NEET Workgroup 4
December 3, 2008 Meeting Minutes

Attending:

Teri Duncan, co-chair (PECI)
Erin Holland, co-chair (Edelman)
Joshua Binus (BPA)

Charlie Burr (Edelman)
Sarah Castor (Energy Trust of Oregon)

Darby Collins (BPA)

Stephanie Fleming (NEEA)

John Harrison (NWPCC)

Carol Lindstrom (BPA)
Su Midghall (Davis, Hibbitts & Midghall)
Jan Schaeffer (Energy Trust of Oregon)

Lauren Shapton (PGE)

Kathi VanderZanden (PNGC Power)
On Phone:

Van Ashton (Idaho Falls Power)

Bob Balzar (Seattle City Light)

Larry Bloufus (Clark Co. PUD)

Leslie Brazeau (Seattle City Light)

Linda Dethman (Dethman & Associates)

Pat Keegan (ecos)

Marc Krasnowski (MW Energy Coalition)

Laura McCrae (Snohomish Co. PUD)

Grant Ringel (Puget Sound Energy)
DUNCAN:  [Introductions and Welcome]
BURR:  Summary of executive committee feedback to workgroup since the Oct. 3 meeting. [See handout.]
DUNCAN:  Executive committee will have to convince their respective organizations of the need to buy into NEET recommendations.  We need to tee things up to make things easier for them.  By the end of today, we need to have all of the elements in place for our report to the executive committee.  We’ll have some time for discussion, but we ultimately need to coalesce our recommendations.  The executive committee wants the recommendations to address:  

1. Value added by our proposal

2. What’s not occurring now

3. How can we do what we’re doing more efficiently

4. How to implement and where to house
5. Level of support in the workgroup for recommendations

BURR:  This meeting will also provide an opportunity for each of the subgroups to communicate with each other to address any unresolved issues.

LINDSTROM:  First stab at problem:  [Reads draft quote and integrates amendments from group; amended language is below.]

“What is the Problem?  Many regional consumers are unclear what energy efficiency is, its importance and steps to take to act upon it.  There is insufficient data available to understand how to best collaboratively communicate the issue to consumers in a way that creates a common understanding of significant actions to take and changes their behavior to create a new social norm.”

DUNCAN:  Willing to write up a first draft of the recommendations.  Will get it to group by Monday for comments due Wednesday.  Will then be turned around and submitted to Collins.
BURR:  Suggests that the group listens to report from Research Subcommittee.  Asks group to prioritize items and wrestle with items brought as they are identified by the subgroups.

Research Subcommittee Report:

MIDGHALL:  [Overview of Research Subcommittee’s 11/24/08 handout]

Guiding principles:

1. Analyze what has already been done/learned before conducting additional research

2. Refrain from conducting more primary research until marketing goals and success metrics are specified

3. Specify how research will be linked to marketing goals/decisions and success metrics before it is conducted

Recommendations:

1. Summarize what we know about the NW population

2. Summarize what’s been done/learned from key energy efficiency/global warming behavior change efforts

3. Summarize what’s been done/learned from other relevant efforts (non-energy related)

4. Explore strategies for how to get “believers” to do more/explore strategies for reaching and motivating “quasi- and non-believers”

5. Identify most compelling messaging by key behavioral/demographic segment; quantify baseline levels of key success metrics (e.g., awareness, perceptions, behaviors)
6. Test specific “delivery approaches” (e.g., copy, creative executions, “messengers”)

[Short discussion over primary emphasis of research/marketing effort being driven by attitude change or behavior change goals.]
VANDERZANDEN/SHAEFFER:  Both ask if there is anyone who feels we should be working to change people’s attitudes rather than change their behaviors.
[No response from workgroup.]

LINDSTROM:  Sounds like we all agree that this is about changing behavior, regardless of what the motivations are.

CASTOR:  Asks whether we should limit the effort to residential customers or add in business, institutional customers. 

KEEGAN:  Need is just as great in the commercial side. 

BALZAR:  And the opportunities are huge.

DETHMAN:  If we’re trying to drive folks to programs, many of those programs are commercial.

BURR:  Who is in favor of adding commercial and industrial?

LINDSTROM:  Suggests we prioritize.

VANDERZANDEN:  Thinks that is a good way to go.  Budget can be a limiting factor.

RINGEL:  Supports that as well.  Question:  Assuming the BPA research is similar to PSE, how many of the bases will be covered?

MIDGHALL:  Had chance to speak to David Lineweber from Momentum Market Intelligence [has conducted several of the recent segmentation studies in the Northwest].  She asked him if findings from the existing studies could be transferred to Idaho or Montana.  He felt confident that we could do that.

