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Brand = Pioneering IDSM Platform

Energy Demand Distributed
Efficiency Response Generation

Behavior Products Services



Presenter
Presentation Notes
In D.13-12-038, the Commission stated its “long-term goal for statewide marketing, education and outreach is that Californians understand the value of energy efficiency, demand response, and distributed generation which leads to demand for products, services and rates for their homes and businesses. This demand leads Californians to take actions that save money, increase the installation of customer-owned renewable energy technologies, use energy more efficiently, and shift energy use away from peak hours as needed.” D. 13-12-038 p. 62 

Some aspects of note: 

Statewide marketing, education and outreach has one statewide administrator and implementer – CSE – responsible for delivering results to the Commission
D.13-12-038 established a governance structure in which the statewide administrator works under direct CPUC staff oversight and direction, while under contract with an IOU fiscal manager.
The IOUs and RENs are stakeholders in the program co-responsible for coordination for their service territories. They provide input and feedback on Statewide ME&O strategy and creative
2013 CPUC implementation decision for initial 2014-2015 phase provides that IOUs and RENs continue to perform marketing for programs they administer. 
Initiatives that have required competitively neutral messaging or coordination across multiple service territories such as the Climate Credit education and outreach and ME&O coordination for the Financing pilots have been included under the Energy Upgrade California umbrella and CSE has been directed to work on those as part of Energy Upgrade California


SWMEO 2014-15 Budget

MARKETING $20,445,299
paid, earned and social media

EDUCATION $7,900,000
website, digital marketing, mobile outreach and small business pilot

OUTREACH $7,250,000
retail, strategic partnerships, youth engagement, CBO grant program

RESEARCH $1,200,000
EM&V $1,711,409
CSE administrative $2,994,966
IOU administrative $1,283,557
Total $42,785,231
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Presenter
Presentation Notes
CSE manages $40.4M. Of that about $18M has been spent to date.
Since kicking off full implementation a year ago, CSE has issued a series of competitive solicitations and hired almost ten agencies to launch implementation of this integrated communications, multi-channel brand transition and ME&O campaign. 
This budget is for the SWMEO program only. CSE is also managing a $7.6M ME&O budget for the financing pilots for EE and DR, pending disposition of the SWMEO advice letter.


EDUCATE

Educate customers about
energy management and frame a
suite of complementary DSM
solutions
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ACTIVATE

Call customers to action to
participate in multiple programs
and access rebates and
incentives

MOTIVATE

Provide customers with
information and tools to consider
DSM solutions to adopt now and
in the future
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Presentation Notes
Energy Upgrade California fulfills a three-part value chain through its integrated communications approach across all ME&O channels. 

Educate:   Educate customers about energy management and frame a suite of complementary DSM solutions for each customer group that is designed to work in coordination or sequence.
Motivate:  Provide customers with tools to easily consider which DSM solutions to adopt now and in the future.
Activate:   Eventually streamline the process of applying to participate in multiple programs and access rebates and incentives.



SWMEO 2014 Accomplishments

 Brand resonating and growing — aided awareness 21%

e Stakeholders using shared calendar, meeting monthly

e Several agency partners hired via competitive solicitation

e New website launched featuring wide array of DSM content in Sept.
e Multiple channels developed and launching

Paid media impressions > 15 million

Earned media > 550 outlets have run stories

Social media growing > 25,000 Facebook fans

Digital media growing > 67,000 clicks; 0.07% CTR

Energyupgradeca.org comprehensive 500,000 visitors to date

Retail active with 14 companies 307 events; 6,400 engagements

20 CBOs up and running 54 events; 8,000 engagements

New mobile education coming in April

New tools coming to website in March energyﬂy
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Presentation Notes
Energy Upgrade California is a comprehensive social marketing effort with paid, earned and social media and robust education and outreach channels including retail engagement, grants and training to community-based organizations, youth enrichment outreach, strategic partnerships and a website that features 175 pages of content about a broad array of DSM topics and, a rebate and financing finder and an self-guided home education tool launching in March. 

Ongoing program marketing has remained with IOU and other program administration teams. 

Under the governance structure, CPUC staff direct the feature of certain programs or topics by campaign.



Data

e Consumer engagement requires knowledge
e MEO is a data-driven activity

— Data needs will increase over time for SWMEOQO
— Focused now on establishing brand and resources

e Collecting limited data now — will increase

e Secure sharing of data will be important
considerationin the future
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Lessons Learned for IDSM

1. People think about energy needs and services, not energy itself

2. Itis easier and less expensive to bundle offerings for customer
groups than to find new customers for every program

3. Programs are currently not designed to incentivize or encourage
adoption of more than one solution

4. People are receptive to a brand approach that connects their
energy use to greater goals and values

5. Good brands develop customer relationships and communicate
value increasingly over time

6. Developing and delivering IDSM branded programs would
streamline and improve the customer experience ﬂ
energy ¥

upgrade”

CALIFORNIA




	 Brand Transition and Statewide Marketing, Education & Outreach (SWMEO)��January 22, 2015�Learning Session I for Rulemaking 14-10-003���Sachu Constantine, Policy Director �Center for Sustainable Energy
	Brand = Pioneering IDSM Platform
	SWMEO 2014-15 Budget
	Slide Number 4
	SWMEO 2014  Accomplishments
	Data
	Lessons Learned for IDSM

