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Context 

Launched in 

2009 

4  
nuclear energy plants 

starting in 2017 

 

2000  
employees by 2020 

 

60%  
Emiratization target 

 

 

 

 

 

450+ 
Job and scholarships 

vacancies to fill in 2013 

 

 

Limited 

Communications Budget  

 

 



Context – The Emirati Engineers challenge 

• The oil heritage & influence 
• +35 years since oil was first exported 

• Aging work population: over the next decade, half of the people 

employed in UAE oil sector will retire 

• “10-15% of positions are vacant due to shortage of the right skills”, 

Petroleum Institute 

• Less than 25% of Emiratis in higher education are 

studying science and technology and 64% study 

Business majors 

• The competition for Emirati talent is significant: limited 

amounts of students graduate every year companies 

compete for talent 
 

 



Challenges 



Strategy 

• Understand our stakeholders  
• Nuclear energy careers had low awareness 

• As a sector, it was an energy industry of the future 

• It had a clear vision and was positioned as an strategic 

energy source for the future of the UAE 

• Nuclear had negative connotations 

 

• Key stakeholders were: 
• Current and potential students 

• Influencers: family and educators 

 

 
 

 



Strategy - Positioning 

Since the UAE 

discovered oil, its 

best and brightest  

sought careers in 

this industry.   

 

They were the first 

generation of 

energy pioneers. 

Position careers 

in Nuclear Energy 

as a new route to 

create energy 

pioneers, with 

new opportunities 

for growth and 

career 

development 

The Past The Future 

http://www.arabianoilandgas.com/pictures/gallery/Petrofac_1.jpg


Strategy - Approach 

 

• Three-tiered strategy: 

• Educator awareness programmes 

• Traditional media to reach parents 

• Social media to reach young Emiratis 

 

• Regular, effective communications throughout the 

year 
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Social Media?! 

• Most effective channel to reach students is social 

media… 
• ENEC had taken the decision not to actively pursue social 

media… 

• Twitter account with 170 followers 

• Two Facebook pages (one owned by ENEC, another 

unknown) 

• LinkedIn page with less than 1,000 followers 

 

• Opening to social media had challenges: 
• Restructuring of the communications team 

• New processes to regulate and unify our message 

• Perfection in content, responsiveness and crisis 

preparedness 

 

 
 

 



Social Media - Reputational Risk 

• To be positioned as a transparent, responsible 

and educative nuclear energy company across 

social media platforms. 

 

• ENEC and UAE program had outstanding local 

acceptance 
• Goal: protect and improve our reputation while not 

letting the international debate on nuclear energy 

influence our strategy and campaign 



Integration with Crisis Communications Plan 

• Social Media transformed the Crisis 

Communications and Preparedness 

policy and procedure 

• Interactions required immediate 

analysis 

• Social Media was integrated in the 

Crisis Plan 

• A grading system was required to 

analyze incoming interactions and 

assess them for actions 

 



Grading & regulation system 

• This would be the first proactive 

use of social media by ENEC 

on a corporate level 

• Clear processes were 

developed to manage 

interaction on social media – 

critically important for such a 

sensitive industry 

 

Third party post

Is the post about… 

ENEC? Nuclear energy in the UAE? Nuclear energy in general?

What is the tone of 

the post?

+ 0 -

X

What is the tone of 

the post?

+ 0 -

X

What is the tone of 

the post?

+ 0 -

X
Is it relevant to ENEC?

What is the tone of 

the post?

+ 0 -

X

Is the post directed at ENEC or Energy Pioneers?

>

For response considerations see 

evaluation / response flow chart



• A clear channel strategy to reach 

Emiratis with both education and 

recruitment messages 

 

Reaching young Emiratis 

Education 

LinkedIn 
Twitter 

YouTube 

R
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c
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BBM 



• We developed a calendar of activities, 

integrated across our three core strategies 

 

 

 

 

Media & Social Media Integration  



Tactics and planning 

• We developed detailed social media 

plans: 

o Messages and a content 

calendar, speaking directly with 

future Energy Pioneers 

o Analyzing current social media 

footprint 

o Benchmarking international 

nuclear  best practice 

o Setting clear goals  

o Identifying key digital 

stakeholders / influencers 

o Style and tone considerations 

 

 



• Social media went live on 26 May with 

tweets and posts to announce ENEC’s 

presence online 

• A clear ‘keep calm’ policy was followed 

 

Announcement and building momentum 

Execution 



Launch Editorial Calendar  

Influencers outreach 

Bloggers outreach 

Social media 

Clear KPIs 



Tactics – Traditional Media 

• Key media announcements 

• Interviews with ENEC 

spokespeople and with 

Energy Pioneers themselves 

– scholarship students 



New Media 

• In 2013, ENEC broadcasted 

its ENEC Forum across 

social media 

• More than 1,500 users 

connected to see the Forum 

• ENEC moderated a live 

debate during the Forum 



170  
Twitter followers 

2011-2012 

1,000 
applied on ENEC LinkedIn 

page 

• Before: 

 

Attracting pioneers 

Results and evaluation 

By Feb 2010 

52%  
of current ENEC employees 

were Emiratis – already on 

target 

150 
applicants for ENEC 

scholarship programmes 

during the 2010 year 



Dec 2012 to Aug 2013: 

40,000+ 
applied on ENEC LinkedIn 

page 

• After: 

 

Attracting pioneers 

Results and evaluation 

By Feb 2014 

67.3%  
of current ENEC employees 

were Emiratis – already on 

target 

2,151 
applicants for ENEC 

scholarship programmes 

during 2013 

23,000+ 
Twitter followers 

 



2013 vs 2012 

74.63%  
Traffic increased to ENEC 

homepage 

577,000 
Viewers on YouTube 

channels 

• Immediate success: 

 

Attracting pioneers 

Results and evaluation 

 

33,000+ 
LinkedIn followers 
 ENEC is the 2nd most followed 

UAE energy company 

ENEC ranked as a 

3rd  
employer  of choice by UAE 

nationals, in 2013 GulfTalent 

survey 



• Social media has been the single 

largest channel to reach students 

Attracting pioneers 

Results and evaluation 

1370 608 

151 

223 

New Media

Traditional Media

Word of mouth

Others



Results and evaluation 

Attracting pioneers: HDNT 

Strong Twitter following has 

led directly to applications 

More than 

20,000  Sep 

intakes 2013 

clicks 

More than 

7,500 clicks  

Feb 2014 

intakes 



LinkedIn campaign 

• From <1,000 to almost 33,000 in 12 

months 

• Ranked second in the UAE’s energy 

industry and third in UAE (Emirates 

number 1) 

• Focused output on job posting and 

sharing through targeted specific groups, 

based on job keywords and interest   

Attracting pioneers 



Why us? 

• Strategic focus, hands-on tactics 

• Result-oriented 

• International project, with over 49 nationalities 

• Outstanding 360 degree in-house  

management and development: 

o Strategy development 

o Narrative and messaging  

development 

o Translation and editing 

o Audiovisual production 

o Crisis preparedness 

• Low budget 

 


