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EEDAL 2006
Designing and Implementing Marketing and Communications Campaigns for Labeling and
Standards Setting Programs, Christine Egan (CLASP), Jill Abelson (U.S. EPA)

Marketing and communications are often overlooked elements in the design and implementation
of standards-setting and labeling program, yet they play a critical role in overall program success
particularly in the areas of consumer decisions and behavior change. Studies show a correlation
between level of effort — a large part of which is marketing and communications — and progress
toward market acceptance of energy efficient products, practices and services.

The paper, which draws from a new chapter in CLASP’s Energy Efficiency Labels and Standards:
A Guidebook for Appliances, Equipment and Lighting (Feb. 2005), explores case studies of
efficiency marketing and education programs from around the world, examines trends affecting
acceptance of energy efficiency, and includes guidelines for designing successful market
transformation campaigns.

Guidelines for Designing and Implementing Communication Campaigns
1 — Include a communications campaign at the outset of the design of a standards-setting and
labeling program, setting aside budget for this activity and securing stakeholder support for the
task.
2 —Give special consideration to specifying clear goals and desired outcomes of the campaign.
3 — Focus on specific target audiences for each element of the campaign.

4 — Develop a well-articulated messages that encapsulate the campaign.

5—- Choose an implementation strategy that can fully reach the target audience within the
available budget.

6 — Include industry, consumer groups, and corporate retail representatives as campaign
partners.

7 —Choose a realistically long timeline for the campaign (because people change slowly).

8 — Remain flexible to make mid-course corrections to campaign messages, information
distribution, or overall strategy.

I The Definition and Importance of Communications Campaigns

Public communications campaigns seek to educate and mobilize the public in support of social or
behavioral change. It has been said that public communications campaigns:

1. “impart ideas for a strategic purpose (and) may be singular events or long-term courses of
action, but all have a specific purpose” (Dorfman et al. 2002),

2. can be highly formal efforts or a loose collection of goal-oriented outreach activities (CCMC
2004),

3. “use the media, messaging and an organized set of communications activities to generate
specific outcomes in a large number of individuals and in a specified period of time”
(Rogers and Storey 1987, as quoted in Coffman 2002).
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For efficiency standards and labeling, a communications campaign is one part of a larger long-
term policy strategy to save energy used by appliances, lighting, and commercial equipment.

During the past decade, energy -efficiency standards and labeling programs have played an
increasingly important role in the national energy strategies of developed and developing
countries. The benefits of these programs are multifaceted. At the national level, the main
objectives include energy conservation, reduced greenhouse gas and other environmental
emissions, and economic development. For equipment suppliers and manufacturers, standards
and labels programs may increase business opportunities and/or expand export markets. And for
consumers, labeling programs provide detailed product information and result in improved
product choices. Improving consumer awareness and changing purchasing behavior are key
elements of success.

For standards-setting and labeling programs (whether mandatory or voluntary) to be effective and
accepted in the marketplace, program implementers must communicate with stakeholders —
industry, retailers, and consumers. Implementers often overlook or underestimate the value of
communications and instead focus attention on marketing and engineering assessments,
specification development, product testing/verification, and program analysis. Strategies to
influence consumer values or decisions are as important as technical considerations and when
executed well, help determine the success (or lack thereof) of labeling initiatives.

U.S. evaluation of labeling programs and related market-transformation efforts highlight the
importance of communications and promotional activities (Nadel et al. 2003, Northwest Energy
Efficiency Alliance 2003). These studies show a correlation between level of effort — a large part
of which is communications — and progress toward market acceptance of energy-efficient
products and services. In a review of a decade of market-transformation efforts in the U.S., the
American Council for an Energy-Efficient Economy (ACEEE) identified these lessons learned:

Success in the market is achieved when efficient products/services can be differentiated
from conventional products in the eyes of consumers;

Promotion (e.g. advertising and educational materials) is a key component of most
successful initiatives. Promotional activities raise awareness among potential purchasers as
well as sellers and service providers and work best when these activities show the full range
of benefits, not just energy savings;

Understanding market barriers to energy efficiency helps policy makers develop and
implement successful activities;

Sales training, which can be part of an overall communications campaign, plays an
important role in overall success; and

Most successful initiatives are multi-faceted efforts, which involve several different outreach
activities that evolve over time (Nadel et al. 2003).

Depending on program needs and available resources, marketing/communications campaign can
focus on one or two simple tactics, or can be a variety of integrated tactics targeted at several
audiences.

The following sections address steps implementers can consider in developing effective
communications campaigns. Basic communications and social marketing concepts are included,
as well as regional and national case studies.

. Establish Goals and Objectives
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The first step in designing a communications campaign is to establish goals and objectives for the
activities. The literature defines two types of communication campaigns according their basic
goals. Individual behavior-change campaigns try to alter individual behaviors that lead to social
problems and/or promote behaviors that lead to improved individual and social well-being.
Public-will campaigns attempt to mobilize public support for an issue in order to motivate public
officials to take policy action (Coffman 2002). Standards/labeling programs can use a
combination of these two types.

