NEET Workgroup 4 (Marketing and Public Awareness)

Sept. 5, 2008 Meeting Minutes
Attending:

Charlie Burr (Adelman)

Teri Duncan (BPA)

Jan Schaeffer (Energy Trust of Oregon)

Carol Lindstrom (BPA)

Pat Keegan (ECOS)

Aaron Cohen (NEEA)

Joshua Binus (BPA)

Kathi VanderZanden (PNGC Power)

Debra Sonner (PECI)

Lisa Rehbach (PECI)

Lauren Shapton (PGE)

Darby Collins (BPA)

On phone:

Dave Weigel (ECOS)

Marc Krasnowsky (NW Energy Coalition) 

Laura McCrae (Snohomish PUD)

Diana Echeverria (Idaho Power)

Larry Bryant (Kootenai Electric Cooperative) 

Larry Blaufus (Clark County PUD)

Bo Downen (Public Power Council)

Joel Carmedy (Edelman, Dublin)

Katie Markese (Edelman, Dublin)

Linda Dethman (Dethman & Associates)

Larry Gallagher (US Dept. of Housing and Urban Development)

Matthew Walker (Siemens Building Technologies)

Bob Balzar (Seattle City Light)

1.  Welcome by Charlie Burr
2.  Introductions

3.  Case Study: Ireland’s Power of One Campaign (JC and KM)

Background:  State-run marketing program, public awareness about energy efficiency specifically.  Objective is to get Irish citizens to make changes to behavior on an individual basis.

Strategy:  Wanted it to be easy for consumers.  Incremental, small steps at individual level with a collective, group goal down the road.  Goal is to create a movement that sweeps the nation.  Hope it will become part of the national lexicon.  Two years after launch, radio DJs have used the Power of One language in morning broadcasts.  Did not want the government’s voice to be overwhelming.  Surveys have found most consumers don’t realize the government is behind the effort.

Approach:  Phased.  Tell them why without being apocalyptic.  Didn’t want to be overly pessimistic.  Provided information about challenges facing Ireland in phase 1.  Also did a lot of work with various stakeholders prior to the rollout and presented them with the launch idea before the public saw it—used the opportunity to get their input and involvement prior to the rollout.  Helped get the Power of One story out to consumers.  In phase 2, told consumers how to make change.  Had seven messages to take to consumers.  (See website for more info about campaign: http://www.powerofone.ie)

There was a slow start to informing consumers, but things have been picking up speed as people are becoming more savvy to energy efficiency basics.  Used a traveling road show to help get message out, used appliances with tips to help roll out the campaign across country.

Initial Challenge:  Poor media coverage of energy efficiency issues in general.

Solution:  Publicly invited families to sign up for a Power of One challenge and provided energy efficiency coaches to help make differences over a six month period.  Engaged the help of behavior experts at the start.  Found that when the scary, big picture was put in front of individuals, they shut down; it was too much.  Success was found by engaging people at the local level.  Information packs were printed at the start of the campaign.  Did not send it out indiscriminately and unsolicited—didn’t want to create waste and allow for easily avoided criticism.  Made the information available upon request, and drove people to the website to move people toward it.  At the end of the six month period, had a media event that drew, in part, on family testimonials.  Families felt it changed their lives and felt empowered (see website).  They got lots of media coverage and ads were subsequently made featuring families, some of whom have gained some minor celebrity status.  Doing the challenge again now—this time with businesses.  

Questions from WG4:


Q:  Difference between conservation and efficiency?

A:  Taking small steps, not absolute changes.  Ex: Turning the temp down, not off.

Q:  Did you do a baseline study?

A:  Yes, in order to gauge changes.  Can share with anyone who is interested.

Q:  Did you quantify changes in usage?

A:  Questions were directly tied to key messages of the campaign (see study).

Q:  How was the government attracted to supporting the project?

A:  As part of European Union, Ireland has committed to the energy efficiency goals of the Union.  Fines were a key driver if obligations were not met.  Consumers have also been getting more interested in environmental issues.  Political motives were also present due to election-type politics; the government needed to demonstrate action.

Q:  Financial incentives for participants?

A:  At the end of six months of making behavioral changes (for first 8 families), the government helped them make physical changes to their homes.

4.  Brief review of marketing task force objectives:

CB:  Discovery, Analysis, Recommendations.  Ultimately we need three to five recommendations to take to the Executive Committee.  Final thing is to prepare for a January symposium where it is broadcast to a wide audience to generate wide interest to the issues.  Help get a media hit.

