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PUBLIC UTILITIES COMMISSION OF THE STATE OF CALIFORNIA

SUBJECT
SUBMISSION OF DDB'’S FIVE-YEAR MARKETING, EDUCATION AND OUTREACH
STRATEGIC ROADMAP

DDB hereby submits its proposed Five-Year Marketing, Education and Outreach
(ME&O) Strategic Roadmap, as shown in the enclosed Attachment.

PURPOSE

The purpose of this Advice Letter is to submit DDB’s proposed Five-Year ME&O
Strategic Roadmap under the auspices of California Public Utilities Commission
(Commission) Application (A.) 12-08-007.

BACKGROUND

In A.12-08-007, which opened in August 2012, the Commission ordered the utilities to
file applications for a statewide ME&O effort. In March 2016, the Commission
authorized an open solicitation for a new implementer for ME&O in 2017 and beyond
(D16-03-029). In September 2016, the Commission approved the results of that
solicitation in selecting DDB (D.16-09-020) as the statewide ME&O implementer.
D.16-03-029 states that the implementer, DDB will:

Work with Commission staff to lead a process to create a 5-year ME&O roadmap
for Energy Upgrade California and the Program Administrators (PAs). This will
take into account of the IOU’s business plans for energy efficiency, as well as
(but not limited to) marketing strategies for customer-owned generation, demand
response, rate structures, water/energy nexus, electric vehicles, the California
Climate Credit, low income programs, and behavior change. This plan will outline



long term goals, metrics, and strategies for ME&O, and should explain how these
strategies will lead to the greenhouse gas reduction and energy efficiency goals
in CA Senate Bill 350. The Roadmap should state the roles and responsibilities
of all participants.

Thus, DDB has produced a five-year Roadmap with two main sections: (1) the
objectives, strategies, and metrics for customer engagement and how these strategies
will lead greenhouse gas reduction and energy efficiency goals stated in CA Senate Bill
350, and (2) the integration and coordination with the priorities of the California Public
Utilities Commission (CPUC).

DISCUSSION

The following is a brief description of the Roadmap. The details are available in
Attachment A — FIVE-YEAR MARKETING, OUTREACH AND EDUCATION
STRATEGIC ROADMAP.

The main goal of this Roadmap is to articulate the path to achieving the Commission’s
ME&O campaign goals of increasing progress on energy efficiency and reducing
greenhouse gas (GHG) emissions through behavior change and lead generation. The
roadmap will guide the next five years of statewide ME&O, driving toward the vision and
goals stated in D. 16-23-029. Success is reliant on the coordination and cooperation of
all parties; therefore, the roadmap clearly defines roles and responsibilities of each
party.

The Roadmap presents a high-level look at what the next five years of statewide ME&O,
while recognizing Commission priorities will change over time and, as the campaign
matures, its focus will shift from awareness and education to driving participation and
sustaining momentum. As such, tactical implementation and execution will be described
through Joint Consumer Action Plans, to be filed on an annual basis.

COST RECOVERY

Per Decision, 16-09-020, The ratepayers of Pacific Gas and Electric Company (PG&E),
Southern California Edison Company (SCE), San Diego Gas & Electric Company
(SDG&E), and Southern California Gas Company (SoCalGas) shall continue to fund the
annual budget of the statewide Marketing, Education, and Outreach program according
to the existing percentage shares contributed by each utility: 46.74% for PG&E, 32.68%
for SCE, 12.43% for SDG&E and 8.14% for SoCalGas.



Further details on revenue requirements for each utility are available in the following
approved advice letters:

e PG&E Advice Letter 3783-G/4963-E
e SDG&E Advice Letter 3025-E/2542-G
e So Cal Gas Advice Letter 5074

e SCE Advice Letter 3508E

EFFECTIVE DATE

DDB believes that this filing is subject to Energy Division disposition and should be
classified as Tier 1 pursuant to A. 12.08-007. DDB respectfully requests that this filing
become effective on April 5, 2017.

PROTEST

Anyone may protest this Advice Letter to the California Public Utilities Commission. The
protest must state the grounds upon which it is based, including such items as financial
and service impact, and should be submitted expeditiously. The protest must be made
in writing and must be received no later than April 25, 2017 which is more than 20 days
of the date this Advice Letter was filed with the Commission. There is no restriction on
who may file a protest. The address for mailing or delivering a protest to the
Commission is:

CPUC Energy Division
Attention: Tariff Unit

505 Van Ness Avenue
San Francisco, CA 94102
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FIVE-YEAR MARKETING, EDUCATION, AND OUTREACH STRATEGIC ROADMAP

1. Executive Summary

Per Decision 16-03-029, DDB has been charged with executing the statewide marketing, education, and
outreach (ME&Q) campaign (hereby known throughout the document as “customer engagement”), and
so has produced a five-year Roadmap with two macro sections: (1) the objectives, strategies, and
metrics for customer engagement, and how these strategies will lead greenhouse gas reduction and
energy efficiency goals stated in CA Senate Bill 350, and (2) the integration and coordination with the
priorities of the California Public Utilities Commission (Commission). The Roadmap articulates the path
to achieving Commission customer engagement goals of increasing energy efficiency and reducing
greenhouse gas (GHG) emissions through behavior change and lead generation.