LINDSTROM:  BPA can also increase the sample size of its segmentation study.

RINGEL:  Do you think existing segmentation studies will provide enough data?
CASTOR:  Yes, there is still a lot of primary research that needs to be done.  The segmentation study doesn’t give enough qualitative data to inform a marketing effort.

DETHMAN:  Would like to look at PSE study.  Is hopeful that the segmentation studies will be helpful.

RINGEL:  There is actually a lot of messaging data coming out of that research.

BRYANT:  Thinks what the research subgroup has identified is well done.  To Holland:  Is it important for this group to put out some budget numbers?
HOLLAND:  Yes, and we need to identify the appropriate entity to oversee the effort.

BURR:  We also need to identify the support within the workgroup.

HOLLAND:  Thinks we can provide a budget range.

MIDGHALL:  Prepared to talk numbers.

RINGEL:  Is with the crowd saying it’s difficult to determine the budget.  Is still not clear what the goals are.  Might become more clear after the entity is chosen and the oversight mechanism is determined.

BURR:  Seems to be a good opportunity to talk about the entity question.  Seems clear that we need to have some kind of coordinating council.  

LINDSTROM:  Also thinks that we need to involve a project manager.

DUNCAN:  Feedback from Collins and executive committee indicates that we should work within an existing structure.

LINDSTROM:  For the record, the BPA has no interest in running a regional marketing campaign.  

BRYANT:  Seems logical to consider NEEA, which has a history of doing regional work.  They are also good at collecting money and contracting and have buy-in from parties across the region.

RINGEL:  Understands NEEA as a viable entity.  Points out there is a trainload of politics that will need to be navigated.  That decision will be a big deal that needs to be handled.  Our recommendation to the executive committee will set off the politics.  Not saying that NEEA is bad, just that there are a lot of ramifications for a brand new function for NEEA in light of their recent strategic planning and reformation.  

FLEMING:  Each sector of NEEA has an advisory committee that it works with very closely.  One thing that has come out of strategic planning process is that most parties want a stronger role in regional work.  There will be a formal partnering structure developed during the restructuring.

SCHAEFFER:  Thinks the key to housing it in NEEA is that we have an active, well structured coordinating committee—not just an advisory committee.  The coordinating council should play a very active role in providing leadership.

VANDERZANDEN:  Had been thinking of NEEA as funding organizers, with the coordinating council developing the deliverables, which may or may not involve NEEA getting work done.
LINDSTROM:  Would have to involve them in getting the RFP out.

FLEMING:  It’s hard for any agency to report to a committee.

RINGEL:  Feels that the coordinating council is the entity.  If an agency is hired, they should report to the coordinating council, not NEEA.  

LINDSTROM:  An agency needs to have a single person as a day-to-day communication point person.

RINGEL:  Gets that, but if we base the effort on what is convenient for an agency, we’ll be going off track.

LINDSTROM/HOLLAND/FLEMING:  Believes that it is important to have a point person to represent the coordinating council.

VANDERZANDEN:  We’re only establishing direction right now, not the structure.  Understands the agency-informed perspective, but there are other ways to do it that will likely offer acceptable alternatives.

LINDSTROM:  Can we agree that there needs to be an appointed point person?

HOLLAND:  Or a lead body?

VANDERZANDEN:  With qualification, I think we could say that.

BRYANT:  We should identify an entity to provide the function of facilitation for the coordinating council.

LINDSTROM:  So we need an entity, contact person(s), and agency subcontractors.
HOLLAND:  Is there an alternate entity that anyone would like to see considered?

LINDSTROM:  Reads who and how quote and asks for vote of support [get language]

SCHAEFFER:  Still need to identify who is going to sit on the coordinating council.
BRYANT:  Thinks we should consider limiting it to 12 to 15 to provide for regional participation.

HOLLAND:  Suggests an odd number for voting.

BURR:  Suggests that the coordinating council be large enough to include a maximum amount of funders, who will all likely want to sit on the coordinating council as decision makers.

SCHAEFFER:  Favors 12 to 21 member coordinating council to allow for a diversity of opinion to continue the process for consensus building.  Down the road there will need to be the need for a larger group—after the visioning is complete.

HOLLAND:  Suggests that there be co-chairs.

BRYANT:  Suggests we call for a coordinating council with an executive committee.

HOLLAND:  Agrees.

RINGEL:  How about coordinating council and others that the council deems appropriate?
VANDERZANDEN:  Thinks we should include “appropriate stakeholders.”
BURR:  Wants to take a five minute break and then will call for a vote.

[Group agrees and takes five minute break.]

