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Goals:

The Northwest Energy Efficiency Taskforce Workgroup #4 will research and make recommendations for effective marketing and public awareness of efficiency initiatives in the Pacific Northwest. 
We will survey marketing efforts led by public, utility and non-profit organizations in Oregon, Washington, Idaho, Wyoming and Northern California. After harvesting relevant data, we will determine new efforts should rethink how we reach out to consumers. The workgroup will also explore the need for greater local and regional marketing and public relations initiatives.
Workgroup deliverables:

1. Discovery: Inventory existing data and research.
Action item: Conduct initial research.
Action item:
 Check in to see how research is progressing (Where are the holes?).
Action item: Complete research summaries.
2. Analysis: Identify areas of opportunity.
Action item: Discuss findings and recommendations (conference call).
3. Reporting: Share findings and recommendations.
Action item: Write and circulate Draft Phase 1 & 2 Report.
Action item: Approve final Phase 1 & 2 Report.
Timeline (Phases 1 and 2):

Week of July 28: 
Workgroup meets Aug. 1. Distribute research assignments to group.
Week of Aug. 4: 
Intensive research. 
Week of Aug. 11: 
Intensive research. Determine if further information is needed (by Aug. 15).  Brief conference call.
Week of Aug. 18: 
Research. 

Week of Aug. 25: 
Research. Identify strategies and timeline for program.
Week of Sept. 1: 
Discuss short- and long-term strategies and recommendations (in person meeting).
Week of Sept. 8: 
Supplement research.
Week of Sept. 15: 
Draft plan and recommendations.

Week of Sept. 22: 
Approve plan and recommendations.
Week of Sept. 29: Distribute plan for larger NEET.
Week of Oct. 6: 
Oct. 7 Conference call update on mid-point status with larger NEET group. 
Research areas:

By geography:

Oregon

Washington
Idaho
Montana

British Columbia

By subject:

Polling and focus group overview
Research approach:
1. Oregon

What efforts are out there?

· What marketing efforts exist in the state?

· Who funds them? What are the budgets?
Targeting

· How many people does the effort reach?

· Describe the geographic/demographic target of the initiative.

Approach

· Does the effort have polling and targeting data that sponsoring organizations are willing to share? 
· What are the barriers to efficiency most frequently cited and what are the most effective strategies to overcome them?
· What metrics are used to gauge the program’s effectiveness?

· What are the key messages of the initiative?

· How can increased awareness of climate change influence public outreach?
· What does the initiative do to reward or encourage consumers (if applicable)?

· Is the initiative tied to a specific energy efficiency program?

· What percentage of the marketing budget is advertising? What percentage is public relations?

· How is the program coordinated with other programs reaching that geographic and demographic target (if applicable)?
· Does the efficiency program partner with environmental organizations and other NGOs and if so, how?
Conclusions
· What lessons should the taskforce take away from the initiatives?

· Where are the holes? Does a patchwork system dilute effectiveness, or does a more localized approach better reach consumers and families?
· Is there a benefit in having a regional “brand” or certification for an energy efficiency facility? Are there nationally recognized branding efforts that we can leverage for our effort?

Oregon research leader: 
________________

2. Washington

What efforts are out there?

· What marketing efforts exist in the state?

· Who funds them? What are the budgets?
Targeting

· How many people does the effort reach?

· Describe the geographic/demographic target of the initiative.

Approach

· Does the effort have polling and targeting data that sponsoring organizations are willing to share? 
· What are the barriers to efficiency most frequently cited and what are the most effective strategies to overcome them?
· What metrics are used to gauge the program’s effectiveness?

· What are the key messages of the initiative?

· How can increased awareness of climate change influence public outreach?
· What does the initiative do to reward or encourage consumers (if applicable)?

· Is the initiative tied to a specific energy efficiency program?

· What percentage of the marketing budget is advertising? What percentage is public relations?

· How is the program coordinated with other programs reaching that geographic and demographic target (if applicable)?
· Does the efficiency program partner with environmental organizations and other NGOs and if so, how?
Conclusions
· What lessons should the taskforce take away from the initiatives?

· Where are the holes? Does a patchwork system dilute effectiveness, or does a more localized approach better reach consumers and families?
· Is there a benefit in having a regional “brand” or certification for an energy efficiency facility? Are there nationally recognized branding efforts that we can leverage for our effort?

Washington state research leader: 
________________

3. Idaho
What efforts are out there?

· What marketing efforts exist in the state?

· Who funds them? What are the budgets?
Targeting

· How many people does the effort reach?

· Describe the geographic/demographic target of the initiative.

Approach

· Does the effort have polling and targeting data that sponsoring organizations are willing to share? 
· What are the barriers to efficiency most frequently cited and what are the most effective strategies to overcome them?
· What metrics are used to gauge the program’s effectiveness?