The Roadmap will guide the next five years of the statewide customer engagement campaign and the
Energy Upgrade California brand in its marketing efforts. A successful campaign depends upon the
coordination and cooperation of all parties; therefore, the Roadmap clearly defines roles and
responsibilities. The statewide customer engagement initiative is driven by the vision and goals, both
long- and short-term, set forth in D. 16-03-029.

In late 2016, DDB began conducting quantitative and qualitative research to determine how best to
implement the statewide campaign. The findings have influenced the campaign’s creative and
communication approach, target audience segments, and integration efforts with Program
Administrators (PAs) and other stakeholders. A 5,000-respondent Segmentation and Brand Tracking
Hybrid Study has produced five audience segments to inform marketing, engagement, and outreach
efforts to each target audience, including the economically disadvantaged and those that are hard to
reach.

DDB developed two core, measurable customer engagement objectives — awareness and intent — that
will drive energy consumption behavior change among Californians and small businesses. From the
objectives emerge strategies and tactics, as well as the metrics upon which the campaign will be
evaluated. The Energy Upgrade California creative platform, from which all customer engagement
efforts will flow, also has been established to lift the brand and engage Californians in the Energy
Upgrade California movement.

Integration on Commission priorities is a critical component of statewide customer engagement to
ensure a cohesive campaign and consistent message. DDB has worked with the Commission and PAs to
identify priority programs that will intersect, either via integration or coordination, with the customer
engagement campaign.

The Roadmap presents a high-level look at the next five years of customer engagement, while
recognizing Commission priorities will change over time and, as the campaign matures, its focus will shift
from awareness to intent to act. As such, tactical implementation and execution will be described
through Consumer Joint Action Plans, to be filed on an annual basis.



2. Compliance and Oversight

The customer engagement campaign, authorized as part of proceeding number Application (A.) 12-08-
007, is subject to formal regulatory processes. Public workshops, comments, and reply comments from
interested parties ensure collaboration and transparency throughout the process.

Regarding oversight and facilitation of the customer engagement plan as stated in Decision (D.) 13-12-
038, the Commission adopted a governance structure for the statewide ME&O that was intended to
provide for strong oversight and contract management by the Commission, while allowing for
collaboration, input, and advice from the utilities and other stakeholders.

Therefore, the Commission, with input from Investor Owned Utilities (I0Us), Regional Energy Networks
(RENs), Community Choice Aggregators (CCAs), and consumer advocates, will work with DDB to execute
the statewide customer engagement campaign and ensure integration and coordination among
Commission priorities.

2.1 Defining Parties Involved: RASCI Model
RASCI stands for Responsible, Accountable, Supportive, Consulted, and Informed and is often used to

define roles on projects with multiple stakeholders. Going forward, the Roadmap will use the RASCI
model when referencing affiliated parties. In this instance, the external vendor is the “Responsible,” the
Commission is the “Accountable,” the Public Administrators (IOUs, RENs, and CCAs) are the
“Supportive,” consumer advocate groups (such as those serving harder-to-reach audiences, and, in
particular, serving California residents with disabilities) and other key stakeholders are the “Consulted,”
and the public is the “Informed.” As suggested by Supportive stakeholders, delineation via the RASCI
model will clarify and distinguish the players who are planning and executing the customer engagement
campaign.



2.2 Roles and Responsibilities

The chart below defines roles and responsibilities of each party according to the RASCI Model:

Role

Entity

Description of Role

Responsible

Statewide Implementer
(DDB)

The one charged with
delivering a successful
outcome; leads,
coordinates, implements.

Accountable (also

Commission and CEC

The ultimate authority

Approver) who assigns and approves

the deliverables.

Supportive Program Administrators Those who provide
(IOUs, RENs, CCAs) resources or play a

supporting role in
implementation or
outcome and deems its
success.

Consulted Consumer Advocate Those whose opinions are
Groups and other key sought for input and/or
stakeholders Consumer with whom there is two-
advocates way communication.

Informed Public Those kept up-to-date,

often only upon
completion, and with
whom there is just one-
way communication
through the proceeding
service list.