The attached table lists typical objectives and other aspects of individual behavior-change
and public-will communications campaigns. (Figure A)

Programs may selectively target consumer recognition and trust of energy labels, which is an
important first step, or they might target consumer use and comprehension of energy labels when
analyzing a purchase. Campaigns may also target retail implementation, that is, accurate product
labeling in retail environments, and sales staff knowledge. Broader campaigns typically include
all of these and more, to create a strong communications campaign that, over time, is designed to
help create positive attitudes towards energy efficiency across multiple sectors — consumer,
retailer, manufacturer, etc.

Most energy-efficiency campaigns have had a mix of individual-behavior and public-good goals in
mind with the relative emphasis of each changing as implementation progressed. The early
stages of the U.S. EPA ENERGY STAR program initially emphasized influencing upstream
market actors (computer manufacturers), rather than end users. Three years into the program,
when the array of labeled products expanded, EPA began direct outreach to end users and
consumers. More than a decade later, consumer education has evolved to be an essential
program component. (awareness #s here).

The China Certification Center for Energy Conservation Products (CECP) endorsement label
program also began implementation, not through broad public education, but through
communication and relationship-building among China’s large appliance manufacturers and sales
outlets. The program does not have the staff or resources to communicate with all citizens;
instead, implementers plan to deploy communications tactics using regional energy
departments/utilities, in addition to in-store tactics focused on big population centers. Leveraging
regional energy providers/utilities is common, and cost-effective way, to communicate energy
labeling benefits at the local level.

The Electricity Generating Authority (EGAT), in Thailand, keen to avoid subsidy programs and
preferring instead to rely on voluntary agreements, market mechanisms, and intensive publicity
and public education campaigns, created the Attitude Creation Division in their DSM offices.
EGAT's program promoted energy efficiency through advertising campaigns, strategic
partnerships with various ministries and agencies, and public education campaigns. Throughout
the five-year DSM program, the Attitude Creation Division undertook several large-scale
promotions to encourage voluntary shifts to energy-efficient equipment. The refrigerator-labeling
program, for example, sought to encourage purchasers of the newly labeled appliances to read
and understand the new labels. In a publicity campaign that sought to attract consumers’
attention to the new labels, purchasers of new refrigerators were asked to send the details from
their energy-efficiency labels to a contest with a prize of 5 million baht (US$200,000) in gold;
consumers across the country responded to this novel campaign. The Attitude Creation program
evaluators found that, by the end of the program, 87% of the Thai population was aware of the
public energy-conservation programs and knew that EGAT had sponsored them.

Germany’s comprehensive energy communication program targeted multiple stakeholders, and

focused on electronics/standby power consumption, energy efficient lighting, and white goods.
Components of the campaign are shown below.
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[insert Figure B: Summary of Goals, Objectives and Tactics from Germany'’s Initiative
EnergieEffizienz]

I, Assess Communications Program Needs and Conduct Research

It is necessary to understand market barriers in order to choose the correct communications
tactics and channels. What market barriers stand in the way of effective labeling/standards? For
example, beliefs that all products are energy efficient or that energy conservation means
sacrifice, are common barriers to the success of labeling and standards in the U.S. Other market
barriers might include lack of product availability, lack of information about the benefits of
efficiency for consumers, poor knowledge by sales staff of label meaning, or distraction by or
confusion with other labels (ecolabels, water-efficiency labels, recycled content labels, etc.).

Once market barriers are understood and goals and objectives are established, it is
recommended that implementers:

1. Assess needs before planning communications campaigns -- this helps determine the
starting place for communications with the public.

2. Conduct research to supplement the needs assessment, and consider the design of the
campaign within context. Sometimes, research is the very first step to understand the
baseline context/environment and market barriers well enough to set program goals and
objectives.

A typical needs assessment involves these elements:

1. A sense of the context for/history of energy efficiency in the implementation area, and the
key implementing institutions that will manage or support communications efforts.

2. Available resources (time, personnel, money) that the program can allocate to
communications activities. Do you have staff trained in communications? Are printing
resources available? Can the program leverage outside experts/advisors?

3. Review of existing information on energy efficiency. Do consumers have access to this
information? Have they needed it in the past? How is energy efficiency being addressed
in the implementation area? Are there broader, long-term goals associated with new
standards or labels, e.g. CO, reductions, peak-load energy management, national energy
management?

4, Target audience identification. (See next section)

5. Assessment of baseline awareness/energy-efficiency attitudes and behaviors, from
available quantitative or attitudinal research

6. Research into attitudes toward energy efficiency or messaging, through qualitative
research, e.g., in-person, in-depth interviews.

7. Consultation with industry -- essential for several reasons, e.g., it ensures that
communications tools and key messages are appropriate for target audiences, increasing
likelihood they will be well received; it ensures that potential issues are identified early on
and can be managed accordingly; and it builds relationships with useful contacts, which
in turn can help during the implementation phase.

8. Audience understanding -- identify which consumers make appliance- and product-
purchase decisions. Do men or women play the main role in product selection and

7-4



211
212
213
214
215
216
217
218
219

SINMIMNEN

226
227
228

230
231
232
233
234
235
236
237
238
239
240
241
242
243
244
245
246
247
248
249
250
251
252
253
254
255
256
257
258
259
260
261
262
263
264
265

2™ Edition FINAL version 4.0
December 20, 2004
Do not cite

purchasing in your program area? Gender/demographic considerations can greatly
influence communications tactics and messages.

