 
started to raise awareness of Entap’s brand 
with some profile pieces on Entap’s MD, 
Emily White.

PES: What are your thoughts about the 
public’s perception of the wind industry 
in general?

Rebecca Woods: Wind energy 
development is a highly charged political 
issue, partly because it is incredibly visible. 
We believe there is not enough understanding 
of the positive impact that wind can make, 
which is a legacy of the limited understanding 
of its benefits in parliament itself. For 
example, looking to the future, the UK is 
taking many of its coal-fired generators 
offline. It is important that rural communities 
and businesses not only seek to generate 
income from projects such as renewable 
project investments, but also review their 
need for back-up energy provision. 

Small-scale community renewables projects 
are not affected by the changes to subsidy 
or planning policy, providing they meet the 
requirements of a number of planning 
caveats set out by communities secretary 
Greg Barker, and this could present new 
investment opportunities across the whole 
of rural Britain. 

Fiona Mcara: The national media is 
incredibly powerful when it comes to 
influencing the public’s opinion. So although 
approximately 70% of voters support wind, 
you do not get that sense from the coverage, 
as supportive stories rarely get comparable 
share of voice. 

Renewable energy is a very divisive topic, in 
part because people don’t know the facts, 
but also because of the aesthetics – some 
people do not want wind turbines in view of 
their house. Therefore, wind energy 
specifically gets a lot of flak despite it being 
the cheapest large-scale renewable 
generation, which is secure, creates jobs 
and delivers long-term community benefits.

Chris Dace: Obviously the siting of a wind 
farm or even a single turbine can be hugely 
emotive for local residents who might be 
affected by it. However, a government poll 
released in February 2015 showed that 
support for onshore wind had increased to 
68% of the public, while total opposition fell 
to a record low of 10%, which suggests that 

the public’s perception of the wind industry 
is pretty good.

In my view, one problem is that the pro-fossil 
fuel lobby seems to be extremely well 
organised and able to claim a disproportionate 
share of voice in the popular media. The wind 
industry is an easy target for criticism over 
subsidies, but few commentators attempt to 
strike any balance by discussing the huge 
amounts of public money that the tax payer 
has sunk into companies exploiting fossil fuels 
over recent years. 

Equally, it’s easy to ignore the significant cost 
of managing climate disruption due to carbon 
emissions when comparing the cost of energy.

Personally I would much rather see a wind 
turbine on the landscape than a coal-fired 
power station.

PES: What, if any, are wind’s most 
pressing PR challenges?

Rebecca Woods: Even before the 
Conservative party gained its majority in 
May, it was clear that there would be 
significant changes to renewables subsidies 
in the very near future. Solar has also 
recently been placed under the subsidies 
axe with the removal of funding for all 
projects under 5MW. The problem this 
poses is that it will work to destroy investor 
confidence in any renewables projects in 
the future. 

This makes the objectives of any future PR 
campaign far more complex, as the benefits 
of wind energy need to be conveyed to three 
very different audiences – investors, the 
public and policymakers. Unless this can be 
properly executed, it’s unlikely that wind 
energy will recover from the confidence 
knock it’s received for many years to come. 

Fiona Mcara: The wind industry is being 
unfairly criticised across a number of areas 
(subsidies, cost of supply, efficiency) which 
is presenting various PR challenges. The 
wind industry needs to promote its current 
success and potential which is leading to a 
subsidy-free future. 

New technologies will cost more at first but 
for our future health and power demand 
renewable energy is the way forward, as 
such consumers and stakeholders need to 
be patient as the rewards will be worth it!

PES: What sort of challenges do your 
client/s commonly face? How do you 
meet these challenges?

Rebecca Woods: The recent RO subsidies 
cuts to onshore wind have had a big impact 
on the development pipeline for future 
projects. Many businesses working in this 
area are now obliged to look at new 
opportunities and to make redundancies. 

Fiona Mcara: One of the biggest challenges 
is non-renewable media printing negative 
stories, which influence local stakeholders. 
We counter this by presenting a clear, 

concise argument in any materials we 
produce, showing the benefits of the offering.