2.2.1 Governance Structure

Furthermore, DDB, as the Responsible party, will:

Execute the statewide customer engagement campaign across all channels

Conduct quarterly in-person meetings with Accountable, Supportive, and Consulted

Conduct monthly phone calls with Accountable, Supportive, and Consulted

Provide a calendar to Supportive parties as to mitigate overlap and messaging redundancies
with regional customer engagement efforts

Seek information and guidance from subject matter experts on regional customer engagement
efforts

Provide campaign materials via an online sharing tool (currently Box)

Submit performance metrics for comment

As the Accountable party, the Commission will:

Set overall customer engagement goals, roles, and responsibilities
Approve budgets and budget changes over $250,000

Oversee planning and coordination process

Approve marketing plans and performance metrics



Track and report on campaign performance

Have access to all campaign materials available on Box
Attend quarterly in-person meetings

Participate in monthly phone calls

As the Supportive party, the PAs will:

Attend quarterly in-person meetings

Participate in monthly phone calls

Provide Responsible party with information and expertise on regional customer engagement
efforts

Receive a regular calendar from Responsible party and have the opportunity to provide input as
to mitigate overlap and messaging redundancies with regional customer engagement efforts

Be provided access to campaign deliverables and assets via Box

As the Consulted party, the consumer advocate groups and other key stakeholders will:

Attend quarterly in-person meetings

Participate in monthly phone calls

Receive a regular calendar from Responsible party and have the opportunity to provide input as
to mitigate overlap and messaging redundancies with regional customer engagement efforts
Provide general expertise and guidance to Responsible party

Be provided access to campaign deliverables and assets via Box

As the Informed party, other stakeholders will:

Attend quarterly in-person meetings
Provide comments on performance metrics

2.2.2 Working with Supportive and Consulted Parties

To ensure integration and coordination on Commission priorities are consistent, DDB is committing to:

Conducting Briefings. As the campaign gets underway, DDB will brief Consulted parties on the
campaign progress, such as implementation of the campaign launch, opportunities to

collaborate on community outreach or public relations efforts, and key audience segmentation
findings. Due to the success of the February 2017 Integration workshop, in-person meetings will
be interactive; therefore, Supportive and Consulted parties are responsible for participating and
providing input to ensure statewide and regional efforts are complementary. These briefings will
be more frequent in the initial stages, then less frequent once the campaign becomes more
established. Throughout the campaign, in-person meetings will occur quarterly and conference
calls will take place monthly.

Dialogue with Consulted parties. DDB will maintain a frequent dialogue (such as quarterly in-
person meetings and ad hoc communications) with Supportive and Consulted parties;
communicating important updates and milestones among all parties will ensure consistency and
transparency throughout the planning and implementation process. Furthermore, DDB,
Supportive, and Consulted parties will collaborate securely and privately through the use of a
digital enterprise tool (to be selected). In the short term, DDB will continue to share campaign
materials and resources via Box.




e (Calendaring. DDB regularly will submit a calendar to Accountable, Supportive, and Consulted
parties on all Energy Upgrade California activities to ensure alignment in messaging and
engagements across the statewide and regional customer engagement efforts.

e  Optimizing. DDB continually will be improving statewide customer engagement, based on
lessons learned, feedback, and campaign success. Supportive and Consulted parties will provide
insight into how the campaign is performing and how DDB and PAs can complement each other
to achieve success in the statewide and regional customer engagement campaigns.

3. Purpose of Statewide Customer Engagement

DDB is committed to planning and executing a customer engagement campaign that will be more than
just a marketing campaign. It will create a movement empowering and inspiring California residents and
small businesses to take ownership of their energy-management behavior and consumption. The heart
of the statewide customer engagement campaign is built on simplicity and focus, streamlining
messaging and outreach efforts while complementing PAs’ regional efforts. In addition, DDB is taking an
integrated marketing approach, based on research among residential consumers and small-business
owners, to ensure the customer engagement initiative and the Energy Upgrade California brand
program changes the energy consumption behaviors of Californians and is recognizable, relevant, and
visible throughout the state.

3.1 Customer Engagement: Vision and Goals*

3.1.1 Current Vision
The customer engagement vision has been clearly defined and enacted through Commission D.16-03-
029. The current vision for customer engagement is the following:

All 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 other demand-side efforts and their opportunities to act. Statewide ME&Q should
serve as a lead generator for local and regional programs and drive consumers to directly take

actions to reduce or manage enerqy use in other ways.

3.1.2 Current Goals

Below is the statewide long-term goal currently filed for the customer engagement campaign, per D.16-
03-029:

Statewide ME&O will lead consumers to products, services, and rates that empower all
Californians to take actions that will lead to lower bills, higher energy efficiency, and the
adoption of demand-side solutions including customer-owned renewable energy technologies.

Below is the statewide short-term goal currently filed for the customer engagement campaign, per D.16-
03-029:

! D. 16-03-029. Appendix A, p. 1.



Energy Upgrade California is an integrated, umbrella statewide ME&O effort that provides
California residents and small-business owners with information about energy concepts,
programs, services, rates, and benefits of taking action so that all Californians are empowered to
1) understand their energy use, the opportunities available for them to act, and the benefits of
their action, and 2) take well-informed action to better manage their energy use.

3.2 Connecting Senate Bill 350 to the Customer Engagement Campaign
The DDB team anticipates the customer engagement campaign will grow and expand over time, building

momentum year after year. Educating target audiences will be important throughout the course of the
entire campaign, while behavior change and a long-term cultural shift will be built on the foundation
established at the campaign’s onset.

