
Don’t make public approval of 
your wind plans the most 
difficult part of your projects

Wind power production in the United States 
continues to increase, especially when local 
governments seek to generate more tax 
revenue, but despite the many 
environmental benefits, when residents 
organize and fight a project, they often 
succeed. Rural residents across America 
are increasingly rejecting the advancement 

of wind energy projects in their 
communities when given a chance. 

Arguments from wind farm opponents often 
focus on concerns about disruption of 
landscapes, noise, aesthetics, reduced 
property values, and bat and bird mortality. 
In rural states like Ohio and Minnesota, 
residents fear that large-scale wind farms 

Although wind power remains broadly powerful as a 
renewable resource, opposition to wind farms is nothing new. 
For supporters, wind seems to offer something for everyone: 
carbon-free electricity, construction and maintenance jobs, 
and competitive utility rates. Still, wind farms are not accepted 
by all, and criticism of new wind installations around the world 
has effectively stalled development of some projects and 
defeated others. 
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will turn rural communities into industrial 
zones. To shift residents’ views on wind 
farms, they must be informed of the facts 
and many benefits of wind as a dominant 
energy source. 

South Africa has exceptionally promising 
conditions for wind power generation but 
has delayed wind power production, 
conspicuously due to the lobbies for 
non-renewable power supported by the 
former President Jacob Zuma. Now that the 
country’s power utility, Eskom, has more 
flexibility to make decisions, it would be 
remiss to continue excluding renewable 
projects, which will benefit both Eskom and 
the country from economic and 
environmental perspectives. 

In South America, a Chilean wind farm was 
defeated by strong opposition from the 
Temucuicui Mapuche community. Chilean 
authorities failed to inform the towns of Los 
Lolocos, Pinoleo, Pichilen, Pitriqueo and 

Pailahueque of the planned 155-MW wind 
farm to be built on ancestral Mapuche 
territory in a timely manner. As a result, the 
requirements for wind farm approval under 
Chilean laws to be unfulfilled. Opponents 
also claim the approval contradicts several 
Chilean laws, aimed at protecting 
indigenous lands and territories while also 
violating the rights that the indigenous 
peoples have over them. It is important to 
inform stakeholders about wind projects 
early in order to have a better chance at 
winning support and getting the project to 
approval. Any misstep will be exploited 
causing delays or lawsuits along the way. 

Resident opposition groups are not the only 
force halting wind power production. In the 
United Kingdom, the Conservatives’ ban on 
onshore wind farms competing for 
subsidies means the sector’s future 
prospects are limited for the time being.

In a January 2018 article from The 

Guardian, Emma Pinchbeck, Executive 
Director at RenewableUK states:

‘Investment made since 2015 has delivered 
record new capacity and made onshore 
wind the cheapest form of power. But the 
government’s current policy means that we 
are missing out on future onshore wind 
development, and consumers are missing 
out on a return on their investment through 
lower electricity prices.’

In order to capitalize on a clean, cheap 
source of power, the UK will need political 
support from governments and agencies, 
not just the public. 

Companies seeking to bring new wind 
projects to fruition need to develop an 
organized campaign to promote the 
projects, increase support, and avoid 
delays. Here are some tactics that should 
be considered to build political support and 
educate residents on any wind project:

Assemble stakeholders

It is critical to include stakeholder groups 
both locally and regionally in ongoing 
project discussion. Local elected officials 
like to see community outreach. It is 
important to engage stakeholders to 
activate their contacts as part of the 
grassroots efforts as these groups can 
amplify messaging through newsletters, 
email blasts and presentations to the 
organization’s members. Coordinating a 
call to action with stakeholders can greatly 
enhance support in a meaningful way. 

Rally your supporters

Identify real residents to support your 
project. Use social media to locate 
supporters in the community as they 
interact with wind-related content and 
easily get in contact with them. Once in 
contact with supporters, the key is to 
activate them by asking them to attend a 
public hearing and speak in support of the 
renewable project. 

Direct supporters to fact sheets and the 
website so they have the latest information 
on the project and rules about making 
public comment. Meeting with supporters 
before a hearing to provide helpful 
resources is also beneficial to prepare them 
for speaking at a public hearing.

