
Achieving global 
recognition for a world 

first technology



Introduction

The Paris Agreement is banking on negative emissions 
to keep global temperature rises below 2°C. One 
company – Climeworks – has the vision and the 
technology to achieve this goal, aiming to suck up 1% 
of all global carbon dioxide emissions by 2025. 

When we met them in January 2017, Climeworks had 
a big year ahead of them. In May, they were to launch 
their first commercial-scale plant in Hinwil, Switzerland; 
in October, they planned to make history, partnering 
with Reykjavik Energy to mineralise captured CO2 with 
basalt rock formations. 

Climeworks needed a high-impact, full-service and 
passionate communications agency to ensure that the 
world would start reading headlines about negative 
emissions technologies and recognise Climeworks as 
an authoritative voice and trendsetter in the climate 
change conversation. 

Enter Life Size Media…
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Profile
Turn a relatively 

unknown company into 
a worldwide interest 

Awareness
Become a focal point 
in the global carbon 

capture conversation

Messaging
Devise a powerful 

set of messages for 
public distribution

Coverage 
Generate huge publicity 

and achieve global 
media attention

Aesthetic 
Refresh the brand and 

redesign the website, for 
consistency and clarity

Project objectives
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What we achieved

• A transformed website, logo, brand 
and set of marketing materials with 
incisive and effective messaging 

• Two hugely successful PR campaigns 
with worldwide reach: 1000 pieces 
of coverage, in 50 countries, with 
millions of impressions

• Consistent media enquiries and 
global exposure in the science and 
climate change community 

• Mainstream coverage in the likes of 
BBC, Guardian, Vice News, NBC, The 
New Yorker, The Economist, Vox, 
Futurism, Wired

• Industry coverage in Quartz, World 
Economic Forum, Business Green, 
Science Magazine, Carbon Brief, 
Clean Technica

1,000
PIECES OF COVERAGE

50
COUNTRIES WORLDWIDE

150,000+
VIDEO VIEWS ON YOUTUBE

6th
MOST DISCUSSED TOPIC 
ON REDDIT

• C. 150,000 video views on own 
Youtube channel; millions of 
views across video platforms like 
Mashable, Upworthy

• Media recognition as ‘the 
trendsetter’ for carbon capture 
dialogue in The Washington Post

• 6th discussed topic on reddit on 
5th June 2017

• Successful organic social media 
strategy (not a single post paid 
for) which has increased follower 
numbers and engagement 
dramatically 
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http://www.bbc.co.uk/news/science-environment-41816332
https://www.theguardian.com/sustainable-business/2017/sep/14/entrepreneurs-turn-carbon-dioxide-into-fuels-artificial-photosynthesis
https://news.vice.com/story/sucking-co2-out-of-the-atmosphere-could-save-the-planet
https://www.nbcnews.com/mach/science/can-carbon-vacuum-cleaner-save-planet-ncna816376
https://www.newyorker.com/magazine/2017/11/20/can-carbon-dioxide-removal-save-the-world
https://www.newyorker.com/magazine/2017/11/20/can-carbon-dioxide-removal-save-the-world
https://www.economist.com/news/briefing/21731386-cutting-emissions-will-not-be-enough-keep-global-warming-check-greenhouse-gases-must-be
https://www.curbed.com/2017/6/1/15722440/climeworks-carbon-capture-plant
https://futurism.com/tag/climeworks/
https://arstechnica.com/science/2017/10/first-facility-grabs-co%E2%82%82-from-the-air-and-stores-it-underground/
https://qz.com/1100221/the-worlds-first-negative-emissions-plant-has-opened-in-iceland-turning-carbon-dioxide-into-stone/
https://www.facebook.com/worldeconomicforum/videos/10154832811906479/?hc_ref=ARTgDY8M9bMqEARiPv-68gtOXxJHUwEXK-Htlc5icHsjcXQkLimQpD0AFH29cukJ1dY
https://www.facebook.com/worldeconomicforum/videos/10154832811906479/?hc_ref=ARTgDY8M9bMqEARiPv-68gtOXxJHUwEXK-Htlc5icHsjcXQkLimQpD0AFH29cukJ1dY
https://www.businessgreen.com/bg/news/3019003/climeworks-flicks-switch-on-world-first-iceland-plant-sucking-and-storing-co2
http://www.sciencemag.org/news/2017/06/switzerland-giant-new-machine-sucking-carbon-directly-air
https://www.carbonbrief.org/swiss-company-hoping-capture-1-global-co2-emissions-2025
https://cleantechnica.com/2017/10/16/climeworks-begins-atmospheric-carbon-dioxide-extraction-tech-testing-iceland/
https://www.youtube.com/watch?v=63S0t4k_Glw
https://www.youtube.com/watch?v=63S0t4k_Glw
http://mashable.com/2017/06/16/climeworks-sucks-in-co2/
http://www.upworthy.com/trumps-climate-plans-are-despairing-most-americans-this-swiss-plant-is-reason-for-hope
https://www.washingtonpost.com/news/theworldpost/wp/2018/01/08/carbon-emissions/?utm_term=.77df7284b416
https://www.reddit.com/r/videos/comments/6ff7zn/climeworks_is_capturing_co2_from_the_air_with_the/


