
The current pace of the energy transition is far too slow and there is a real 

risk that the world will not meet its climate targets. Both the technology and 

capital needed to speed up the transition are ready, yet there are significant 

roadblocks hindering the implementation: complexity of the energy system, 

dependencies and conflicting interests, societal resistance to change, lack 

of knowledge and fake news. All of which are areas where the marketing & 

communications profession can help to create actionable change. 

 

DNV and Charge Energy Branding called upon senior leaders in corporate 

communications, branding, marketing and public affairs to be part of the 

debate and share their thoughts on September 27th 2022 during a virtual 

roundtable session. The second part of the debate advanced later during a live 

panel discussion at Charge Energy Branding in Iceland on October 17th 2022 

where leaders, with the help of the audience, agreed upon actions.

GAME CHANGERS: 

THE ROLE OF 
COMMUNICATIONS 
IN DRIVING THE 
ENERGY TRANSITION 
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Moderated by Dr Fridrik Larsen, 

Founder at CHARGE Energy Branding/brandr

Hosted by Caroline Kamerbeek, VP Marketing, 

Communications & Public Affairs for Energy Systems at DNV

ATTENDEES INCLUDED:

Bruce Douglas, Business and Communications Director at Eurelectric

Joao Duarte, Head of Communications Enel Grids at Enel

Mark Irvine, Director of Thought Leadership at DNV

Saskia Kapinga, VP External Relations at Shell

Sandra Trittin, Senior Director Strategy & Development Energy Ventures  

at Liberty Global 

Koenraad van Hasselt, Senior Expert Public Affairs & Communications   

at Tennet

When asked what role branding, marketing, communications and public 

affairs play in mobilizing target audiences such as governments, companies, 

consumers and others to accelerate the energy transition the roundtable 

debated whether education is the key.  As an example, ten years ago energy 

was a closed industry. Now, the end client needs to navigate home solar, 

heat pumps, wall boxes, and decide whether they should drive an electric 

car.  A new topic field opening for consumers is whether they need advice to 

understand the green credentials of their energy supplier.

However, it was agreed that there’s a lot of information for consumers 

and multiple data sets in general indicate that if there must be an energy 

transition, energy companies must make it happen, in a way that doesn’t 

impact lifestyle or affordability. It is advisable that communication identifies 

the benefits for the end consumer without overwhelming them, especially as 

politicians listen to the current consumer sentiment.  If the consumers are not 

well informed, politicians will also go in the wrong direction.

It was undisputed that policy makers can be barriers to the energy transition.  

Policy risk is a concern for businesses as they require economic sustainable 

business models and policy that incentivizes market development. What risks 

are faced today by not knowing what the external world and policy will look 

like tomorrow?
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ROUNDTABLE DISCUSSION 
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It is usual practice for a team of policy advisors to take lengthy reports and 

summarize them in a way that can be quickly understood in a few seconds 

or bullet points by policy makers. Communication is also more real time and 

cut to sound bites potentially creating more noise than harmony. So, when 

communicating to policy makers it is advisable to use visual communication 

to present complex data, like infographics and perhaps also go back to the 

drawing board to be more structured and strategic in communication.  

When the roundtable participants were asked how to best engage the public 

with one voice, it was suggested that communicators should focus on the size 

of the green prize and the relationship with energy security and renewables.  

Within the next 10-20 years consumers around the world should be spending 

a lot less on energy than they do now, liberating trillions of dollars a year to 

hopefully spend on another social purpose.  Senior energy forecasters know 

about this, but not generalist commentators from popular media houses. The 

green prize and energy security could be an area of authority on the energy 

transition and must be tailored to fit the geographic area.  However, there 

wasn’t a consensus for who should own or take the lead on this one voice 

communication approach.  

The final question explored how to match external reputation with internal buy 

in. It was agreed that performance, behavior, and communication must work 

together to build trust.  Afterall, employees are also client facing, so technical 

people need to be trained to have a dialogue and communicate effectively. 

There isn’t a distinct difference between internal and external communication 

and authentic and simple communication connects the inside and outside 

world.  

