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I.
BACKGROUND AND NEED

Imbalance in Energy Supply and Demand

California has been recently facing the possibility that energy supply and demand in the state may be chronically out of balance in the course of the next few years.  This is due in large part to a combination of steady growth in the statewide electric load and lagging additions of new energy supply.  As long ago as August 1999, the Commission on Energy Conservation and Development (CEC) published an analysis that indicated that if Summer 2000 replicated the weather patterns of Summer 1998, this could result in temporary electric energy shortages in California.  Furthermore, the report concluded that in the absence of a significant new energy supply, peak loads in California would be approaching the physical limits of the system, assuming average weather, by Summer 2004.  Further analysis by the CEC suggested that new supply additions currently in the permitting and construction stages may barely avoid a potential supply crunch in the 2002 timeframe, given continuing trends of energy demand growth.

Current Energy Crisis
On May 22, 2000, the California Independent System Operator (CAISO) was forced to call for curtails of customers on interruptible tariffs throughout its control area, including PG&E, SCE, and SDG&E service territories.  From June 14-16 it called for curtails of interruptible customers in portions of the former PG&E control area, namely, the Bay Area and the service territory of the Sacramento Municipal Utility District (SMUD).  From June 14-15 it instituted rotating outages or rolling blackouts in the Bay Area.  These actions, although undertaken at least in part due to the localized transmission instability, underscore the need to aggressively pursue demand site measures that can moderate load growth and energy usage on a more-or-less permanent basis.

Economic Impacts of Energy Imbalance
The Silicon Valley Manufacturing Group, which represents high-tech companies, last month warned that a looming power shortage could cripple the San Jose area’s economy.  Officials stated that the high-tech industry is consuming more and more power and needs reliable supplies.  Rising computer use is a major reason that electricity demand is growing by roughly two percent a year, without comparable increases in power generation.  In San Diego, transmission constraints and growing demand have increased the total June electric bill for San Diego Gas and Electric customers to $190 million, up from $60 million for the same month last year.  This volatility in the market is hurting small businesses in San Diego, as they have to absorb these rising costs.  These costs are also raising inflation rates in the region. 

Reduce demand through energy efficiency and distributed generation

These events and analyses suggest that a program focused on creating an immediate and measurable decrease of demand and energy usage is essential.  Although new power plants are slated for construction to increase energy supply, it is still in the public interest that reduction measures are implemented as effectively and expeditiously as possible to ensure a safe, reliable energy supply both now and in the future.  The use of energy efficiency and distributed generation technologies will create a stronger, more sustainable energy system over the long term.  This is critical to public safety and the continued growth of the robust California economy. 

Potential impact of public education regarding energy efficiency measures
Energy efficiency and distributed generation outreach programs should play an important role in reducing demand through the Summer of 2001 and beyond. According to “Efficiency - Energy for the Future,” a report released by the California Energy Commission in December 1999, there are numerous opportunities for increasing the use of energy efficiency measures, particularly in the small commercial and residential markets which are currently underserved.  

The CEC report shows that various sectors of the economy have not yet been reached by the existing set of energy efficiency programs.  Residents and small businesses have not taken energy efficiency actions because there is a lack of information, tools, and correct incentives to identify and implement energy saving choices that would benefit them.  The situation is similar in the distributed generation market as well.  Developing these markets will assist the PUC and the state as a whole by decreasing energy demand.

Viable methods are available for reducing existing demand.  These actions will minimize future blackouts, decrease transmission constraints, and utilize other options for increasing supply other than new power plant construction.  Public education and outreach is critical; creating competitive, useful markets in energy efficiency and distributed generation requires that consumers have meaningful information and choices made available to them so they can utilize the incentives to modify their energy use.

II.
APPROACH

Overview

GG USA proposes a public outreach campaign to reduce peak load demand in the next 9-12 months by targeting key communities to leverage our message and obtain tangible results. 

· Public Outreach Campaign: Creation of an overarching message campaign that educates the public about direct energy efficiency actions that will help ease the energy crunch.  GG USA partnerships with cities/local governments will be used to leverage the public campaign message.  

· Energy Efficiency Packages for Cities: Urge the city/local governments to undertake more energy efficiency and distributed generation actions.  Educate cities about existing rebate programs and financial incentives in addition to providing additional financial incentives. 

As noted above, lack of information is a great impediment to decreasing demand for electricity.  GG USA believes a focus on public outreach, which will remove barriers to energy efficiency and distributed generation markets can provide tangible reductions in energy demand.  The GG USA approach relies on a proven strategy utilized in our Go Green Power! Campaign, an effort funded by the California Energy Commission.  The Campaign successfully worked with the cities of Santa Monica, Chula Vista and Santa Barbara, and switched all three to green power.  In addition, the City of San Jose and several others are currently evaluating green power options as a result of the Campaign.  

Targeted public outreach efforts are ongoing in all the cities that have switched.  Recent Campaign polling in Santa Barbara clearly indicated an increase in public awareness and willingness to switch following the city switch, targeted media hits and outreach efforts.