The campaign’s aim is to support the goals of SB 350 to progress on energy efficiency efforts, lower
GHG emissions, and create a cleaner environment by 2030. Through research-based strategies,
targeted outreach, localized messaging, and accountability to campaign milestones, the customer
engagement campaign will inform, empower, and engage California residents and small businesses to
change their energy behaviors.

4. Initial Research
Over the next five years, much will change in California’s energy marketplace. That’s why DDB already is
tapping into the signs and signals of change.

In terms of the customer engagement umbrella campaign, convincing Californians to change their
behaviors is a tough goal. There are some strong elements of the existing campaign that should be
retained, but there also are many new opportunities to strengthen the message and the connection to
consumers to drive behavior. Below are initial observations DDB found in relation to the Energy Upgrade
California customer engagements efforts done in 2013-15:

e Observation 1: To change peoples’ behavior, the Energy Upgrade California brand must forge
an emotional connection.

The Energy Upgrade California brand currently lacks an emotional connection; therefore, it must
go beyond sharing practical tips for homes and small businesses. DDB recommends connecting
with Californians’ hearts — not just mind — by humanizing its story. When people can see
themselves in a story, (and believe, “I see myself in that.”), they are more apt to connect with
the brand. In turn, they will feel invested and compelled to act. This is especially true in social
media channels, where thought leaders regularly influence others.

Also, the brand which DDB recommends launching in the marketplace, its tone is energizing —

and one that feels like it is from California for Californians. The narrative told by Energy Upgrade
California must embody a storytelling style that is inclusive, celebratory, upbeat, empowering,
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and mission-oriented. From early research, DDB confirmed people enjoy seeing and hearing
messages that are proactive and reflective of California’s diverse population.

Observation 2: To break through, the Energy Upgrade California brand must stand up for its

cause — and stand out from the crowd.

Energy Upgrade California’s success depends upon creating and reinforcing a set of distinctive
and memorable brand assets to tap into the emotional brain’s use of schema and associations.
The current campaign needs to connect in a more emotional way with consumers, requiring a
tighter link to the actions consumers can take to get involved and why they should care. In
addition, the current campaign leverages different styles, tonality, and graphical cues across
various communications.

Therefore, DDB recommends building a single, cohesive set of brand cues and signals that come
to life across multiple channels to create a tangible, hands-on approach toward which the
emotional brain naturally gravitates.

Observation 3: The Energy Upgrade California brand must elevate its presence and
engagement with Californians.

The Energy Upgrade California brand exists to turn energy from an obscure, taken-for-granted
concept into something that people care deeply about. That said, most Californians are not yet
aware of the brand or its energy-stewardship mission.? Secondly, its messages across channels
are inconsistent or lack coordination. Thirdly, each medium is not being best utilized. Moving
forward, DDB recommends:

1. Developing a stronger presence with a targeted message to break through and
capture people’s attention. DDB is finding ways to intercept consumers where they
already are and engage in a conversation they are already having rather than creating a
new dialogue about energy management.

2. Better integrating its message into existing PAs’ initiatives and better coordinating on
every priority focused on achieving California’s energy goals. When all entities work
together, impact is maximized.

3. Leveraging the power of each medium and existing conversation about energy. For
example, Energy Upgrade California might consider tweeting at other brands which
have something to say about energy usage and conservation, thereby leveraging other
brands’ follower bases.

2 Opinion Dynamics, November 2016.
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4.1 Gathering Insights and Data
DDB aims to come from a place of knowledge to implement a successful customer engagement

campaign, and so has been collecting the necessary background and research.

e Creative Resonance: Considering less than one-quarter of Californians, when prompted, had

heard of Energy Upgrade California® in the 2013-15 customer engagement cycle, DDB developed
preliminary creative materials for the customer engagement campaign. In addition, DDB is and
will continue to glean more consumer insight regarding conservation awareness, attitudes,
behaviors, reactions to conceptual messages, and specific stimuli. This learning will inform
activities, messaging, and creative going forward.

e Communications Outreach: DDB is auditing the communication channels used to reach our

target audiences. DDB then will determine which channels and assets to continue using, which
need fine-tuning before reintroduction to target audiences, and which to discontinue.

e Relationships: DDB has tapped into target audiences, as well as Informed and Consulted
stakeholders, to glean in-depth perceptions about existing customer engagement efforts and
what an “ideal” energy-management initiative would look like.

e Barriers: Initial research reveals “more than two-thirds (68 percent) believe they are doing all
they can to reduce their bills even more.”* DDB is exploring the barriers hindering target
audiences from understanding the importance of personal energy management, participating in
the Energy Upgrade California movement, or changing personal energy-consumption behaviors.
These findings will determine how best to educate, inspire, and influence target audiences to
act despite obstacles.