DC:  Ultimately we want actionable items that can actually get done.  

KV:  Is there any funding behind this? 

DC:  Right now, we don’t have any.  It’s a volunteer effort by all participating entities.

CB:  That’s right.  Everything at this point has been handled pro bono.  The process to figure out funding will be collaborative.

DC:  Original conversations around region found players all around the region already putting money toward things like marketing campaigns.  Raised the question:  How can we combine efforts in a way that is more cost efficient and productive?  Is there a smarter way to do things?

PK:  On the funding side, we seem to be focusing on the utility-level.  Is it happening at other levels, particularly the private-sector level?  That will far exceed the budget for anything we can come up with here.  Is that part of what we can talk about?

LS:  How much are we going to focus on behavior?

LZ:  Can a new brand be brought on now?  How can we get joint-forced powerful messaging so we don’t have all the brands competing in the marketplace?

CB:  We know PNW needs are unique.  We need fresh research.  How can we do a campaign that works through the various messages out there?

LS:  We should be doing some focus groups.

EC:  Are we putting the cart before the horse by focusing now on actionable items first?  What are the primary issues?  What are we targeting?

PK:  Good point.  One big barrier is how to give credit to utilities for making marketing investments?  Cost effectiveness needs to be addressed.  It’s a fundamental barrier.

LZ:  There’s not a direct correlation between costs invested and tangible results.  

DS:  We need to challenge ourselves to think about what the valuable things are that can be funded?  What are the tool kits that can be created and customized for various markets?

LS:  PGE backed away from its energy efficiency work and got customer feedback that they were not happy; the public wanted movement.

LB:  More clients are asking for behavior change and combining it with market transformation.

DE:  Overlapping messages might cause confusion with our customers.

LB:  There is a need among smaller utilities to provide support for any campaign—especially in regard to keeping costs down.  If a good regional brand is created properly, he would be more than happy to use it.  Thinks others will do the same.  

CB:  Passing on comments from Grant Ringel.  Would like to see a regional platform for best practices.  Is against having an overarching brand or marketing strategy.

PK:  There is a barrier there.  Large companies may not want to have stranded assets with campaigns already rolling out, whereas smaller utilities may want that.

LZ:  There are also generational differences in perceptions of conservation.  

CB:  Has already learned a lot from process.  There must be some kind of quantified structure to keep all this dialogue going after January.

PK:  For market research and coordination of messaging there is certainly a need.

LS:  We should also be focusing on barriers.

CB:  Agrees.  Setting aside whether we ultimately go forward with a branding campaign, do folks feel we can go to the Executive Committee with a recommendation that some regional marketing research is needed?

LS:  Just saying we want a regional campaign is important.  We will need to get the participation from all players. (regarding Grant’s comments)

BB:  There might be good reasons for utilities to have their own campaigns.  If a regional effort moves forward, there should be an ability to have both a regional and local focus.

CB:  Will dig deeper with Grant to learn more about his perspective.

TD:  Bob’s perspective seems different that Grant’s.

BB:  I think we should be open to a complimentary approach.

LD:  There are examples to look at for complimentary approaches.  We could look at California and Connecticut.  Doesn’t think the marketing strategy should be mutually exclusive.  Wants to know what the value is in a regional campaign.

LZ:  It cuts both ways.  A regional tool kit would be helpful.  Utilities could decide what to use and what not to use.

CB:  Part of the advantage is message consistency and discipline, while also allowing for a division of logistical operations.

LD:  Liked the Irish road show and the “one street” part of effort.

PK:  Regional effort examples:  Hood River Project.  National example:  Energy Makeovers.

LD:  Adds to validity.

CB:  Sounds like a lot of folks have strong opinions.  Asks for volunteers to create a subcommittee to discuss things some more.

PK:  Are you asking for a subcommittee to draft recommendations for the workgroup?

CB:  Yes, to draft a one-page write-up.

PK:  Will help.  Doesn’t want to chair.

Jan:  Wants Linda Dethman to be involved.

LD:  Can’t do it, because she’ll be out.  

CB:  Wants to continue this on a conference call next week at 9:30.  Will send out a meeting notice.  Asks everyone to write up thoughts to submit to group.

CL:  Can create a short survey (via Survey Monkey) to distribute for next week.
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