9. Communications channels, i.e., where do most people get information about energy? Is
it from government literature, at point of sales/in store, through national or local mass
media (newspapers, magazines, television, radio), community/consumer groups, or
websites? Which information sources do consumers trust the most (from government
agencies to local citizens groups)?

10. Partnerships -- identify supplementing and partner organizations that can provide delivery
channels and/or offer in-kind support for your communications campaign., for example
NGOs, consumer associations, or manufacturers.

Experience has shown that, after program needs are assessed, research should guide program
development. Basic research will help create more effective communications campaigns, with
messages that resonate with consumers and other stakeholders. Large-scale communications
efforts may require marketing and social scientific research methods: surveys, focus groups,
formal or informal interviews. It is best to conduct separate research at the various stages of
program development: at the front end (to determine baseline awareness or attitudes toward a
new label or standard or to select messages and to test program materials); during program
implementation (to monitor and refine communications tactics); and at the completion of a
campaign (as part of an overall evaluation of impacts) (Egan and Brown 2001).

In Asia, the Hong Kong Consumer Council has conducted its own research on energy
consumption associated with consumer products such as refrigerators, air conditioners, washing
machines, and gas water-heating systems. The organization publishes test results in a monthly
magazine, which is highly respected by consumers.

The state of California uses extensive primary and secondary research, including literature
reviews, consumer focus groups, and psychographic analysis, to guide statewide efficiency
communications plans. In one instance, staff used the surveys as a baseline against which the
impact of statewide programs would be measured. Consumers were asked about energy-
efficiency awareness, attitudes, and behaviors. Implementers found that the baseline studies
“provided essential data on the current awareness of energy efficiency at the time, and what
people knew or perceived energy efficiency was and their attitudes regarding it. The study
provided strategic attitudinal segmentation needed for developing targeted messages that
appealed to the...values most people have when it comes to energy decisions.” The data
contributed to strong, prioritized messages in the eventual communications campaign (Egan and
Brown 2001). A consortium of utilities in the northeastern U.S. (Northeast Energy Efficiency
Partnership) also relies on ongoing research to develop regional efficiency outreach plans for
clothes washers, appliances, compact fluorescent lamps (CFLs), and light fixtures.

Baseline research also guided Natural Resources Canada during the early stages of Canada’s
implementation of the ENERGY STAR program. An initial survey of 1,000 Canadians revealed
that 13% of Canadians could identify the ENERGY STAR symbol that was being used in the U.S.
without any prompting, and 26% could identify it when prompted. Consumers most commonly
associated office equipment with the symbol. Program implementers designed communications
tools in response to this baseline, saving government resources by avoiding messages that
consumers already understood. (Wilkins 2003).

V. Target Audience Selection

Know and prioritize the primary audiences, and allow for segmentation if needed. For example:
the primary audience might include supply-side stakeholders -- manufacturers, trade
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associations, equipment distributors, retailers, or sales cooperatives; the secondary audience
might consist of consumers (whole population, or targeted to certain demographic groupings, or
purchasers of a specific product/s). Prioritize based on program goals and objectives, and be
prepared to address barriers and possible motivations that would influence each group's use of
new standards or labels.

Possible target audience segmentation may include:

% No segmentation (i.e., focus on the general public);

« Stratification by demographic groupings (e.g., gender, age, income bracket, ethnicity
and/or geographical location);

% Stratification by role in supply chain (equipment distributors, manufacturers, wholesalers,
product reps, retailers, sales cooperatives, government officials, consumers);

% Stratification by interest group (consumer groups, environmental groups, trade
associations); and

% Stratification by the nature of the buying decision, considering separately the motivations
of those purchasing a new appliance because of: replacement at end of an appliance’s
useful life; early replacement for remodeling; early replacement for efficiency; or
retirement of an “extra” appliance. Table 7-2 provides an example of how to organize
program strategy around these factors.

Implementers should also consider public participation in the communications program, including
local or regional stakeholders, efficiency advocates or consumer groups in program design, and
should collaborate with them in the collection of research data and in decision making, target
audience identification, and program implementation. Local participation can vastly change the
very nature (and success) of communications programs, with greater authority for program
management moving to decentralized agencies, utility providers or community groups.

V. Identify and Recruit Partners

Communications programs work well when they involve multiple stakeholders. It is useful to
identify who else might benefit from the program’s efforts and which organizations can help carry
campaign messages. Possible messengers for energy-efficiency standards and labeling
communications programs include: national consumer groups, government agencies, electric
and gas utility companies, and local citizens or women'’s groups. It is often helpful to go back to
the program’s needs assessment to verify the communications channels that consumers use to
get information about energy.

Share printed materials, messages, website content, and other information on efficiency
standards/labeling. Local organizations are especially effective “ambassadors” for a program
because their relationships with consumers may be stronger, more consistent, or better trusted
than those of national government agencies.