4.2 Methodology Approach

DDB took a hybrid qualitative and quantitative research approach to gain a 360-degree view of the
customer engagement campaign’s target audiences, stakeholders, creative approaches, channels, and
resources available. In building a comprehensive, timely, and actionable framework for the campaign,
DDB conducted the following research:

4.2.1 Qualitative Research: In-depth Interviews with Program Administrators

DDB explored synergies between the Energy Upgrade California initiative and PA’s customer
engagement programs, and now is determining how to leverage a symbiotic relationship and best move
Californians through the lead-generation process. DDB asked the questions, “What’s working? What can
be enhanced? What can be eliminated?” to better understand where customer engagement can
improve going forward.

4.2.2 Qualitative Research: Round Table Discussions with Influencers and Community Leaders
DDB initiated roundtable discussions with Informed stakeholders (e.g., CBOs, policymakers, and key
community leaders) critical to carrying the Energy Upgrade California message through their respective

3 Opinion Dynamics, November 2016.
* Deloitte Resources Study 2016. Energy Management: Navigating the Headwinds.
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platforms. During the conversations, DDB explored opportunities to intersect and collaborate with CBOs
and their audience bases to fully harness the capabilities of the EUC program. DDB asked questions such
as, “How can the program improve?” and “How would your members be best served by the campaign?”
to improve engagement with these individuals and groups in the Energy Upgrade California movement.

4.2.3 Qualitative Research: Creative Focus Groups and In-Home and In-Business Ethnographic Interviews
Focus groups, as well as in-home and in-business ethnographic interviews, served as “gut checks” to
understand how to optimize creative ideas and execution, and how to maximize the campaign’s
resonance and power. DDB gleaned insights on the awareness, perceptions, and sentiments of the
existing Energy Upgrade California campaign among Californians and small-business owners that fell into
the active and inactive ends of the spectrum. Also, DDB dove deep into understanding their personal
energy-management behaviors to explore, understand, and bring to life people’s energy consumption
and conservation awareness, beliefs, attitudes, and behaviors.

4.2.4 Quantitative Research: Segmentation and Brand Tracking Hybrid Study

DDB conducted audience segmentation fieldwork to determine the optimal targets by identifying
consumer mindsets, needs, and behaviors, as well as volume and worth of segments with most potential
for change. The sample also takes small businesses into consideration, as with 9 percent of respondents
identifying as owners of small businesses.

To define each audience, DDB surveyed 5,000 respondents (18 years of age and older). The sample size
is representative of California in terms of age, ethnicity, gender, county and population, and was offered
in English and Spanish (12 percent of the sample took the survey in Spanish). Below is the respondent
breakdown by age:

e 18-24 (14 percent of the sample)
e 25-34 (19 percent of the sample)
e 35-49 (28 percent of the sample)
e 50-64 (24 percent of the sample)
65+ (15 percent of the sample)

The Segmentation and Brand Tracking Hybrid Study gives DDB a better understanding of the mindsets of
Californians when it comes to energy savings and conservation. Specifically, the study aims to:

e Understand their mindsets, needs, and behaviors

e Inform motivations for each segment

e Identify current behaviors and how they differ among segments

e Qutline profile segments in depth to inform media planning and purchases

e Profile segments in depth to understand key differences (e.g. media habits, motivators,
activities, etc.)
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While the primary focus of this research segmentation will inform development for the campaign (which
will be further discussed in Section 5), this also establishes a baseline for key metrics used to measure
the impact of customer engagement efforts over time.

4.2.5 Future Research

DDB recommends recruiting the same audience as the segmentation research (California residents and
small business owners over 18 years old, demographically representative of the state) for ongoing brand
tracking. This will help DDB understand how customer engagement communications impact the key
measures (awareness, familiarity, motivation, participate, advocate), behaviors, and the reach and
response of the communications. Base sizes permitting, data will be cut into key groups (for example,
based on ethnicity or income) to see how awareness, perceptions, and behaviors change over time.

An ongoing Brand Health Tracking Study will be conducted on a semiannual basis. The study will run in
winter (January and February) as well as summer (July and August) to account for seasonality and when
people are using energy and thinking about using energy the most. (For example, the summer months of
July and August are when Californians and small businesses use more energy to stay cool, and the winter
months of January and February are when they use more energy to stay warm.)

In addition, DDB will conduct ongoing qualitative research to understand how in-market messaging,
strategies, and tactics resonate and how best to tailor communications to specific segments and sub-
segments, based on nuanced needs of harder-to-reach populations. DDB also recognizes the need to
bridge the digital divide and ensure that all Californians and small businesses, including hard-to-reach
audiences with limited or no access to internet services, are included in ongoing research. Going
forward, the online survey findings will be augmented with face-to-face, self-administered survey
methods. Thus, these individuals will be recruited in person, then asked to take the online survey in a
designated facility.

4.3 Key Research Findings
Below are high-level themes and thoughts derived from the initial qualitative research query:

4.3.1 People Care but are Creatures of Convenience

Managing personal energy habits can be an additional burden; however, people will make an effort that
is not “too” hard. People are willing to act if doing so can be integrated into their normal routine;
therefore, it must be easy. (For example: “I'll unplug the toaster, but I’'m not crawling behind the TV.”)

