NEET Workgroup 4
Regional Marketing Effort Subgroup

November 6, 2008 Meeting
Attending:

Larry Bryant, co-chair (Kootenai Electric Cooperative)

Kathy Vanderzanden, co-chair (PNGC Power)
Joshua Binus (BPA)

Charlie Burr (Edelman)

Teri Duncan (BPA)

Erin Holland (Edelman)

Stephanie Fleming (NEEA)
Mark Krasnowsky (NW Energy Coalition)

Carol Lindstrom (BPA)

Laura McCrae (Snohomish Co. PUD)
Su Midghall (Davis, Hibbits & Midghall)

Jennifer Moffatt Kelley (Pacific Power)

Megan O’Brian: (Puget Sound Energy)

Lisa Rehbach (PECI)

Grant Ringel (Puget Sound Energy)
Jan Schaeffer (Energy Trust of Oregon)

[Note: Tearsheet notes from meeting were transcribed and have been 

included in this document following the minutes below.]

HOLLAND:  Thanks everyone for their continued involvement.  Wants to be able to answer everyone’s questions.  Got feedback from Executive Committee regarding the recommendation for a region-wide scalable marketing effort:  Points out that this was a presupposed outcome.  If we think about the goal of creating a cultural shift, we need to have the research first.  Have we had anyone look across all of the research, looking for what can be helpful, where the holes are, what additional research is needed?  Recently had a discussion with Roger Woodworth (Avista):  They found that their customers felt they had already done energy efficiency, and they subsequently thought anything more would involve a lot of money.

Is it possible that we should be looking more closely at the research so we can better understand it and then move forward?  Every region is a bit different.  Behaviors and drivers are different.  There may be a very different way to reach people to make the cultural shift.

We are asking every organization to step forward and identify what they will support with funding and/or resources.  

RINGEL:  Not hearing what is different.

McCRAE:  Neither am I.

FLEMING:  It seems as though the perception is that we are crafting an advertising campaign.  Those outside of the marketing function think of marketing as advertising versus the 4 Ps [Product, Price, Place, Promotion].  Maybe we need to be more explicit.
HOLLAND:  The preliminary recommendation to the EC was to launch a region-wide scalable marketing effort.  

FLEMING:  We are just saying “initiative” right now.

BRYANT:  The point is well taken.  The terms we had been using have been putting the cart before the horse.  Still, this group has already identified research as the number one goal. The recommendation that came out was made prior to this group meeting.  Since then, research has been made a bigger focus.

SCHAEFFER:  Are we looking for research that can inform a cultural shift?  Research for the sake of research doesn’t make any sense.

HOLLAND:  There has been a focus around a marketing campaign; the emphasis on the presentation to the Executive Committee was really toward this goal.  We should be looking to finesse that recommendation.

McCRAE:  This group is recommending that there should be a marketing effort.  If they are hearing that and thinking advertising, it’s not the same end goal.  

VANDERZANDEN:  Reminder that this is a subcommittee, with a mission today to establish action items toward our goal and to make any amendments to our work so far.  The term “campaign” does not appear in any of our materials, so far.
RINGEL:  Comfortable with a decision to move forward without doing more research.  Behavior change is the obvious focus on where we need to go.

KRASNOWSKY:  Hopes that we don’t stop this effort in order to wait for more research.

LINDSTROM:  There is a difference between activities and tactics.  We’re focusing on activities and not tactics.

HOLLAND:  The Executive Committee does not want us making any recommendations on tactics.

BRYANT:  It sounds like we’re all on the same page.  
Last meeting was very productive.  To reflect back, it was great to meet face-to-face.  We found some surprises, but the dynamics were productive in regard to compromises (example: grappling with terminology like “marketing”).  Thinks we’re doing well in moving toward a common goal.
VANDERZANDEN:  We should do a brief round of introductions, with a comment about feelings about how the process is going.


KV:  
Thinks this is an exciting process and moment with lots of potential.  
Excited to be part of group.