LINDSTROM:  Reads language for vote [see language below].
1. Create a coordinating/guiding council with an executive committee.  The council will have a regional voice, with a membership consisting of representatives from public and private utilities, energy-efficiency NGOs and other appropriate stakeholders.  They will direct the work through a tactical point person or subgroup

2. Facilitation entity.  Recommend that NEEA fill that role

3. Contractor(s) as needed to do the work output

[Unanimous approval—no nays]

Coordinated Marketing Effort Subgroup:

BRYANT: [Reviews strategic workplan handout, dated Dec. 2]

VANDERZANDEN:  Points out that the handout is a draft document and encourages folks to send in comments.  

BRYANT:  Feels that the workgroup has covered a wide landscape of issues successfully.
LINDSTROM:  Is there a need for clarification on anything before it is included into the draft recommendation?
DUNCAN:  Addressing the questions posed by the executive committee:  How does this address the problem?
LINDSTROM:  Point 1 addresses what we’ll do to solve the problem.

BRYANT:  Believes the whole document addresses that issue.

FLEMING:  Particularly in tandem with the attached document referenced in the strategic plan.

BURR:  One problem being addressed: the uneven efforts across the region.  

DUNCAN:  The missing piece then is the price.

BRYANT:  On the napkin, main things were: 

· Research (325K – 600K) plus another $75K – $150K/year for ongoing work on annual basis
· Creative/Strategic (200K – 500K)

· Collateral Development, External Websites, Tool Kit Creation ($200K – $500K)
· Packaging/Distribution, Internal Website ($50 – $150K)

Total:  $775K – $1.65 million (plus another $75K – $150K for ongoing research 

per year thereafter) 
RINGEL:  Thinks the high number is the more difficult sell.  The low number isn’t very scary when looking regionally.

DETHMAN:  Maybe we should raise the lower figures, since folks get anchored on that figure.
RINGEL:  Having a number that could be sold as a good value is important to come out of the chute with.

MIDGHALL:  Suggests putting together a timeframe.

HOLLAND:  Agrees.  The upfront costs will be higher.  Phased approach is valuable

DUNCAN:  Agrees.

BURR:  Public relations can be very labor intensive and get expensive.

SCHAEFFER:  Perhaps we should note that this doesn’t include ongoing PR.

RINGEL:  Some crisp messaging and some clear descriptions about what this will do will help sell this.

FLEMING:  We should have a timeline will really help secure funding.

HOLLAND:  And it will also help properly frame expectations.

BRYANT:  Having a timeline that clearly tracks the stated goal of behavior change.

FLEMING:  Will people have the stomach to ask for a five-year-commitment?

HOLLAND:  We’ll have to get metrics on an annual basis to demonstrate progress.

SHAPTON:  We also need to demonstrate that results will build incrementally.

DETHMAN:  A one-year-commitment doesn’t make any sense.

VANDERZANDEN:  My concern is that any marketing effort needs to be long term in order to be effective.  It would be very disappointing to embark on this long term commitment with short term funding.

RINGEL:  Once we’ve completed the development of the materials, it would be valuable for the committee to meet quarterly and coordinate messages, where we could identify focused promotional efforts on particular messages.  Would make measurement of the short term something more tangible.

BURR:  Believed that would be a benefit of this effort.  Synergies are to be expected.

MIDGHALL:  Since the ultimate goal is to create a document, the research subcommittee will provide a two-page document that provides some more detailed items such as the timeline and funding.  

VANDERZANDEN:  It’s true that a marketing endeavor needs to be seen as a long term investment, but we shouldn’t be afraid to identify when our work will be done.

LINDSTROM:  We need to put some budget and timeline items together.

RINGEL:  In the document, we need to emphasize the value of the coordination.  Thinks that executives will see a lot of value in the coordination that goes beyond ad slicks.

HOLLAND:  Yes, it will provide for optimization.

BRYANT:  Need to include facilitation and management costs ($100K at a minimum).
LINDSTROM:  That’s probably too low.

SCHAEFFER:  NEEA already gets funding from many of us and needs to prioritize it.  Leadership may decide to reorganize how it does its funding.

FLEMING:  We just had a meeting about budgets at NEEA, and it was decided that NEET budgets would be considered separately.

LINDSTROM:  Thinks 25 – 50 percent of the costs should go to administration of effort.

SCHAEFFER:  Might tick off the categories.
FLEMING:  Thinks administrative costs need to be around 10 percent.
CASTOR:  Points out that segmentation will need redone every five years.