Importance of targeting cities/local governments leverage resources and obtain results

Using specific cities/local governments as leaders in the campaign to encourage adopting energy efficiency measures will leverage resources and increase impact of the campaign message.  The results of this initial outreach effort can be used for a broader statewide effort in the next year to two years.  Strong partnerships with city/local governments will also accomplish the following things:

· Build public confidence and widespread awareness in energy efficiency measures;

· Capitalize on large amounts of city-owned and operated office space that uses energy during peak load periods;

· Leverage city resources for a widespread education and media campaign on energy efficiency;

· Capitalize on local government institutional knowledge of energy issues and previous experience with energy audits, specific energy policies, and established energy action plans that allow faster implementation as compared to sectors with no existing  energy awareness;

· Create widespread media interest with direct actions that not only serve to reduce peak load demand but also to protect the environment.

Identify Target Municipalities

Commitment to partnership in the public outreach campaign will be a fundamental requirement.  This commitment is critical to achieving significant load reductions in the timeframe identified through this solicitation because it will serve to leverage the message on a widespread basis.

Other Criteria:

· Past history in energy and energy efficiency activities:  Major impact can be achieved by building on cities’ existing energy efforts and using the cities’ actions as an example for local residents and businesses. 

Cities working on efficiency upgrades  include: Berkeley, Chula Vista, Oakland, San Diego, San Jose, Santa Cruz, Santa Monica.  Of those mentioned above, Berkeley, Chula Vista, Oakland, San Diego, San Jose, Santa Cruz, and Santa Monica have all expressed interested in participating in the proposed public outreach campaign with GG USA. 

· Geographic location: GG USA realizes it will be useful to target cities located in warmer areas of the state where peak load during the summer is very high due to air conditioning.  Potential cities could include:  Bakersfield, Fresno, Riverside, Sacramento, and San Bernardino.

Utilizing our own network of contacts and identifying other prospects through resources such as the Cities for Climate Change Program run by the International Council of Local Environmental Initiatives (ICLEI) we can quickly begin working with those that are ready to take action.

III.
WORK EFFORT 1: PUBLIC OUTREACH CAMPAIGN
Rolling brownouts and blackouts combined with astronomically high energy prices in various regions of the state have intensified public awareness about energy issues.  Market research clearly shows that people take direct action when faced with a crisis and when provided with sufficient information to make a thoughtful choice.  And as mentioned before, the greatest impediment to increased energy efficiency is lack of information.

With this in mind, GG USA proposes launching a public outreach campaign increase 

with an overarching theme of increasing energy efficiency.  By educating the public about direct energy efficiency actions, and leveraging city/local government resources to encourage chambers of commerce and other community based organizations to adopt and advance the campaign message we believe a significant reduction in peak load demand can be accomplished by summer 2001.

Targeted media and outreach activities including television, radio and print ads, and direct mail will provide tailored messages -- to both the residential and business sectors -- and simple, specific actions for each sector.   The campaign would center around  a common message and methods that could be adopted and replicated statewide once they are tested and refined.

Objectives

· To use heightened public awareness with energy shortages and high utility bills to encourage direct changes of behavior resulting in decreased levels of demand for energy.

· To leverage public confidence in non-profits and local governments to encourage the public to take direct actions resulting in decreased demand.

This outreach will communicate directly to consumers using cities, as both a conduit and a partner, in connecting to their constituencies.  The message will share the actions that their city and local businesses have taken to lower energy use in order to save money, reduce peak load demand, and protect the environment.

The outreach campaign to consumers will focus on singular actions that have the highest impact for the targeted region (i.e., refrigerator recycling programs -- universal, air conditioning use reduction -- non-coastal areas).  GG USA will educate consumers about energy saving behaviors such as turning off air conditioners during peak load times.  Because CEC reports indicate that consumer awareness of existing rebate programs available through the utilities is low, the campaign will also encourage consumers to take advantage of these programs. 

Tasks

The campaign will utilize GG USA’s extensive network of city/local government partnerships  and would leverage existing energy efficiency plans of action to promote energy efficiency to residents and businesses.  Components of the campaign would include:

Task 1.1 Market Research/Polling

Conception and execution of a survey to determine factors such as:

· Awareness levels of energy efficiency products and services;

· Key purchasing (or direct action) behavioral levers;

· Specific purchasing or direct action preferences;

· Predisposition to responding to campaign message based on demographic differences;

Polling results will be used to identify ways to build consumer confidence and motivate the public to action.

Polling will be done both pre- and post-campaign to measure effectiveness of message.

Task 1.2 Development of Campaign Theme, Message and Strategy

Development of these key campaign components will be spearheaded by GG USA with a team that includes the Earth Communications Office (ECO), a national non-profit with an impressive track record in environmental messaging. (see Qualifications).  ECO will assist GG USA in developing a cohesive, overarching campaign theme with a convincing

message about the importance of energy efficiency.  In addition, GG USA will utilize relationships with political campaign strategists (both on staff and consultants), television producers, and marketing experts to develop a theme that resonates statewide.