Consumer organizations can also play a powerful role. In many countries, their mandate and
experience places them in a strategically important position with consumers. These
organizations may be accustomed to conducting product tests and launching public-information
campaigns for social objectives, for example health protection or anti-smoking, and thus may be
well positioned to also support public education about energy efficiency and conservation. Their
support or formal “endorsement” of standards and labels can help motivate consumer
preferences for energy-efficient equipment and change consumption patterns. Their leadership
as consumer advocates can also encourage industry due diligence.

In Vietnam, a group of grassroots organizations under the guidance of the Vietham Energy
Conservation Program (VECP) developed children’s booklets on energy conservation between
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1999 and 2003. These grassroots organizations were not only the creators, they were also the
distribution channels for thousands of the booklets as well as collectors of valuable feedback.
The feedback mechanism used in this campaign was a simple receipt which recipients (such as
school teachers or community action organizations) signed, indicating how many booklets they
had received, where they lived, and any comments for future issues. This simple feedback
mechanism allowed implementers to track the penetration of 10,000 booklets into communities as
well as to gain valuable commentary and suggestions for subsequent publications.

Finally, it is useful to take advantage of the fact that manufacturers and retailers share consumers
as a target audience. Having met standards or labeling requirements, manufacturers are natural
allies in marketing, promotions, or advertising for efficient products. Retailers, who play a critical

role in consumer transactions and appliance/equipment purchases, are also ideal partners. Sales
training is an important part of a communications campaign if resources allow.

In Korea, for example, the Citizens Alliance for Consumer Protection of Korea (CACPK) promotes
environmentally conscious consumer behavior. In 1994, the group launched a nationwide survey
on consumer behavior, which served as a basis for subsequent campaigns promoting sustainable
energy and consumption patterns. The group also worked to expand the national energy-
efficiency labeling program through workshops, government lobbying, and outreach to industry.
Thus, the partnership supported two program goals: creating consumer awareness about energy
use and responsible purchasing and recruiting industry partners into the voluntary labeling
program. Consumer organizations have developed other-broad based campaigns in Korea on
efficient lighting and household energy conservation. All these activities have benefited from
close collaboration between the government and non-governmental agencies (Song 2002).

VI. Develop and Test Messaging

Having completed the previous steps, implementers now have enough information to develop
messages to communicate about their program, following these basic guidelines:

Simplicity

Messages should be as simple as possible, relevant to the audience(s), and focused on benefits.
Messages should make the desired behavior — use of efficiency labels — attractive and easy,
demonstrating benefits to consumers, e.g. energy savings and beyond. In the U.S., monetary
savings (including quick payback in exchange for investment in a higher-priced product) is a
strong consumer motivator in all communications campaigns about efficiency. In some
developing countries, messages that tap into a sense of national pride may resonate more
strongly. Another key motivator may be helping the country or national economy. This list below
shows possible motivations/messages that might be employed:

save money
help the environment

improve health

help/support the country

have social/civic responsibility/pride

make the right/smart choice (self assurance or esteem)
increase convenience

increase comfort

select more/better choice

enjoy better quality

Implementers should not make the mistake of developing complicated or highly technical text,
graphs, charts, or other communications. Messages should be factual enough to be compelling,
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but user friendly. Technical or administrative details can doom a well-intended communications
piece meant for the average consumer. Know the audience and design messages that are
appropriate. Key messages focused on regulation and function are appropriate for
manufacturers and retailers. Messages based on label usage/understanding or efficiency
benefits are appropriate for consumers. Agency acronyms and other jargon should be avoided.

Consider Cultural/Societal Attitudes

Messages must be compatible with cultural norms. In one unusual but interesting example of
cultural sensitivity in a developing country that would be crucial to a communications campaign,
high consumption of electricity was found to be an acceptable social norm, an indicator of status,
especially among middle- and upper-class families. People felt they had worked hard to obtain
their income and deserved to consume all the resources their household could afford. In context
such as this, consumers may construe energy conservation or energy efficiency as incompatible
with their socio-cultural norms.

In the U.S., “energy conservation” is often equated with personal sacrifice in comfort or level of
service. “Energy efficiency” has positive connotations, equated with advanced, state-of-the-art
technologies, monetary savings, comfort, quality, and environmental protection. Focus groups
conducted by the Alliance to Save Energy have demonstrated a preference for using “energy
efficiency” rather than “energy conservation” and, as a result, energy efficiency is used more
consistently in communications campaigns in the U.S. (Egan and Brown 2001, Alliance to Save
Energy 2004).

Implementers should verify expected cultural attitudes through market research, and create
messages that work best for the consumers in the country.

Personal Relevance

Beyond primary messages about energy/money savings, communications are most effective if
they convey how efficient choices are personally relevant to consumers. Messages should tie
into motivations of target audiences and, if possible, make an emotional connection, which, for
consumers, might include statements such as “energy efficient products with the (government’s)
label are the right choice for your family” or “efficient products improve the comfort of your home
and protect the quality of your environment.” Messages to retailers might include the added value
of product differentiation or highlight that a variety of efficient product selections in store and
properly labeled will improve customer service and increase sales volume.