MK:  
NW Energy Coalition is very invested in the NEET process.  This is the time to strike.  

JS:  
ETO is in full support with the mission of the group.  We need to make it happen.


JK:  
Research is key.  Looking forward to outcome of today’s meeting.


TD:  
Wants to see a clear objective for the research subcommittee so they can 
keep moving forward.

LR:  
PECI is fully behind this process.  I am very interested in moments of creative tension and the leveraging of talent for the betterment of the region.


CL:  
Hoping to create a new social norm.  Also hoping to learn how the BPA 
can support customers and other utilities in the region.


SM:  
Here to observe.  Points out that the heart and passion is here in the group.  
Is very proud that the Northwest is a pioneering region in this effort.


GR:  
Thinks that the process is moving along well.  Near as I can tell, we have 
four or five business models being represented in the room.  Now is the perfect time to address behavior change.  The real challenge is to unify the various subdivisions, geographies, and business models into a one-size-fits-all effort.  That will be a huge challenge.  On the research side:  the outcomes are based on the assumptions going into it.  Hopes that folks will be paying close attention as we move forward.  Wants to see something produced that is equitable across the region.

LM:  
Not sure what success looks like.  Thinks that it might be a foregone 
conclusion that a regional effort is needed.  Major behavior changes in the past have almost always relied on large efforts.  It is necessary and it needs to be research driven.


SF: 
 NEEA is committed to the process. Networking has been invaluable.  
Thinks the energy and vibe from this group is exciting.


LB:  
Really excited to come together again as a group.

BRYANT:  Asks Midghall for a summary of the research subgroup’s meeting.

MIDGHALL:  One challenge has been meeting.  Once we got going, we put together a list of objectives.

1. Identify segments for the region on energy use and behavior based on existing studies

2. Identify what consumers think are conservation and EE behaviors

3. Identify the motivating benefits of conservation and EE behaviors

4. List of existing energy efficiency (and possibly climate change, water, non-energy) campaigns, measures of their success used - then determine how successful we think they really were

BRYANT:  It sounds like one of your goals is to aggregate the information.

MIDGHALL:  Yes, but we don’t want to aggregate just anything…it must be able to be leveraged for a region-wide effort.  For example, there are already a lot of segmentation studies out there (examples include: Snohomish, PSE, BPA, ETO, etc.).
LINDSTROM:  Points out that BPA is looking for some suggestions from the research subgroup as far as how they can extend the ongoing segmentation study to add value for the region.
DUNCAN:  There is not enough time for the research subgroup to do the aggregation.  We can make that a recommendation.

BRYANT:  Funding is going to be a huge challenge.  Do we need to develop a statement of purpose for the research subgroup?

MIDGHALL:  Yes!  And, what is success?  If we’re talking about behavior, what exactly are we trying to?

[Discussion ensued over geographical definition of NEET effort.  General agreement that NEET is addressing the states traditionally considered as the Pacific Northwest by the federal government (Oregon, Washington, Idaho, and Western Montana). 
SCHAEFFER:  Believes we need a very clear understanding of what we mean when we say “cultural shift.”  We think one of the best/first things people can do with energy is to use it more efficiently.  We don’t know whether or not it’s possible to make that shift across such a wide swath of sectors.

HOLLAND:  Also, everyone thinks it means turning off the lights.  We’re getting past that.

MIDGHALL:  As a side note, it is incredible to see all of the various groups coming together for this conversation.  When folks are asked what they can do for more energy efficiency, they don’t know.

KELLEY:  What do we need them to do?

SCHAEFFER:  What drives us is the regulatory push/requirement to gain all cost-effective energy efficiency.

McCRAE:  Plus the utility goal of meeting all future load growth with energy efficiency and renewables.

FLEMING:  We should be following a suggestion by Rehbach that we define what success looks like over a multi-year period.

