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Attendees:
Charlie Burr, Edelman Public Relations
Alyson Angelo, Edelman Public Relations

Teri Duncan, BPA

Su Midghall, Davis, Hibbits & Midghall

Mark Walker, NW Power and Conservation Council
John Harrison, NW Power and Conservation Council
Dave Weigel, ECOS

Carol Lindstrom, Canal Road

Stephanie Flemming, Northwest Energy Efficiency

Larry Blaufus, Clark County PUD

Lauren Shapton, PGE

Amber Cole, Energy Trust of Oregon

Debra Sonner, PECI

Lisa Rehbach, PECI

Larry Bryant, Kootenai Electric Cooperative

Shani Taha, UCONS
Lou Moore, Montana DEQ

Todd Currier, Washington State University

Marc Krasnowsky, NW Energy Coalition

Diana Echeverria, Idaho Power

Grant Ringel, Puget Sound Energy

Linda Dethman, Dethman & Associates

Gillian Floren, Greenlight Greater Portland

Dana Anderson, Avista

Alexa Moore, EMP2

Joshua Dunnivant, EMP2

Megan O’Brien, Puget Sound Energy

Jared Pitts, Comcast Arena
Dick Edwards, Nexant
Action items:

· Change future conference calls and meetings to 9:30 am PDT (Edelman)
· Present Ireland’s “Power of 1” case study at next meeting (Edelman)
· Check with BC Hydro to see if they would like to join taskforce. (Linda Dethman)
· Create template and Google workroom (see below)
· Populate workroom with research (Everyone)
· Touch-base in one week to get a status update and divide up regions (Edelman to set up)
· Connect with Taskforce #1 to see if research they are gathering would overlap with our work. (Co-chairs)
· Adjust timeline (Edelman)
Research Assignments:

Polling research:

· Su Midghall

· Grant Ringel

· Linda Dethman

Create a common repository for research—Google Workroom:
· Debra Sonner

· Dana Anderson

Create a template for research:

· Carol Lindstrom

· Stephanie Flemming

· Lisa Rehbach

· Charlie Burr

Synthesize research:

· Edelman

Meeting recap
Overall objective of workgroup: This workgroup is tasked with looking at all energy efficiency programs available to consumers and businesses, how these programs are being marketed and identifying where the holes are.
This workgroup has three deliverables:

· Research

· Analysis

· Recommendations

This workgroup will be looking at five areas:

· Oregon

· Washington

· Idaho

· BC

· Montana

This workgroup will be looking at programs in a broad range of areas:

· Consumer/Residential

· Business

· Industrial/Commercial

Edelman conducted preliminary research on the issue and found:
· 3/10 consumers felt like their energy efficiency actions would make a difference

· Consumers perceived energy efficiency programs as “greenwashing” and initiatives to make power companies look better

· Consumers were confused by the message of power companies asking consumers to use less power

· Most programs are driven by advertising—there is not a large marketing component

· Energy efficiency programs are not getting much media attention

· Room for growth in new media and reaching a younger generation

Other research conducted by members of the workgroup showed that consumers saw power utilities as an authority and trusted messages about energy efficiency initiatives.

Two potential scenarios were discussed for conducting research:

1. Assign a research lead for each geographic region. Lead would be responsible for collecting region-specific data, enlisting help from others and providing an executive summary on region findings.

2. Set up a common repository and have each member of the workgroup contribute all of their information. After information is compiled, then assign region leads who will sort through information and provide an executive summary. After data is synthesized, group will review and make recommendations.
· Group chooses option #2

Additional questions to add to research template:

· Segmentation

· Who company/NGO is and what they are doing

· Include all market segments: NGOs, public and private companies 

· Is there any pending research?
· How much energy was saved for each specific marketing campaign?

· How much energy do we want to save? 

· What is the end goal of this taskforce?

· How do we qualify savings back to marketing efforts?

· Did each specific campaign achieve its goals?

· If not, why?

· Language barriers?

· Method of delivery?

· Are there best practices outside of these regions?

· What is each entity doing to motivate positive, energy saving behavior?

Gathering information:

· Create a Google Workroom.

· Create a template that everyone can insert research into.

· Divide workroom by geographic regions.

· Each member of the group is responsible for populating the template.

· Everyone should include a high-level executive summary for research they contribute.

· Group will work together to identify holes in research.

Final report:

· Compile region-specific data and then synthesize down to high points and trends.

· It will work best to take a deep dive into programs that are promising.

· Report will reflect overall consumer behavior and their perception of energy efficiency programs and initiatives.

· Final report will identify holes in existing research; this is research that NEET may take on.

· Make recommendations to NEET Executive Committee regarding research needs and potential regional marketing.
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