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Californians will be engaged as partners

 

in 

 the state’s energy efficiency, demand‐side 

 management and clean energy efforts by 

 becoming fully informed

 

of the importance 

 of energy efficiency and their opportunities 

 to act.

‐

 

CPUC, California Energy Efficiency Strategic Plan, October 2008

Energy Efficiency Vision for California
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Background of the ME&O Statewide Campaign

CPUC Decision 07‐10‐032 October 19, 2007 ‐

 

From Conclusion of Law
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• ME&O programs should be more strategic and comprehensive 
in the way they are used to promote energy efficiency and the 
statewide energy efficiency strategic plan should address ME&O as 
set forth herein.

• The utilities should work with Commission staff to develop an 
energy efficiency web portal that provides an integrated point of 
access to energy efficiency program information.

• The Commission should lead an ME&O task force to assist in 
relevant aspects of the statewide strategic plan and utility portfolio 
applications, develop an energy efficiency web portal and consider 
the development of a brand for California energy efficiency 
products and services.
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ME&O Statewide 
Engagement (Kick‐Off)

State of EE in California 
Foundational Assignment 

CompletedCPUC Decision 
07‐10‐032
(Oct 2007)

Oct 2007 

 

Sept 2008                                 Nov 2008        

 

April 2009

Background: Timeline of Events 

The approved Long Term EE 

 
Strategic Plan called for the 

 
development of a California EE 

 
Brand and Web Portal 
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Create a new 
 marketing program 

 to promote energy 
 efficiency

Create a
 change in behavior 

 that will effect 
 a meaningful,

 long‐term reduction
 in energy 

 consumption

Build a Movement
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Our Mission



Anti‐littering became a movement; now it is a norm

Anti-littering 
Movement: littering is 
socially unacceptable

Littering fines: California posts its 
maximum fine. “The $1000 Fine For 
Littering" sign is a common sight

“The Crying Indian”: Aired on Earth Day, 1971 with 
the tagline, "People Start Pollution. People can stop it.” 
It achieved lasting fame and became synonymous with antilittering

Im
p
ac

t

Time

Illustrative

Movement

Programs

Campaign
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Conservation & efficiency have strong awareness
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Utilities’
 

program messages are evolving
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Retailers are promoting energy efficiency
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Manufacturers are promoting energy efficiency

9
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Governments now driving EE agenda

Local (City of San Diego)

Local (City of 

 
San Francisco)

California (Air Resources Board)

State California 

 
(Governor’s website)

National (Dept of Energy)
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Breaking through the noise: Cacophony can impede progress 
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Earned media increasing focus and information
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Inform Decisively:
There is a strong need for an authoritative, 

 
expert voice to clarify and inform with a 

 
unified message. 

Empower Generously:
People need to be challenged to act and 

 
recognized when they do. Companies, 

 
government and consumers must be 

 
encouraged to join together to spur on the 

 
energy efficiency movement through co‐

 
marketing, legislation and community efforts.  

Time for Action

Speak to Diversity:
Different audiences interpret a message, a call‐to‐action and a social issue in many ways. 

 
Understanding these dimensions and effectively promoting benefits most relevant to 

 
each group is the key to success.

Energy issues are on everyone’s minds



Moving Forward: Statewide ME&O

The Major Elements
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1.

 
Goals/Research

2.

 
Level 1

3.

 
Level 2

1.

 
Goal Setting

2.

 
Assessment

3.

 
Approach

Revamp  New

1.

 
Baseline

2.

 
Segmentation

3.

 
Marketing Plan

4.

 
Integrated 

 Communications 

 Plan

BRAND ME&O PLAN  WEB PORTAL



Campaign Goal Setting Process 

We will clarify through the goal‐setting process desired market research goals.

Behavioral changes

•

 

Changes in behavior intent

•

 

Changes in reported behavior (% increase/decrease, change in numbers)

•

 

As possible, changes in documented behavior

Awareness levels

•

 

Changes in knowledge (knowledge of key facts, information, etc.)