RINGEL:  Feeling like we’re mixing apples and oranges.  At PSE it’s my job to meet those requirements for PSE.  I don’t see it as this group’s job.  Sees this group as touching on the regional effort and staying out of the program details.  It’s valuable to talk about the enormity of the task.  We need to support it but not take the place of programs.
KRASNOWSKY:  Doesn’t see this group meeting the needs to gain energy efficiency savings.  Instead, we need to support it.

HOLLAND:  My question:  Why is this important (to me the consumer)?  Why are you headed in this direction?

REHBACH:  Wouldn’t we ask that in the design of the effort.  If we could figure out what things look like far out, then in half of that time, then in short term, that should help us get at this.  I think we can start to identify the details if we can start by identifying success.
McCRAE:  Different groups are going to see success differently, but essentially we [Snohomish Co. PUD] see success as going from a push to a pull in regard to energy efficiency savings and our customers.

RINGEL:  I don’t really care why they do it.  Success to me looks like an effort that moves in the direction to plow ground for programs already being put in place.  The real problem we need to avoid is getting between customers and companies.

BURR:  The anti-littering campaign was designed around one action.  I’d be interested to hear what the top five things would be around the room.

RINGEL:  Wants to push back on that:  Does not want this group crafting the actions for his customers.  That kind of action identification should be the result of a lot of quantifiable analysis.  The specific actions should come from the utilities.

VANDERZANDEN:  From PNGC Power perspective, agrees that the actions be left to utilities.  In every community there are different mixes of programs that have been successful.  Whatever we come up with needs to allow for the highly localized development of programs.  We are after the big idea that meets the challenge, but doesn’t interfere with the programs.
BRYANT:  What we’re really talking about is changing the cultural norm/affecting behavior change/causing cultural shift.  Refers to the statement of purpose:  “Consumers embrace energy efficiency resulting in reduced demand.”
McCRAE:  Wants more people engaging with utilities on programs.

LINDSTROM:  There has to be some action in mind.
FLEMING:  So are we talking about residential, commercial, or industrial?

LINDSTROM:  Industrial doesn’t make sense…more of a one-on-one relationship.  If we focus on residential, there can be some spin-off to commercial.

McCRAE:  Agrees, though likely more with small/medium commercial.

[Break]

VANDERZANDEN:  Perhaps we should invite Midghall to reflect back to the group on a recommendation for a research purpose/objective before she has to leave the meeting today.

MIDGHALL:  Would like to give insights based on personal experience and then wants to bounce it off everyone in the research subgroup before coming to conclusion.

VANDERZANDEN: Brings us to the agenda set out in front of us and the action items to be addressed.

Goal 1:  Enhance energy efficiency programs’ results through research-driven regional outreach efforts
BURR:  I would love to see the research subgroup produce a rough template for a research RFP to hand to the Executive Committee.  Give them a starting document that includes what we recommend they consider.

KELLEY:  Two types of RFP: aggregation and analysis.

RINGEL:  Does the group feel like the research should tell us “what” we need to do or “how” we need to do it?
LINDSTROM:  How.
FLEMING:  It’s also important to define what the customer experience needs to be every step of the way.  If they are interested, we need to close the sale.  Where does that fall in the research or interest?  How do we guide them through the experience?

LINDSTROM:  It almost has to be a consideration for the success of the program.  Wherever we drive folks, there has to be a way to fulfill the customer’s experience.

McCRAE:  We also need to identify what the likely regional/local relationship is going to be.  Where is the handoff?

LINDSTROM:  Some groups won’t be able to execute locally (small utilities), so there will need to be a way for regional execution when needed.

FLEMING:  Is that part of the outcome?

BRYANT:  We’re really looking to put together the recommendation for December.  We don’t need to know everything.

LINDSTROM:  Maybe the research needs to poll utilities to find out what their programs, barriers and opportunities are.
KELLEY:  How much money are different utilities putting out there for this kind of communication?  Maybe we’re not doing enough to break through.  

VANDERZANDEN:  How should we characterize the existing communications?

KELLEY:  How do you get your information, and what made you finally take action? 