Address (Perceptions about) Outcomes

Social science research has found that the most important determinants of behavior are attitudes
and beliefs about consequences. The more a consumer believes that engaging in a behavior will
lead to positive consequences, the more positive her or his attitude will be. A wide variety of
motivators and messages may be effective. The most promising strategy is to blend various
messages and test them to find out which ones resonate best with consumers.

Results of some studies in the U.S. have found that money (specifically saving money on utility
bills) is the single greatest motivator for purchases of energy-efficient products by U.S.
consumers. In contrast, research in India found that a label that showed a hand holding money
(representing the monetary savings of efficient appliances) was viewed by some consumers as
an unappealing symbol of greed.

After money, concern for the environment is an important secondary motivator in the U.S.; choice,
quality, comfort, and, to a lesser extent, civic pride are also effective. Examples of effective
phrases include, "environmental benefit," "less air pollution," "better choice," "higher quality,
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comfort and convenience," and words that convey a sense of social/civic responsibility inherent in
energy efficient behavior or a sense that a consumer is “doing her part.”

Awareness of energy efficiency can be negligible, favorable, or very diverse. Research shows
that energy efficiency is a broad and amorphous concept to many people and has different
meanings to different consumers. Many consumers do not know enough about energy-efficient
measures in their home to assess costs and benefits or to analyze lifetime product savings
versus first cost. Understanding particularly breaks down when consumers are asked about
specific measures or behaviors they can adopt to be more energy efficient. While efficiency may
not be at the front of consumers’ awareness, it is still often viewed as a desirable attribute
because of its individual or societal benefits.

Communications campaigns should always accentuate the positive and focus on the range of
benefits and outcomes that consumers will enjoy as a result of seeking out and selecting labeled
equipment. Dry, factual messages will have less impact than positive, beneficial statements.
Many early energy-information programs failed because they simply made information available
without a serious effort to use psychologically motivating messages. It also helps to place energy-
efficiency messages in a broad, societal context that consumers can rally around. Canada’s
“One Tonne Challenge” initiative encourages citizens to take action on climate change following a
step-by-step guide that includes energy efficiency and proper use of government efficiency labels.
The overall tone is positive, motivating, and personally relevant. Advertisements from Germany’s
EnergieEffizienz initiative used humor to communicate messages about energy efficiency and
money savings.

Information on available incentives and rewards -- through rebates, discounts, favorable pricing —
should also be included in consumer messaging, as these are strong motivators toward first-time
purchase or even long-term behavior change.

[insert Figure C: Canada’s One Tonne Challenge Brochure.] [caption: Thisconsumer
brochure promoting efficiency in the context of Canada’s greenhouse gas reduction goals
highlights both EnerGuide and ENERGY STAR.]

Address Literacy and Language Issues

Implementers must consider the literacy levels of the program’s audiences. In developing
countries, materials aimed at rural audiences generally benefit from minimal text, familiar
language, and culturally appropriate messages. Communications materials may have to be
translated into multiple languages as has been done in Canada in the ads shown in Figure 7-3.

[insert Figure D: Natural Resources Canada ENERGY STAR Ads in English/French ]
[caption: Sometimes it helps to reach out in more than one language.]

Design Label for Maximum Consumer Understanding

The efficiency label itself is a powerful communication tool, so its design is an important element
of the program’s communications strategy. The label must be visually striking and convey
information quickly and intuitively (IEA 2000). Although most international comparative
information labels fit one of three primary categories, the optimal label design in any given region
will have a strong cultural dimension and should be carefully determined based on quantitative
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and qualitative market research. International experience suggests that the appearance of an
energy label is one of the fundamental factors that influence its future impact. Good label design
needs to be supplemented with effective communications about the program and its benefits.
Many labels convey too much technical information that, in many cases, the consumer may not
use or simply find uninspiring or unmotivating. Labels must be simple and easy to understand,
perhaps accompanied by supplemental information such as a brochures or users manuals.

Pre-Testing of Communications

If time and resources permit, pre-testing campaign messages can be enormously beneficial.
Pre-testing often means presenting the campaign items to a subset of consumers such as a focus
group composed of members from the target audience and an array of grassroots organizations.
Pre-testing can reveal whether the information presented is clear, effective, and motivational.

A recent focus-group study in China found that participants perceived a particular label as easiest
to understand, even though corresponding comprehension tests found it was the least likely to be
correctly understood. This demonstrates a very important factor in communications about energy
programs, namely, that consumer perceptions of what is easiest to understand do not necessarily
correlate with actual levels of comprehension. It's possible that many of the factors consumers
found appealing about the design were actually distracting them from the main message. Such
responses are rarely predictable. Although the China study assessed the impact of the label, pre-
testing is also useful for other types of materials, with special focus for each as indicated:

VII. Design the Communications Plan

For years, communications experts have tried to identify factors that determine behavior and
generate public will. Although there is still much progress to be made, one common conclusion is
information/education alone does not change behavior. Research in the field of environmental
education and social marketing shows that key factors in changing behavior involve perceived
self-efficacy (perceived capability to perform the behavior); perceptions about what others, such
as friends and family, are doing (social norms); and perceptions about what others want us to be
doing (subjective norms).

