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Mission Statement:

Cooperatively promote increased energy efficiency behavior throughout the Northwest to reduce energy use.
Statement of Purpose
Consumers embrace energy efficiency resulting in reduced demand.

Success Looks Like

People know what steps to take; there is more consumer engagement with utility programs; and, efficiency is the new social norm.
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I. Through a coordinated regional outreach and communications effort, drive increased energy efficiency.

A. Seek to promote the needs of utilities across the region by seeking commonality among them.

B. Provide specific actions for consumers to take (especially, “call your utility”).

C. Develop a tool kit for use by utilities in the region as each sees the way clear.

D.  Develop and implement consistent messaging

E.  Develop graphics and style guide for using tool kit elements.

F.  Consider future regional awareness campaign run by utility partnership – 
after effort is established.

G.  Channel strategy:  local organizations and individuals.

II. Research will inform the outreach and communications effort.

A. Ask research to analyze existing segmentation studies and determine sufficiency.

B. Ask research to focus on defining segments and motivations behind changing behavior.
C. Encourage research to review and incorporate existing best practices.

III. Establish a forum for regional coordination.

A. Type of structure for future implementation dependent on funding and informed by research outcomes.
B. Where structure is housed and how it is framed is fundamental to success.

C.   Must be representative of the region and its varied interests.
D.   Coordinating body, like this subcommittee, can provide direction to a day-   
to-day implementation body.
IV. Achieve participation by most utilities and energy organizations.
A. Develop plan with goals and outcomes.
B. Define decision makers and identify barriers to participation.

C.  Create the opportunity through development and provision of a useful tool kit.

D.  Define successful level of participation.
E.  Chanel strategy by utilities and utility organizations.
V. Gain support from businesses and local and state governments.

A. Develop a plan and timetable for how these entities could be involved.
B. Be prepared to meet a different value proposition.

C. Value of third-party participation lies with validation, credibility and adding local relevancy.

D.  Chanel strategy:  a defined way for businesses and governments to 
participate.
VI. Create and apply a framework for measuring results.

A. Work with planning and evaluation experts to identify what measures and determine how to measure.

B. Quantify participation by businesses and other third parties.
C.  Work with planning and evaluation experts to identify what measures and   determine how to measure.

D. Analyze public awareness and media coverage.

VII. Identify and secure funding.

A. Explore BPA role in funding (ratepayer funds).
B. Explore NEEA model (based on kWH sales) and role in funding.

C. Sustainability of funding is key to overall success.

D.  Keep start-up costs modest and assign execution to utilities, businesses and local and state governments.

E.  Encourage the Executive Committee to address funding and prioritization 
for all Work Groups.

F.  Look into how potential funding from business and government might be 
leveraged.
VIII.   Potential Costs

Startup costs:

A. Research $325−600k

B. Creative (messaging, strategy, creative/campaign development, social media) $200k−$500k

C. Collateral development, including toolkit and consumer website: $200−$500k

D. Packaging/distribution of materials (including internal website): $50−$150k

E. Administrative costs: 10%

This does not include budget for local implementation. Further exploration will inform the need for public relations (including social media implementation), which could cost $150-$600k if determined appropriate. 

Ongoing cost (per year for multi-year efforts):

A. Research/metrics $100−$150k

B. Creative optimization: $50−$200k

C. Collateral optimization, website maintenance: $50−$200k

D. Packaging optimization including internal website maintenance: $20−$50k

E. Administrative costs: 10%
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