The initial message pieces and accompanying outreach materials will be focused on our target cities (see below) but will be adaptable for statewide use.

GG USA will also spearhead the development of the campaign strategy including the Renewable Energy Development Institute (REDI) in that process.  REDI’s expertise in developing and marketing creative financing packages for energy efficiency and renewable energy products will bring much to the table in the public outreach effort.

Task 1.3 City outreach

Using the criteria referred to earlier and with CPUC buy-in, GG USA will meet with partner cities to identify the scope of a combined public outreach campaign on energy efficiency.  Lessons learned from the Go Green Power! Campaign indicate that actions taken by a city government, such as switching to green power, provide consumer confidence.  Limited consultation would be provided to cities that wish to implement additional energy efficiency features explained in more detail in Work Effort 2.

Task 1.4 Television Commercial Spot

Conceptualization, development and production of two 30-60 second television spots that highlight the two most energy intensive usages (i.e. air conditioning, refrigerator, lighting, industrial processes) in both the residential and business sectors and recommends measures to reduce these.

The spot will run for a length of approximately three months.  The commercial will be aired on network and/or cable television.  Utilizing staff expertise in campaign message consulting and relationships with several prominent ad firms and Hollywood production companies, GG USA will develop clear, persuasive message pieces that tie-in to the campaign theme and collateral campaign materials.  

A campaign “spokesperson” (either a celebrity or other high profile personality whose voice resonates with the public) would be identified using GG USA contacts and status as a non-profit to forward message through earned and paid media.

Task 1.5 Direct Mail

Conceptualization, development and production of single message direct mail pieces.  Mail will utilize campaign “spokesperson” , local elected officials, community and business leaders to mirror the issues addressed in the television commercials.  Mail will be targeted based on polling results.

Task 1.6 Radio

Conceptualization, development and production of a 15-30 second radio commercial using campaign “spokesperson” and/or other well-known personalities.  Radio spots will run parallel to the television and direct mail.

Task 1.7 Billboard, Bus, and Print Advertisements

Conceptualization, development and production of billboard, bus, and print advertisements that mirror television commercials.

Task 1.8 Website

Conceptualization and development of a website that provides content on the energy efficiency measures used in the television spot and mail pieces.  In addition, the website will provide content on other efficiency measures, information about purchasing, rebates, buy-down programs and other financial incentives.  The website will employ a zip code locator system so that the user could immediately identify retailers in his/her area.

Task 1.9 Demand Analysis and Verification

The evaluation process will include a baseline survey that collects data regarding load and prices paid for energy usage by residences and businesses before any proposed activities are implemented. At project completion, a final survey will collect the same information as the baseline survey.  The information contained in these surveys will verify the level of demand and energy reductions achieved by the proposed energy efficient activities.

Task 1.10 Evaluation and Summary Report

An evaluation of the effectiveness of the public outreach campaign with recommendations on next steps will be presented in the summary report.  The report will draw from both the pre- and post-campaign polling results and from the demand analysis and verification.

Deliverables

· Pre- and post-campaign polling results 

· Campaign plan

· 2 30-second television spots on energy efficiency

· Targeted radio, print and direct mail pieces for each city

· Implementation plan for joint public outreach plan for 5-6 cities

· Website with zip-code locator and content on energy efficiency products, rebates, and services

· Demand analysis and verification report

· Campaign evaluation and summary report

IV.
WORK EFFORT 2: CITY EFFICIENCY OUTREACH AND INCENTIVE PACKAGE 

Objectives
The objectives of this work effort are to:

· Facilitate municipal energy efficiency upgrades by developing a package of straightforward upgrade options and offering financial incentives for implementation.

· Establish a base of local energy efficiency activity to build credibility and momentum that can support and strengthen the public outreach campaign.

Background

California cities have conducted energy audits, analysis, and efficiency upgrades to varying degrees since the oil crisis of the 1970s.  Leaders in establishing energy policy and conducting energy-related projects include Santa Monica, Chula Vista, San Jose, San Diego, Santa Cruz and Oakland.  In conducting past upgrades many cities have worked with energy service companies (ESCOs) and taken advantage of utility-sponsored incentive programs.  Municipal energy customers are eligible for the same rebates and other incentives that are offered to commercial customers.  

Cities, much like other energy customers, have primarily focused on low-hanging fruit, (i.e. lighting, maintenance, and heating and cooling system upgrades). Many municipal projects have focused on one or two high-visibility buildings such as City Hall in Santa Monica or the Ridgehaven Office Building in San Diego.  Several cities have also taken leadership roles in developing distributed generation facilities, primarily through constructing photovoltaic arrays on municipal rooftops.

By utilizing available incentives and rebate programs most cities are able to get a roughly 15 percent reduction on the costs of implementing energy upgrades.  This level of incentive has been effective in facilitating the capture of the many simple energy savings.  However, even those cities with well-developed energy policies and action plans struggle to find funding for the full range of upgrades identified in these plans.  For example, the City of Oakland has completed retrofits on most of the largest city buildings, but the current level of incentives is not sufficient to support completion of approximately 1,000,000 square feet of additional city-owner space.  Similarly, the City of Santa Monica has been unable to complete a project to switch all traffic signals to LED bulbs due to funding.

