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2020 Vision

A new norm of energy behavior —
Smart Energy Living

Presentation on Statewide California Clean 
Energy Brand, Engage 360 June 14, 2010 
Pamela Wellner & Cathy Fogel 

Energy Division, California Public Utilities 
Commission
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California Energy Efficiency Strategic Plan 
Marketing, Education &Outreach

Mission

To increase consumer awareness and participation 
in demand-side management activities and to 
encourage behavior changes that save energy, 
reduce greenhouse gas emissions, and 
support clean energy solutions.

Vision

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.
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Research & 
Evaluation

Clients

Media PR

Lead Brand and 
Marketing Agency

Ethnic Marketing

Advisors
• ME&O 
workshops
• Implementers
• Industry experts

Web Portal

Mandated by CPUC Decision 
Multiple Participants and Stakeholders
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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

Our Goal Is Persistent Behavioral Changes
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Smart Energy Living Behaviors

Smart Energy Living is powered by different behaviors 
performed at the right time by Smart Energy Users

Fixing The Leaks
(Efficiency)

Getting 
The Right 

Stuff
(Efficiency)

Doing The 
Right Thing
(Conservation) Smart 

Energy 
Living

AT THE RIGHT TIME
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Marketing Approach for Behavioral Change

Establish & Prioritize 
Actions, Barriers & 
Drivers of Change

Vivid, Concrete, 
Personal 

Communications & 
Behavior Modeling 

Tools 

Get Commitment —Small 
Asks, Public 

Commitments, “Bets”, 
Active Involvement, 

Personal Goals, 
Affirmation & Feedback

Prompts at Times of 
Behavior

Exploit Social Norms, 
Social Diffusion Using 

Influence Model & 
Triggers 

Pilot & Adjust

Source: Community Based Social Marketing (CBSM.com) and Interbrand analysis
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Marketing Objective: Increase the Number of 
People Defined as “Smart Energy Users”

* Note: To be confirmed via CA Baseline research scheduled in 2010
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Ethnographic Study (2008)

Language

• “Saving” is something I do; “wasting” is something others do

• “Energy conservation” is an action that I can do, because 
I can choose to reduce my energy use

• “Energy efficiency” is the property of an object, not something 
humans or Californians have control over day to day

Key barriers to being energy efficient

• Inconvenience

• Aesthetics

• Indifference

• Household dynamics

• Skepticism

• Safety/Comfort

The majority of households felt that they were “doing everything 
that they can” within the realm of their control
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Five Unique Segments—
Smart Energy Practices And Demographics

Meet…
Alex

The Leading
Achiever

Betty
The Striving

Believer

Carlos
The Practical

Spender

Donna
The Thrifty
Conserver

Eric
The

Disconnected

%
Pop/Sample 20% 24% 18% 21% 17%

Efficiency 
Practices High Low High Low Low

Conservation
Practices Low High Low High Low

Concern for 
Convenience 
& Comfort

Lower Lower Higher Higher Higher

Age 35 – 64 25 – 54 55+ 25 – 34 & 65+ 18 – 34

Income $75k+ $50k – $100k $30k– $75k < $50k < $50k

Owner/ 
Renter Owner Renter Owner Renter Renter

% Ethnicity
per Segment 

White 76%
Hispanic 13%
AA 3%
Asian 5%
Other 2%

White 61%
Hispanic 18%
AA 8%
Asian 11%
Other 2%

White 54%
Hispanic 29%
AA 6%
Asian 10%
Other 2%

White 49%
Hispanic 35%
AA 4%
Asian 11%
Other 1%

White 29%
Hispanic 50%
AA 14%
Asian 8%
Other 3%

% of Segment 
Residing in 
IOU 
Territory*

PG&E 42%
SCE 40%
LADWP 4%
SDG&E 10%
Other 3%

PG&E 40%
SCE 35%
LADWP 11%
SDG&E 12%
Other 3%

PG&E 34%
SCE            50%
LADWP 2%
SDG&E 8%
Other 5%

PG&E 37%
SCE 40%
LADWP 8%
SDG&E 7%
Other 6%

PG&E 32%
SCE            45%
LADWP         9%
SDG&E 7%
Other 6%

Source: Opinion Dynamics Corporation, 2009   * Population distribution by IOU: PG&E 40%, SCE 40%, SDG&E 10%, Other 10%
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Five Segments Compared to The Ideal 
Smart Energy User

Californians of all segments fall short of the Ideal 
Smart Energy User

Scale 1 to 10, with 10 = Highest

* Note: “High Awareness” = High level of awareness that EE is important, 
plus high awareness of EE/conservation messages

Source: Opinion Dynamics Corporation, 2009
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Marketing to a Mix of Primary and 
Secondary Adult Targets, using an 
“Influence Model”

Primary focus on the current 
segments actively engaged 
in saving energy (albeit for 
very different reasons)

• Because of attitudinal 
similarities, messaging 
addressing Alex will 
influence Betty;
messaging addressing
Carlos will influence
Donna

• Eric and Next Generation
will be influenced by the overall 
campaign, as well
as primarily served by
other direct programs and Market 
Actors (e.g., LIEE, CBOs, SmartPower, 
etc.)

Alex
Leading
Achiever

Carlos
Practical
Spender

Donna
Thrifty

Conserver

Betty
Striving
Believer

Eric
Disconnected

Primary Secondary

Next
Generation
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Direct research:

Exploratory 
Ethnographic

Segmentation

Brand Assessment

Bring the brand 
idea to life verbally

Name

High-level 
messaging

Bring the brand to 
life visually

Logo

Supporting visual 
elements

Guidelines

Verify that the 
identity and 
messaging have 
the desired impact 
with priority 
audiences

Research
Marketing & 
Brand 
Strategy

Verbal 
Identity

Visual 
Identity

Marketing Plan

Define the 
foundation of the 
marketing 
approach and 
brand

Marketing plan

Integrated 
communications 
plan

Brand Strategy

Positioning and 
support

Brand idea

Brand story 

Personality

Brand architecture

Presentation and 
training sessions

Provide 
interpretation 
and guidance to 
stakeholders who 
are responsible
for managing the 
brand

Online system to 
manage messages, 
images, logos and 
approval process

Brand 
Training 
& Brand Asset 
Management

Develop and 
deploy integrated 
media and 
grassroots 
campaign

Campaign 
Development
& Launch

Extensive Process to Create a Strategy and Brand

Web Portal Development
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Brand Strategy: The Brand House

Brand idea: The motivating idea 
that inspires a change in behavior

Brand Pillars: Core attributes 
that drive behavioral change, 
accounting for both motivations 
and barriers. Combines key 
associations and frames how the 
brand communicates. 

• Incorporates elements of 
success attributes

• Appeals to targeted segments

Brand Personality: How 
the brand speaks and acts

Brand Positioning: Who this 
movement is for, what we will 
help them do, and why they 
will care

Foundational elements:
Attributes that are critical to the 
success of broad-based 
movements

Know more, care more, do more, be more

Inclusive of everyone Endorsed by market actors Enemy of complacency

Versatile Simple and
straightforward

Leader in smart 
energy use

Relevant

For Californians who want to do the right thing for their families, the environment, 

and future generations, we help make the most difference, because we are a 

trusted source that inspires progressively smarter energy use

Savvy, Optimistic, Imaginative

Meaningful 
Change

We lead change 
and measure 

progress to make 
the movement 
meaningful to 

everyone

Trusted
Source

We are a go-to 
authority for all 
smarter energy 
developments

and information

Progressive
Inspiration

We find the next 
ways to help you 
make the most 

practical, relevant 
energy choices 

every day
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The Brand Story

It doesn’t matter if you’re liberal, conservative, independent, or other. Regardless 
of your ethnicity, income level, or age; where you live or what you do; whether 
you believe in global warming or not, one thing is for certain: 

The world cannot continue to use energy at the same rate, in the same ways, from 
the same sources. It’s simply not sustainable. 

We need to change not only how we use energy, but how we think about using 
energy. We must re-examine our assumptions and actions and make new ones. 

For some, this means adopting additional smart energy habits. For others, this will 
be a new way of looking at the world they live in. For all of us, it’s a reminder that 
we need to increase our efforts on the journey toward a sustainable environment, 
economy, and way of life.

We will grasp the future and propel ourselves forward. 

We will continue to be bold, decisive, and cutting-edge; innovative and unafraid. 

We will lead the US in smart, responsible energy use. 

It won’t be easy, and it won’t be quick. Together, step by step, we will 
make a difference, today and every day.

Our path is clear: We must 

Know more, care more, do more, be more
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Creative master list of ~3000 names

9 names approved by legal

Prescreened 259 names

Desktop checked
75 names

The Prescreening Process
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All-encompassing. 360 is a full circle – whole, entire. The name 
refers to all aspects of energy and your life. 

Action-oriented. In an “energy” context, it asks you to be more 
connected with how you use energy, and more mentally engaged 
with energy as a whole. There is an implied invitation to change your 
behavior, using both your head and your heart.

Positive and optimistic. This is not a doom-and-gloom message. 
There is no “wrong” answer. 

Open. It doesn’t matter who you are or where you are in your 
energy-use awareness. Whatever you do, you can do something 
more. The first step is for you to see what can be done.

No end date. The smart energy movement is an ongoing, long-term 
process for the state of California, and will be for some time to come

Purposefully broad. This name can be used in conjunction with a 
wide array of energy programs, from electricity to gas to solar. 

Of the people. It doesn’t sound like a government program or a 
private company’s pet project.

The Name:  Engage 360
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Branding partners



Statewide Smart Energy Brand Overview  | California SW ME&O | April 9, 201020

Color radiant backgrounds
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Summary
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Web Portal—The Online Brand Experience
Illustrative Beta Site



Statewide Smart Energy Brand Overview  | California SW ME&O | April 9, 201025

Thank you!



Statewide Smart Energy Brand Overview  | California SW ME&O | April 9, 201026



Statewide Smart Energy Brand Overview  | California SW ME&O | April 9, 201027

Summary of IOU Whole House Retrofit Incentive Packages
“Energy Upgrade California”

Prescriptive Whole House Retrofits:

• Target of 20% savings/home across IOU service territories

• $1,000 incentive

• Required homeowner installation of comprehensive set of 
measures: air sealing, attic insulation, duct sealing, wrap hot water 
pipes, combustion safety test

• BPI certification likely required for combustion safety test; 
otherwise, valid contractors licenses

• Available in all IOU service territories by September 1, 2010

• Target: Available in PG&E territory where SEP retrofit programs 
available in summer, 2010
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Summary of IOU Whole House Retrofit Incentive Packages
“Energy Upgrade California”

Performance Whole House Retrofits:

Required 20% savings/home across IOU service territories

$3,500 incentive 

Prescriptive measures installed if not already and: wall insulation, 
distribution system, heating and cooling equipment installation, 
variable speed motor air handler, pool pump and motor

Additional measures recommended as needed: appliances, visual in-
home displays, room air conditioners, shower heads, thermostatic 
low flow restrictive valve; faucet aerators

HERs II test in and test out required

Contractor BPI accreditation and 2 BPI certified technicians on 
contractor team

Follows energy efficiency loading order

Available in all IOU service territories by September 1, 2010
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Initial Allocated Funding from CPUC/IOUs (2010-2012):
“ Energy Upgrade California”

• $115 million for combined prescriptive and 
performance packages (2010-2012)

• Target of 42,000- 54,000 homes in 2010 - 2012

• Will feature as major component of $30 million/year 
Engage 360 marketing campaign 

• IOU participation in CEC-organized Clean Energy 
Workforce Training Summits

• Collaboration on Energy Upgrade California brand 
development and marketing
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Retrofit
Incentives /
Certification

Energy Upgrade 
California

SEP, ARRA and 
“Home Star” 
Retrofit Funding

Prescriptive Whole 
House Retrofit 
Program

Savings by Design

California 
Advanced Homes

Energy Star 
Manufactured 
Homes

Audits /
Assessments

(TBD)

Home Energy 
Efficiency Survey 
Program (HEES)

Demand
Response
Requests

(TBD)

Regional + Local
“Power Save Days” 
or
“Power Save Times”

Free
Equipment and
Services

(Low Income EE)

Weatherization

Energy efficient 
appliances

Energy education 
services 

Engage 360Tier 1
Communicative
Brand

“Offer” 
Categories

Tier 3
Offerings/
Programs

Brand Architecture Considerations

One-off
Incentives &
Rebates

n/a

Home Energy 
Efficiency Rebate 
Program (HEER)

Residential 
Lighting Incentive 
Program for Basic 
CFLs 

Advanced 
Consumer 
Lighting Program

Appliance 
Recycling Program

Business and 
Consumer 
Electronics 
Program

Solar/Wind 
self-generation

Tier 2
Family brands

| Retrofit Branding | SW ME&O | May 27, 201030
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Engage 360 can help Energy Upgrade California:

Inspire people to take action

Bolster awareness and visibility – “air cover” and amplification

Radio, TV ads, statewide campaign

Reduce attitudinal barriers

Leverage grassroots

Reduce confusion

| Retrofit Branding | SW ME&O | May 27, 201031
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Energy Upgrade California can benefit the Engage 360 

Provides clear gateway to engagement; 

Provides strong connection to taking action

Highly visible and backed by significant investment

Will make a big, tangible difference in people’s lives – comfort, 
health, jobs, energy savings

| Retrofit Branding | SW ME&O | May 27, 201032
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Risks

Any scams or scandals affecting one brand can affect the other 
(e.g. BP and Arco)

Lack of control of communications – limited visibility, brand could 
get diluted or off-strategy

Engage 360 becomes “the brand that gives you rebates”

| Retrofit Branding | SW ME&O | May 27, 201033
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Masterbrand Endorsed lockup
Endorsed in messaging
(no lockup) Freestanding

Preferred approach: a close relationship with the 
Statewide brand (Engage 360)

Fast and easy photo sharing from Google

Locked up

Preferred approach

| Retrofit Branding | SW ME&O | May 27, 201034

Is it clear that Energy Upgrade California is an important program?
Is it clear that Engage 360 is the “parent” brand?
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