4.3.2 When people discover who Energy Upgrade California is and what their mission is, it compels
people to act.

The Commission has an opportunity, as trusted government entity, to legitimize the energy
movement. Due to skepticism of utility companies being driven by self-interests, Energy Upgrade
California will benefit from overtly identifying as a government, statewide effort. For example, a Fresno
focus group attendee said,

“I don’t look at them as a bad guy — | just see them as protecting their interests. | didn’t know
what Energy Upgrade California was. | hadn’t heard of it before now but after seeing this
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(work), | think EUC is sincerely planting the seed and it will eventually have an impact. | actually
think it’s going to work.”

Therefore, DDB has concluded that California residents and small businesses will interpret Energy
Upgrade California’s messages, incentives, and efforts to be a mixture of sincere citizenship and passion
to improve the state.

4.3.3 While Baseline of Interest is High, Understanding of Energy is Low

For most Californians, energy bills are largely mysterious. People only have a vague sense of how energy
costs work. They are aware of tiers, but cannot understand or explain exactly how or why they are in
their tier, or how they could manage tiers or energy usage to save money.

4.3.4 No Singular Motivation is the Trigger for Efficient Behavior

Motivations are not binary; rather, there is a gradient of motivations in which residents and small
businesses would be compelled to save energy. The Energy Upgrade California brand would be well-
served to employ messaging and strategies speaking to many different motivations. The Energy Upgrade
California’s current creative platform focuses on love of the environment, which is just one top
motivator amongst several, as well as California pride. While both motivate consumers, neither ranks as
the top reason to act.

(To view the motivations DDB uncovered through qualitative focus groups and ethnographic interviews,
go to Appendix 14.3).

4.3.5 An Anthemic, Unifying “Rallying Cry” is an Excellent Platform

e The idea is exciting because it is a new way to think about energy and is a principle that is
universally understood and believed: “One change that | can do could impact the state — if
millions of others are doing the same thing.”

e When people discover there are many like them, they are motivated to take personal energy-
management behaviors even further. Through a diverse yet inclusive platform, consumers can
see themselves in the action they take: “That’s me! That’s my brother. That’s my neighbor.”

e Rather than telling people what to do in an authoritative way, an energetic and supportive
creative platform celebrates what already has been done in the energy-management space and
what Californians can achieve together.

5. Audiences

As mentioned in Section 4.2.4, DDB redefined target audience segmentations. Thus, the larger campaign
narrative can be brought to life through a customized lens to impact specific audiences, resulting in a
substantial payoff.

The customer engagement campaign is mandated to market to all Californians—both residents and
small businesses; however, there must be prioritization and focus on the audiences in which behavior
change is possible. DDB recognizes there is a range of awareness and action, and it will engage all
California residents and small businesses throughout the continuum. Through the research done to
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date, DDB is tapping into unifying insights that transcend differences at a macro “energy movement”
level. As a result, DDB is developing complementary messaging that tailors Energy Upgrade California’s
story to people’s important yet nuanced needs and differing underlying motivations to engage every
audience, including harder-to-reach communities.

5.1 Audience Approach: Segmentation

Research plays an important part in reaching all Californians and understanding how different groups of
people relate to the category, each other, and the world. DDB possesses a deep understanding of real
people, the potential relationships they could have with the Energy Upgrade California brand, and
where the greatest opportunities exist for influencing energy behavior and assisting all California
residents and small businesses to be active energy stewards.

In its Segmentation and Brand Tracking Hybrid Study, DDB used a multi-phase, quantitative approach to
produce relevant and actionable segments, which ultimately will result in maximizing long-term impact,
including a confirmation of our initiative objectives and needs. This includes:

e Targeting and Strategy. Identification of groups based on shared attitudes and needs who will be
responsive to our efforts while prioritizing groups with greatest opportunity for growth.

e Marketing Communications Planning & Development. Development and confirmation of
messaging and creative platforms based on motivations and tensions found in the research.

e Media Planning. In addition to responses to media consumption found in the research, the study
also will inform and link back to our media planning, purchasing, and behaviors across the
initiative.

e Future Research. Should it be needed in the future, full and reduced variable typing tools with
accuracy rates for identification of segments in future research.

