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Algae becomes a fuel alternative

VERTIGRO

PR TEAM: Valcent Products (EI
Paso); Global Green Solutions (San
Diego); and Vorticom (New York)

CAMPAIGN: Cutting Against the
Grain to Build Awareness of Algae
Biofuel

DURATION: Spring 2007-ongoing

BUDGET: $100,000

o Global
A SOLUTIONS

While ethanol might be a
media darling and go-to
biofuel among politicos
campaigning on a green
platform, it's not the only
alternative fuel in play.
Global Green Solutions
and Valcent Products de-
veloped a push to spread
awareness of Vertigro — an
algae-to-biofuel technology
that mass produces algae
and extracts algae oil.
“Algae biofuel needed
to be part of the alterna-
tive biofuel dialogue,” says
Nancy Tamosaitis, presi-
dent of Vorticom, Vertigro's
PR agency.

Initial media reaction was luke-
warm, at best. Algae biofuel
was eyed suspiciously by media,
relegating it to the category of

con men who were bathtub algae
enthusiasts, Tamosaitis says.
“Top-tier media were not going
to write or broadcast about the...
algae biofuel story without going to
the algae biofuel farm,” she says.
Therefore, Vertigro’s PR cam-
paign focused on a pilot algae
biofuel farm built in Anthony,
TX, featuring a 6-acre facility
with a “closed-loop” algae-pro-
duction system designed to draw

“The... exposure
helped generate
an upswing”

Glen Kertz, Valcent
president and CEO

media interest and demonstrate
the technology’s viability and,
ultimately, the investment poten-
tial of the venture.

“The media exposure helped
generate an upswing in deal
flow,” Kertz says, adding that
numerous companies are calling
to be a part of the venture.
Coverage also included the E/
Paso Times, The Globe and Mail’s
Report on Business, Fuel Maga-
zine, Biodiesel Magazine, and Bio-
mass Magazine. Broadcast media

included CNN, Marketwatch,
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and Telemundo.

Also, the Discovery Channel
and Farmer’s Almanac spent
several days at the farm for
segments.
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FUTURE
“We are firmly established as a

market player to watch,” Kertz
says. “The interest that the pub-
lic relations outreach has secured
is amazing. There is no adverti-
sing equivalent that could equate
with the critical positive visibility
that PR achieved.”

The Vertigro algae farm contin-
ues to be an attraction for many
media outlets.

Craig McGuire

This is the type of campaign
where only PR could achieve
such successful results.

This effort demonstrated
that with the right approach,
a late-entry to the market can
eastly get its name known and
became a viable possibility.

The key here, though, was
to create a destination, such
as the algae farm in Texas,
where the media can experi-
ence the topic first-hand and
learn about the positives it
has to offer.
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