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Come and see: Opening eyes, minds and dialogue
Taking stock in the urth year of Swiss NPP advertising
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It is now clear that the "come and see" concept underlying the Swiss NPPs TV
advertising campaign, which started in 1995/96, really does work - even over a period
of several years. This is not a trivial finding: other, recent, TV and print ad campaigns
with more far-reaching nuclear messages (relating to waste management issues)
provoked noisy and hostile political reactions.

- The concept of an extensively regionalised testimonial print ad campaign running
"under the roof' of the national TV campaign works very well. However, it must be
stressed that detailed knowledge of social, political and media related situations in the
regions addressed is of paramount importance, and approaches have to be carefully
adapted to these geographically widely varying conditions.

- The invitation to dialogue, with its natural openness, is well received by the public and
by opinion leaders, in particular by journalists - something which is observed every
time the campaign starts in a new region.

- The aim of the programme, namely to give the Swiss NPPs "a voice of their own", has
been attained, despite a rather moderate budget. The fact that the Swiss NPPs speak
out on their own, without reference to their superiors in the economic heirarchy is
accepted and even well received by both the media and the public.

- The principle of devoting at least half the budget to the direct costs of "placing" TV
ads - in order to attain recognition in the face of the prevailing flood of information -
has been proved to be the right one. Professional advertising efficiency controls carried
out every year since the start of the campaign have confirmed that the NNP TV ads
have been "noticed" by a reasonably high percentage of the public, compared to other
TV ads shown at the sme time.



The budget of 2 million Swiss francs (roughly US$ 27 million) per year,
corresponding to almost I US$ per private household or less than half a dollar per
capita of the Swiss population, was very tight. The aim of the programme was reached
only thanks to efficient management, and to the help of hired specialists with
experience in highly-regionalised campaigns. (Switzerland has a maximum diameter of
roughly 300 kilometers, and boasts some 7 million inhabitants, or about 3 illion
private households.)

What little criticism there was of the quality of the TV ads came from the nuclear and
electrical communities themselves. Some said the ads were too soft, others felt they
were too hard. However, professional advertising efficiency control furnished the
proof that the ads are carefully tuned to actual communication needs. No-one felt
"hurt", and the ads were particularly well received by "moderate" opponents of nuclear
energy.

Next summer, following the end of the fourth yearly programme which is now
underway, the regional testimonial print ad campaign which started in 1995/96 will
have covered all of Switzerland. The independent voice of the NPPs has been clearly
established. Now it is up to utility management to decide whether NPP advertising will
be continued and whether NPPs will in fact raise their newly-found voice in the
forthcoming political debates about nuclear energy, which will follow the end of the
10-year constitutional moratorium in the year 2000.
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