Research also shows that there is no set cause-and-effect progression from knowledge and
awareness of an issue like energy efficiency to attitude and behavior change. Thus, campaign
designers must pay attention and link traditional media and behavior-change strategies with on-
the-ground community action to make the social/policy environment/infrastructure supportive of
desired campaign results. The most effective energy-efficiency campaigns borrow from social
marketing models by addressing barriers to, as well as benefits of, energy efficiency as they
develop communications campaigns.

Previous standards and labels communications campaigns also reveal these lessons:

1. Itis much easier to influence consumers who are actively engaged in appliance
purchases than to influence the general public.

2. Retail appliance sales representatives have substantial influence on consumer choice.
Incentives oriented to retail sales representatives coupled with simple sales tools can
help sales representatives influence consumer product selections.

3. Direct financial incentives to consumers may not be necessary, especially when
consumers are already intending to purchase an appliance and the goal is to get the
consumer to upgrade by purchasing a more-efficient model.

The most effective communications campaigns use a variety of tactics to increase awareness
throughout the product distribution chain and among consumers. Primary tactics should reach
consumers at the time of purchase. Secondary tactics should help develop the infrastructure for
a broad communications campaign to consumers, e.g. government website, hotlines/databases
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of labeled or top-performing products, community workshops, sales training for retailers, retailer
displays and promotions, and advertising. Messages should be consistent among all strategies,
for each target audience identified. Commonly used communications tactics include:

Internal communications,

Presentations to industry/manufacturer/partner groups,
Consumer brochures or action guides,

Community workshops and outreach activities,

Outreach via local utilities,

Government websites/telephone hotlines,

Media outreach/public relations,

Sales training/sales workshops,

Retailer/distributor displays and promotions, and
Advertising (paid spots or public service announcements).

The Czech Republic uses a mixture of tactics and dissemination channels. SEVEn, the Czech
Energy-Efficiency Center, opened an internet portal (www.uspornespotrebice.cz) as a part of the
Pan European Database of Energy-Efficient (PADE) appliances project supported by the E.U.
The portal provides Czech consumers with information about energy demand of white goods sold
on the domestic market, and labelling/energy efficiency in general. Another project, Energy-
Efficiency Labeling of Large Household Appliances (ELAR), reaches producers, distributors, and
sellers of appliances. ELAR helps turn energy label usage statutes into a marketing benefit for
businesses, and therefore into better awareness for their customers. Finally, the “Transforming
the Market for Energy-Efficient Appliances and Products through the Use of Appliance
Information Systems” (TREAM) project creates educational programs about energy efficiency for
students and the general public (Vorisek 2003).

Tertiary tactics for labeling programs with acceptance in the market often include awards
programs, e.g. Australia’s Top Energy Saver Award, Korea’s Energy Winner Award, Japan’s Top
Runner, and the U.S. EPA ENERGY STAR Award. These awards programs give an incentive to
manufacturers, as well as an opportunity to promote energy efficiency more generally.

(insert Figure E: China’s Refrigerator Program is a Model of a Well- Executed, Integrated
Labeling Communications Campaign)

Community-based outreach and collaboration with consumer groups can be tremendously helpful
in any communications campaign and are often the most cost-effective tactics. Program
implementers should ever underestimate the role community, friends, and family can play as
sources of consumer information. Trustworthiness and credibility make a great difference in a
message’s effectiveness. This fact helps explain the strong influence of information from (non-
expert) friends and relatives on household appliance purchasing decisions. Studies in the U.S.
indicate that 64% of consumers consult with friends and neighbors for information on appliance,
home electronics and lighting purchases (The Cadmus Group 2004). Consumers tend to base
their decisions on information that captures their attention and wins their confidence. Programs
should employ tactics that have this appeal and evoke similar trust among consumers.

[insert Figure F: Info Sources that Consumers Consult] [caption: U.S. consumers obtain
information about ENRGY STAR-qualified products from a variety of sources.]

Many regional ENERGY STAR partners in the U.S. focus primarily on the retail sector for
marketing the benefits of efficient products to consumers through: sales training; placement of
communications materials, posters, and signage in stores; and proper stocking and labeling of
qualified equipment. Utilities, retailers, and lighting manufacturers, for example, collaborate on
product discounts and special lighting displays in retail stores to promote sales of energy-efficient
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lighting fixtures and bulbs (Northwest Energy Efficiency Alliance 2003). Local partners can
sponsor educational events, clinics, and workshops to promote energy efficiency and efficient
products. If these channels or relationships do not exist in an area, policy makers can, at a
minimum, develop and maintain strong ties with local energy/efficiency authorities or utilities.
These groups can help share information with local citizens through utility-bill statements, bulletin
boards, public meetings, and other channels.

After the initial stages of introducing a program, a communications campaign can take anywhere
from three months to three years to reach and begin influencing consumers. A campaign should
be developed in stages with enough lead time to work with third-party distribution channels, such
as retailers or buyers groups. Programs aimed at creating preferences for energy-efficient
products require long-term information and marketing strategies.

