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Tools of Change Illustrated

 Building Motivation and Engagement
Over Time
 Feedback and Recognition
 Goal Setting
 Norm Appeals
 Obtaining a Public Commitment
 Overcoming Specific Barriers
 Peer Support Groups
 Word of Mouth
 Vivid, Personalized, Credible,
Empowering Communication

Location
 Worldwide
Initiated by

 CDP
 The Climate Group

Partners

 We Mean Business Coalition

Results
 2019: 211 member companies
purchasing 87 TWh of renewable energy
annually

Introduction

Background

RE100 is a global, collaborative initiative that
is accelerating a shift in corporate energy
purchasing to reduce global carbon emissions
and buy energy from renewable sources.
Members commit to public disclosure of
progress, with third-party verification
providing social proof and accountability.
Participation also involves inter-company
comparisons and norming to a common goal
of 100% renewable electricity. High-profile
external public relations events enhance
value for membership and sustain pressure
for member companies to keep commitments,
thereby ensuring persistence of campaign
impacts. Designated a Landmark Case Study
in 2019.

Note: To minimize site maintenance costs,
all case studies on this site are written in
the past tense, even if they are ongoing as
is the case with this particular program.
RE100 brought together influential
businesses committed to using 100%
renewable electricity. It was led by two
international not-for-profit organizations, the
Climate Group and CDP, as part of the We
Mean Business coalition. RE100 was created
to accelerate the transformation of the global
electricity market and the transition to a
cleaner economy. It was launched at Climate
Week NYC 2014, with founding members
IKEA Group and Swiss Re. The initiative
expanded quickly, first across Europe and
into North America, then India and China, and
then Japan, Taiwan, South Korea and
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Australia. Members had operations all over
the world and in a wide range of industries,
from telecommunications and IT to cement
and automobile manufacturing

Getting Informed
Companies in the commercial and industrial
sector account for approximately two thirds
of the world’s end-of-use of electricity. To
make a big shift towards renewably sourced
energy, the largest electricity users had to be
engaged. This led to the concept of a
membership-based group of large, influential
companies from a wide range of sectors.
Member surveys indicated that the main
drivers for participation were:
1. Need to manage greenhouse gas
emissions
2. Corporate social responsibility
3. Economics of renewable energy (cost
savings and managing long-term
risks)
In 2019, two additional drivers emerged –
87% of members said they were responding
to customer expectations and 76% percent
said they were responding to stakeholder
requests.

Targeting the Audience
The program’s primary audience was large,
influential businesses. Its secondary
audiences included policy makers, investors
and suppliers.

Setting Objectives
Member companies committed to sourcing
100% renewable electricity globally in the
shortest possible timeline (by 2050 at the
latest.) By December 2019, three quarters of
members targeted 2030 at the latest.

The initial goal of RE100 was that by 2020,
100 of the world’s largest businesses would
have committed to 100% renewable power.
Once that was achieved, the goal became
accelerating change towards zero carbon
grids, at a global scale.

Delivering the Program
The Climate Group focused on switching
electricity demand to renewables and
leveraging the voice of committed companies
to transform the global energy market and
accelerate the transition to a clean economy.
The RE100 initiative increased corporate
demand for, and in turn supply of, renewable
energy, using the following approaches.
• Pushing companies to make
ambitious and influential public
commitments towards sourcing
100% renewable electricity over the
shortest possible timeline and by
2050 at the latest (Goal Setting; Norm
Appeals; Obtaining a Commitment)
• Bringing together corporate leaders
of companies committed to sourcing
100% renewable electricity to share
tactics and influence faster pace and
ambition in peers globally (Building
Motivation and Engagement Over
Time; Peer Support Groups; Word of
Mouth)
• Setting the bar for corporate
leadership on renewable electricity,
holding members to account, and
celebrating their achievements
encouraging others to follow
(Feedback and Recognition, Norm
Appeals)
• Communicating the compelling
business case for renewables to
companies, utilities, market
operators, policymakers, and other
key influencers (Vivid, Personalized,
Credible, Empowering
Communication)
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• Highlighting any barriers to realizing
the business and economic benefits of
renewable electricity as reported by
RE100 members; and working with
RE100 members, in partnership with
others, to target and address policy
and market barriers to corporate
sourcing of renewable electricity
(Overcoming Specific Barriers)
Member companies in RE100 set a public goal
to source 100% of their global electricity
consumption from renewable sources by a
specified year. They also disclosed their
electricity data annually, and The Climate
Group and CDP (a third-party verification
NGO) reported on their progress. Through
RE100, members shared lessons learned and
best practices, identified collaboration
opportunities, and called for faster market
change. The Climate Group also encouraged
member companies to explore other business
commitments (e.g. EV100 on electric
transport and EP100 on smart energy use).
(Building Motivation and Engagement Over
Time; Feedback)
RE100 member companies had to progress
towards their 100% commitment in line with
the program’s Technical Criteria. Companies
were also encouraged to take part in the
campaign activities, to share knowledge with
peers, inspire others to follow, and publicly
advocate for the clean energy revolution. The
initial goal of RE100 was that by 2020, 100 of
the world’s largest businesses would have
committed to 100% renewable power. Once
that was achieved, the goal became
accelerating change towards zero carbon
grids, at a global scale. Electricity generated
from biomass (including biogas), geothermal,
solar, water and wind were all considered to
be renewable energy sources.

