NEET Workgroup #4: The Role of Marketing and Public Awareness in Energy Efficiency

What is the role of marketing in fostering an energy efficient economy? 
SITUATION

Many regional consumers are unclear what being energy efficient is, how it “fits” and benefits them, and how they can realize those benefits. To construct a regional communications effort we need to use strategies that will both change behavior and bolster local efficiency programs.  If we capitalize on what has been learned about behavior change, conduct research to improve our insights, and add a regional voice to individual efforts, we can catalyze the process of making energy efficiency as normal as recycling or not littering. 
RECOMMENDATIONS
1. Create a Coordinating Council of interested utilities, businesses,  NGO’s and other interested organizations

a. Organize under the NEEA umbrella for administration and execution support.

b. Establish regional marketing coordination framework

c. Meet quarterly to discuss and design regionally-coordinated marketing activities in existing energy efficiency marketing efforts

2. Once established, the Council’s second initiative will be to research and, if indicated, design a new regionally-coordinated outreach effort to enhance local energy efficiency marketing efforts.  The NEET committee recommends the following steps as an outline for the Council in designing any new regional initiative.
a. Evaluate current research and conduct new research to assure regional success
· Identify what consumers believe are conservation and energy efficiency behaviors
· Determine what motivates consumers to be more energy efficient
b. Use that research to develop a regional outreach campaign

· Advance the energy efficiency efforts across the region by developing an outreach plan with specific goals and outcomes, seeking commonality among participants
· Provide specific actions for consumers to take (especially “contact your utility/energy organization”)

· Target residential consumers initially because those efforts will also reach other sectors at some level
c. Achieve participation by most regional utilities and energy organizations

· Create opportunity through development and provision of a useful tool kit to promote implementation of the campaign at the local level
· Assure that individual utilities and organizations can support the campaign on the local level in a way that leverages and augments their unique relationship with their constituents
d. Develop ongoing (multi-year) outreach efforts that will build on the value of the original campaign to maximize overall impact
· Track key success metrics over time—including public awareness, media coverage and increased energy efficiency—and optimize the campaign accordingly

· Be prepared to meet additional value propositions as more partners, such as businesses and state and local government, are recruited to support the efforts
BACKGROUND AND FINDINGS
Research
The Research Subgroup found that several segmentation studies have already been carried out or are underway across the region. The methodology for these studies has largely been modeled after the study launched by Puget Sound Energy, which was carried out with the purpose of moving customers to take action on specific utility-driven options (e.g., home energy audits, CFL programs, etc.). Additional local studies include those conducted by BC Hydro, Snohomish Public Utility District and the Energy Trust of Oregon. Bonneville Power Administration is conducting this research at a regional level, which will provide a broader view of Northwest residential segments. Much of the data collected from these studies can be used to craft a regional outreach effort designed to change the behaviors of Northwesterners; however, making energy efficiency a new social norm (akin to recycling and not littering) will require additional research. We still need to understand:

· What consumers think are conservation and energy efficient behaviors
We know very little about what consumers think constitutes “conservation” or “energy efficiency.” How does energy efficiency fit with being “green,” sustainability, and global warming—is there any connection? How well do consumers understand energy terms and choices?  What behaviors, decisions or equipment do they associate with saving energy? Do they understand where they can save the most?  This information is critical to choosing marketing/outreach messages.
· The motivating benefits of conservation and energy efficient behaviors
We don’t know what factors are most important for motivating specific segments of people to do energy efficiency regionally. Do they need to know that a behavior or widget is needed for energy efficiency? Is there a better reason for a specific energy efficiency behavior that motivates them (such as saving money)? This information would help determine outreach messages.
· How successful other energy efficiency (and possibly climate change, water conservation, non-energy) campaigns have been
There have been some large-scale outreach campaigns in energy efficiency and other “green” fields, but there is little sense of their identifiable effect. Some may have been formally evaluated. In addition to investigating viable outreach tactics that have already been demonstrated, we should examine what metrics were used to judge effectiveness. As part of that research, we need to determine what we think are appropriate metrics for evaluating such outreach efforts. 
The subgroup used the following guiding principles to develop their recommendations:
1. Analyze what has already been done and learned before conducting additional research

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

3. Specify how research will be linked to outreach goals, decisions and success metrics before being conducted

The final recommendation of the Research Subgroup, which was adopted unanimously by the full membership of Workgroup #4, is:

Conduct qualitative and quantitative research that identifies what consumers believe to be conservation and energy efficiency behaviors and determines what motivates consumers to be more energy efficient
Research framework recommended by the Research Subgroup for the Coordinating Council to consider:
Phase 1:  Secondary Research Summarize what we know about the regional population
· Summarize what has been done and learned from key energy efficiency/global warming behavior change efforts
· Summarize what has been done and learned from other relevant efforts (non-energy related)
Phase 2:  Primary Research—Exploratory 
· Explore strategies for how to get “believers” to do more
· Explore strategies for reaching and motivating “quasi- and non-believers”
Phase 3:  Primary Research—Conclusive 