VIII. Evaluation

The broadest definition of the evaluation process starts with campaign planning and needs
assessment. As needs are assessed and research is gathered to determine initial awareness,
context, and behaviors related to efficiency, a type of evaluation is already in progress. The
baseline data and context information collected beforehand will help measure changes
attributable to the communications campaign. It is important to design an evaluation strategy
before implementing the communications campaign. Whenever possible, it is best to track
changes through the course of a campaign, using several data collection points. The focus should
be on looking for trends in the data, and policy makers should be prepared to alter tactics to take
advantage of lessons learned from evaluations. Beyond effective communications and
messaging, evaluation also helps to reveal market barriers to energy efficiency.

References

The Cadmus Group, 2004. National Analysis of CEE ENERGY STAR Household Survey.
Prepared for US EPA, Washington, D.C.

Coffman, J. 2002. Public Communications Campaign Evaluation: An Environmental Scan of
Challenges, Criticisms, Practice and Opportunities. Harvard Family Research Project, prepared
for the Communications Consortium Media Center.

CCMC (Communications Consortium Media Center), 2004. Guidelines for Evaluating Non-Profit
Communications Efforts.

Dorfman, L., et al. Voices for Change: A Taxonomy of Public Communications Campaigns and
their Evaluation Challenges. Berkeley Media Studies group, prepared for CCMC.

Egan, C. and E. Brown, 2001. Analysis of Public Opinion and Communications Campaigns
Research on Energy Efficiency and Related Topics. ACEEE, Washington, D.C.

Nadel, S., et al. 2003. Market transformation: Substantial progress from a Decade of Work.
ACEEE, Washington, D.C.

Northwest Energy Efficiency Alliance, 2003. Market Activities Report, Portland, OR.
Song, V., 2002. The Role of Consumer Organizations and other NGOs in Promotion of

Sustainable Energy Consumption, U.S. Economic and Social Commission for Asia and the
Pacific.

7-12



R R

FRIZARE

2™ Edition FINAL version 4.0
December 20, 2004
Do not cite

Vorisek, T. 2003. Influence of Energy Labeling Legislation on Energy Efficiency in the Household
Sector, Czech republic, SEVEn, from EEDAL 2003 proceedings.

Wilkins, A., 2003. Presentation on Promoting ENERGY STAR in Canada, Natural Resources
Canada, Ottowa, CA.

7-13



658
659
660

661
662

2™ Edition FINAL version 4.0
December 20, 2004
Do not cite

Figure A: Goals, Objectives, Target Audience, Strategies, and M essages by
Campaign Type--Individual Behavior Change and Public Will

Campaign Type/Goal | Individual Behavior Change Public Will
Objectives I ncrease awareness and Increase the visibility
understanding of an energy or perceived
label importance of energy
Increase consumer efficiency
confidence in the Increase the extent to
credibility and importance which energy

of the information
contained in an energy
label

Increase appliance
shoppers’ intent and stated
willingness to purchase
energy-efficient appliances
Increase actual rate of
purchase of energy-
efficient appliances

efficiency isseenas a
problem with solutions
(e.g., standards and
labels) and entities
responsible for those
solutions (e.g.
government, industry
and consumers)
Engage and mobilize
stakeholders in support
of energy efficiency to
positively affect policy
makers and policies
(e.g., affect the
determination of what
MEPS levels and/or
label thresholds should
or shouldn’t be
pursued)

Target Audience(s)

Current and near-term
appliance, lighting, and
equipment purchasers; retail
sales staff and/or product

The genera public,
environmental and
consumer groups, industry
groups and/or policy

devel opment engineers at makers
manufacturers
Strategies and delivery Socia marketing through Media advocacy,

channels

advertising in print, television,
radio, and electronic media

community organizing,
public relations to obtain
news coverage and events

Sample Messages

“Buying a 5-star, energy-
efficient appliance puts money
in your pocket.”

“Investing in energy
efficiency makes the world
a cleaner, safer place for
future generations.”

(Modified from Coffman 2002)
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Sources Consumers Consult for Product Information

The survey asked about the sources consumers are most likely to use to obtain information about
products covered by the ENERGY STAR program. The question was asked separately for two
product groups: (1) heating and cooling products, and (2) home appliances, lighting, and home
electronics. The results for the two product groups are similar. The top source was personal
acquaintances at around 60 percent, followed by consumer magazines, retailers, and the Intemet. For
heating and cooling products, the proportion of households consulting each of these latter three
sources ranges from 36 to 41 percent. For appliances, home electronics, and lighting, this range is a
little broader, from 34 to 46 percent,

Product Information Sources Consulted
(Basze = All respondents)

Friendineighboriete.

!
E:

Consumer magaznes <Ak AR
’ 385%
2T%
o
o
N e @ Heating and Caaling
revi [—— e
155 B Appliances, Home
Mewspapers " Electranics, Lighting(b)
i (n=15ET)
; k]
orw mauses [,
0% 10% 20% 30% 40% 50% 50% TO%

(a¥)13_1: "Now, please think only about Heating and Cooling Products, Please select the source(s) of
infiormation vou are most likely io wse o obtain information about this product tvpe, Planse mark all that
nppiy.”