The biggest names in media



Within our retainer, two major campaigns were 
executed which resulted in (1) thousands of articles in 
most major media outlets worldwide, and (2) growth 

of our community on different social platforms.

— Jan Wurzbacher, Director & Founder
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How we did it
PROCESS
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The Life Size Media 
approach

A communications campaign is like a 
machine. In order for it to work, it needs 
to be built. In order for it to be built, 
it needs to be planned. As with all of 
our clients, we split up the Climeworks 
campaign into three phases:

Blueprint: where we got to know each 
other through a brand workshop and 
learned about Climeworks’ vision, to 
help us devise an overarching strategy.

Construction: where we created the 
brand and its supporting materials, 
including a website, for clarity of 
communication.

Operation: where we put the 
Climeworks story out to the public 
sphere and continued to push original 
content through the necessary 
channels.

Blueprint
• Workshops

• Brand strategy 
• Value proposition

Construction
• Brand
• Logo

• Messaging
• Website

• Materials
• Film

Operation
• PR and 
marketing  
campaigns

STAGE 1 STAGE 2 STAGE 3
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Blueprint
STAGE 1

CASE STUDY: CLIMEWORKS09



Brand workshop

We ran a brand workshop so we could:

• Define their audience
• Articulate their story
• Understand their ‘why’ 
• Analyse their competition
• Identify their media and 

commercial goals

The information we got from this 
workshop helped to inform every 
subsequent component of the 
campaign, creating a fully integrated 
and consistent brand. 
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Construction
STAGE 2
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Clear communication and  
smart aesthetic

We investigated their messaging. We identified that their 
inspiring vision, alongside their operational abilities and 
technical nous, created a winning combination that could 
be communicated in all subsequent forms of marketing: 
press releases, website copy, company brochures and 
presentations. 

Next was their brand. It needed to tell a story. It needed to be 
powerful and elemental, reflecting the world-changing goals 
that Climeworkers were fighting for. It needed to be clear, 
concise, honest and true. It needed to have a human touch. 

We delved deep into the minds of Jan and Christoph,  
co-founders of Climeworks, to understand their likes and 
dislikes. Both big skiers, it was evident that clear air and 
mountains were passions of theirs – which is why mountains 
now adorn the Climeworks branding: a visual motif which can 
be seen as authentically Climeworks and intrinsically earth-
aligned.
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Brand guidelines

To keep consistency, we created 
comprehensive brand guidelines, with 
instruction on how to use fonts, logos, 
graphic devices, colour palettes and 
infographics, amongst other visual 
brand elements. 

This helps to keep Climeworks looking 
smart and efficient, propelling them 
from the image of a start-up to that of 
a large, global company. 
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Infographics

We created a set of easy-to-understand 
infographics to explain the Climeworks 
technology. They serve to explain 
complex processes in a simple and 
concise way, and also provide instantly 
shareable content, heavily digested on 
social media. 
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Website

We redesigned the Climeworks 
website from scratch. We established 
a sitemap and allocated a lean 
amount of content accordingly. With 
a focus on global media – but also on 
customers – it was important to plan 
the UX carefully in a way which would 
not alienate either camp. 

But how could we take this to the 
next level? We invited readers to 
explore more of the website by 
asking a series of ‘What if?’ questions 
related to the world’s number 1 
climate change problem: how can we 
stop global warming? 

See the website → 
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http://www.climeworks.com/


A viral video

We needed some impressive film 
for distribution. We organised 
stunning drone footage to show 
both plants displaying the reality of 
the technology. We incorporated 
this footage into a company video, 
which went viral over social media 
and continues to clock thousands of 
views per month. 