who wished to switch to renewable power by
providing guidance on selecting and
implementing the best approaches, and
information on the financial implications,
risks and rewards of different options.
• Technical and market reports on
renewable energy
• Press releases
• Case Studies
• Annual reports
• Member Webinar Series, with
archives. The following are some
examples of topics covered.
o Sustainability Leadership
Standard for Solar PV
Modules
o Risk management for
corporate renewable energy
PPAs
o How to Go Renewable in your
Australian Operations
o The RE-Source Corporate
Buyers' Toolkit
o How to optimize on-site
energy across your
commercial building portfolio
• Members’ meetings, often held as part
of conferences and other events,
provided an opportunity to network,
learn from peers and identify
collaboration opportunities, including
Climate Week NYC, Europe’s annual
Re-Source events, and the Renewable
Energy Buyers’ Association summits.
Overcoming Barriers to Action
Survey responses provided by members
showed that external factors were the main
barriers to progressing toward their RE100
commitments.

The Climate Group and CDP highlighted the
business and reputational benefits enjoyed by
companies who made the commitment to use
power exclusively from renewable energy
sources. Together they helped companies
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Barrier

Detail and Solution

Cost

According to the 2019 Progress
and Insights Reports, the high cost
of renewably-sourced energy was
the top barrier – about 85% of
respondents said this was
“important” or “very important.”
As renewable energy costs fell, the
business case for making the
switch strengthened. Over time,
while some RE100 companies still
reported cost as a barrier in some
locations, many were sharing
actual and anticipated cost
savings. The RE100 initiative
collected such stories which were
then amplified to global audiences
by The Climate Group.

Gov’t
Policy
and
market
structure

Lack of necessary government
support, and market structure
were also key barriers. Examples
of
how
RE100
members
addressed these issues are
provided immediately below.

Influencing Suppliers
Members demonstrated leadership through
their value chains. 44% of responding
companies were engaging with their
suppliers in 2018 (up from 36% the year
before), with an additional 17% planning to
do so in the next two years. As well as
encouraging more companies to switch to
renewable power, this also helped to bring
the initiative to new geographies and new
types of companies.
Addressing Policy Barriers

reach 50% of electricity use by 2030 (rather
than 22-24%, which was the country’s target
at that time.)
In the EU, in partnership with RE-Source,
RE100 secured two key clauses in the EU
Clean Energy Package specifically requiring
the removal of barriers to power purchase
agreements in all European states and
improving consideration of Guarantees of
Origin. The RE100 team helped roll these out
in all EU states in 2019. In addition, 11 RE100
members scrutinized the draft National
Energy and Climate Plans submitted by
member states, to make sure that they
removed barriers to corporate renewable
energy sourcing.
The Republic of Korea cited RE100 as a
reason contributing to its introduction of a
new certification system to enable companies
to buy and track renewable energy.

Measuring Achievements
Reported program impacts were based on the
quantity of energy purchased, according to
member reporting. The RE100 reporting
process was managed by CDP through its
flagship disclosure platform which allowed
CDP to verify submitted data against
RE100’s technical criteria. Members reported
on their progress to CDP on an annual basis
via a reporting spreadsheet and
questionnaire. They also provided
information on their renewable energy
sourcing strategies, options and technologies.

Providing Feedback

RE100 also helped its members to influence
related local government policies. For
example, in June 2019, 20 major RE100
companies (19 Japanese companies in
addition to Apple) signed a ground-breaking
call to action to their policy makers to
accelerate the switch to renewable electricity.
They called on the government to make
renewable energy competitively priced to

Annual public reporting and promotion
activities provided feedback on group
achievements and enabled inter-company
comparisons.
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to also decarbonize their electricity
consumption.