 

of EE actions 

 
and their relative importance

•

 

Changes in belief (attitude, opinion, values)
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Market Research 
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1. Establish a Baseline: Californians’ current awareness, knowledge, 
beliefs, and behaviors regarding energy management 

2. Segmentation: Who do we need to influence and how do they receive 
information? 

3. Brand Assessment: What is the potential of existing brands to 
accomplish the new goals? 



Market Research 

Note:  The information presented compares the percent of individuals in the DMA and does not make comparison as it 

 

relates to the total population of individuals in the state.

California is extremely diverse across many dimensions. 
Segmentation is essential.

We need to understand 
energy efficiency drivers 
by audience, and use them 
to motivate change with 
the right people at the right 
time, in the right place.  
We also need to 
understand the information 
networks utilized by each 
audience.

This effort requires an 
effective statewide 
segmentation based on 
extensive primary research 
that will build a new 
baseline.
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Research Efforts  

1.

 

Baseline

 

of awareness, 

 attitudes, knowledge, beliefs 

 and behavior, and greater 

 variation not captured in 

 current survey research

2.

 

Ethnographic

 

research in field 

 (in‐home visits statewide)

1.

 

Understand the little picture to 

 sharpen the big picture

2.

 

Listen to stories of energy use 

 and learn colloquial language

3.

 

Determine non‐material 

 motivations and barriers to 

 action
– Emotional

– Inspirational 

– Familial/Household

3.

 

Segmentation

4.

 

Additional

 

quantitative

 

research

– In‐language and ethnic 

 language groups

– Social/information networks 

 and new social media
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• To segment the California market based on attitudes, values, behavior, 

 
current position in the conversion funnel, energy use and other 

 
relevant metrics (e.g. influence model)

• To profile and size segments to define the immediate and long term 

 
opportunity

• To unveil the drivers of behavior (emotional and functional benefits) 

 
that will result in desired actions

• To understand the reach of existing programs and applicability by 

 
segment

Segmentation
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Brand Assessment 
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• Conduct primary, statistically 

 
representational/valid research to: 

• Establish brand equities
– Awareness
– Associations & attributes
– Relevance
– Differentiation

• Understand fit/stretch potential for the brands 

 
to encompass a wider scope of energy 

 
management and achieve CPUC behavior 

 
change goals



Marketing & Integrated Communications Plan Outlines

Marketing Plan
1. Executive Summary

 
2. Background
3. Purpose 
4. Situation Analysis 

•

 

Internal Factors
•

 

External Factors
5. Marketing Objective and Goals
6. Offerings
7. Target Audience Segmentation

•

 

End Users
o

 

Residents
o

 

Ethnic
o

 

Low Income
o

 

Business (Small and Mid‐Size)
•

 

Local Governments
•

 

Trade Allies
o

 

Retailers
o

 

Manufacturers
o

 

3rd

 

Parties
•

 

Utilities
•

 

Community Based Organizations
8. Competitive Factors
9. Effective Marketing Practices

Integrated Marketing Communications Plan 
1. Branding and Messaging

•

 

Brand Architecture
•

 

Positioning Statement
•

 

Value Proposition
•

 

Major Messages 
2. Target Markets

•

 

Segments
•

 

Geography
3. Marketing Strategy

•

 

Timing (3‐year plan)
4. Communication Channels 
5. Tactics
6. Calendar
7. Budget
8. Campaign Evaluation Plan 
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Questions so far?  
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1.

 

The Task
2.

 

Our Approach
3.

 

Phases of 
Development

4.

 

ME&O Integration 
Points

EE Web Portal

Energy Efficiency Web Portal



The Task

Creation of a Web portal
 

that 
allows energy efficiency 
practitioners and consumers

 to exchange information
 

and 
solutions

 
on implementing 

energy efficiency programs 
and measures.

Energy Efficiency Strategic Plan



Our Approach

The Web is not
another Channel.
It is a Network!
25
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Our Approach



Phases relative to audience‐based levels



Phases of Development



Phases of Development



ME&O Integration Points

Branding, Marketing, and Research inputs are all needed 
at the start of the Consumer Level (Phase II & III).



Questions?  
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