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The Value of Voluntary Commitment

in a Community-Oriented, Local Energy Efficiency Program

A. Program Concept 

Energy Rewards™ Education, Voluntary Commitment and CFL Program

Households save energy by making a voluntary commitment and using the tools of CFLS, Energy Star® labeled product purchases, “Flex Your Power” off-peak usage, and behavioral changes from conducting a household energy self-audit.  This is accomplished using the energy residential Information and Education program element of the Energy Rewards program.  

Many initiatives to foster energy efficiency rely upon large-scale information campaigns that utilize education and/or advertising to encourage behavior change. While these two factors can be effective in creating public awareness and in changing attitudes, numerous studies show that energy efficient behavior change rarely occurs as a result of simply providing information. It is most effectively achieved through programs like Energy Rewards that are delivered at the community level and focus on removing barriers to energy efficiency while simultaneously enhancing its benefits and promoting personal commitment.

The social sciences have identified a variety of effective tools for promoting behavioral changes in a community setting. These tools include commitment, prompts, communication, and incentives (all fundamental elements of the Energy Rewards strategy), and are most effective when use in combination with one another.

In 2003, the South Bay Energy Rewards program asked 8,000 South Bay residents to make a written commitment to energy efficiency in their homes. Research in the area of voluntary commitment tells us that in a wide variety of settings, people who have initially agreed to a small request are subsequently far more likely to agree to a larger request, such as actually conserving energy in their home or purchasing energy-efficient appliances.  From this, current findings indicate that we will have succeeded in achieving about 2,000 actual commitments and about a dozen personal testimonials in publication describing how they save energy and money through energy efficiency. 

In this new 2004-2005 program, building on the experience of the last test, we will seek to reach out to the broad Santa Clara County community and target up to 40,000 households to hear the Energy Rewards message, “Save now, save later,” with a simple energy self-audit and a free CFL. We expect to obtain 10,000 voluntary signed commitments. 


B. Program Rationale  

According to environmental sociologist Dr. Douglas McKenzie-Mohr, seeking commitments works for two reasons: First, when people go along with an initial request, it often alters the way they perceive themselves; that is, they come to see themselves as the type of person who believes it is important to conserve energy in their homes. Second most people have a strong desire to be seen as consistent by others. As a result, if they agree to conserve energy in their homes, it would be inconsistent to waste energy in their daily home life.

The Energy Rewards commitment to energy efficiency incorporates several of the recommended guidelines for commitment as a behavior change tool: It 

· emphasizes written over verbal commitments – Residents are asked to sign the commitment card and hand or mail it in to the Energy Rewards headquarters.

· seeks commitments in groups – The commitments are sought through civic events, community-based organizations, and blocks of corporation employees.

· actively involves the person – The other part of the commitment piece encourages the resident to take a tour through their house and make a series of no-or low-cost changes to appliances or behavior that conserve energy and water.

· uses existing points of contact to obtain commitments – Residents have existing communication channels and points of contact with their city hall, employer, or community-based organization.

· helps people to view themselves as environmentally concerned – The commitment card thanks the participant for helping to keep the South Bay clean and green. 

· doesn’t use coercion – The commitment is completely voluntary.

The voluntary commitment is key to Energy Rewards’ ability to transform the South Bay communities toward energy efficiency in the long term
.

The Energy Rewards Education, Voluntary Commitment and CFL Program addresses the following questions:

· How can we reach households and support their commitment to use of energy efficiency programs equipment/products/actions?

· How can we reach households to support long-term sustained energy efficiency use in their activities and decisions? 

· How can we increase usage of CFL in households?

· How can we increase participation by houses not traditionally served by the mainstream media? 

· What techniques should be conducted to make the program above effective?

During 2002, a pilot stand-alone information and education component was conducted in the South Bay Energy Rewards program. This effort is the basis for developing some information on households who made “energy commitments.” This data would provide information for the evaluation to be performed by an evaluation contractor that would be the first step in developing the new Energy Rewards Education, Voluntary Commitment and CFL Program allowing us the opportunity to use the evaluation as an integral aspect of the design of the program.  

The Energy Rewards Education, Voluntary Commitment and CFL Program is based on the rationale that changes in attitudes and behaviors can be enhanced through personal commitment and examples and that these changes translate into and sustain long-term savings.  Energy use in California per capita is in an upward climb, due to new appliances and electronics; stemming this tide will take changes in attitudes toward energy use.  This program works to foster the commitment of households to increased energy efficiency and integrates sophisticated evaluation to examine the data and reinforce behavior. 

The program takes a three-pronged approach:  

1) Evaluating the pilot to enhance new program design

2) Encouraging commitment in three languages through workshops, education, media and delivery of CFLs and commitment cards (English, Spanish, and Vietnamese) through workshops, educations, media, and delivery of CFLS and commitment cards

3) Evaluation of follow-through on commitment, which in itself “reminds” participants of their energy efficiency goals. Without this program concept and it ability to address sustaining long-term commitment to energy efficiency, the CPUC misses an important part of the attributes of a full portfolio.

The Energy Rewards Education, Voluntary Commitment and CFL Program combines research (much needed and heretofore under-funded) about what motivates persons to save energy with emphasis on the dimension of volunteer choice, attitude, peer examples, and behavior. In addition, outreach to the Santa Clara County with emphasis on under served communities introducing them to information and an energy efficiency measure, in this case a free CFL, that can begin to save the household energy and provide the basis for increased usage of these key products:  information and collateral savings to the residents of Santa Clara County. 

The Energy Rewards Education, Community Toolkit was developed for the South Bay Energy Rewards pilot program and the usage of these tools resulted in very good responses from many communities.  Combining the free CFLs with the Energy Rewards Education and Commitment Card components, has shown itself to be very useful in order to involve local champions to support and work to promote energy efficiency.   The demand for Energy Rewards Education and program services validates a further expansion of the commitment component and continued revision using of the tools developed.

C. Program Objectives

Several factors contribute to the innovation of the Santa Clara County program:

· It will be the first of its kind to promote a large-scale community outreach using community-based organizations to obtain "commitments" to try CFLs as a first step in the innovation process from knowledge through persuasion to implementation of this and other energy efficiency measures.

· Its final design will be based on recent EM&V analysis of the beta test in the South Bay Cities Council of Governments.  

· It will pair experienced community communications experts with the still ambiguous messengers of energy efficiency to populations not yet familiar with or drawn into the reasons to select Energy Star labeled products. 

· It will attempt to bring objective information and awareness messages to customers through traditional communication channels as well as more subjective, first-hand testimonials through opinion leaders and other change agents. 

· These messages are delivered in three languages, using the expert help of the local and in-language media, and refer customers to further rebate/incentives on CFLs through the state's robust portfolio of other seasoned utility and third party programs. 

· The program will ask for permission cards for further contact, thereby developing a longitudinal study sample for future reference.