Results
Impacts – Individual participants
According to the 2019 RE100 annual report,
at that point one in three members were
already sourcing over 75% renewable
electricity, and almost half of those over 50%.
As noted in the 2018 annual report, this put
them far ahead of the global average of 26.5%
and ahead of leading countries such as Spain
(33.7%) or the UK (26%). By December 2019,
more than 30 members had already met their
100% goals.
The average amount of electricity used per
year per company in 2018 was 1.2 TWh (188
TWh/155 companies) with renewable
consumption of 0.46 TWh per year per
company on average. That is 460,000,000
kWh per year per company on average.
Impacts – Overall
As of December 2019, 211 companies had
joined RE100 representing $5.4 trillion in
combined revenue. Members’ operations
spanned more than 140 markets. They came
from all sectors, from telecommunications
and IT, to cement and automobile
manufacturing.
The amount of electricity purchased / used by
member companies in 2018 was 228 TWh comparable to total electricity demand for the
countries of Indonesia or South Africa. Their
consumption of renewable energy was 87
TWh (87,000,000,000 kWh), 72 TWh in 2017,
and 51 TWh in 2016.
Since the Climate Group launched RE100 at
Climate Week NYC 2014, the initiative
expanded first in the US, Western and
Northern Europe. Then membership grew in
new regions where the renewables market
was less mature, such as Japan and Australia.
Those new commitments sent out a strong
market demand signal that encouraged more
companies with operations in these countries

The Climate Group’s activities in South Korea
with US and EU based companies prompted
the government to launch a new renewable
electricity market instrument (Green Price),
which allowed companies access to
renewable energy. RE100 was named
specifically in the government announcement
(NOTE: this article is in Korean, but Google
translate provides an accurate translation to
English.)

Notes
The Climate Group is an independent, not-forprofit organization working to inspire and
catalyze leadership for a Clean Revolution: a
low carbon future that is smarter, better and
more prosperous for all. Launched by Rt Hon
Tony Blair and 20 CEOs/VIPs in 2004, we
work internationally with a coalition of
member companies, states, regions, cities and
public figures. We inspire leaders by
communicating a compelling narrative for
change; we equip them by delivering
evidence of success; and work in partnership
with them in driving transformative change.
For more information please
see: www.theclimategroup.org
For more information about RE100 in the US
contact Kristin Hanczor, The Climate Group.
khanczor@theclimategroup.org
CDP is an international, not-for-profit
organization providing the only global system
for companies and cities to measure, disclose,
manage and share vital environmental
information. CDP works with market forces,
including 722 institutional investors with
assets of US $87 trillion, to motivate
companies to disclose their impacts on the
environment and natural resources and take
action to reduce them. CDP now holds the
world’s largest collection of primary climate
change, water and forest risk commodities
information and puts these insights at the
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heart of strategic business, investment and
policy decisions. For more information please
see: www.cdp.net

Marsha Walton, New York Energy
Research and Development Authority

...............................................

Reports available at:
•

http://there100.org/

•

http://media.virbcdn.com/files/5c/aa8193f038934840Dec2019RE100ProgressandInsightsAnnualReport.pdf

For step-by step instructions in using each of
the tools noted above, to review our FULL
collection of over 180 social marketing case
studies, or to suggest a new case study, go to
www.toolsofchange.com

3.5 minute video:
•

•

https://www.youtube.com/watch?v=zLpUJqnEHE0

Contact

This case study is also available online at
http://www.toolsofchange.com/en/casestudies/detail/727
It was compiled in 2019 by Jay Kassirer
based on information provided by The
Climate Group.

Kristin Hanczor
The Climate Group
khanczor@theclimategroup.org

Landmark Designation
The program described in this case study was
designated in 2019.
Designation as a Landmark (best practice)
case study through our peer selection process
recognizes programs and social marketing
approaches considered to be among the most
successful in the world. They are nominated
both by our peer-selection panels and by
Tools of Change staff and are then scored by
the selection panels based on impact,
innovation, replicability and adaptability.

The Tools of Change planning resources are
published by
Tools of Change
2699 Priscilla Street, Ottawa Ontario
Canada K2B 7E1 (613) 224-3800
kassirer@toolsofchange.com
www.toolsofchange.com

The panel that designated this program
consisted of:
•
•
•
•
•
•

Arien Korteland, BC Hydro
Kathy Kuntz, Kanndo Consulting
Doug McKenzie-Mohr, McKenzie-Mohr
Associates
Sea Rotmann, Sustainable Energy Advice
Ltd.
Brian Smith, Pacific Gas and Electric
Company
Reuven Sussman, American Council for an
Energy-Efficient Economy
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