· What are the key messages of the initiative?

· How can increased awareness of climate change influence public outreach?
· What does the initiative do to reward or encourage consumers (if applicable)?

· Is the initiative tied to a specific energy efficiency program?

· What percentage of the marketing budget is advertising? What percentage is public relations?

· How is the program coordinated with other programs reaching that geographic and demographic target (if applicable)?
· Does the efficiency program partner with environmental organizations and other NGOs and if so, how?
Conclusions
· What lessons should the taskforce take away from the initiatives?

· Where are the holes? Does a patchwork system dilute effectiveness, or does a more localized approach better reach consumers and families?
· Is there a benefit in having a regional “brand” or certification for an energy efficiency facility? Are there nationally recognized branding efforts that we can leverage for our effort?

Idaho research leader: 
________________

4. Montana
What efforts are out there?

· What marketing efforts exist in the state?

· Who funds them? What are the budgets?
Targeting

· How many people does the effort reach?

· Describe the geographic/demographic target of the initiative.

Approach

· Does the effort have polling and targeting data that sponsoring organizations are willing to share? 
· What are the barriers to efficiency most frequently cited and what are the most effective strategies to overcome them?
· What metrics are used to gauge the program’s effectiveness?

· What are the key messages of the initiative?

· How can increased awareness of climate change influence public outreach?
· What does the initiative do to reward or encourage consumers (if applicable)?

· Is the initiative tied to a specific energy efficiency program?

· What percentage of the marketing budget is advertising? What percentage is public relations?

· How is the program coordinated with other programs reaching that geographic and demographic target (if applicable)?
· Does the efficiency program partner with environmental organizations and other NGOs and if so, how?
Conclusions
· What lessons should the taskforce take away from the initiatives?

· Where are the holes? Does a patchwork system dilute effectiveness, or does a more localized approach better reach consumers and families?
· Is there a benefit in having a regional “brand” or certification for an energy efficiency facility? Are there nationally recognized branding efforts that we can leverage for our effort?

Montana research leader: 
________________

5. British Columbia

What efforts are out there?

· What marketing efforts exist in the state?

· Who funds them? What are the budgets?
Targeting

· How many people does the effort reach?

· Describe the geographic/demographic target of the initiative.

Approach

· Does the effort have polling and targeting data that sponsoring organizations are willing to share? 
· What are the barriers to efficiency most frequently cited and what are the most effective strategies to overcome them?
· What metrics are used to gauge the program’s effectiveness?

· What are the key messages of the initiative?

· How can increased awareness of climate change influence public outreach?
· What does the initiative do to reward or encourage consumers (if applicable)?

· Is the initiative tied to a specific energy efficiency program?

· What percentage of the marketing budget is advertising? What percentage is public relations?

· How is the program coordinated with other programs reaching that geographic and demographic target (if applicable)?
· Does the efficiency program partner with environmental organizations and other NGOs and if so, how?
Conclusions
· What lessons should the taskforce take away from the initiatives?

· Where are the holes? Does a patchwork system dilute effectiveness, or does a more localized approach better reach consumers and families?
· Is there a benefit in having a regional “brand” or certification for an energy efficiency facility? Are there nationally recognized branding efforts that we can leverage for our effort?

British Columbia research leader: 
________________

6. Pacific Northwest (Business, Consumer and Industrial Overview)
What efforts are out there?

· What marketing efforts exist in the state?

· Who funds them? What are the budgets?
Targeting

· How many people does the effort reach?

· Describe the geographic/demographic target of the initiative.

Approach

· Does the effort have polling and targeting data that sponsoring organizations are willing to share? 
· What are the barriers to efficiency most frequently cited and what are the most effective strategies to overcome them?
· What metrics are used to gauge the program’s effectiveness?

· What are the key messages of the initiative?

· How can increased awareness of climate change influence public outreach?
· What does the initiative do to reward or encourage consumers (if applicable)?

· Is the initiative tied to a specific energy efficiency program?

· What percentage of the marketing budget is advertising? What percentage is public relations?

· How is the program coordinated with other programs reaching that geographic and demographic target (if applicable)?
· Does the efficiency program partner with environmental organizations and other NGOs and if so, how?
Conclusions
· What lessons should the taskforce take away from the initiatives?

· Where are the holes? Does a patchwork system dilute effectiveness, or does a more localized approach better reach consumers and families?
· Is there a benefit in having a regional “brand” or certification for an energy efficiency facility? Are there nationally recognized branding efforts that we can leverage for our effort?

Pacific Northwest regional research leader: 
________________

7. Polling and focus group research

· What data from polling and focus groups can help inform our efforts?

· What are the key findings? What lessons should be incorporated into programs?
· What additional market-based research is needed?

Polling and focus group research leader: _________________________