Contact with these and other cities revealed that the current 15 percent rebate level is sufficient for the cities to feel comfortable in allocating public dollars to energy efficiency projects.  Several municipal energy managers stated that an increase in the overall rebate level to 30% - 40% would be a strong incentive for cities to consider implementation of previously proposed energy projects.

This effort focuses on establishing an additional incentive program to enable cities to complete energy-efficiency projects.  The benefits of the this incentive package are two-fold: 1) the funds and support proposed by GG USA will allow cities to fast-track their energy projects and produce real load reductions, and 2) city activity can be used as an example and to build momentum for the Public Outreach Campaign described above in Work Effort 1.  Allocating the funds for a municipal subsidy or rebate fund is an effective tool to “get the ball rolling” both in reducing loads and increasing public awareness. 

Task 2.1: Establish Municipal Subsidy Criteria and Procedures

GG USA will support PUC staff in developing criteria for applying for and receiving the proposed municipal subsidies.  It is envisioned that funds would be structured such that they could be used to pay for up to 40 percent of the cost of an upgrade with a maximum payment of $500,000 per municipality.  The criteria for receiving the funds may include:

· Documentation of an adopted municipal energy policy

· Staff capacity to oversee an upgrade project

· Results of an energy audit and analysis by certified mechanical engineer

· Agreement to allocate staff resources to facilitate the public outreach campaign

The funds could be used either in lieu of or in addition to existing subsidies, will the total amount of subsidy set at 35% - 40% of costs (both capital and labor).  GG USA suggests that the funds be distributed on a first come first served basis as a direct subsidy, following proof of installation.  However, the funds could also be distributed as low-or no- interest loans, rebates, or other means.

GG USA assumes that all accounting for the purchase and installation of the energy efficient items will be the responsibility to the participating cities and that the PUC will take responsibility for managing the subsidy account and distributing funds to the respective municipalities.

Task 2.2:  Develop Municipal Energy Upgrade Package

GG USA will develop a package of cost-effective and easy to implement energy efficiency upgrades that are most applicable to cities.  The items to be included in this package will be identified through:

· Review of existing utility programs

· Informal survey of cities that have conducted energy efficiency upgrades

· Contact with mechanical engineers familiar with municipal projects

· Ease of installation/implementation with timeliness being the primary criteria

This package is anticipated to include items in addition to those that are currently included in utility-managed programs, either because these items have specific relevance to municipal energy use or are highly effective in reducing peak loads.  The following is a preliminary list of items that could be included in a municipal package:

· Lighting upgrades to efficient fixtures

· Lighting controls

· HVAC system maintenance and tune up

· HVAC system upgrades

· Traffic signal upgrades to LED lights

· Photovoltaic panel or wind turbine, or fuel cell installation

Task 2.3
Initial Outreach and Identification of Partner Cities

GG USA will contact California cities regarding the proposed municipal subsidy and the energy efficiency upgrade package.  Initial outreach will be based on the criteria described above (history of energy actions and/or geographic location.  Ideally, many of the same cities will participate in both the municipal rebate/subsidy program and the public outreach campaign.

The objective will be to identify 10 – 15 cities interested in implementing an energy efficiency project in keeping with the guidelines established for the subsidy program.  We anticipate that approximately 5-7 cities with ultimately decide to go through with an energy-efficiency project. 

Task 2.4
Training and Coordination with Partner Cities

GG USA will schedule meetings with the energy staff of the 5-7 partner cities identified to describe the benefits and components of the municipal upgrade package and the rebate/subsidy program.  GG USA will also provide references to qualified energy consultants.  These consultants will be identified by contacting utilities that have certified auditing programs.  It will be the responsibility of the individual cities to contract with a specific energy or mechanical engineer to conduct an energy analysis and determine the technical feasibility and economic implications of the various upgrade options.  It will also be the cities’ responsibility to contract with the various suppliers and installers of the energy efficiency products and to provide documentation to the CPUC.

Task 2.5
Document Upgrade Achievements for Use in Public Outreach Campaign

GG USA will document the upgrade process and the achievements made by the participating cities. This information will be used to provide anecdotal and technical information for the various media tools to be developed as part of Work Effort 1.  For example, one component of the public outreach process may be related to encouraging use of compact florescent bulbs.  If the city has is installing compact florescents in its buildings, this fact would be highlighted in the campaign in the context of “The City is switching out its bulbs to save energy and money, check (web site, 800 number) to see how you can save as well.”

Task 2.6
Prepare Summary Report of Program Successes and Challenges

At completion of the city outreach efforts, GG USA will prepare a summary report outlining the success and challenges experienced in the course of the projects and provide recommendations for future incentive programs.  This report will be submitted to the PUC within two months of completion of the project.