5.2 Segmentation Findings

DDB’s Segmentation and Brand Tracking Hybrid Study revealed five segments of Californians and small
businesses as follows:

e Rationale Participant Segment: 30%
0 These Californians are aware of issues, but not motivated to do anything.
0 Example: “I don’t like to be wasteful, but other issues are more important”
0 Percentage of Small Business Owners: 16%
e Inactive Skeptic Segment: 16%
0 These Californians care if there’s a personal interest, yet energy efficiency is not a
priority.
0 Example: “I’'m aware of the issues but not sure how | can make a difference.”
0 Percentage of Small Business Owners: 38%
e Quiet Advocate Segment: 19%
0 These Californians quietly advocates for change.
0 Example: “It’s good to be thoughtful when it comes to the environment ”
0 Percentage of Small Business Owners: 12%
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e Spirited Promoters Segment: 17%
0 These Californians talk the talk, don’t walk the walk.
0 Example: “I’'m a champion of change, but don’t always practice what | preach.”
0 Percentage of Small Business Owners: 20%
o Energy Steward Segment: 18%
0 These Californians talk the talk AND walk the walk.
0 Example: “l talk the talk and walk the walk.”
0 Percentage of Small Business Owners: 14%

The Energy Steward segment is the “North Star” of the statewide customer engagement campaign,
because these are the residents and small businesses already doing the work and advocating for more
energy-management behaviors. Assigning each segment a score based on attitudinal traits, the Energy
Steward ranked the highest. With a composite score of 310, this segment is knowledgeable about
energy-management practices, actively and consciously practices energy-management behaviors and is
an advocate of energy conservation. While customer engagement is not actively targeting this segment,
the Energy Stewards are the protagonists in Energy Upgrade California messaging and stories to inspire
others to follow suit.

Customer engagement will focus on engaging Rationale Participants, Quiet Advocates and
Spirited Promoters (each of which has a score above 100) and driving them toward becoming
more like the Energy Steward segment. Inactive Skeptics, with a score of 96, are less of a focus
of customer engagement, as they are the hardest to activate due to low awareness, low
activity, and low advocacy. Please see the chart below.”

> “Understanding the California Energy Consumer.” Appendix 14.5, p. 26
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5.2.1 Rationale for Attitudinal Segmentation

If the Segmentation and Brand Tracking Hybrid study data was broken out by demographics, DDB risked
making large assumptions and stereotypes about specific groups of people (example: “All Millennials
believe climate change is real.”). Attitudinal segmentation provides each survey respondent an
“individual voice;” therefore, DDB grouped respondents in like-minded groups and examined
differentiators across segments. Sometimes demographics can largely skew within a segment, but in this
case of the statewide customer engagement campaign, demographics were largely similar across all five
segments. Please see the chart below. ®

® Understanding the California Energy Consumer.” Appendix 14.5, p. 10
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5.2.2 Rationale for a Five-Segment Solution

DDB explored various segment solutions and arrived at a five-segment solution. In a four-segment
scenario, critical differentiators between the Energy Stewards and the Spirited Promotors were lost.
When the segmentation expanded to six, clearly distinguishing from one segment to the next was
difficult. In addition, the additional segment was not clearly different from the others.

Therefore, a four-segment solution was too small to detect important differences. A six- segment
solution was too big to detect clear distinction. A five-segment solution was just right: Each segment is
distinct and has key defining differences.

5.3 Diversity
DDB recognizes that accessibility is a critical issue with regard to the effective communication of Energy
Efficiency to all Californians.

As stated in Decision 13-12-038’, the customer engagement campaign will include:

Strategies for incorporating accessible information and technologies for Californians with
disabilities and strategies and opportunities for reaching under-served, minority, and non-
English-speaking communities.

To ensure the campaign reaches and connects with all audiences across the state, particularly
economically disadvantaged and harder-to-reach audiences, DDB will take into account the cultural,
socioeconomic, geographic, age, disability, residential-type, business size and type, and other diversity
factors of the more than 39 million California residents. DDB’s ongoing quantitative and qualitative
research will be utilized to develop strategies for specific campaigns aimed at delivering our
communications to particular harder-to-reach Californians and small businesses. Thus, the Brand Health
Tracking Study will allow DDB to measure customer engagement success and optimize the campaign
over time.

The semi-annual Brand Health Tracking Study (as referenced in Section 4.2.5) will help measure the
success of the communications. The first wave of tracking research is due to commence in the third
quarter of 2017, the output of which will assist in identifying older age and disability profiles within the
data segments. This also will provide a quantitative read on how effective customer engagement
communications are performing against the harder-to-reach audiences within the segmentation sample.
Where supplemental data on harder-to-reach audiences without internet access is needed, DDB will
consider using follow up questionnaires.

In the second quarter of 2017, DDB will conduct further qualitative research, specifically focused on
harder-to-reach audiences, including Californians with disabilities, to enhance and refine DDB’s
understanding of these important sectors and how to more effectively communicate with them. DDB

" D.13-12-038,p.36.

19



recommends conducting this research in partnership with the Center for Accessible Technology and
other consumer advocate groups with a specific expertise in harder-to-reach audiences.

By targeting each of these audiences, the customer engagement campaign builds momentum to reach
more households and small businesses in California. As a result, the customer engagement aims to
encourage greater energy management and energy-efficiency practices among all California residents
and small businesses, regardless of background.