McCRAE:  We need an assessment of current funding levels.

VANDERZANDEN:  But this could be hard to get.

BRYANT:  Could be part of our Goal 6, and it also ties into research.

SCHAEFFER:  Funding for energy efficiency marketing efforts.
KELLEY:  Identifying the funding levels will be helpful for those of us who might need to seek more of it.  We have to know so that we can approach people at the right level. That will take money.  How much will that be?

SCHAEFFER:  We know we’re not spending enough.

LINDSTROM:  And we’re not spending it in the right places.

REHBACH:  What is the connection between the broad regional message and the utility-level operation.  If we don’t have a broad bandwidth of communication, then we’ll still be falling short or our goals for success.  

RINGEL:  Doesn’t agree with that.

BRYANT:  Another research piece is defining some other goals that are not quite as much short term.

BURR: The easier it is made for the Executive Committee the better.  There already seems to be broad consensus for the research aspect.  

LINDSTROM:  The research also needs to enable us to have broad-based support among NEET players.

SCHAEFFER:  I think we need to come to an agreement that we need—as a group—to engage the region in an effort to create a cultural shift.

LINDSTROM:  I mean how do we find out how to do it (not why to do it)?
MIDGHALL:  I think the research subcommittee will be able to help with the RFP.

RINGEL:  We need to find out how to motivate people.

KELLEY:  Part of that is identifying the delivery mechanisms for the message(s).

McCRAE:  Provide action items for consumers and identify what motivates them.  Define segments, key messages, and prioritize.

SCHAEFFER:  Need to recommend a scale for the messages.

McCRAE:  Also the vehicle (example: the web).
SCHAEFFER:  Research will show us the set of concerns that need to be moved through the communication chains.
MIDGHALL:  While there is existing research out there, it needs to fit into a regional box.  Taking a look at the existing segmentation, we’ll likely find that we need to look more closely at the rural areas.

RINGEL:  I think the BPA research will be a huge help for this effort.

BURR:  At some point, we’ll need to include a set of actions to test what happens when motivations are taken (this is for internal information).

[Megan O’Brian: joins group from PSE.]
McCRAE:  We need to have some action items on what this regional effort is going to look like.  Need to further refine the vision from a regional standpoint, further define the needs of players around the room and further evaluate best practices from around and beyond the region.

MIDGHALL:  We have that.  There is a lot of good information already out there, and we don’t need to spend more money on it.

McCRAE:  We should also outline what we think we are practically going to do (messaging, advertising, etc.)

LINDSTROM:  The research informs, to some degree, what it is we are talking about.

McCRAE:  They’re parallel efforts that fold back on each other.

RINGEL:  Agrees that we should provide some structure to describe what we’re looking at.

FLEMING:  Agrees.

O’BRIAN:  Regarding best practices:  Big Oil is defining an energy crisis and targeting a specific research need.

FLEMING:  We should be carrying out work with the knowledge that other energy industries are saying similar things. Is there a way to leverage those efforts? Need to know how/if national campaigns influence consumers in our region and how to work with that (if it makes sense) without adding to the confusion.

Goal 2:  Establish a forum for regional coordination
BRYANT:  There must be some way to establish regional coordination.

RINGEL:  If we get beyond the coordination of messages, then it can be less formal.  Otherwise, it needs to be more formal.
McCRAE:  Part of the conversation in Portland resulted from the shared interest in maintaining the effort regardless of the NEET-based outcomes.  

FLEMING:  There is a value in finding a way to share best practices.  Can we just do this?
Goal 3:  Achieve participation by most utilities and energy organizations
LINDSTROM:  We need to define the needs of utilities.

FLEMING:  We need to develop the plan for what we want to do and desired outcomes.
McCRAE:  Find out how many want to participate.

FLEMING:  Research leads to development of a strawman. By presenting the strawman, we will be able to evaluate the participation levels and identify barriers and opportunities.  We should also better define where the handoff is between the regional and local platforms.
LINDSTROM:  Still need to define what the plan is.