Deliverables

· Meetings (3) with PUC staff to define and structure the subsidy program

· Preparation, mailing of a letter to all California cities regarding the program

· Telephone follow up with cities that respond to the letter

· Summary memorandum describing the outreach process and targeted cities

· One-on-one meetings/workshops with 15-20 cities

· Coordination meetings with 10-15 cities and energy consultants

· Summary memorandum describing upgrade process

V.
COST EFFECTIVENESS ASSESSMENT METHODOLOGY

Global Green USA has chosen to use approaches and technologies included in the energy efficiency programs which have been established by SCE, SDG&E, and PG&E and the buydown program for distributed generation through the CEC.  Through the years the utilities and CEC have evaluated their programs to find the most effective “best practices” for reducing loads at acceptable cost.  By utilizing the experience of the utilities and the CEC and focusing our outreach on strengthening their programs, GG USA will be encouraging the use of these cost effective and easy-to-implement approaches and technologies.

Message assessment will included an attempt to disaggregate the components of the media campaign in order to understand the success and effectiveness of each type of outreach method.  Each targeted city will be polled before and after the media campaign in order to measure effectiveness of the different approaches.  GG USA will also track website and 800 number hits and will measure trends in energy efficiency actions taken during the campaign period.

City activities will be evaluated in order to to verify demand and energy reductions and illustrate the cost effectiveness of the work efforts.  The evaluation process will include a baseline survey that collects data regarding load and prices paid for energy usage in cities, businesses, and residences before any proposed activities are implemented.  After the project is completed, a final survey will collect the same information as the baseline survey.  The information will chart the cost effectiveness of the activities, which were implemented by the different sectors.  

VI.
QUALIFICATIONS

Overview of Global Green USA 

Global Green USA (GG USA) is a national non-profit environmental organization headquartered in Santa Monica.   The organization’s mission is to foster a value shift to a sustainable and secure future.  Working as a catalyst, mediator, and facilitator, a major objective of the organization1s work is to bring diverse groups together to address environmental issues in a proactive, creative, and productive fashion.

GG USA’s Energy and Resource Efficiency Program was established in 1995 to address issues related to climate change, air pollution, and resource use.  The program focuses on two main areas: 1) energy generation and use 2) design, construction, and operation of buildings.  

On the energy side, GG USA has played a significant role in the deregulation of California’s energy market.  GG USA led the creation of the media campaign for the statewide Go Green Power! Campaign, and is currently responsible for the Southern California public outreach efforts related to the campaign working closely with the cities of Santa Monica, Chula Vista, and Santa Barbara on their green power switches.  GG USA has partnered with the City of Chula Vista in a joint effort to educate residents and businesses in Chula Vista on the benefits of green power.  GG USA is also the chair organization in Green Cross International’s Energy Program.  

On the buildings’ side, GG USA is rapidly building a reputation for working with municipalities on a range of green building issues, from creating guidelines to crafting "green" municipal lending criteria.  GG USA has worked with the City of Los Angeles to develop the Sustainable Building Residential Rehabilitation Guidebook and Sourcebook.  GG USA has partnered with the City of Santa Monica to train City staff on green building guidelines for their Sustainable City Program.  Presently, GG USA is working with Alameda County on creating green building guidelines for rehabilitation and new homes for the fourteen cities in the county.  GG USA is also a member of the US Green Building Council’s executive committee.

Through these efforts, GG USA has developed unique strengths and extensive experience in developing effective marketing and outreach campaigns on complex environmental issues. GG USA has demonstrated the ability to make technical information understandable to a diverse audience.  The Go Green Power! Campaign utilized GG USA’s relationships with the principals of Bedford Falls Production Co., who produce the television shows Once and Again, Thirtysomething, and My So Called Life.   A cable television spot was created which educated consumers about their green power options; the first such spot in the nation.  Polling showed a ten- percent increase in awareness and interest only three weeks after the commercial spot aired.  

In addition, GG USA has developed the first zip code-driven website to give consumers green power options available in their specific area.  Combined with these cutting edge approaches, other traditional outreach techniques have been used including direct mail outreach and grassroots interaction with local community groups and residents.  As a third party, non-profit organization, GG USA offers a unique perspective that has garnered the respect of key leaders and organizations.

Recent Projects

Santa Monica Renewable Energy Campaign

Global Green USA initiated a green power campaign in the City of Santa Monica by bringing together several interested business owners and civic leaders.  Our efforts included coordination with City staff to facilitate the City’s full switch to green power (initially the City was planning on switching only City Hall).  GG USA also began contacting local businesses and developed the original mail campaign.  Many of the concepts developed as part of this effort served as the foundation of the later statewide campaign.  Funding: Turner Foundation, individual donors.

Go Green Power! Campaign

The Go Green Power! Campaign is a statewide public outreach and education campaign which seeks to promote renewable energy generation and energy efficiency as a means to fight global climate change, reduce air pollution, and create a sustainable clean energy future.  The Go Green Power! Campaign targets three types of power consumers: municipalities; businesses; and residential customers.  Paid media, earned media, and grassroots organizing techniques all are employed to raise awareness about renewable energy and to encourage consumers to switch from "brown" power to green power.  The campaign focuses on tabling at community events, providing speakers at organizational meetings, publishing information, 800 number, website address, targeted mailings, and formation of a community Green Power Task Force.  GG USA has also partnered with the City of Chula Vista on a joint green power public outreach effort.  