Laura Iley: Due to the reduction in 
government subsidies across Europe, 
renewable technologies are currently 
experiencing challenges around capital cost 
reduction. It is therefore vital for the wind 
industry to preserve and attract investor 
confidence, and communications can play a 
big part in that. Additionally, the onshore 
wind industry in particular faces the 
challenge of the ‘NIMBY’ (not in my back 
yard) attitude, which often stands in 
 the way of new developments. 
Communicating the benefits of low-carbon 
energy generation could help to increase 
public support. 

PES: If you could wave your magic PR 
wand, which single issue would you like 
to address?

Rebecca Woods: Creating public 
acceptance of wind turbines has to be top 
of our list! A campaign to ensure wind 
turbines become as normalised and 
accepted as electricity pylons is necessary 
groundwork that must be laid before we 
can consider more engagement with MPs 
and communities – the public must be won 
over first. 

Fiona Mcara: We would like the tabloid 
newspapers to write a positive story about 
renewable energy and wind turbines! Or be 
neutral at least.

PES: What’s your favourite part of  
the job?

Rebecca Woods: Knowing that the work we 
do can make a difference in changing 
perceptions of wind energy across the 
general public and in parliament. Through 
the launch of carefully constructed and well 
thought-out campaigns, the PR industry is 
playing a role in shaping the UK’s energy 
policy for generations to come. 

Fiona Mcara: The varied nature of it. We 
support our client across a range of 
disciplines, such as event support along 
with the more traditional media relations 
which is fantastic and means we frequently 
get to speak to a wide range of people. The 
enthusiasm of renewable energy trade 
journalists and their interest in new industry 
developments is great and they are good fun 
to engage with.

Chris Dace: Devising and executing 
campaign plans that have a positive 
outcome on our clients’ business objectives.

Laura Iley: Working at a communications 
agency means that you can never predict 
where the day will take you – no two are the 
same! It’s a dynamic and varied 
environment, which keeps you on your toes.

The team at Aspectus is passionate about 
the energy industry so we enjoy being 
immersed in the sector. We also recognise 
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and play to the strengths of our team,  
and are constantly building on a wide range 
of skills.

One of the most rewarding parts of the job is 
achieving meaningful results for our clients. 
Our ultimate goal is to deliver outcomes that 
have a positive impact on their business.

PES: Which part of the job does your 
company do particularly well?

Rebecca Woods: Our expertise in our 
sector ensures we are able to engage 
effectively with media at all levels and on all 
topics in this area. Our extensive knowledge 
allows us to deliver the best results for our 
clients. 

Fiona Mcara: As a company we are strong 
across the board in my view. We pride 
ourselves on excellent written 
communications, a crucial part in supporting 
clients as a clear, concise argument is hard 
to beat!

Chris Dace: We like to take a planned 
approach to devising and implementing 
campaigns. Experience tells us that when 
we put some strategic thinking into a 
marketing plan, it produces better results. 
We also find that by specialising in cleantech 
we are able to stay on top of the best media 
opportunities for our clients.

Laura Iley: Our team is focused on 
developing creative communications 
strategies that will make our clients’ target 
markets want to engage with them, and one of 
Aspectus’ key strengths is our ability to deliver 
tangible results. We work closely with our 
clients to ensure that the focus of their 
communications activity is driven by their 
business strategy, and that this feeds into 
every element of the campaign. Because we’re 
industry specialists, we have the ability to 
understand complex, technical messages and 
translate them into original, quality content. 

PES: Any frustrations?

Rebecca Woods: External factors which 
could affect any given scenario that are 
outside our sphere of influence always 
makes our work interesting! 

Fiona Mcara: There are always frustrations 
but it makes the job even better when we 
generate successful coverage. 

PES: What sort of a relationship do you 
have with your client/s? Is it a 
collaborative approach?

Rebecca Woods: Our approach is both 
collaborative and consultative. We work in 
partnership with our clients to achieve 
established commercial goals. 

Fiona Mcara: We take a consultative and 
collaborative approach with all clients as we 
want to provide great results for them that 
will tick all their boxes. 

