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Ensure energy efficient 
practices become 
“business as usual” for 
individuals, businesses 
and communities in 
California.

—CPUC Commissioner 
Dian Grueneich
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TIME FOR ACTION IS NOW
OPPORTUNITY TO LEAD

Need to build effective statewide model specifically addressing energy-efficient 
behavior
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BUILDING THE FOUNDATION:
MORE THAN A PROGRAM

MORE THAN A MESSAGE…
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BRIDGING THE GAP BETWEEN 
AWARENESS AND ACTION
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Despite much progress, 
Californians need 
fundamental education 
regarding energy efficiency

–Widespread confusion about 
energy efficiency terms, what 
actions provide greatest impact

-what is or isn’t energy efficient

–People believe they are 
“doing all they can” yet they 
could easily do more 
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WHY WE PRIORITIZE
RESEARCH AND SEGMENTATION

• UNDERSTAND the trends/drivers/factors that 
affect energy efficient behavior

• BREAK THROUGH through the noise and 
consumer confusion

• EFFECTIVELY ENGAGE consumers by 
appropriately defining “the ask”

• (re) BUILD the MOTIVATION and market the 
NEED to be energy efficient 
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WHAT IS THE PLAN?

� MARKET 
ASSESSMENT

• Brand ASSESSMENT

• Brand CREATION

• Marketing Education & 
Outreach STRATEGIC 
IMPLEMENTATION 
PLAN

• IMPLEMENTATION

• ENERGY EFFICIENCY 
WEB PORTAL 
– Level 1: Policy makers, 

practitioners, utilities, 
international and more

– Level 2: Consumers, 
communities and 
businesses and 



8

• A fact-based foundation for a California's statewide 
energy efficiency marketing and outreach program that 
will encourage Californians to reduce their energy 
consumption to meet CPUC goals.

• An assessment of the current state of energy efficiency 
in California, including 
– Identifying potential marketing audiences and segmentation 

approaches
– Comparing international and statewide marketing initiatives for 

Energy Efficiency and related issues
– Identifying most significant perpetual and emerging barriers and

opportunities
– Identifying existing approaches to measurement

MARKET ASSESSMENT
A comprehensive marketing-oriented assessment of 
Energy Efficiency in the time period June-September 2008
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METHODOLOGY: secondary research
expert interviews for context and inspiration
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SITUATION FINDINGS 

• Current State of California Energy 
Efficiency

• Current State of Energy Efficiency 
Marketing Efforts 

• Barriers to Consumer and Business 
Energy Efficiency Behavior 

• Opportunities for Consumers and 
Businesses
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PERVASIVE AND
EMERGING BARRIERS

• Pervasive: knowing what to do, cost, doubt 
ability to make a difference, invisibility

• Emerging: losing a sense 
of urgency, 
financial constraints, 
increasing plug load 
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The NOISE
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WHAT THE PRIMARY RESEARCH SHOWS:
Flex Your Power (statewide campaign)

Process evaluation finds a true statewide campaign, messages are clear, but 
targeted appeal and link to action is missing

–Marketing Strategy
• Flex Your Power is associated with energy-related issues, it is not 

necessarily associated with specific ways that individual consumers 
can reduce their bills and energy consumption. It is most commonly 
associated with a very broad message of saving energy 

• The programs’ current approach fails to recognize the state’s diversity 
among the mass market segments and misses the opportunity to 
generate a sophisticated and substantially more strategic marketing 
and outreach campaign

–Messages
• Overall, individuals who have viewed the advertisements believe that 

they raise awareness and provide education
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(Messages continued…)
• Majority of respondents believe that the messages are “clear;”…findings 

indicate that the messages are not actionable

–Media
• Programs have succeeded in meeting their [advertising] reach and

frequency goals, which are stated in terms of media buy placements
• The marketing and outreach tools should be tailored to a segments’

preexisting conditions while accounting for their unique media habits

–Brand elements
• Logo used in isolation does not effectively communicate the programs’

energy efficiency objectives
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WHAT THE PRIMARY RESEARCH SHOWS:
Flex Your Power (statewide campaign)
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Industry
EE Terms
• Energy Conservation 

• Energy Efficiency

• Demand Response
• Smart Energy

• Clean Energy

• Green Technology

Consumer
Interpretations
• Conserve

• Efficiency

• Take Action
• Forward thinking

• Pollution Free

• Solar Panels

Consumers 
use different 
terms than 
industry to 
describe 
energy and the 
environment

Plug load, heat storm, and carbon footprint (generally confused) are 
additional observed industry EE terms, but at this time we have no 
secondary research on how consumers interpret these terms.
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CLARIFYING THE ASK 
IN TERMS THAT MAKE SENSE



16

CLARIFYING THE ASK 

• What are we asking individuals and 
businesses to do?
– engage in more non-buying and buying energy 

efficient behaviors at home, at work, at 
school…all the time

– Businesses: implement energy efficient 
components in their buildings, reduce energy 
intensity of products; encourage employees 
to be efficient

– Per capita reductions!!!!!
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–Energy users’ motivations vary widely 
and behavior is often not rational or 
predictable

• However, income is a key influencer in both non-
buying and buying energy efficiency behavior

• Knowing the audience’s energy efficient traits is key

BUILDING THE MOTIVATION 
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California is extremely diverse across 
many dimensions; segmentation is essential
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Each ethnic and income audience group = 
an attitude and behavior for that region.
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KEY FINDINGS
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WHERE FROM HERE ?

� MARKET ASSESSMENT

1. Brand ASSESSMENT

2. Brand CREATION

3. Marketing Education & Outreach 
STRATEGIC IMPLEMENTATION PLAN

4. IMPLEMENTATION

5. Measurement an Evaluation
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STAKEHOLDERS

• CPUC 
– Oversees the overall effort
– Approves/administers budget 

to utilities 

• CPUC/IOUs Partnership
– Best practices together in 

ME&O
– Key decisions and guidance 

of effort (contractors, 
implementers)

• IOUs 
– Utility programs, channels
– ME&O contract management

• Advisory “ME&O 
Task Force”
– State agencies, 

utilities, NGOs, etc.
– Provides feedback
– Builds joint 

investment & 
ownership over 
effort
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The Long Term EE Strategic Plan and material: 
www.CaliforniaEnergyEfficiency.com

Contacts:

• Këri Bolding
Senior Communications Advisor

kri@cpuc.ca.gov
415.703.2046

For more information…

• Pamela Wellner
Senior Regulatory Analyst

pw1@cpuc.ca.gov
415.703.5906