6. Refined Objectives and Metrics
Below are the objectives currently filed for the customer engagement campaign, per Decision 13-12-
038

e Use the Energy Upgrade California brand to educate about the Home Upgrade programs, why
energy use matters, how California homes and businesses use energy, as well as energy
efficiency, demand response, distributed generation, and energy-management actions available
to them.

e Encourage Californians to learn more about their energy use via engagement with resources and
tools.

e Inform Californians about the benefits of participating in local program opportunities, seasonal
opportunities, or no/low low-cost actions.

e Provide direction about how Californians can learn more about and enroll in local program
opportunities and time-sensitive opportunities, or how to take no-/low-cost actions.

e |dentify and pilot messaging and delivery for allies complementing existing utility partnerships,
including local governments, community-based organizations, retailers, and realtors.

e Identify and pilot methods to provide information to small business owners.

e Stakeholders to develop and implement lead generation process by defining what constitutes a
“lead,” establishing goals as part of the Annual Joint Consumer Action Plan, documenting a
process flow describing how leads are generated and handed off, and defining how lead
generation activities are measured and tracked to inform improvement opportunities. (Replaced
in D.16-09-020)

e  Work with a marketing firm and use behavior research to develop a social-marketing campaign.

e Coordinate local, regional, and statewide marketing efforts, messaging, and tactics.

e Develop an Evaluation, Measurement, and Verification (EM&V) roadmap for utility local
marketing and statewide marketing to understand the impacts of local, utility-led marketing,
and how local and statewide efforts can best be coordinated and complementary.

In consultation with the Commission, Supportive, and Consulted parties, DDB has defined two key
marketing objectives — awareness and intent — that will accomplish the goal of changing energy-
consumption behaviors among California residents and small businesses. This program ultimately will

®D. 13-12-038, p.21.
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work towards supporting the goals enacted in SB 350. These key objectives, listed below, articulate the
outcomes of the program based on the energy-efficiency measures and energy-management behavior
Californians will take.

6.1 Refined Objectives
In late 2016, DDB identified five important measures of the statewide customer engagement campaign:

awareness, consideration, motivation, participation, and advocacy. While all of these remain important, DDB
has reclassified how each measure is reflected within the context of measurable objectives and targets (refer
to chart in section 6.2). DDB's initial Segmentation and Brand Tracking study (which helped set benchmarks
for levels of awareness and intent) has informed this shift in thinking. DDB concluded it is very difficult to get
a clear read on metrics such as behaviors and advocacy, as they are intangible and are hard to quantify
accurately. These intangibles also have compound variables, making measuring and attributing success
difficult.

Because the primary statewide customer engagement effort is delivering marketing communications,
measurable outcomes of this effort will be Awareness and Intent (to act). These critical objectives lay the
foundation for behavior shifts, because attitudes and perceptions shift prior to behaviors and actions. With
finite resources, DDB is focusing on the most critical needs of the EUC brand.

e  First, DDB will create a greater awareness of the Energy Upgrade California brand, its mission, and
energy-management actions that California residents and small businesses can take to contribute to
the statewide goal. This will be the primary focus of year 1.

e After Year 1 (and especially as Year 5 approaches), with rising awareness, the focus will move toward
intent, measured in claimed changes in behaviors, lead generation, engagement with our content,
and advocacy.

The chart in Section 6.2 outlines the objectives, key measurements, and measurement goals. After
benchmarking has been completed for an entire year (accounting for shifts in seasonality), DDB will have a
baseline to set targets for platform-specific intent goals.

DDB recommends the Commission adopt the following revised objectives:
6.1.1 Awareness of California’s success and the importance of continued energy management.

DDB has fielded research that has revealed low awareness of the Energy Upgrade California brand, and
there is confusion and/or lack of familiarity for those with aided awareness. DDB must address this issue
to give the brand credibility and meaning, while pushing Californians to seize more opportunities for
energy management. Key measures of awareness include:
e Awareness of:
0 Energy Upgrade California (both unaided and aided)
0 Awareness of ways California residents or small businesses can better manage energy
usage
0 Awareness of the energy movement
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e  Familiarity with the energy movement and ways Californians and small businesses can become
better energy managers

e Motivation of Californians to get on board with the energy movement

6.1.2 Intent of Californians to make energy-efficient purchases, participate in PA programs or services,
and, above all, become more active and better energy managers and, ultimately, energy stewards.

To create real changes in behaviors and refer leads for PAs, it is imperative that statewide customer
engagement efforts condition the environment for Californians to act through awareness. Key measures
of intent include:
e Intent to Participate (or take action): Likelihood to make change and more regularly take energy
efficient action(s).
e Intent to Participate (or engage): Likelihood to engage with statewide customer engagement
content and be referred to PAs’ websites.
e Intent to Advocate: Likelihood to advocate on behalf of the energy movement by amplifying the
positive sentiment and actions of the program.

DDB believes the stated objectives, through which campaign success will be measured (see Section 6.2),
offer a clear, action-focused path for all Californians to become active energy stewards.

6.2 Metrics

DDB is committed to having measurable and verifiable metrics determine the success of statewide
customer engagement. To provide these metrics, DDB is using the data received to date and tracking
data from the first iteration of post-launch research to accurately forecast a growth score and other
qu