FLEMING:  Refine the pitch.

KELLEY:  Who makes the pitch?

BRYANT:  Does the toolkit get crafted through the creation of the strawman?

LINDSTROM:  Yes.

VANDERZANDEN:  The regional outreach effort might also incorporate the toolkit strategy as part of the strawman.

O’BRIAN:  We are building something that is going to serve a value not being filled (on large and small scales).  Base the recruitment strategy on the gaps that you’re seeing.
McCRAE:  We need to define the level of participation.

REHBACH:  Develop different levels of participation based on the strawman.
FLEMING:  Should funding information end up in the strawman?  

RINGEL:  If we can agree on the model, doesn’t it make sense that the rest would flow fairly quickly.

FLEMING:  Is there a go/no-go point of participation?

DUNCAN:  I’m struggling with how we define the model before the research.
RINGEL:  I’m thinking about it the other way.  

VANDERZANDEN:  If we went around the room and threw out our visions of the model, we could probably do it.

KELLEY:  We did that a bit at the last meeting.  It might be interesting to see how that changed.

McCRAE:  We know from a strategic level that we’re going to want certain things.

KELLEY:  We should be able to start the beginning of the model with the discussion from last meeting.

McCRAE/LINDSTROM:  It does make sense to whiteboard it out.

O’BRIAN:  Suggests creating a spirit of Northwest pride.  It might be the pivot point that everything else hangs on.

BRYANT:  So what are the components for the strawman?
KELLEY:  I want my customers to get this message from our company.  I want our brand to be at the foreground.

SCHAEFFER:  Gets confusing when customers are shared (example:  ETO and Pacific Power).
VANDERZANDEN:  Folks would be hearing the same message, but there would be different logos attached.

LINDSTROM:  I’m afraid that where each delivery method is managed individually, there is potential for folks not understanding what this is.  If there is no overarching message, the meaning will get lost.

RINGEL:  I’m as equally set for the overarching message to not dilute my brand (example: Good Cents).
KELLEY:  We are likely not going to get to the level where we have enough money to saturate the market.

MIDGHALL:  According to the research: on the marketing aspect, your customers expect you to be an information source.  Your customers will be going to you.  But, on the energy efficiency front, customers don’t necessarily trust the utilities because of the conflict of interest.

SCHAEFFER:  What we’re trying to do is change that playing field.

MIDGHALL:  If customers see the same message coming from multiple utilities and sources, then the credibility will increase.

McCRAE:  We’re only going to get the involvement of all of the players if we make it very easy.  If we come up with a tag line, like “Call before you dig” then folks should be able to be driven to a website like callbeforeyoudig.com that will direct them to their local utility.

Ideas for Strawman
LINDSTROM:  One consistent thing needs to unify everything:  an icon, a message, etc.

RINGEL:  There needs to be a visual treatment that goes with it.  

KELLEY:  I’m not sure if I’m on board with that one.  I don’t know if I’d buy into that with our standards.  Put it as an option.

LINDSTROM:  Some of the smaller utilities that don’t have an icon may want to use it.

BRYANT:  I would hope that everyone could use the same thing.

RINGEL:  It’s the same everywhere you look.

SCHAEFFER:  Ultimately, the final choice would fall with the utilities.

KELLEY:  From my perspective, I wouldn’t like a rule coming from the group telling me how to communicate with our customers.

FLEMING:  It would mean rethinking how you approach the co-branding.

LINDSTROM:  We should also provide rules for when you can’t use it.
SCHAEFFER:  If we play out the pride goal, wouldn’t we want more diffuse use.

LINDSTROM:  I worry about people greenwashing with it.

RINGEL:  What’s the big deal, if everyone started using it (even if they weren’t doing energy efficiency)?

McCRAE:  It depends on how it’s used.

KELLEY:  There has to be something behind it.
RINGEL:  I’m conflicted on this.  If the campaign is a why (not a how), then we should be looking to get as much momentum as possible.  