Chris Dace: We prefer to work 
collaboratively with our clients – that way we 

can ensure that the strategy and tactics we 
recommend continue to support their 
business objectives. 

Laura Iley: A lot of what we do is 
relationship based, whether that be client or 
media relations. We tend to work very 
closely with our clients, and many of them 
view us as an extension of their marketing 
team. Ultimately we aim to work as strategic 
partners and want to be judged on the 
results we produce and the impact we have 
on our clients’ business goals. 

We take the time to really get to know our 
clients, understand their business goals and 
how they like to operate. We don’t offer a 
‘one size fits all’ approach, we tailor our 
strategy to the needs of the client. At the 
same time, we don’t always say ‘yes’, we 
challenge our clients’ thinking to achieve the 
best results.

PES: How has wind energy PR changed 
since you first started working in this 
arena?

Rebecca Woods: Initially, wind energy was 
seen as something of a novelty. Like other 
forms of renewable energy, wind quickly 
became something of a silver bullet solution 
that had the potential to help to meet the 
UK’s energy needs. 

A lot of agencies seized on the market 
opportunity it presented and expected it to 
be a big revenue generator, but it has of 
course moved a lot slower, and indeed, faced 
greater opposition, than anyone expected. 

Despite the UK meeting its energy targets, 
there is no pot of gold at the bottom of the 
wind turbine. This initial enthusiasm has 
been replaced with a more realistic and 
balanced view of a mixed energy economy 
and what this has to offer in terms of PR 
opportunities. 

Fiona Mcara: We think wind’s reputation 
has taken the hardest criticism from the 
media and certain politicians etc, probably 
because the vision of a turbine is 
synonymous with renewable energy. It’s very 
unfortunate as it’s a much cleaner and safer 
alternative to something like fracking, but 
people’s aversion to seeing turbines is 
halting the renewable drive. 

PES: How much of your focus is on print, 
online, broadcast, etc.?

Rebecca Woods: We are always focused 
on achieving broadcast coverage, but we 
work across all three types of media and 
pride ourselves on pitching the right story to 
the right place. 

Our focus is on achieving predominantly 
print and online coverage for our clients, but 
we are of course open to broadcast 
opportunities as and when they come up. 

Fiona Mcara: In our renewable focused 
work, the majority of our work centres 
around media relations for online and print.

Laura Iley: We believe every channel has a 
role to play in spreading the word and 
driving engagement with our clients’ 
stakeholders, so our communications 
campaigns focus on a combination of media 
platforms. This could include anything from 
mainstream media to social media, as we 
use a range of techniques to reach our target 
audience. We’re increasingly looking beyond 
the traditional media and focusing on key 
industry influencers such as bloggers and 
other thought leaders.

Our focus on print, online and broadcast 
media varies from client to client. We firstly 
look at what our clients are hoping to 
achieve and who they are hoping to target. 
Only then can we decide which channels are 
most appropriate to meet their objectives. .

PES: Finally, what changes can we 
expect to see in wind energy PR in the 
coming years?

Rebecca Woods: Following the 
government’s subsidy cuts, we expect the 
PR landscape will be dominated in the short 
term by public affairs campaigns geared 
towards winning the public over to the idea 
of onshore wind energy. Until this objective 
is achieved, it is perhaps too soon to tell 
what else the future may hold. We will 
continue to support our clients in their 
objective of changing the minds of policy 
makers with regards to the viability of wind 
as an energy source, and anticipate many 
other agencies will do the same. 

Fiona Mcara: We expect pressure on the 
industry through both tightening subsidy 
regimes and planning regulation to 
continue to ramp up with the current 
government and its green energy policies. 
The industry is in flux following the policy 
changes etc so in terms of PR, we expect 
the leading bodies (e.g. Renewable UK, 
British Wind) to lead the charge by 
commenting on any changes announced. 

PES would like to thank all our 
roundtable contributors. For more 
information, please visit their  
respective websites:

Rebecca Woods, Prova PR 
 www.provapr.co.uk

Fiona Mcara, BOTTLE PR 
 www.bottlepr.co.uk

Chris Dace, Resonates 
 www.resonates.com

Laura Iley, Aspectus 
 www.aspectuspr.com