(I3 2 “Now, please think ealy about Home AppliancesLightingHome Electronics. Please select the
soarce(s) of information o are most hkely 1o use to obinm information about this product type. Please
mark all that apply,™

678
679 | Source: Consortium for Energy Efficiency

FigureF. Info Sources That Consumers Consult in the U.S.
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Figure B — show with pictures below

SUMMARY OF GOALS, OBJECTIVES, AND TACTICSFROM GERMANY’S
INTIATIVE ENERGIEEFFIZIENZ

Germany’s Initiative EnergieEffizienz is a collaboration between the German national
energy agency Deutsche Energie Agentur and the German national association of power
suppliers. From October 2002 through December 2004, the aim of this communications
campaign was to improve the efficiency of domestic power consumption by raising
public awareness of the benefits of energy-efficient behavior. The campaign engaged key
stakeholders (consumers, retailers, and manufacturers) and focused on three main areas:
electronics/standby power consumption, energy-efficient lighting, and white goods.
Campaign results will be measured via quantitative and quelitative analyses.

Overall Goal:
Reverse or lessen substantial increase of electric-power consumption in the domestic

sector (between 1900 and 2001, power consumption of German househol ds increased
by 15%)

Objectives:

- Promote awareness of energy-efficient behaviors and improvements among a broad
audience (consumers, retailers, manufacturers, etc.),
Reduce stand-by electricity consumption of electronics and information-technology
equipment,
Promote energy-efficient lighting purchases and replacements, and
Position energy efficiency as akey criterion when purchasing appliances & white
goods.

Tactics:

Label products (label shown in the second picture below);

Develop “Initiative EnergieEffizienz” logo to “brand” the campaign (logo can be seen
in the ad shown in the first picture below);

Launch national advertising, press releases, interviews, and media outreach to
television and radio (example shown in first picture below);

Establish internet portal with detailed background information on the campaign;
Distribute postcards at public venues (e.g., restaurants);

Establish toll-free consumer hotlineg;

Distribute range of informational materials at 3,500+ points of sale (reaching 6,000
total points of sale); and

Invite dialogue with manufacturers to encourage education about standby power

(Agricolaand Kolb 2003)
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Fig. . The advertisement for energy efficient domestic lighting
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Fig. 3. The “label”® to be placed on top of cooling equipment bearing an energy
efficlency index of 0.42 or less. The text reads “cool device, lsn't It 7 ... cooling

equipment with particalarly low encrgy consumption™.
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FigureE

CHINA'SREFRIGERATOR PROGRAM ISA MODEL OF A WELL-
EXECUTED, INTEGRATED LABELING COMMUNICATIONS CAMPAIGN

China s refrigerator industry is the world's largest. A project funded by the Global
Environment Facility (GEF) through the United Nations Development Program (UNDP)
and the UN Foundation to transform the Chinese refrigerator market is one of the best
current examples of how technica assistance by CLASP, U.S. EPA’s ENERGY STAR
program, the United Nations Department of Economic and Social Affairs (UNDESA),
and others helped China undertake an integrated marketing approach, from research to
end results.

Project partners identified nine barriers to the widespread adoption of energy-efficient
technologiesin China. These barriers ranged from lack of consumer awareness about the
life-cycle economic benefits of high-efficiency refrigerators to lack of reliable,
comparative information about specific models.

A new endorsement label was designed, market tested, and inaugurated in 1999;
household refrigerators were the first products labeled. After labeling, the project’ s first
“market pull” activities (aimed to increase demand) were retail training and recycling
programs.

The project included a mass-communications campaign, in which contracts for creative
content development, media placement, public relations, and consumer surveys were
competitively bid. The US$3 million communications campaign included prints ads, bus
shelter and subway posters, elevator posters and postcards, in-store materials, TV ads,
and other mass- media tools.

In addition to the consumer education campaign, “market push” activities were initiated,
including refrigerator and compressor incentive programs for manufacturers. The
success of the manufacturer initiative led four more refrigerator manufacturers than
originaly anticipated to request admission to the project, for atotal of 16 manufacturers
(representing nearly 90% of production and sales). Retail incentives, salesperson awards,
purchaser awards, and consumer education programs were all undertaken to make
consumers aware of the advantages of energy-efficient refrigerators.

A mass purchase program is leading to new energy-efficient refrigerator specifications,
mass-procurement procedures, and identification of potential large-scale purchasers of
energy-efficient refrigerators. A recycling program is being developed to promote
retirement and environmentally responsible recycling of old, inefficient refrigerators.

The project obtained commitments from each participating refrigerator manufacturer to

design one new top-rated equivalent refrigerator (that consumes less than 55% of the
current energy use); improve the efficiency of the average refrigerator by at least 10%;

7-21




776

778
779
780
781
782
783
784
785
786
787

2™ Edition FINAL version 4.0
December 20, 2004
Do not cite

and invest at least 10% of advertising budget to promote energy efficiency. The
communications campaigns were followed by surveys (funded by UNDESA) to gauge
consumer responsiveness to the labels and evaluate consumers' increased awareness
levels.

With al of these measures, the initial overall project goal of 20 million refrigerators sold,
yielding lifetime product emissions reductions of 100 million tons of CO, and energy
savings of 66 billion kWh, is expected to double, making it one of the most successful
campaigns to date for helping the local and globa environment.
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