BURR:  There is a point there.  The more you get pushing toward a critical threshold, the better.  Peer-to-peer communication is important.  

McCRAE:  If we’re talking about putting in use restrictions, then you are limiting the reach.

KRASNOWSKY:  Even greenwashing is promoting the idea of green.

O’BRIAN:  You must project the value of what the practice will bring to groups that may not have any deep practice.

KELLEY:  I was thinking about the recycle bug.  There is a meaning behind it.

McCRAE:  There is a difference between encouraging and endorsing.

KELLEY:  At the end of the day, we want to get the message out in order to create change.  Rewarding people will help.

SCHAEFFER:  We want to maintain the authenticity.

McCRAE:  We have two tracks:  We want to push people and reward people.

LINDSTROM:  Your participation level might be to just ask for participation.

O’BRIAN:  If I saw market value in the recycle bug, I would find a way to do it.

BRYANT:  If we’re good at defining what it is we’re doing, I would encourage everyone in the Northwest to push it.
LINDSTROM:  My concern is with commercial use.

VANDERZANDEN:  We should be so lucky.

Feedback by Midghall (co-chair of the research subcommittee)
MIDGHALL:  Hearing a lot.  If we could have done it all over again, it would have been best to have the groups start out of the gate together before breaking apart.  I will now go back to the research subgroup and reiterate the conversation out of here.  There are three specific things that would still help us:

1. Research outcomes:  Create a social norm around energy efficiency.  More engagement from customers.  People know what next steps to take, some call to action.

2. Research goals:  Find what motivates customers.  What will change their behavior?  Determine what they find are energy efficiency behaviors (turning off lights, decreasing temperatures, etc.).  Do that in a regional effort, not just in a service territory.  Need enough sample size to make it meaningful.  Open to feedback.
3. Research Tasks: [To be determined]
Funding is going to be difficult.  Research subcommittee will ultimately have an outline that can be used to craft an RFP.
McCRAE:  Research subcommittee could reiterate the call for research that is already available.

LINDSTROM:  The BPA has already gone down a little bit of a road with its segmentation study, and are willing to explore expanding it with little or no cost to other players.  Could we get a recommendation from the research subgroup?
MIDGHALL:  As long as the information is presented in a timely manner, the research subgroup would likely be willing to do that.  I’m not sure if we will be able to get everyone together in time to craft a product by the end of November.  
RINGEL:  I’d be comfortable talking to David [from Momentum] to compare and contrast the studies by Snohomish, BPA and PSE.
BRYANT:  The committee should evaluate whether there are enough resources for the group to handle the RFP or whether or not we should outsource it.

We should also talk about funding.

DUNCAN:  Yes, we do need to recommend some possible direction in regard to funding.  We also need to get consensus and get commitments from our companies.  That’s what NEET is all about.  We need to feel comfortable that we can take it back to our executives.

MIDGHALL:  The costs: at a minimum, $30,000 (give or take $5,000) per state for an urban/rural study.  Costs can be decreased by doing it on a proportional level per state.  It could be done according to population, overweighting the rural areas.  For focus groups:  about $6,000 per group.  Doing focus groups is valuable for testing potential messages.

LINDSTROM:  Should we ask for a gap analysis that takes into consideration the work already being done on the segmentation studies?
[Break]

Ideas for Strawman (cont.):
McCRAE:  We should identify a viral component if we are hoping for one.

SCHAEFFER:  If there is engagement by governments, then it’s conceivable that it might be out there without any brands.

BRYANT:  It should probably say who is behind it.

VANDERZANDEN:  We want to encourage co-branding.

BRYANT:  It could promote government rebates.

REHBACH:  There should be something that connects people to the action.

FLEMING:  Are we talking about different strawmen or the same?

REHBACH:  We could have customized versions.

LINDSTROM:  Do we need to call that out in the strawman?

McCRAE:  Encourage and offer avenues for participation by business, local, and state governments.