· Identify most compelling messaging by key behavioral and demographic segments; quantify baseline levels of key success metrics (e.g.: awareness, perceptions, behaviors)
· Test specific “delivery approaches” (e.g., copy, creative executions, “messengers”)
If an outreach campaign is launched it is recommended that key success metrics are tracked over time to inform campaign optimization. 
Coordinated Marketing Subcommittee/Toolkit 
The Workgroup explored numerous localized energy efficiency outreach efforts (primarily conducted by local utilities) as well as coordinated regional efforts conducted outside of the Northwest (California’s  “Flex Your Power,” Connecticut’s “One Thing,” Ireland’s “Power of One”). While it is clear that utilities and energy-efficiency organizations provide actions for consumers to take to promote energy efficiency at a local level, individually we don’t have the resources to influence behavior change at the level of other successful regional efforts. 
While Coordinated Marketing Subcommittee members agreed that some type of regional outreach was needed to develop a new social norm, opinions varied greatly on the breadth of that outreach. The subcommittee conducted foundational strategy work to gain consensus among all members. As a result of that work, the subcommittee developed the following guiding principles to craft their recommendations:
· 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
The final recommendation of the Coordinated Marketing Subcommittee, which was adopted unanimously by the full membership of Workgroup #4, is:

Establish a cooperative regional outreach effort that will promote increased energy efficiency behavior throughout the Northwest to reduce energy use
To accomplish this, the subcommittee recommends:

· Develop channel strategy for utilities, utility organizations, governments, businesses, local organizations and individuals to participate
· Seek to promote the needs of utilities across the region by seeking commonality among them
· Provide specific actions for consumers to take (especially, “call your utility/energy organization”)
· Create a toolkit with consistent messaging, graphics, and style for use by all channels
The subgroup further recommends that this is an ongoing effort. Incremental results are critical; the value of ongoing communictions outreach far surpasses the original value. Additional participation from other stakeholders, including local/state governments and private business, will be important to ongoing success.
TACTICS 

Startup costs:
· NEEA administrative costs to support the establishment and initial work of the Coordinating Council  $75K -- $150K

Implementation:

· Research
· Creative (messaging, strategy, creative/campaign development, social media)
· Collateral development, including toolkit and consumer website 
· Packaging/distribution of materials (including internal website)

· Further exploration will inform the need for public relations (including social media implementation) 

Ongoing Efforts
· Research/metrics 
· Creative optimization
· Collateral optimization, website maintenance
· Packaging optimization including internal website maintenance
· Administration
EXECUTIVE COMMITTEE QUESTIONS
1. 
What is the value added to the region by the recommendation(s)?  

If we coordinate our resources we get a much better understanding of what motivates energy consumers. The result of that understanding and the subsequent activities benefits the consumer and reduces confusion in their mind about how to become more efficient. None of us can do it as effectively or as cost-efficiently alone as we can do it regionally. We need to gain the synergies of coordinated efforts.
More importantly, there is a cost of not promoting energy efficiency at a regional level. Continuing to use the same channels to promote efficiency means getting the same results. Instead, we need to see dramatically increased energy efficiency. We expect to see success due to increased understanding by consumers, clarity of message, consistency of message, extended reach and the activation of social channels that currently don’t exist.

2. 
What is not occurring now that we should be doing? 

We do not leverage consistent messaging and marketing from one another that would significantly contribute to increased energy efficiency. Today there are pockets of cooperative efficiency program marketing and messaging.  Establishing a formal mechanism to both better coordinate existing marketing efforts as well as look for new channels would significantly contribute to increased efficiency.
3. 
Is there a way to do things more efficiently than what we are doing today? 

These recommendations will produce materials that support coordination of marketing efforts to add incremental value to current programs. We are going to bring new value, not take away from current efforts. The local utility will be more effective at what they do because there is a regional message.
4. 
How would you suggest that your recommendations be implemented? 
The Workgroup recommends the implementation entities:
1. Coordinating 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 non-government organizations and other appropriate stakeholders. They will direct the work through a tactical point person or subgroup.
2. Facilitation entity. We recommend that NEEA fill that role, providing administrative and fiscal oversight and housing campaign assets. 

3. Contractor(s). Agencies and consultants as needed to do the work output.
We recommend shared-cost funding. The method of determining the shared costs would be developed with direction from NEET Executive Committee.
5. 
Is there strong support within your Work Group for priority recommendations?  

There is strong support in the Work Group for enhanced coordination of outreach activities at a regional level. Additionally, the workgroup feels that a regional coordinating council will play an important role in addressing two existing concerns: a shared desire to manage costs; and a call to position the local utility/energy organization as the energy efficiency authority. 
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