This program addresses equity issues by reaching out to Vietnamese and Spanish-speaking households along with the general population. Our subcontractor has special experience in this area of outreach starting with "Healthy Households” funded by Santa Clara County. 

This program overcomes barriers to participation by giving away the CFL and making it fun and interesting to see what making a commitment to energy efficiency is all about. Without trying CFLs, it is unlikely that those households will buy additional ones, and giving away a free CFL does not guarantee that the CFLs will be installed and used. However, this program obtains a signature signifying a commitment that the household will give the CFL a try, which overcomes a major barrier to adoption of this technology.

This program will excel at coordination with all other programs. Our staff members' contacts include excellent relationships with PG&E in Santa Clara County, with ABAG support, with cities in the county and the county governments. One of our subcontractors currently works with many of these and other organizations. Another subcontractor has excellent relationship with Energy Star and stays in touch to elicit as much brand and marketing support as possible. Our web site and literature will refer customers to all other programs that can offer Santa Clara County residents further resources on CFLs as well as other energy-efficient products and information.

The program will establish contacts with local stores such as possibly Sears and Macy's. While not offering the full Energy Rewards coupon component, this program will encourage shoppers to drop by and sign the commitment card, direct shoppers to the sale of CFLs and stage special CFL media events with local personalities to promote the program and the motivation to sign a commitment card, get a free CFL, try them out and find a way to buy more.

The program will coordinate with the SCVWD (Santa Clara Valley Water District) and Audubon for co-promotion to their customers and members, highlighting the efficiency and environmentally friendly aspects of the CFLs and the residents' commitments.

Finally, it leverages existing material into new communities, bringing in local expertise without having to develop resources from the ground up.

Section II. Program Process

A. Program Implementation

Rita Norton and Associates and her highly qualified team will be the prime and implement this information program, the Energy Rewards Education, Voluntary Commitment and CFL Program.  

Following are the key features:

· Application and Improvement to the 4-part Energy Rewards information and education program: Energy Star education, free CFL, commitment cards, and residential self audits in three languages. 

· Up front role to evaluate the design of the program based on survey of volunteers who made “energy savings commitments” in 2003.

· Use of the Energy Rewards Web site for data collection, and for an interactive repository of success stories and commitments and the residential self audit tool. 

· Use of Education materials that provide referrals to all other appropriate energy efficiency programs and coordination with the utilities, and on-going support from Energy Star and Flex your Power.

· Ability to obtain media coverage of success stories and the strategic elements of the program.

· Coordination with other energy efficiency programs such as the statewide residential rebate program.

The following is the implementation plan for in the Energy Rewards Education, Voluntary Commitment and CFL Program: 

1. Evaluate from the 2,000 Energy Rewards Education, commitment cards the effect of this thru a voluntary survey

2. Produce 40,000 Energy Rewards Education, commitment cards for a population of 1,000,000 households

3. Reach 10,000 signed Energy Rewards Education, commitment cards we assume a 20% likelihood that these household are to some degree influenced by making the commitment

4. Each of the 10,000 household receive 2 free CFL with guidance on where to install them for maximum benefit 

5. We will ask each respondent in the 2004-05 program if they are willing to be a part of a follow-up Energy Rewards Education report.

6. Participation and commitment card completion will be encouraged with prizes that encourage energy efficiency 

7. Write and publish Energy Rewards Education testimonials

B. Marketing Plan 

This program will utilize a marketing approach that contributed to the success of the South Bay Energy Rewards program (SBER), a partnership between local governments and energy efficiency experts to provide energy efficiency incentives and education to residential customers in the South Bay area of Southern California.

The program’s marketing approach / strategy is based on the “one-two” principle – that is, consumer education and outreach without a strong “pull” or incentive is not enough. Funding under this project supports consumer education partnered with the incentive of free compact fluorescent lights (CFLs) in exchange for a voluntary commitment to implement energy efficiency (EE). The use of these two linked elements is what catapults this outreach and education program into market adoption of new EE products and services for the audience we are targeting. 

The marketing contractor for the development of material for this effort will be Geltz Communications, the agency that carried out the successful marketing strategy for the 2002-03 SBER Program and will continue to manage the marketing effort in SBER’s proposed 2004-05 phase. Our goals will be to support the achievement of the Santa Clara Energy Rewards program goals specifically and to engender a culture change toward energy efficiency in the “big picture.”

Under the supervision of PRx, the local subcontractor for community outreach, the Energy Rewards Education, Voluntary Commitment and CFL Program Community Outreach Specialist will be retained under a sub contract. PRx is an excellent member of the program team and selected for this capacity based on their outstanding accomplishments in signing-up households who heretofore have not participated in programs. PRx was commissioned in December 2000 to create and implement an extensive communications plan that would raise public awareness and reinforce enrollment outreach efforts for this breakthrough program.

Their extensive experience and success in creating an effective multi-ethnic health plan, Medi-Cal enrollment and immunization campaigns for Santa Clara Valley Health and Hospital System makes them the logical choice to work with Energy Rewards outreach to households with emphasis on underserved populations.  

Using their expertise in creating effective “call to action” strategies, they will help create a multi-faceted, multi-ethnic communications program. Working Partnerships documented this marketing blueprint in a Childrens’ Health Initiative “How to” report, and now it is being replicated in other California counties.  We will do the same for energy efficiency. 

PRx personnel will be responsible for coordination, training on the community toolkit, finding volunteers and organizations to distribute the commitment cards and explain their purpose, scheduling presentation and circulating the materials.  PRx will further support the effort by opening an Energy Rewards office, engaging in program outreach planning and making media contacts. 

· Assist in planning the outreach and distribution and collection of signed commitment cards / CFL Santa Clara County program with Rita Norton Consulting, LLC. and Geltz Communications based on analysis by the evaluation contractor.(Year 1) 

· Establish an Energy Rewards cubicle in the PRx office and hire an Energy Rewards Community Outreach Specialist  (End of year 1) 

· Develop an outreach plan to all local governments, community groups, County Board of Supervisors that have residential populations constituents. (Year 1 - 2004) 

· Develop an outreach plan for Spanish and Vietnamese-speaking households (End of year 1 and Year 2) 

· Establish Energy Rewards coordination and working agreements with: 

1. Mexican American Community Services Agency

2. Asian Americans for Community Involvement

3. Vietnamese American Chamber of Commerce

4. Mexican Heritage Corporation
· Implement outreach plan to obtain support and the participation of local governments, community groups, County Board of Supervisors that have residential constituents. (Year 1) 

· Implement outreach plan for Spanish and Vietnamese-speaking households (End of Year 1 and Year 2)

· Working with our Toolkit, obtain 10,000 commitment cards signed from a total of 40,000 (Year 2) 

· Give away free packages of 2 CFL to each of the 10,000 participating households (Year 2) 

· Disseminate media announcements on our success stories (Year 2) 

· Buy ad space in the three language media with significant reach or circulation in Santa Clara County (Year 2) 

Components of Outreach Plan

The marketing outreach will consist of the following elements:

· Customer Outreach, Education, and CFL Promotion

· City Hall and Community Organization Outreach and CFL Promotion

· Toolkit for Community Representatives

· Media Relations and Testimonial Publication

· Interactive Web Site 

In each of these areas, Geltz will strive to maintain and leverage the Energy Rewards brand and its value in the target markets.

	Customer Outreach, Education, and CFL Promotion
	A comprehensive program geared toward persuading residents to take the all-important first step toward energy efficiency by trying out compact fluorescent lights and making a commitment toward energy efficiency.

Distribution & Quantity:

· Geltz will customize the Energy Rewards commitment card to the Santa Clara County program and print 40,000 copies, out of which we will aim for 10,000 signed commitments. Approximately 3 commitment cards (1 each in English, Spanish, and Vietnamese) printed in quantities of 30,000, 5,000 and 5,000 respectively.

· We will provide 10,000 self-adhesive labels and have them affixed to the 10,000 CFLs to be given to customers in conjunction with the commitment cards. Approximately 1 label layout including messages in English, Spanish, and Vietnamese printed in a quantity of 10,000 and affixed to 10,000 CFLs.

· To aid in the saturation, usage, and further purchase of CFLs, we will provide a tri-fold brochure to accompany the CFLs as a guide to their use and a reference to other incentive and rebate programs the customers can use to produce more CFLs for their homes along with other EE products. Approximately 1 brochure layout including messages in English, Spanish, and Vietnamese printed in a quantity of 10,000.



	City Hall and Community Outreach and CFL Promotion
	Geltz will support the community outreach contractor by providing a customized point-of-contact display promoting the commitment cards and CFL giveaways at such sites as city halls, libraries, and community organization sites. In addition, we will upon request provide the city halls and community organizations with customized articles for their newsletters and messages for their billing statements.

Distribution & Quantity

· Approximately 25 customized printed poster layouts (including messages in English, Spanish and Vietnamese) in quantities of 10 copies each for use in their facilities (These can be provided electronically in PDF format to the contacts, who can then print them as use them as flyers as needed.)

· Approximately 50 plastic display holders for commitment cards

· Approximately 15 newsletter articles provided as MS Word documents for the city/organization contacts to include in their newsletters.

· Approximately 10 billing messages provided as MS Word documents for the city contacts to include in their billing statements.



	Toolkit for Community Representatives
	Geltz will customize the Energy Rewards Community Toolkit for use in recruiting and educating city government and community representatives.

Distribution & Quantity:

· Approximately 1 customized Community Toolkit document in MS Word format to be duplicated and distributed by the community outreach contractor



	Media Relations and Testimonial Publication 
	To further promote the program, Geltz will interview Santa Clara county residents who participate in the program and are wiling to give their testimonials and success stories about their experience with CFLs specifically and energy efficiency in general in their households. The community outreach contractor will then pitch these stories to local and regional media outlets in Santa Clara County.

Distribution & Quantity

· Approximately 20 success stories provided as Word documents to the community outreach contractor along with signed releases from the customers. Spanish and Vietnamese translations provided as needed



	Interactive Web Site
	Geltz will revise the existing Energy Rewards Web site so that its architecture directs Santa Clara County users and community contacts to a special section filled with details of their program and interactive ways to participate and commitment to energy efficiency.
Distribution & Quantity

· Approximately 1 re-structuring of the existing site’s navigation architecture to direct visitors to their Santa Clara County program
· Approximately 10 new pages added to the site specifically geared toward the Santa Clara program

· Approximately 1 page designed so that visitors can write and submit their own success stories
· Approximately 1 page added to direct visitors to links for further CFL rebate and incentive programs
· Approximately 1 EE commitment page for the Santa Clara program so that residents can make their commitment on line
· Approximately 10 pages translated into Spanish and added to the site
· Approximately 10 pages translated into Vietnamese and added to the site



Coordination with Parties Funded for Statewide Marketing

We will coordinate with the marketing efforts of the statewide Flex Your Power program and Energy Star® as well as utility, Third Party Implementer, community, and retailer programs that promote and rebate CFLs as well as other EE products.

C. Customer Enrollment

Customer will be considered “enrolled” when they provide a PG&E account number and sign a “Commitment Card” that in effect affirms their agreement to participate in conserving energy at home. Although the program will focus on residents of Santa Clara County, customers who reside outside the county, but come into contact with the program will be allowed to participate.  

Customer information will be data entered in a program database for reporting purposes.  

D. Materials 
Not Applicable

E. Payment of Incentives 

Not Applicable

F. Staff and Subcontractor Responsibilities

The Santa Clara County Energy Rewards Education, Voluntary Commitment and CFL program benefits from the strengths of teaming Geltz Communications, experts in energy efficiency marketing materials and the creator of materials supporting Energy Rewards, the Web site and the commitment card with the capacity of PRx. PRx will perform the following from their Santa Clara County based office. PRx is well recognized as a successful firm in governmental and public sector initiatives, such as this challenging program of introducing energy efficiency and CFLS to households who have not been acquainted with nor used these programs or used these products. 
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RNA, LLC. – Rita Norton, as the prime contractor for this project, RNA, LLC will provide overall program management, planning, and administration. This includes overseeing the development and implementation of program policies and procedures, quality assurance, and standardization of activities performed under this program. RNA will oversee the development of education materials and information packets that will be used for all program components.  Irina Krishpinovich will work as an associate of RNA, LLC and will provide operational project management services working in close collaboration with program management in the following areas: program planning, day- to-day operations, reporting, and implementation management. 

Geltz Communications – Christine Geltz will serve as marketing coordinator for this project. She will provide overall direction for the marketing effort, supervise and quality-assure the design, development and implementation of all marketing components, and participate in those marketing activities. 

PRx – will work closely with Rita Norton and Geltz Communications and will assist in program planning. PRx will develop the outreach plan n to local governments, community groups. They will develop the outreach plan to Spanish and Vietnamese speaking households and will implement the actual outreach to the local governments of Santa Clara County. PRx will be responsible for the outreach to the English language Spanish and Vietnamese-speaking households, obtaining commitments, and distributing the CFLS.  They will also be responsible for the advertising placement of media announcements and media account supervision.   

An example of previous community based marketing and outreach work conducted by PRX, from which this program will be designed is the following:

Community Outreach Example:

· Publicity generation in mainstream and ethnic press.

· A press luncheon for ethnic media to present the program. 

· Organization of community focus groups to test CHI messages (Spanish, Vietnamese and English).

· Involvement in the organization and planning of major kick-off enrollment event.

· Meetings with individuals and community groups to explain the program.

· Creation and design of multi-lingual community outreach flyers and poster.

· Strategic input on creation and organization of school outreach program.

· Creation and implementation of CHI speaker’s bureau, placing CHI leaders as speakers at Rotary, Kiwanis and Soroptimist clubs and at dozens of neighborhood association meetings.

· Production of a 30 second TV PSA.

· Creation, design and translation of the original series of CHI multi-lingual print and radio ads with the message “Yes You Can Get Health Care for Your Children.” This campaign urged parents to call the toll-free number and after a quick screening process they could set up an appointment with an application assistor who would help sign their children up for the appropriate program.

· Creation of outdoor advertising campaign utilizing bus shelters and interior and exterior bus boards.

· Creation, design and translation of multi-lingual point-of-service posters, flyers and banners.

· Creation, design and translation of a the second series of multi-lingual print and radio ads building on the original campaign with the messages “Yes I Can Choose My Own Doctor” (emphasizing that parents can get quality doctors for their kids) and “Yes I Can Get the Health Care I Need” (emphasizing the benefits of low-cost preventive care).

Evaluation Contractor – will perform the evaluation of 2,000 customers who participated in the South Bay Energy Rewards Program and will make recommendations on the development, or design enhancements for this program’s commitment card component.

G. Work Plan and Timeline for Program Implementation

Part 1

· Contract start up 1 month 
(up to six weeks)

· Subcontractors 2 weeks 
(up to 4 weeks)

· Launch assessment of SBER design (one month)

· Set up of link on SBER web page


· Mailing to commitment card with addresses (2,000) with invitation to engage in feedback and gift of cfl’s two weeks 
(expect 75 responses) 

· Method to pick up gift 

· Tally of input over 6 weeks


· Analysis of response one month

· Redesign coupon and material as from analysis indicated 1 month 

· Recruit and contract Energy Rewards Education, Voluntary Commitment and CFL Program 

Part 2

· Outreach to cities and community groups 3 months 

· Design outreach 

· Offer to train a volunteer 

· Development of materials

· Ordering of CFLS and plan to deliver as required

· Announcement to order comment card materials 

· Request for Orders for commitment card materials 

· Conduct program (4 quarters or 12 months)

· Set up Energy Rewards office and their community centers. (5 cities)

· Workbook and training for the volunteers to oversee efforts

· Implement communicate plan using web and e-mail 

· Web linkage with city web page 

· Schedule for pick-up

· Schedule for deliveries 

· Review of commitment cards status (goal 10,000 each or 40,000) 

· Review of follow up for testimonials  

· Write up of testimonials

· Press coordination of the printing of testimonials 

· Coordinate with Flex your Power 

· Promote Energy Star  

· Monthly reports 

Part 3 

· Program evaluation and shut down 2 months 


Section III. Customer Description

A. Customer Description 

Detailed description of customers targeted by program including customer size, market segment, market actors targeted and description of hard to reach characteristics if applicable.

This program targets residential customers residing in Santa Clara County. Specifically, the program seeks in reach residential ratepayers who have never participated in PGC funded energy efficiency programs.  

The Santa Clara County demographics are as follows
: 

	Subject
	Number
	Percent

	Total population
	1,682,585
	100.0

	 
	 
	 

	RACE
	 
	 

	One race
	1,604,148
	95.3

	White
	905,660
	53.8

	Black or African American
	47,182
	2.8

	American Indian and Alaska Native
	11,350
	0.7

	Asian
	430,095
	25.6

	Asian Indian
	66,741
	4.0

	Chinese
	115,781
	6.9

	Filipino
	76,060
	4.5

	Japanese
	27,257
	1.6

	Korean
	21,647
	1.3

	Vietnamese
	99,986
	5.9

	Other Asian 1
	22,623
	1.3

	Native Hawaiian and Other Pacific Islander
	5,773
	0.3

	Native Hawaiian
	1,073
	0.1

	Guamanian or Chamorro
	1,176
	0.1

	Samoan
	1,969
	0.1

	Other Pacific Islander 2
	1,555
	0.1

	Some other race
	204,088
	12.1

	Two or more races
	78,437
	4.7

	 
	 
	 

	Race alone or in combination with one or more other races 3
	 
	 

	White
	969,182
	57.6

	Black or African American
	56,596
	3.4

	American Indian and Alaska Native
	22,648
	1.3

	Asian
	462,261
	27.5

	Native Hawaiian and Other Pacific Islander
	11,957
	0.7

	Some other race
	243,794
	14.5

	 
	 
	 

	HISPANIC OR LATINO AND RACE
	 
	 

	Total population
	1,682,585
	100.0

	Hispanic or Latino (of any race)
	403,401
	24.0

	Mexican
	323,489
	19.2

	Puerto Rican
	6,396
	0.4

	Cuban
	1,852
	0.1

	Other Hispanic or Latino
	71,664
	4.3

	Not Hispanic or Latino
	1,279,184
	76.0

	White alone
	744,282
	44.2

	 
	 
	 

	HOUSING TENURE
	 
	 

	Occupied housing units
	565,863
	100.0

	Owner-occupied housing units
	338,661
	59.8

	Renter-occupied housing units
	227,202
	40.2

	
	
	

	LANGUAGE SPOKEN AT HOME
	 
	 

	Population 5 years and over
	1,564,068
	100.0

	English only
	854,337
	54.6

	Language other than English
	709,731
	45.4

	Speak English less than "very well"
	343,320
	22.0

	Spanish
	275,439
	17.6

	Speak English less than "very well"
	142,627
	9.1

	Other Indo-European languages
	112,351
	7.2

	Speak English less than "very well"
	33,396
	2.1

	Asian and Pacific Island languages
	304,332
	19.5

	Speak English less than "very well"
	162,031
	10.4


The Hard-To-Reach (HTR) customers that this program targets include the non-English speaking Spanish and Vietnamese speakers.    In addition, using an IOU list of HTR zip codes for Santa Clara County, program outreach will focus its outreach in those zip codes that have been identified by the IOU as HTR, but will overlay them with the same zip codes that show demographic presence of the non-English speakers this program is targeting to reach. 

B. Customer Eligibility 

Residential ratepayers are eligible to participate in the program.  Specifically, customers of PG&E are eligible to participate in this information and education program.  

C. Customer Complaint Resolution  

Based on our experience in the South Bay Energy Reward program, we do not anticipate receiving any customer complaints. However, we will implement the following procedures and will publicize them on program web site. 

Geltz Communication will keep a record of all the complaints received via the web site and Prx will keep a record of all complaints received either in person or by telephone in an Excel “Complaint Log.” 

1. The minimum information that will be collected when a complaint / call is received will be as follows:

· Date of the complaint / call received

· Record Number

· Customer first name

· Customer middle name

· Customer last name

· Service Address

· City

· Zip code

· Phone number

· Nature of the complaint

The following additional information will be stored in the “Complaint Log” for each record:

· Name of company that will address the complaint (RNA, LLC, Geltz, Prx, etc.)

· Date the complaint was relayed to the responsible party 

· Date and feedback/response from the responsible company

2. The responsible party will have 5 days to resolve the complaint and report back to RNA, LLC that the complaint has been resolved.
3. RNA, LLC. will include the customer complains and associated responses in its monthly reports.
D. Geographic Area 

Program is being proposed to take place in Santa Clara County of Northern California; PG&E utility service territory. To the best of our knowledge, this area is not a designated constrained area of the CAISO.  The cities of Santa Clara County include: 

Alviso

Blossom Valley
Campbell
Coyote
Cupertino
East Palo Alto
Gilroy
Holy City
Los Altos
Los Altos Hills
Los Gatos
Milpitas
Moffett Field
Moffett Field NAS
Monte Sereno
Monte Vista
Morgan Hill
Mount Hamilton
Mountain View
New Almaden
Palo Alto
Permanente
Redwood Estates
San Jose
San Martin
Santa Clara
Saratoga
Stanford
Sunnyvale

Section IV. Measure and Activity Descriptions

Not Applicable

A. Energy Savings Assumptions 
Not Applicable
B. Deviations in Standard Cost-effectiveness Values 
Not Applicable 

C. Rebate Amounts 

Not Applicable
D. Activities Descriptions 

Not Applicable

Section V. Goals 

Not Applicable
Section VI. Program Evaluation, Measurement and Verification (EM&V)

Evaluation Plan for Proposal:

The evaluation plan for the program is being proposed to take place at program start-up and upon substantial progress in program implementation.  The reasons for this are that we would like to conduct an assessment and evaluation of the South Bay Energy Rewards commitment card respondents in order to fine-tune the Commitment Card program for Santa Clara County. In other words, the results evaluation of the South Bay Energy Rewards Commitment Card program component, specifically, will be used to improve the Commitment Card format and content prior to its finalization in the Santa Clara County program. 

The following is an overview of the entire evaluation activity being proposed and captures the up-front evaluation and the program EM&V evaluation.  

Phase 1: Survey

In 2003 the SBER program obtained commitment cards from approximately 1500 individuals/households. Of these, 1500 had complete addresses. On these cards, as previously described, the respondent checked energy efficiency actions they or members of their household were committed to taking in the future. (In year 1, we propose conducting a web-based survey of a sample of these individuals/households to assess follow-through on their original commitments.

Based on information provided by SBER regarding the demographics of the population served in 2004 - the South Bay area - we propose to conduct the 2004 surveys using web-based technology. To complete surveys with a sample of 87 (95% confidence level; 10% confidence interval), our approach includes several steps:

1.
Review database prepared by 2003 contractor and prepare for mailing postcard.

2.
Mail postcard, designed to include program logos or other identifiers that recipients will recognize (Energy Rewards or other), to all of those completing a commitment card in 2003. The card will inform them of the web survey, the web address where they can complete the short survey and the incentive offered. All respondents will receive two free Cfl’s. We also propose that each week, during the month of data collection, a drawing will be held for a $100 prize from among those completing the survey. In a recent project, we found that including this drawing incentive increased responses four-fold in only three weeks.

3.
Develop web survey and identify site most likely to ensure survey completions. We would work with SBER to ascertain the best “host” for the survey. 

4.
Analyze survey responses on a weekly basis for one month. This analysis will allow us to review responses for sources of bias – geographic representation, types of commitments, low response rates, other – and to take corrective action if necessary. 

Option: If after one month, we have not achieved the sample size needed, or have seen significant differences in web respondents from the total sample, we will conduct the survey by telephone from a sample chosen to achieve the representation required. While there are issues with using two survey approaches, we believe that having this option to complete the desired sample is essential. We would, in our analysis, examine the surveys conducted by different means, to ascertain if significant differences exist between the two groups of respondents. 

These surveys would be conducted early in 2004, preferably February and March. First, it has been many months since the cards were completed in 2003, so we need to follow-up while a reasonable sample of respondents are still committed to the process. Second, the results of the survey are needed to assist with the redesign of the cards, which will be distributed in the peak summer season of 2004.

Phase 2: Analysis & Assist with Redesign

Based on findings from the survey, EM&V contractor will assist program staff to refine the commitment card for implementation in five cities. 

Phase 3: Process Evaluation

Expanding to a range of cities within the state is part of the new program. Evaluation Contractor will conduct a series of interviews, both with program staff and with community representatives, to ascertain their experience of the program and its various components.  

Survey

During implementation in five cities, the program hopes to obtain 10,000 commitment cards. We propose the same evaluation process, but with a sample goal of 250 individuals/households.  This sample size allows for statistical analysis of data from each city’s program as well as comparisons between the cities implementing the program. This sample assumes that the majority of those completing the cards will provide an address.

For data collection via the website, we propose extending the collection period in Phase 2 to six weeks.

Recommended List of EM&V Contractors

1. Quantec, LLC

2. Itron / RER

Section VII. Qualifications

A. Primary Implementer 
	[image: image5.jpg]Raritanorion
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Rita Norton & Associates, LLC. • 18700 Blythswood Drive • Los Gatos, CA 95030

	408-354-5220 • Fax 408-354-5220 • rita@ritanortonconsulting.com



	Situated in Los Gatos, near the heart of Silicon Valley, the office of Rita Norton & Associates, LLC,  is a small woman–owned business, founded in 2001.

With more than 30 years experience in energy project and community planning and having been program manager of public funds, Rita Norton is a leader in program development.  M. Kent Norton, PhD as partner, provides financial services and technology support.  Dr. Norton has over 30 years of corporate and scientific experience, managed multi-million dollar projects in the technology world and holds numerous patents.

As a smart-sized company, Rita Norton & Associates, LLC is flexible, responsive, and willing to partner with prime contractors and extensive experience with excellent associates, subcontractors, and government agencies. 
Energy Rewards(




	summary of qualifications 

	
	Energy Rewards( Founder and “Brand Manager”

· South Bay Energy Rewards( Program ($1.9 million) 2001-2003, under auspices of the CPUC under R.01-08-028 – rated in the top ten list of 3rd party programs 

Distributed Generation, California Energy Commission, Silicon Valley Manufacturer’s Group. 2003-2004

Strategic Planning – Energy issues and CPUC representation 

Proposal and program development and management

Specifications for Evaluation, Monitoring and Assessment Studies

Development of “best management” for energy and environmental practices

California Limited and Low Income utility energy efficiency program subject matter expert

Project Management Consulting and Implementation Services

	services 

	Energy Rewards(
	CPUC Expertise 
· Rulemaking and Advocacy

· Reporting 

· City, Utility and Intergovernmental Affairs Municipal Leadership

Municipal Leadership

· City Participation

· Advisory Committee Support/Elected and Key Officials

· Energy Rewards( Community Affiliates

· Municipal Energy Management and Civic Green Buildings

· “Hard-to Reach”, “Under-served” and multi-ethic outreach 

· RFP and Procurement Management

· Community Aggregation

Energy Rewards( Web Site Linkage

Energy Rewards( Retailer Participation Agreement

· Corporate and local sign-ups and quality assurance

· Energy Rewards( In-store Point of Purchase signage

· Documentation and Communications

Energy Rewards(  Training, Marketing Oversight and Procedures

· Energy Rewards( Coupon Records Management

· Energy Rewards( Systems Planning

· Energy Rewards( Energy Star and Flex Your Power support 

· Energy Rewards( MFD Manual

· Energy Rewards( Community Toolkit

· Coaching and Mentoring of community implementers and early adopters

· Media Press relationships

· Energy Rewards( Community Toolkit Commitment Card 

· Energy Rewards( Energy Coordinator position hiring

 

	program development Experience and Serivces 

	 
	· New Business Products project development and management consulting in hard-to-reach consumer social marketing programs

· Management Information Systems design and implementation expert for Energy Efficiency Administration with emphasis on Low Income Public Goods Charge funded programs

· PGC Funded Program Technical Support Services: 

· Utility administrators of Low Income Residential Energy Efficiency program

· Utility administrators of Residential Energy Efficiency programs

· Low Income and Community Based Organization Energy Efficiency Market Analysis Services; public workshop advocacy, reporting, and analysis

· Workshop sessions on California Electric Deregulation and its impact on minority and low income residential utility customers

	public policy (illustrative examples) –

	
	· Community Energy Consultant for Energy, Mind, and Resources, Canada

· Santa Clara Valley Water District Environmental Advisory Committee, 

      2003-2005.

· Shir Hadash PV Solar Project, 2001-2002.

· Silicon Valley Manufacturer’s Group’s Annual Energy Conferences, Organizer, Oracle Corp. Redwood City, 2000 and 2001.

· “TEEM-UP” – “Targeting Energy Efficient Measures at Underserved Populations”, City of San Jose and PG&E, 2000-2001. 

· Cool Roofs; City of San Jose and PG&E, 2000. 

· “Green Business Recognition Program”, City of San Jose, 2000.

· “Powerful Choices", Project Director, City of San Jose, USDOE funded 1999.

· Integrated Water Resources Plan and CALFED Environmental Services Department, City of San Jose, 1994-96.

· Telecommuting Pilot Program, Program Manager, 1995-97.

· Power Savings Partners; Standard Performance Contract, City of San Jose and PG&E, 1990

· “Sustainable Cities” Project Director, Project of San Jose, San Francisco and Portland, Oregon, US DOE, Public Technology, Inc., 1989- 1991. 

· “Slow the Flow”; City of San Jose Water Efficiency Program 1995-98.

· Department of Water Resources Bulletin 160 Technical Advisory Committee, 1995-96

· Energy Partners Program, PG&E Low Income Energy Efficiency Program, 1991-1997

· California Statewide Residential Lighting and Appliance Program, 1999 -2001 



	Rita Norton

	
	· MA, McGill University

· BA, State University New York


B. Subcontractors 
Geltz Communications

Geltz Communications is a full-service communications consulting firm specializing in the electric utility industry. Located in Pasadena, California, our services include branding, marketing, employee and technical communications strategies and the components needed to fulfill them: planning, pricing, design, writing, editing, photography and print production supervision. Our deliverables have included marketing collateral, training programs and materials, research reports and articles, corporate annual reports, printed and electronic newsletters, technical fact sheets and case studies, field surveys, community outreach activities, and media relations. Integrated Internet and CD-ROM applications of these deliverables are a recent addition to the company portfolio.

Geltz Communications is dedicated to the following principles:

· Provide cost-effective, strategic marketing programs that help our clients achieve their energy efficiency goals.

· Turn somewhat complex technical information into engaging copy packaged with attractive design that speaks to targeted audiences through a variety of communication channels.

· Stay flexible to fine-tune program elements so that we can leverage budgets for maximum goal fulfillment. 

The company is certified as a Woman-Owned Business by the California Public Utilities Commission.

Geltz Communications has delivered many successful communication programs for investor-owned and municipal utilities as well as Third Party Implementers in California. These programs have exceeded program goals and led to extended contracts for expanded programs encompassing new technologies and new ways of reaching customers. In addition, the programs’ marketing and communication tools have won awards from such distinguished entities as the Association of Energy Services Professionals International, the International Association of Business Communicators, the Society for Technical Communication, the League of American Communication Professionals, and the Business Marketing Association. The company’s principal, Christine Geltz, has recently been a featured speaker at professional development seminars around the country, helping energy services professionals to incorporate the most effective communication tools and strategies into their efficiency programs. 

Significant Accomplishments in Marketing Energy Efficiency and Demand Response Programs

Among Geltz’s achievements are communication strategies and tools that led to the success of these programs:

· Statewide Energy Design Resources Program – Non-residential new construction design information resources (SCE, PG&E, SDG&E, SoCalGas)

· Statewide Savings By Design Program – Non-residential new construction design incentives and awards (SCE, PG&E, SDG&E, SoCalGas) 

· Statewide Comfort Home/ComfortWise Program – Residential new construction consumer and builder marketing with vendor tie-in (SCE, PG&E, SDG&E)

· SoCalGas’s Clean Profits Program – Laundromat and dry cleaner owner training and information

· State of California Third Party Initiative branded the Small Business Energy Alliance (SBEA) – Hard-to-reach small business information and retrofit incentives

· State of California’s Third Party Initiative branded the South Bay Energy Rewards Program (SBER) – Community- and retailer-oriented residential Energy Star appliance coupons and energy efficiency education

· SCE Energy$mart ThermostatSM Program – Demand-responsive smart thermostat incentives for small businesses

· SCE Super Peak Pricing Program – Peak pricing rate pilot program for small businesses
PRx

PRx, with more than a quarter-century of experience in creating and implementing successful marketing communications campaigns, PRx is a one of the leading full-service communications agencies in the United States.  The San Jose Silicon Valley Business Journal ranked PRx as 7th largest in the region based on billings, and PR Week ranked it among the top 150 in the nation. 

Founded in 1975, PRx serves a range of accounts that includes clients in high-tech, healthcare, social services, government, education, telecommunications, transportation and construction. 

Specialties among PRx’s fully integrated services are community relations and outreach, public relations, media relations, crisis management, advertising, Web site content development and graphic design. Market research, media training and public affairs at the federal level are also among PRx’s capabilities.

The company has won two Silver Anvils — the highest national award in public relations, given by the Public Relations Society of America — and tied for first for two others. PRx has twice produced the nation’s Best Press Kit and produced a brochure that won the International Academy of Communications Arts & Sciences award for best design. Most recently, PRx won the International Public Relations Network’s Project of the Year award and the Mercury Gold award for its work in producing the Silicon Valley Technology and Homeland Security Summit and Expo in December 2001.  Overall, PRx has won more awards in its industry than virtually any agency of a comparable size.
The following are some campaigns that educated a diverse population about various issues, led individuals to commit to a course of action and resulted in measurable outcomes.

Children’s Health Initiative  (CHI)
PRx was commissioned in December 2000 to create and implement an extensive communications plan that would raise public awareness and reinforce enrollment outreach efforts for this breakthrough program.

Our extensive experience and success in creating effective multi-ethnic health plan, Medi-Cal enrollment and immunization campaigns for Santa Clara Valley Health and Hospital System made us the logical choice to work with CHI. 

Using our expertise in creating effective “call to action” strategies, we created a multi-faceted, multi-ethnic communications blueprint. Working Partnerships documented this marketing blueprint in a CHI “How to” report, and now it is being replicated in other California counties. 

Community Outreach:

· Publicity generation in mainstream and ethnic press.

· A press luncheon for ethnic media to present the program. 

· Organization of community focus groups to test CHI messages (Spanish, Vietnamese and English).

· Involvement in the organization and planning of major kick-off enrollment event.

· Meetings with individuals and community groups to explain the program.

· Creation and design of multi-lingual community outreach flyers and poster.

· Strategic input on creation and organization of school outreach program.

· Creation and implementation of CHI speaker’s bureau, placing CHI leaders as speakers at Rotary, Kiwanis and Soroptimist clubs and at dozens of neighborhood association meetings.

· Production of a 30 second TV PSA.

· Creation, design and translation of the original series of CHI multi-lingual print and radio ads with the message “Yes You Can Get Health Care for Your Children.” This campaign urged parents to call the toll-free number and after a quick screening process they could set up an appointment with an application assistor who would help sign their children up for the appropriate program.

· Creation of outdoor advertising campaign utilizing bus shelters and interior and exterior bus boards.

· Creation, design and translation of multi-lingual point-of-service posters, flyers and banners.

· Creation, design and translation of a the second series of multi-lingual print and radio ads building on the original campaign with the messages “Yes I Can Choose My Own Doctor” (emphasizing that parents can get quality doctors for their kids) and “Yes I Can Get the Health Care I Need” (emphasizing the benefits of low-cost preventive care).

Evaluation of success:

Since its inception on January 2, 2001 through March, 2003 more than 55,000 children have signed-up for one of CHI’s three health insurance programs. Using CHI as a model, sixteen other counties in the state such as San Francisco, Alameda and San Mateo counties have adopted similar health care initiatives. 

The Washington DC based Kaiser Commission on Medicaid and the Uninsured released a laudatory case study of the Children's Health Initiative in Santa Clara County. This report states: 
"As one of the first localities to attempt such an initiative, its experiences can highlight important lessons and potential best practices for policymakers at the county, state and national level considering coverage expansions for children."
Measure A Highway Construction, Community Relations and Outreach 

An important driver of the growth of Silicon Valley was the construction of Route 85 through several of the wealthiest communities in the nation.  To complete this model 10-year project involving the new “West Valley Freeway,” and 40 miles of improvements on other freeways, PRx and the Santa Clara County Traffic Authority had to overcome an immense challenge: to win the support of 1.5 million people who would be disrupted by the construction’s dust, detours and noise. The strategy that effectively averted opposition and delay-causing lawsuits included:

· active engagement of residents and commuters in all phases of construction and constant progress reports
· providing the ways and means for residents, commuters and the general public to communicate their concerns
· consistent, frequent communication of the benefits of the construction to residents and Silicon Valley’s economy.

During the course of the campaign, PRx performed 26,975 community relations consultations, organized 55 neighborhood meetings, distributed 260,000 neighborhood notification flyers, visited 105 companies, reached 26,186 students with safety messages, met with 1,975 field office visitors and reached 132,000 employees.

The process culminated in PRx’s coordination of corporate celebrations and public ceremonies on a 13-mile stretch of Highway 85 that attracted more than 100,000 people and major local and national publicity.

Seventeen counties in California adopted variations of the PRx Measure A community relations program for their highway construction projects.
Santa Clara Valley Health & Hospital System
PRx was engaged to reverse a decades-long negative perception of Valley Medical Center, Santa Clara County’s public hospital.  Through communications with individuals and groups, effective community outreach through neighborhood meetings and door-to-door canvassing and consistent messaging in collateral, advertising and media relations, VMC is now respected for the regional center of excellence that it is.  Its spinal cord and brain injury rehab program is ranked among the nation’s top 20 by U.S. News and World Report; its fundraising foundation, which PRx created, raises millions of dollars a year and is supported by community leaders and major corporations; its specialty clinics are nationally known and respected; and 91% of county residents say they would go there if referred by their physician.

During the past 23 years that Santa Clara Valley Medical Center has been PRx’s client, the agency has conducted numerous campaigns for the county hospital, and more recently — after the merger of VMC and the county Public Health Department — for Santa Clara Valley Health & Hospital System.
Projects have ranged from an advertising and media relations campaign to immunize infants against childhood diseases (resulting in the second-highest percentage of vaccinated children in the nation) to event planning and media relations for the opening of the new $214 million hospital at VMC.  Prenatal education campaigns have led to thousands of young mothers seeking care at VMC, and an HIV/AIDS education campaign in three languages resulted in hundreds of confidential tests being performed.  PRx has worked on effective smoking cessation campaigns, red light running abatement efforts, weight loss and healthy lifestyle programs and many other campaigns that educate, enlist people in programs and secure their commitment to change behavior. 

Redevelopment Agency of the City of San Jose, www.sjredevelopment.org
SJ Redevelopment Agency builds affordable housing; upgrades transportation systems; restores and preserves historic buildings; rejuvenates neighborhoods; develops new parks, libraries, youth centers, sports facilities, and cultural institutions; and stimulates private investment in hotel, office and retail.

PRx was engaged to counter major negative publicity and win over merchants in a Latino shopping center that was about to be acquired by eminent domain.  PRx conceived of a soccer tournament and a Christmas procession which brought hundred of shoppers to the center during the holiday season.  Sensitive community relations work by PRx’s bilingual staff, including personal visits with each merchant, resulted in mended relations with the merchants and greater community support for the rebuilding of the center.

PRx produced a new logo and tag line for the shopping district, banners, flyers and newspaper, radio and television ads for the events as well as a soccer tournament Web site.

KNTV, www.kntv.com:  KNTV became the Northern California Bay Area NBC affiliate on January 1, 2002. 

PRx worked with the station from June 2000 to July 2002 to publicize its transformation from a 119th media market station to a 5th market powerhouse.  PRx placed major stories in Bay Area newspapers, magazines and national trade publications.  PRx also managed a community relations campaign to introduce the station’s management and key talent to elected officials and community and business leaders throughout the Bay Area.  PRx invited community leaders to a series of “ascertainment meetings” to discuss local issues with station management.  Those meetings were followed six weeks later with live televised town hall meetings which PRx organized, publicized and invited the participants and audience.

Valley Transportation Authority

PRx was engaged to perform community relations and outreach during the construction of two phases of the light rail system.  Aside from introducing the media and elected officials to the new routes and stations, PRx did extensive personalized outreach to area merchants and residents affected by the construction.  PRx staff went door-to-door to speak with merchants and get their feedback on how their businesses were affected by the construction, and we organized informational meetings with groups of neighbors and local residents.

Second Harvest Food Bank

PRx has worked with Second Harvest Food Bank for more than 15 years, doing everything from designing its logo to producing collateral and promoting the nation’s largest canned food drive.  PRx was instrumental in creating the strategy that made the food drive the largest in the nation, growing it from collecting 600,000 pounds of food to more than 7 million.  PRx recruited high-profile CEOs to commit to compete against each other in donating food and money.  PRx staff spoke at hundreds of employee meetings at local corporations to explain the need for the food drive and to obtain the employees’ commitment to raising a certain amount of food and money.
C. Resumes or Description of Experience

Rita Norton – RNA, LLC, Program Manager

Ms. Norton is a recognized leader in the management of local energy efficiency programs. She is currently the program implementer of a non-utility local energy efficiency program in Southern California, South Bay Energy Rewards Program. Prior to launching a successful private consulting practice, she established and managed the City of San Jose’s energy programs for twenty years and worked in various areas of energy planning, policy and program implementation. She has participated actively in CPUC proceeding related to energy efficiency and served on the advisory committee of the California Board of Energy Efficiency. 
Irina Krishpinovich – RNA, LLC, Project Assistant and Project Management Support  

Ms. Krishpinovich has over ten years of experience in California public purpose energy efficiency program design, implementation, and administration.   She has extensive experience in California Public Utilities Commission processes for energy-efficiency and low-income public policy and rulemaking. Her experience includes providing project management, technical writing, and information architecture support to PGC funded energy-efficiency industry clients participating in rulemakings for energy efficiency and low-income energy efficiency and in all aspects of the PG&E low-income energy efficiency program. She has actively participated in the CPUC statewide program objectives via the Low Income Government Board, and the California Board for Energy Efficiency.  In 2002/2003 Ms. Krishpinovich provided program implementer, RNA, LLC with direct operational project management services and support throughout program the course of the South Bay Energy Rewards program.  Responsibilities include developing reporting requirements for prime and sub-contractors.  Hemstreet Associates was subcontracted to provide program planning, design, and program management services; regulatory support; Education program and materials review and support; and procurement and management activities related to the SBER program. 

Christine Geltz — Geltz Communications, Marketing Consultation

Ms. Geltz has more than 20 years of experience in planning, delivering, and evaluating marketing communication programs. She founded Geltz Communications in 1990 to help utility companies and other agencies achieve their energy efficiency and demand response program goals. Her research interest is in the development of effective communication channels associated with the diffusion of innovations process. In addition to leading an award-winning team of graphic designers, energy experts, instructional designers, media professionals, field surveyors, and Web technicians, she is a featured speaker at energy conferences and professional development seminars. Ms. Geltz has also held board of directors and leadership positions in the Association of Energy Services Professionals International and the Association of Professional Energy Managers. She has a B.A. in education and will complete her M.A. in communications this year.

Brenna Bolger, Founder and President of PRx, Inc. Strategic Marketing Communications

Bolger is a veteran of over 30 years in the marketing communications industry.  She is the founder of PRx, one of the most-honored public relations firms in Silicon Valley, and has successfully led it for more than 27 years. PRx is a well-established and highly regarded public relations and strategic communications firm that has significantly contributed to the betterment of our community in the business, public and nonprofit sectors.

PRx has served a broad range of clientele from a variety of industries, including high technology, healthcare, e-business, medical technology, telecommunications, education, retail, government, sports, and consumer marketing, while developing a solid reputation as a forerunner in innovative event planning, crisis PR and media training. Bolger is recognized as a strategist, trend-spotter and trendsetter, and is a recognized pioneer in advising and creating corporate community relations programs and forging mutually beneficial partnerships between private sector clients and nonprofits. Her track record in seeing the need for-and creating-public/private partnerships precedes their popularity by almost a decade.  Bolger's special strengths include recognizing, attracting, and nurturing talent; and matching people, corporations and community needs into winning partnerships. Brenna has raised many millions of dollars for nonprofits in her career, and her visionary creativity has brought new approaches to harnessing corporate and community support for nonprofits.

Brenna is the recipient of numerous awards, including "Woman of the Year," "Woman of Achievement," and "Outstanding Small Business Person of the Year." She has been recognized as one of the "top 40 most influential and powerful people in Santa Clara Valley" by the San Jose Mercury News, and is a member of the National Association of Women Business Owners.

Steve Mangold, Executive Vice President/COO of PRx, Inc. Strategic Marketing Communications


Mangold has more than 25 years of experience in integrated and strategic marketing communications.   He heads the agency's practices in media training, media relations, marketing communications strategy, community relations consulting, advertising creative and direct response marketing. He was previously an independent commercial photographer and audio visual producer, with clients as diverse as Worlds of Wonder toys (Teddy Ruxpin), IBM, California Medical Association, the California Academy of Sciences, Peterbilt, Transamerica and Intel. As Communications and Annual Giving Manager at Second Harvest Food Bank, Mangold grew public support from less than $500,000 annually to more than $4 million, guided its Holiday Food Drive to become the largest in the nation, and generated extensive media exposure and name recognition for the agency.  He is past president of the board of trustees for Verde Valley School in Sedona, Arizona and is a director of the Walden West
Outdoor School Foundation.
Section VIII. Budget

Summary Budget Table

	Item
	$
	Percentage of Total Program Budget

	Administrative Costs
	
	 

	Managerial and Clerical
	265,0000
	28.4

	Travel/Conference/Training
	$5,000                                                          
	.54

	Overhead and General and Administrative costs
	$ 127,000

                                                          
	13.62

	Total Administrative Costs
	$397,500                                
	42.63%

	Total Marketing/Advertising /Outreach Costs
	$410,027                                                          
	43.97

	Direct Implementation Costs
	NA 
	 

	Total Direct Implementation costs
	NA                               
	

	Total Evaluation, Measurement and Verification Costs
	$125,000

                                                         
	%

	Total Other Costs
	NA
	 

	Budget Grand Total
	$ 932,527
	









































� For more information on this topic, the following reports consulted in the preparation of this are: 


1. Aceti, J., The Commitment Strategy, Aceti Associates, Arlington, Mass.


McKenzie-Mohr, D., Community-Based Social Marketing, McKenzie-Mohr Associates, Fredericton, New 2. Brunswick, Canada, www.cbsm.com


3. McKenzie-Mohr, D., Tools of Change: Proven Methods for Promoting Environmental Citizenship, McKenzie-Mohr Associates, Fredericton, New Brunswick, Canada, www.cbsm.com





� DP-1: Profile of General Demographic Characteristics:  2000 Data Set: Census 2000 Summary File 1 (SF 1) 100-Percent Data Geographic Area: Santa Clara County, California NOTE:  For information on confidentiality protection, non-sampling error, and definitions, see http://factfinder.census.gov/home/en/datanotes/expsf1u.htm
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