Funding: California Energy Commission and the Renewable Energy Marketing Board

Building Blocks

The Building Blocks are a series of fact sheets related to "greening affordable housing."  The fact sheets provide a detailed summary of key green building issues, such as resource efficiency, materials selection, and financing.  Case studies from around the nation provide real life examples of how the various strategies have been implemented.  Funding: US Department of Energy

RoadMaps

Targeted to tenant-occupied commercial office buildings, the RoadMaps outline three approaches to energy efficiency upgrades: use in-house staff, hire an energy consultant, or work with an Energy Service Corporation (ESCO).  The intent of the RoadMaps is to provide real estate executives with a focused summary of the key financial benefits of energy efficiency upgrades, outline available options, highlight relevant case studies, and provide useful links to organizations and printed resources.  

Funding: Environment Now Foundation.

GG USA Team Experience and Qualifications

GG USA staff offers a diverse skill set that is well prepared to successfully complete the proposed activities.  Key staff includes Matt Petersen, Walker Wells, Mary Luevano, Denise Lofman, and Scott Bunn.  Other members of the GG USA Team include Joe Costello, Darren Seaton, Keith Rutledge of the Renewable Energy Development Institute, and the Earth Communications Office.  Through our past connections, GG USA has the opportunity to work with a variety of experienced media experts such as Bedford Falls Production Company, Tree Media Group, and experienced graphic designers. 

Matt Petersen

Executive Director and Founding Board Member
Global Green USA’s founding Executive Director and board member, Matt Petersen, helped Diane Meyer Simon establish the American affiliate of Green Cross International in August 1994.  Through his leadership and expertise in politics, environmental issues, and consensus building, the group has successfully built bridges between citizens, business, and government while bringing sustainable development to a tangible, practical level within in a global context.

Considered an entrepreneur in creating nonprofits and innovative programs, Mr. Petersen is often invited to share his insights on national and international environmental issues with a wide range of audiences.  The topics of his speeches and writings include public/private partnerships, renewable energy and resource efficiency, and community revitalization.

Mr. Petersen’s many accomplishments as Global Green USA’s CEO include: creating the organization1s greening affordable housing initiative in association with a Habitat for Humanity International partnership; developing the annual Millennium Awards with Green Cross International (GCI) President Mikhail Gorbachev which recognizes preeminent local, national, and global environmental leaders; and conceptualizing a series of international forums on sustainable military base cleanup and reuse.  His current efforts are focusing on renewable energy and energy efficiency through efforts ranging from working with HUD to save up to $1 billion in energy costs to creating a campaign targeting cities and businesses to switch to renewable energy sources.  Mr. Petersen started the "Go Green Power!" campaign, the first public education campaign in the nation targeting the deregulated energy market place.

Previously, Mr. Petersen served as Executive Director of Americans for a Safe Future where he lead a successful campaign to halt the creation of a radioactive waste dump in the Mojave Desert’s Ward Valley.  Mr. Petersen’s efforts included spurring alternative policy initiatives that resulted in state legislation, raising public awareness about the issue by mobilizing entertainment industry support and creating a guerrilla public relations campaign generating the first electronic and print coverage throughout California on the issue. 

Before building and leading environmental organizations, Mr. Petersen worked as a political campaigner.  He served as national field staff organizer in five states during the primary season and as deputy political director for the Northern California 1988 Michael Dukakis for President campaign; campaign director for Martin Petersen’s successful bid for Stanislaus County Superintendent of Schools, beating a three-term incumbent; political director to State Senator Dan McCorquodale; press aide to California Insurance Commissioner John Garamendi; and campaign manager for environmental stalwart, Congressman Anthony C. Beilenson, in his successful reelection bid in 1992, one of the top ten races in the country.  

He is a member of the Council on Foreign Relations and Pacific Council on International Policy as well as serving on the Environmental Media Association (EMA) Advisory Board.  Mr. Petersen is also active in his community as a member of the Santa Monica Task Force on the Environment.  He holds a Bachelor’s degree in Political Science from California State University at Chico and a Master’s degree in Public Administration from the University of Southern California.  

Walker Wells, AICP

RESCUE Program Director
A Certified City Planner, Mr. Wells is Director of Global Green USA’s Resource Efficiency and Sustainable Communities Program.  Additional professional experience includes Senior Urban Design with Gruen Associates in Los Angels, Associate Planner with the City of Santa Monica, and Urban Planner for the City of Malmo, Sweden.

Mr. Wells’s contributions in the consulting, municipal, and non-profit arenas include urban design, streetscape, transportation, and environmental projects in Southern California and internationally, review and coordination of major development projects, conducting workshops and trainings, and developing sustainable development public policy recommendations. While with the City of Santa Monica, Mr. Wells contributed to development of the City’s Green Building Guidelines.  He is currently a member US Green Building Council’s LEED Residential Development Committee.  At Global Green USA, a national non-profit organization headquartered in Santa Monica, Mr. Wells is working with building industry stakeholders, affordable housing developers, and municipalities to further sustainable development practices, primarily through developing and implementing viable and cost-effective green building practices and programs.  