Goal 4:  Gain support from businesses and local and state governments
REHBACH:  That’s a blend with Goal 3 for me.  We’re looking for the same result, just driving toward a different place.
McCRAE:  Do we have a specific action item for them?

REHBACH:  What is the value proposition?

BURR:  There is room for a partnership where they can provide an introduction to members that they already have relationships with and gain greater exposure and positive public relations.

McCRAE:  It allows folks to tie into something bigger than they are.

LINDSTROM:  What is the action item?

McCRAE:  What do we want them to do?

FLEMING:  There should be specific questions that are asked of the business community.

LINDSTROM:  We need to identify action items that need to be put forward prior to Dec. 15.  Others can come later.

VANDERZANDEN:  We need to develop a plan.

BRYANT:  Most of this isn’t going to be taken care of between now and December.  We need a go-ahead before we go to the next step.

Goal 5: Create and apply a framework for measuring results
SCHAEFFER:  Work with planning and evaluation specialists to identify measures

McCRAE:  Develop media reach measurements.
RINGEL:  I’m wondering if we couldn’t create something that would make this separate from kWH savings.  

SCHAEFFER:  We only look at the results by program.  We probably would tie this with everything we did.

McCRAE:  We would too.

FLEMING:  Don’t some utilities have to know how this would be measured to know how to fund it.

KELLEY:  We don’t have a line item in our budget for things like this, but we’re looking at this model in other states.

SCHAEFFER:  I wouldn’t try to encourage folks to move away from measuring results.
McCRAE:  Maybe our goal should be to figure out how to measure savings from public awareness and media reach.

BRYANT:  Participation by local business and government.

KELLEY:  During the energy crisis of 2000 – 2001, we were tracking awareness among customers.  Over time, we had a growing number of respondents self-reporting.  Seemed to be working.

SCHAEFFER:  This whole goal is something we can ask for guidance from the research subcommittee.

BURR:  Not convinced.  

SCHAEFFER:  These folks are used to it.

RINGEL:  But they are also used to hanging kWHs on everything.  

McCRAE and RINGEL:  Both can spend money on awareness without having to justify kWH savings on a program level (definitely on the macro level).

SCHAEFFER:  Every dollar comes from utilities and has to be accounted for.  Let’s just say that the research subgroup could provide some suggestions on how to measure this.

[Unanimous support from group to ask research subgroup for help.]

Goal 6: Identify and secure funding
FLEMING:  Want to share options NEEA evaluated for its own funding:  public benefits charge; tiers of sponsors; population based; power sales based on funding shares.  There are pros and cons to all.  NEEA is funded based on power sales because it netted out to be the most equitable.  For the next cycle, considering core funding and then subscription funding for additional services on top of that.
McCRAE:  Do we base funding off of use or populations?

FLEMING:  We should also consider how to get a long term commitment in regard to funding (example: Better Bricks regional advertising effort, though successful its first year, fell apart without a long-term funding plan).
RINGEL:  It would probably be easy to raise some money from around the region for the program.  Execution would then be taken care of at the local level.

BRYANT:  There is strong support from among the Executive Committee, and it would seem to make sense for the Executive Committee to take care of the funding by creating a funding subgroup.

BINUS:  Doubts the Executive Committee would favor creating a funding subcommittee.  The strategy also the effect of limiting lines of communication.  Suggests not going down that road.

VANDERZANDEN:  The idea of numerous NEET work groups competing for funding seems to be a hurdle.

KELLEY:  Would like to know how much is needed so I know how much to ask for.

BRYANT:  Hard part is that there are hundreds of utilities across the region.  How do we develop a funding mechanism?  If BPA can represent its customers, that makes it easier.

REHBACH:  NEEA has been asked to be more active with funding.  Waiting for the NEET Taskforce until a regional-type coordination activity strategy is finalized.

BRYANT:  Could NEEA help fund this?

FLEMING:  There is already a mechanism in place to accept additional funding from utilities. We can’t fund this effort from our current budget.  To get additional funding for NEET, we’d have to propose it to the board, and see if our funding utilities would provide the additional dollars. 