As a final thought, employees choose their employer every day; with a 

shortage of raw materials and talent, energy and human talent industries 

should come together to partner. The energy sector needs the brightest talent 

to solve the hardest challenges.

� As an industry we should make a conscious effort to write interesting and  

 positive stories for consumers. Stories should include the benefits of the  

 energy transition i.e. affordability and sustainability and explain the positive  

 impact of the green prize

� Build platforms to engage and have dialogue in different forums 

� To help overcome fake news and the lack of truths, it was advised to share  

 science-based communication that is both simple and credible

� Engage the finance community to invest in the energy transition 
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ACTIONS FROM 
THE ROUNDTABLE 

DISCUSSION:



Moderated by Dr Fridrik Larsen,      

Founder at CHARGE Energy Branding/brandr

Panelists included:

Lawrence Jones, VP International Programs at Edison Electric Institute

Caroline Kamerbeek, VP Marketing, Communications & Public Affairs for 

Energy Systems at DNV 

Anders Lier, CEO & Founder at Energi.ai

As an introduction to the panel, three key challenges were listed for the 

energy transition: (1) the complexity of the energy system, (2) public 

resistance and (3) governments being slow to introduce regulation. These are 

areas where communication, marketing, and public affairs professionals can 

make a real difference. DNV thinks that as a collective the industry can work 

together, step up and do more.

The panel was asked how communication professionals can accelerate the 

energy transition, a term that means different things to different people, 

sometimes depending on geography. There was consensus that it is about 

moving towards a clean energy future in an affordable way, whether you’re 

in Africa, or Asia or the US.  Storytelling needs to be adapted to different 

geographies, different stories for different audiences, because countries are at 

different phases of the energy transition.

It was added that we need to tell stories with passion and passionately commit 

to ideas. If we believe in the energy transition, how are you going to convince 

your neighbor, your spouse, your brother, your cousin, who doesn’t believe 

in what you do? How are you going to convince them that the transition 

is important? Are you going to do it with a very slow energy driven, big 

technology, exponential curve conversation? Or are you going to use a much 

more passionate explanation so that the story is felt in the heart? The energy 

transition is currently explained to the brain of the consumer. How do you 

humanize the energy transition by resonating to the heart of the consumer 

and not the brain?

PART 2

PANEL DISCUSSION 
AT CHARGE ON 
OCTOBER 17TH 2022
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Climate change and the energy transition is a complex challenge, so the 

smartest people are needed to solve it.  Energy companies need to attract the 

brightest minds by uniting passion and purpose and communicating this.  To 

booster recruitment, it was recommended that energy companies advertise 

they are solving the biggest problems on the planet.

Panelists were asked how lexicon can help move the energy transition along 

and get people on board and engaged.  It was agreed that the language used 

daily by those who work in the energy industry, at best doesn’t resonate with 

consumers, and at worst isn’t understood.  To exemplify the point, the EEI 

found that here is a negative perception towards the term ‘electric utilities’  

but more positive expectation of the term ‘electric companies’ (despite being 

the same thing).  Similarly, when ‘roof top solar’ was changed to ‘personal 

solar’, there was more buy-in from consumers.  So the panel called for a 

lexicon for the energy transition, which is customized and country specific and 

consumed by the consumers, not for the experts.

The audience added that communication needs to be visual as we understand 

the image 60,000 times faster than we read a sentence and that behavioral 

science should always be applied.  

Panelists were asked to share ideas for how the industry can work together.  

One suggestion was to purposefully bring together people who think 

differently and include other sectors that are tied to the energy sector, NGOs 

and consumers.  However it was noted that the energy transition is already 

bringing people together (organically) in energy communities and on digital 

platforms.
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� Develop a universal global lexicon around the energy transition.  

� Think holistically about the energy transition by bringing other   

 disciplines to the table. 

� Start a pledge for the CHARGE audience to tell the energy transition   

 story to 100 people before communication professionals reconvene at   

 CHARGE in Berlin 2023. 

� Start an Action Tank, rather than a Think Tank, so we stop talking and   

 start doing. 

ACTIONS FROM THE 
PANEL DISCUSSION:


