Regional Energy Outreach program
Using competition and rewards to motivate residents reduce their energy use 
in the Washington Region

· Partners
Earth Aid and MWCOG 
Utilities, State and local jurisdictions
Private sector, business/ media sponsors


· Objective
Use competition to foster participation in the Earth Aid program and thus reduce electricity/ gas use throughout the region (transportation excluded).


· Target
Residents (anyone who pays utility bills and has an internet access)


· Message
Reduce home energy use, save money and get rewarded for your effort 
Help the Washington region reach its energy and climate goals


· CEEPC goals supported
Primary goals:
10,000 residential units (retrofitted to) achieve a 5‐10 percent energy saving annually.
500‐1000 residential units (retrofitted to) achieve a 10‐30 percent energy saving annually.

Secondary goals:
5000 residential, commercial, or government buildings have RE systems installed by the end of 2011.
Return to 2005 GHG emission level by 2012 regionally 


· Partners’ goals supported

· Empower MD: reduce electricity use 15% by 2015
· Virginia energy conservation goal: reduce electricity use 10% by 2022 compared to 2006 baseline
· Compatible with local energy and climate goals.


· Concept: Earth Aid- based Energy Savers rewards program and regional competition

General principle:
Build on Earth Aid concept (sign up, save energy, earn rewards) and online platform.
Add a regional competition to motivate new people to sign in.
Measure achieved energy savings to support CEEPC and other partners’ energy and climate goals.

1. Regional competition between self-organized groups:  neighbors, co-workers, communities of interest

· Use Earth Aid social media capability to encourage people to create teams, recruit members and compete with one another;
· Reward Energy Leaders (= people who convince most people to sign in);
· Reward the best teams in each category: in addition to the individual reward program proposed by Earth Aid, specific group rewards would be negotiated with Earth Aid vendors, or other sponsors to be found.


2. Competition between jurisdictions 

Jurisdictions would compete for the highest number of residents participating into the challenge.

Achieved energy savings / tons of CO2/ number of Earth Aid participants would be consolidated per jurisdiction or state, and made public on a regular basis. 
Jurisdictions would compete for the highest participation rate, or the highest energy savings compared to the baseline.

In addition, a goal could be set up for the region, with a real-time meter (like for fundraising campaigns).

The best performing jurisdiction would win: 
· Public recognition, 
· And/or additional rewards - Eg: money for energy education programs in schools. In that case, additional sponsors would be needed.


· Timeline

Proposed running time
6 months (two seasons) – Possibly with one pilot season before expanding the program.
This could also become on-going program later on.
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· Steps

1- PLANNING STAGE (5-6 Months)

1.1- Hire marketing/PR consultant

1.2- Plan and design marketing campaign and grassroots campaign

Objective: encourage people to participate in the competition and drive them to Earth Aid website, through traditional media campaign and a community-based approach.

Scope of the campaign to be adjusted to the available budget


Tasks: 

· MARKETING CAMPAIGN

a. Develop a regional energy and climate clearinghouse including

· Information on the Metropolitan Washington energy and climate action plan: regional indicators, progress reports.
· Information on all existing programs: utilities – state – local.
· Access to the regional Earth Aid-based challenge: connection to Earth Aid tool, mapping of participants, comparisons with neighbors, city / region averages, case studies, spotlights on Energy Leaders etc.

b. Develop other campaign materials: social media, kiosks, banners etc

c. Purchase media: web, radio, print, transit etc.

d. Work with all partners on how to use their channels to publicize the program (eg: utilities -> insert on energy bills, Clean Air Partners etc.)


· GRASSROOTS CAMPAIGN

Identify community-groups and determine how they can support the campaign.

Community partners that could help publicize the competition:
· HOAs, condo associations
· Schools (Clean Air Partners?), 
· Universities, 
· Associations of Retired people,
· Faith-based organizations 
· Weatherization providers etc.


· SPONSORS RESEARCH

The program will require searching for and coordinating different kinds of sponsorship:
· Earth Aid traditional reward program,
· Program sponsors: support the marketing campaign (business or media partners)
· Prize sponsors: offer rewards for the competition (in addition to Earth Aid traditional reward program),


1.3-Organize progress tracking and overall coordination
Use progress tracking to motivate more people to join.


2- IMPLEMENTATION STAGE (6-7 months)

2.1- Announce competition 
Press conference/ event
Press release

2.2- Launch marketing campaign 

Web and social media
Traditional media: radio, transit etc.


2.3- Launch grassroots activities

· Town hall meetings, workshops and events: organize specific  events or piggyback on other planned events 
· Identify and train Community Energy Leaders/ Energy University fellows (based on Montgomery County program)
· Partner community groups that will serve as relays for the challenge, provide them with tools / materials adaptable to their local contexts.
· Develop something specific with schools?


2.4- Track and publicize progress
Website
Media coverage


2.5- Reward best teams and/or best jurisdictions
Public recognition ceremony etc.

· [bookmark: OLE_LINK1][bookmark: OLE_LINK2]Budget

Scenario 1 and 2 differ by the scope of the marketing campaign and grassroots efforts.

In the “shoe string” scenario, the marketing campaign (media buy) and website development are limited to a minimum. The program is promoted using each partner’s existing channels. The grassroots/ community involvement part would rely on existing programs or events at the local level.

In scenario 2, the marketing campaign and the grassroots components would be significantly fleshed out (media buy, Energy Leaders program etc). The visibility of the regional outreach program, and its outcomes, are potentially much higher. This scenario would require additional funding sources - grants or other. 

	[bookmark: _Hlk260321889]k$ 
	Monetary
	Additional In kind
contributions

	
	Scenario 1
“Shoe string”
	Scenario 2
Grant money available (EPA Climate showcase etc.)
	

	Marketing and grassroots campaign
· Website design
· Campaign materials development
· Media buy
· Sponsors recruitment
	35
15
10
0
10
	200
40
30
100
30
	Yes
Utilities (insert on bills)
Free media

	Grassroots activities
· Energy Leaders training, 
· Participation in local events
	20
	120
	Yes?
LG staff time/Local community-based organizations?

	Rewards for best teams / best jurisdictions
	0
	30
	Substantial contributions expected
Business sponsors / Earth aid reward program

	Project management and coordination
	30
	100
	Yes
COG / Earth Aid staff time

	TOTAL
	85
	450
	




Potential funding: 

· EPA climate Showcase (to be released in May, grants up to $500,000, 50% matching requirement),
· US DOE 
· Foundations (eg: Home Depot Foundation)
· State/ local/ utilities contributions
· Other?




· Summary: role of each partner

	
	Core mission
	Possible additional participation

	MWCOG
	Overall coordination (hire PR consultant, track and publicize progress with Earth Aid, organize competition, research sponsors)
	Coordinate grassroots activities (engage community partners, recruit and train energy leaders)

	Utilities
	Promote the program to their customers (website, energy bills)
	Provide in-kind or direct funding support

	State agencies
	Promote the program through their existing campaigns
	Provide in-kind or direct funding support

	Local Governments
	Promote the program to their residents
Help identify and engage local community partners 
	Provide in-kind or direct funding support 

Coordinate grassroots activities 
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Planning

1.1- Hire marketing/PR consultant

1.2.a- Plan and design marketing campaign

1.2.b- Plan and design grassroots campaign

1.3-Organize progress tracking, overall coordination

Implementation

2.1- Announce competition

2.2- Launch marketing campaign

2.3- Launch grassroots activities

2.4- Track and publicize progress

2.5- Reward best teams / best jurisdictions

On-going program? 
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