VANDERZANDEN:  It is possible that public utility districts can not fund things outside their service territory; they may need an umbrella like BPA to step in.

REHBACH:  As we get momentum in the Northwest, we should really work the private market.  They won’t come until we establish it, but they might provide a way to make the effort sustainable.

KELLEY:  We need to think about the formation of whatever regional group is going to take this on.

BRYANT:  If we can come up with this, attract the active participation of utilities, we can accomplish a lot without spending a lot of money.  It will be spread throughout the region.  Let’s just not make it an expensive campaign.

REHBACH:  When money was tighter in the region, the marketing was more inventive and powerful.  

BRYANT:  There is an amazing amount of talent.  The trick will be to leverage it.
Next steps
BRYANT and VANDERZANDEN: have always had the idea that the work of the subcommittee would be integrated into a document.  We could then circulate it among everyone for comment.  Plan to put a dollar figure on it.  

Thinking we could have a draft and a conference call.   At the call, we could talk about some budget specifics.  How about two weeks from now.

BURR:  We’ll probably need at least two rounds of edits.

VANDERZANDEN:  The next meeting will be a conference call, held on  Tues., Nov. 25 from 10:30 till noon.  [Call in is:  503.528.5301 and the pin code is 764205 followed by the #.]
Meeting adjourned at 3:00 pm.

Transcribed Tearsheet Notes from meeting
Review existing segmentation studies.

BPA, Energy Trust - Oregon, Snohomish Co. PUD, PSE, BC Hydro, Idaho Power      (in process), Avista, Tacoma/Seattle (in process), PPL.

Research mission\purpose

Success:


Efficiency is new social norm.


More engagement with utilities’ programs.


People know what steps to take next.

Research Activities:

Template for RFP.


Aggregation\analysis of existing research.


How to get broad based support.

Polling – How effective are communications?

Recommended scale\activities for success.

Define integration between region\utilities.

Assessment of funding of current EE\Marketing activities.

Provide action items for consumers.

How\what motivates. Define segments.

Key messages, prioritize.

Goal #1 Refine Vision

Seek utility needs.


Best Practice Input – lessons learned.


Awareness in and outside of utility.


Outline what we are going to do.

- talk about framework.

Inform – research.

Goal #2 Regional Coordination

Just do it.


Identify possible formats.


Define character for group.


Share best practices.

Goal #3 Achieve Participation

Develop plan and outcomes\goals.

- Straw man for presentation.

Define decision makers.

Value participation.

Barriers to participation.

Opportunities\tool kit.

Define level of participation (based on Straw man.)

Goal #4  Gain support from businesses, local & state government agencies, and    NGOs

3rd party participation\validation lends creditability.


Based on different value proposition.


Adds local relevancy.


Develop plan and schedule for how these entities could be involved.

Common Website.

2 Tracks – Take behavior, reward behavior.

Goal #5 Create and apply a framework for measuring results
Work with planning and evaluation experts to ID measures, and determine how to measure.

Public awareness\media.

Participation by businesses, etc.

Self-reporting on change.

Ask for input from Research Subcommitee.

Straw man
Peer to peer promotion an idea.

Viral messaging.

Words or icon that is always present (consistent).

An option.

Opportunity for localization, ie, in conjunction with utility.

Brand and programs.

Encourage and offer incentives for participation by business, local and state governments.

Limit use to EE\develop standards of\for use “creating NW pride.”

Goal #6 Funding

Explore BPA role in funding.


NEEA Model – based on kWH sales.


Explore NEEA role in funding.


Sustainability of funding.

Keep start-up\seed $ low, do-able, and leave execution to utilities, businesses, etc.


Subcommittee of Exec. Committee address funding and prioritization.

Each work group will be looking for funding – may as well encourage coordination.

Leverage funding from business.

Goal – Dec. 9th or sooner to Marketing Work Group.

Conference Call tentative November 25th.

Draft out for review prior.