Mr. Wells holds Bachelor’s degrees in Sociology and Environmental Studies from the University of California Santa Barbara and a Master’s of City and Regional from the California Polytechnic University San Luis Obispo. Mr. Wells also studied in Sweden at Lund University and PolyTechnic Institute’s School of Architecture.

Mary Luévano 

Regional Director, Green Power Campaign
Mary Luévano has developed and implemented policy initiatives for Global Green USA since joining the organization in 1997 bringing with her extensive experience in government and public policy.  Prior to joining GG USA, Ms. Luevano worked as a Congressional staffer both in Washington, D.C. and Los Angeles.  In Washington, she served as a Legislative Assistant for former Representative Augustus F. Hawkins, Chairman of the House Education and Labor Committee where she followed environmental, tax and business issues.  Ms. Luevano then served as Senior Legislative Assistant to Rep. Calvin Dooley of California monitoring natural resource issues for Rep. Dooley who served on the House Interior Committee.

In 1993 Ms. Luevano returned to California and served as a Field Representative to Congresswoman Jane Harman.  In addition to implementing an extensive public outreach effort to serve the constituents of the 36th Congressional District, Ms. Luévano developed media strategies to highlight Congressional efforts on key national issues including the environment.  Ms. Luevano also tracked legislation affecting affordable housing residents and worked with members of the local environmental community on issues such as watershed management and ensuring the health of the Santa Monica Bay.  Ms. Luevano holds a Bachelors Degree in Political Science/International Relations from the University of California at Los Angeles and also completed the Congressional Research Service’s Graduate Legislative Institute in Washington, DC.

Denise Lofman

Go Green Power! Campaign Coordinator
Denise Lofman is the Campaign Coordinator for Global Green USA’s Green Power Campaign in California.  Ms. Lofman has coordinated the outreach to cities and collaborated on the residential and business outreach, including organizing GG USA’s participation in Earth Day Los Angeles, Santa Barbara, and San Diego.  Previously, Ms. Lofman worked for Oxfam Hong Kong/Vietnam Program as a consultant in environmental and gender issues and served as a Community Development Worker and Environmental Educator with the US Peace Corps in the Philippines.  Ms. Lofman graduated from the John’s Hopkins School of Advanced International Studies (SAIS) with an M.A. in international economics and social change and development.

Scott Bunn

Go Green Power! Campaign Organizer
Scott Bunn is the campaign organizer for Global Green USA’s Green Power Campaign in California.  Mr. Bunn has led the residential and business outreach to educate consumers about renewable energy.  For the campaign, Mr. Bunn has worked on developing a marketing package for businesses and organized a green power comedy troupe for Earth Day 2000 in Los Angeles.  Previously, Mr. Bunn worked for CalPIRG as a field manager in their citizen outreach program focusing on such issues as protecting California’s coast from off-shore oil drilling and preserving California’s state forests.  Mr. Bunn graduated from Wake Forest University with B.A. in English.

Joe Costello

President, Foundation Communications
Foundation Communications was established in 1993. The firm is dedicated to developing and implementing interactive electronic communications. The growth of the Internet and its impact on public and private institutions is a main focus. The firm also works in traditional media including mail, telemarketing, cable television, and press relations.

In the last several years, Foundation Communications has worked extensively on a statewide campaign promoting energy efficiency and renewable energy technologies.  Clients have included Network Electronics, Pacific Advocates, the Center for Energy Efficiency Renewable Technologies,  Corporate Safe Specialists, and Global Green USA.

Joseph Costello was involved in electoral politics for over a decade.  During that time, he participated in and managed campaigns from city council races to the Presidency. He worked extensively in Illinois and California. He worked in all aspects of campaigns including press relations, fundraising, field work, management, and strategy.

Most significantly, he was Communications Director for Jerry Brown's 1992 Presidential campaign, in which he conceived and developed the 800 number and electronic media strategy.  Mr. Costello has a BA from Boston College.

Darren Seaton

DFS Associates
Darren Seaton is a political consultant with experience in political and media strategy as well as marketing expertise .  Mr. Seaton worked for Kamer-Singer & Associates focusing on strategic message development and media relations for clients with environmental issues.  He worked for Mayor Susan Hammer as the senior environmental policy advisor to the mayor.  Previously, Mr. Seaton worked on the political campaigns of Charles Calderon for Attorney General, Byron Sher for State Senate, and Kathleen Brown for Governor.

Keith Rutledge

President, Renewable Energy Development Institute
Keith Rutledge has been involved in the renewable energy field since 1976 and is currently the President of the Renewable Energy Development Institute (REDI), a non-profit 501c3 scientific and educational corporation in Willits, California. After graduating from Southern Methodist University with a Bachelor's degree in International Relations Mr. Rutledge relocated to California where he began his energy career as cofounder and President of Solar Station, a solar energy contractor, and Alternative Energy Collective, a non-profit corporation. 