Digital

Effective use of digital platforms is an 
important tactic to build grassroots 
support amongst members of any size 
community as well as public officials. The 
most important piece to any digital 
campaign is to prepare an effective 
website, dedicated to the project that 
regularly updates residents, dispels new 
myths and disseminates the latest 
information. To get project messaging 
across effectively, website content should 
detail project benefits, highlight lighting 
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and noise mitigation features, and display 
site plans. This website should also link 
resources to educate viewers from third 
party sources and provide downloadable 
petitions, fact sheets, advocacy guides, 
infographics and more. Encourage people 
to sign up in support of the project to 
gather a supporter database. 

Social media campaign

Create quality, sharable content to share 
regularly on social media pages created 
specifically for the project. Content that is 
posted on the dedicated project pages 
should be boosted as needed by social 
media marketing, which is both cost-
efficient and effective to introduce the 
proposal to new audiences. Include a 
consistent and unique project hashtag to 
share across all social sites. The hashtag 
should be relevant to the project and easily 
remembered. A project hashtag allows for 
live feedback and easy responses to the 
people using it. Additionally, public officials 
and community members alike can search 
the hashtag for a live feed of positive 
chatter on the project.

Having a social media page dedicated to 
the wind project allows for direct feedback 
from the target audience and provides a 
platform for two-way communication. A 
Facebook page can serve as an online 
focus group where people can express 
their thoughts on the project. Events can 
also be hosted on Facebook, and going live 
at events like a project open house is a 
great way to spread the word to those who 
could not attend. 

Open houses can be advertised and RSVP’d 
to through this platform. Instagram is a great 
platform to post videos and unique visual 
content. Twitter works best for interacting 

with your target audience, and ‘Twitter Town 
Hall’ events can be effective tools that help 
organizations spread information, as well as 
get in touch with the public for various 
objectives and programs.

Video and aerial drone footage

Video is one of the most versatile digital 
marketing tools today. People are more 
likely to watch a short video, rather than 
read through a lengthy report. The video 
should provide the public with facts and a 
call to action on behalf of the project. This 
call to action can urge website visits, 
comment submission or coordinated 
tweets to public officials for example. 
Computer animated videos are especially 
popular, and creating a short animated 
video might be the extra push needed to 
get supporters involved.

In recent years aerial drone footage of 
development projects has increased 
rapidly and is less expensive than other 
forms of aerial photography. Aerial drone 
footage of a wind project will allow the 
public to visualize the project in a unique 
way. Aerial photography can be used in 
marketing brochures, social media 
accounts and websites. Once the project 
is permitted, footage can show the 
construction process through a video or 
GIF, or even use still images.

Host an open house

Host an evening open house that allows 
residents to filter through at their leisure. 
Include several stations informing the 
community on the project’s site plan, 
environmental facts, and community 
benefits. Instead of scheduling a 
presentation show a looping video with 
aerial views or simulations can be shown 
throughout the event. Invite reporters and 

have experts briefed to provide comment as 
needed. Residents can voice their opinions 
and ask the project coordinators questions. 

Direct mail

Although direct mail in large populated 
areas has become cost inefficient, in small 
rural areas it is still a great way to target 
new audiences and disseminate information 
about a wind project. When purchasing a 
direct mail file, make sure the information is 
updated and accurate. Often our firm will 
purchase resident and voter files and cross 
match them. Voters tend to be more active 
civically than non-voters.

Door-to-door canvassing

This tactic may be difficult in rural areas, 
but door-to-door canvassing will allow for 
personal outreach to residents. Be sure to 
bring plenty of literature about the project, 
ways to connect and other relevant 
materials. Be prepared to answer questions 
and hear concerns from residents. Although 
it is time consuming, making that face-to-
face contact will be worth it in the end, and 
many will be compelled to take action in 
support of the project. 

Community meetings

Organize meetings for project updates for 
residents in an auditorium-like setting. 
Create a PowerPoint presentation to 
educate the public on wind farm 
construction, along with fact sheets and 
other relevant materials. Allow some time 
at the end of presentations to hear 
concerns from residents and answer any 
questions they might have. It is also 
important to continue the conversation 
after community meetings, whether held 
digitally or in person.
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‘In order to capitalize on a clean, cheap source of 
power, the UK will need political support from 
governments and agencies, not just the public.’
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