COLLINS:  The executive committee will have to take suggestions from experts on each workgroup and then integrate suggestions into larger plan on Jan. 9.  We are also asking for a gauge of support from each workgroup.
BRYANT:  All of the efforts of the group will go to waste if we don’t have good funding.  It is imperative that the executive committee come up with a funding subcommittee.  Good news is the executive committee is made of folks who can make it happen.

LINDSTROM:  Recommendation should be that funding is clarified in conjunction with the executive committee.

BURR:  Even though funding decisions will be made up by the executive committee, each member of the workgroup will have to provide grassroots support from within.

RINGEL:  Thinks it is important to craft a couple soundbites to promote investment by respective CEOs.

BRYANT:  A good activity would be to work on elevator messaging.

COLLINS:  Make sure you state your case well in your final recommendations so that it is hard to say no.

HOLLAND:  As an outsider it is amazing to see the formation of consensus by this group.

SCHAEFFER:  To some degree, all of us want to tackle this work.  By pulling our resources, we get a much greater ability to achieve goals than we could do individually.

RINGEL:  Adds that we are trying to establish a regional marketing council that will explore ways to lever off of each other in a way that will allow for much higher energy efficiency savings than if we weren’t doing it.

BURR:  Might be helpful to formally take a vote on the support for what the marketing effort has brought to us so far.

[Agreement from the workgroup.]

LINDSTROM:  [Reads draft language to group.]
SHAPTON:  Adds that none of us could do it as effectively as could be done at the regional level.  

FLEMING:  This is the cheaper option.

CASTOR:  This benefits the consumer by avoiding confusion.

SHAPTON:  That way it is not about who, it’s about what.

RINGEL:  The phrase a couple comments back about not being able to do things as well alone gets into the political weeds.  Could be interpreted in the way that we should combine all the local efforts into a regional entity.

DETHMAN:  Do we have any plans to go the political sector to get them behind the campaign?

BRYANT:  We do have that as one of our goals.

DETHMAN:  Getting that high level support has been very important.

SHAPTON:  Suggests we add that the regional approach can maximize efforts, but there is still a lot of room for innovative efforts at the local level.

RINGEL:  Is concerned that what is communicated to utilities will bring new value, not a reshaping of local efforts into a regional one.  The real value is coordination of marketing efforts in a way that hasn’t been done before…will bring incremental value to programs already in place today.  There will be folks on all the workgroups that will be working toward the consolidation of issues into a regional entity.  Doesn’t want to stoke that fire any more than it already will be.  Not worried about the executive committee, worried more about the other organizations who will ultimately need convinced.

LINDSTROM:  Would like to read through amended language.  [Reads points detailed below.]

· We can solve this problem by cooperatively promoting research-driven energy efficiency behavior throughout the Northwest to reduce energy use. We need to show consumers what steps to take, and drive them to engagement with utility energy-efficiency programs.
· To some degree we all want to tackle this work, but we can’t afford to do it separated. If we coordinate our resources we get a much better understanding of our consumer groups and get our message out. None of us can do it as effectively as we can do it regionally.

· Look for ways to leverage from one another with consistent message and marketing that will significantly contribute to increased energy efficiency.

· There is a cost of not doing this … going on the same way we’ve been doing it means not better results. This benefits the consumer and reduces confusion in their mind. We need to gain the synergies.

· There’s still a lot of room for individuals to support the campaign on the local level in their own way that leverages their relationship with their constituents.

· We are going to bring new value, not taking away current efforts. This group is coming together to produce materials that brings coordination of marketing efforts that will bring incremental value to current programs. The local utility will be more effective at what they do because there is a regional message.

· We expect to see dramatically increased results due to increased understanding of consumers, clarity of message, consistency of message, extended reach, activating social channels that currently don’t exist.

· We don’t have to convince people to believe in energy efficiency to do energy efficiency. This is about driving action. This is about changing behavior, whatever the motivation.]
SCHAEFFER:  Believes we should boldly state that we expect the effort will dramatically increase energy efficiency savings in the region.
DETHMAN:  How?

BURR:  Clarity and consistency of message, saturation of region, understanding of consumers.
COLLINS:  The local utility will be more effective at what they do because there will be a regional message.

SCHAEFFER:  We will also be activating new social channels.

DETHMAN:  And creating a buzz that gets people’s attention.

BRYANT:  Points out: This is really going to be awesome!
[Laughs around room.]

COLLINS:  Things are moving forward in real time with the communication between the workgroups and executive committee.  Right now, we are working on developing the strategy for the meeting on Jan. 9.  Great work everyone.

LINDSTROM:  Duncan and Lindstrom will work through the draft and get it out to everyone on Monday.

Meeting adjourned on 11:53. 