During the 70's and 80's his work included design and installation of residential and commercial solar energy systems for such clients as the State of California and UC Berkeley including a Department of Energy award winning solar electric system for a Caltrans station in the Sierra mountains. During this time he obtained a lifetime teaching credential in engineering with the California Community Colleges and has taught energy and construction courses at Vista College in Berkeley and at Mendocino College in Ukiah as well as several technical training programs. 

After spending the 90's in banking at the Bank of Willits Mr. Rutledge made a decision to pursue his energy career full time once again as REDI's president. Current projects include further work on energy financing with California Solar Energy Industries Association and the California Alternative Energy Financing Authority as well as research work in the areas of renewable energy and clean air transportation.

The Earth Communications Office

The Earth Communications Office is a non-profit environmental organization whose mission is to use the power of communications to help improve the global environment.  ECO was formed ten years ago to serve as a bridge between environmental, scientific, and political leaders and the entertainment industry.  

For the past nine years, ECO has created award-winning communication campaigns that have been seen by more than one billion people worldwide.  ECO’s campaigns utilize the talent of the finest artists and communications experts anywhere and have been endorsed by President Clinton, U.S. Congressional leaders, the head of the United Nations Environment Programme, and by scientific and environmental leaders.  ECO’s goal is to educate and inspire people around the world to take action to help protect the planet.

Some of ECO’s most prominent Board members include:  Ed Begley, Jr., Pierce Brosnan, Cindy Crawford, James Cromwell, Debra Hill, Ron Howard, Bill Maher, Donna Mills, Patrick Stewart and Bob Talbot.   ECO’s Advisory Board includes: Vice President Al Gore; Dr. Thomas Lovejoy of the Smithsonian Institution; Sylvia Earle; US Senator Max Baucus and; Congressman John Edward Porter.

The Earth Communications Office is staffed by Managing Director Ruben Aronin, who has seven years of experience in the environmental field and in non-profit management.  Mr. Aronin is responsible for administering all of ECO's projects and for facilitating the communications and meetings of the ECO Board of Directors.  Mr. Aronin has managed the production and distribution of the ECO PSA campaign and overseen the PSA Premieres for the past five years.  Mr. Aronin also consults with ECO's Advisory Board of environmental and political leaders and serves on the Advisory Board of the California League of Conservation Voters.  Prior to working at ECO, Mr. Aronin served as the outreach coordinator for the Bells for Hope ceremony of the Presidential Inaugural celebration in Washington, D.C.

ECO’s Assistant Director, Lisa Day, is a graduate of the UCLA School of Law.  For the past three years, she has served as the Line Producer for ECO’s public service campaigns.  In addition, she is in charge of website development and was responsible for coordinating the redesign and relaunch of ECO’s website. 

ECO’s Chairman of the Board is Larry Kopald, and Kit Thomas and Debra Hill are other members of ECO’s Executive Committee.

GG USA References

Craig Perkins

Director of Environmental and Public Works Management

City of Santa Monica

1685 Main Street

Santa Monica, CA 90401

(310) 458-8221

GG USA coordinated with the City of Santa Monica in their efforts to switch to completely to renewable power.  This included providing information on the large-scale benefits of renewable energy from both an environmental and economic perspective, assistance in getting the message to the media and citizenry, and connecting City staff to technical experts.

Gary Gero

Director Air Quality Management

City of Los Angeles Environmental Affairs Department

201 N. Figueroa Street

Los Angeles, CA 90012
(213) 580-1024

GG USA worked with the Department of Environmental Affairs, through a grant from the US Department of energy, top develop the first phase of the Los Angeles Sustainable Building Program.  The program encompasses energy efficiency, use of renewable energy, selection of non-toxic and recycled content materials, indoor air quality, and community design.  Key issues, practices, and materials are identified and discussed in the roughly 25-page document, which is being used by builders and public agency staff in Los Angeles, and around the country. 

Ann Peterson

Renewable Energy Program

California Energy Commission

1516 9th Street

Sacramento, CA 95814

(916) 653-4246

GG USA worked in partnership with the Center for Energy Efficiency and Renewable Technology (CEERT) and the Renewable Energy Marketing Board (REMB) in developing and implementing the renewable energy marketing outreach campaign.  GG USA played the instrumental role in developing the media-based materials, including the website, 30-second cable television spot, and mailers.  GG USA has also conducted numerous public speaking engagements to local citizens, elected officials, and businesses.  The Go Green Power! Campaign is currently focused in Earth Day 2000 activities and in building a base of grassroots supporters through local Green Power Task Forces.

Michael T. Meacham

Conservation Coordinator

City of Chula Vista

276 Fourth Avenue

Chula Vista, CA  91910

(619) 691-5122

GG USA coordinated with the City of Chula Vista in a joint effort to educate residents and businesses in Chula Vista about the City’s switch to green power.  As part of this joint effort, GG USA conducted outreach to consumers and businesses about their own choices in green power options including a direct mail campaign.
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