Watch the video →
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http://www.youtube.com/watch?v=63S0t4k_Glw


The rebranding resulted in a new 
public appearance that truly reflects 

our company’s vision. 

— Christoph Gebald, Director & Founder
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Operation
STAGE 3

CASE STUDY: CLIMEWORKS18



Media engagement

We organised a press launch event 
at the company’s site in Zürich, 
inviting media to the unveiling of the 
world’s first carbon dioxide removal 
plant for commercial operation. We 
organised tours for TV crews and 
interview opportunities to give a 
fully comprehensive and memorable 
experience of the site. 

Many international journalists, aware 
of their own carbon footprint, would 
not travel for this, so we also ensured 
that a subsequent online webinar was 
also available.  
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PR wins

Our work for Climeworks was high-
impact and received global attention 
from media and industry alike. 

The coverage we secured ranged from 
global consumer-facing publications 
and media agencies from long-reads 
in the Economist, to films with Vice 
Media, to think-pieces in the New 
Yorker. Their story was also well 
received with the science community.

Our strategy enabled Climeworks 
to work towards acquiring high-
profile customers and world-famous 
celebrity advocates.

20



Thinking fast

On the day of the Hinwil launch, 
President Trump pulled USA out of the 
Paris Climate Agreement. We worried 
that the launch would be buried in 
the chaos: but we responded quickly 
and used it to our advantage. We got 
in touch with a wide range of media 
presenting the Climeworks solution as 
a positive and optimistic response to 
Trump’s decision. It was picked up by 
the video platform, and subsequently 
became a top story on reddit. 
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https://www.reddit.com/r/technology/comments/6fdxbn/a_plant_1000_times_more_efficient_at_co2_removal/


Continuous digital 
content

We split the social media content 
into three strands in order to grow the 
following and engagement levels of 
Climeworks’ accounts.

Scheduled content shared 
Climeworks images, videos and 
information to followers; we created 
responsive content by reposting 
relevant articles and think-pieces, 
becoming leaders of the conversation 
surrounding carbon capture and 
climate change. Campaign content 
was used in the build-up to each 
launch event, distributing infographics, 
video teasers and counting down to 
the unveiling of each plant.
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Final thoughts
CONCLUSION
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An unrecognisable company 

Climeworks is a small company with an impressive 
technology. We are a small agency with a huge passion for 
the cleantech industry and for our clients. 

Working together over the year, we managed to obtain a 
global reach of millions of people and help our client to 
achieve their commercial goals, transforming their external 
communications at the same time.

The Life Size Media approach provides the true foundations 
to achieve a successful integrated communications and 
PR strategy, from design, to social media planning, to press 
conferences, to workshops. 

With influential journalists visiting every week, Climeworks 
is an expanding company, with an increasingly high value 
media profile. 

 Image credit: Stefan Kubli – stefankubli.ch
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All in all, our collaboration with Life Size Media has 
been vital in raising global awareness for carbon 
dioxide removal and in positioning Climeworks as 

one of the industry leaders in this new market. 

 — Valentin Gutknecht, Communications Manager
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Want to work with us?

Life Size Media is Europe’s cleantech communications 
agency. We build brands, share stories and grow 
businesses. We understand complex technology and we 
know how to get that technology to market. 

Our support helps cleantech companies reach customers, 
raise investment, access new markets and build 
international reputations. 

PR? Marketing? Design? Brand? Film? We can deliver. Berlin 
offices:
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If you are interested in working with us to take your business 
to the next level of success, get in touch with our London or 
Berlin offices:

BERLIN

+49 (0) 151 23915780
martin@lifesizemedia.de

Akazienstraße 3A
10823 Berlin
Germany

CONNECTLONDON

+ 44 (0)203 637 5096
mail@lifesizemedia.com 

Unit 4.07 (4th Floor)
The Tea Building
56 Shoreditch High Street 
London E1 6JJ
 

Get in touch
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mailto:martin%40lifesizemedia.de%20?subject=
mailto:mail%40lifesizemedia.com%20?subject=
https://twitter.com/lifesizemedia
https://www.facebook.com/LifeSizeMedia
https://www.linkedin.com/company/life-size-media/
http://www.youtube.com/user/LifeSizeMedia
https://www.instagram.com/lifesizemedia/

