Updated – March 8, 2006


Community Challenge – Steering Committee: 

City of Bellingham 

· Joy Monjure

· Alex Ramel

· Other - TBD – a city council member?

PSE’s Green Power Program Management  

· Liz Reese (Heather Mulligan on 3/13)

PSE’s Marketing/Business Development Team 

· Sandy Palmer

PSE’s Community & Customer Team 

· Ray Trzynka

· Corporate Communications  - Ray mentioned Roger Thompson to run approvals through – someone such as Dorothy B. or Lynn C. ?

Affinity Partner(s)

Sustainable Connections

· Derek Long 

· Cathy Lehman

Other Affinity Partners - TBD (businesses and/or non-profit)

· Jeff from Quicksilver Photo offered - WWU someone from Tom Dorr’s office (Derek), Whatcom Education Credit Union (Derek), Technical College (Derek), School District Curriculum Director (Joy), Neighborhood Association (Alex)

Who Does What Summary

PSE Program Management – Liz Reese

· Overall project management and responsible for overall planning, management, development, implementation and reporting.  

· Keep the project on track and all stakeholders informed.

PSE Marketing and Corporate Communications Team – Sandy Palmer

· Provides customer communications support (develops communications plan based on input from stakeholders, orders promotional merchandise, creates printed collateral & direct response material, including newsletter stories, develops communication tools for presentations by all – outlining CC.

PSE Community and Customer Team – Ray Trzynka

· Local contact for community team, manages community’s expectations based on local needs, goals regarding community presence, local events and relationships building strategies.  

Affinity Partner– Sustainable Connections

· Educates the community via presentations, newsletter articles and other outreach efforts while lending credibility.  Works with businesses and community team contacts.  Can assisting in creating customer communication materials and reach out to residential customers via events and tabling activities in the community.

City of Bellingham

· Educates community, champions initiative, provides PM with updates and planned activities.  Lends credibility to the program.  Serves as local contact and connector increasing general awareness about the benefits associated with buying renewable energy.  Assists in press contacts and direct mail outreach.

Joint outreach tactics  

The communication/outreach tactics that PSE can help support and develop include the following:

Initial launch/kick-off 

· Teaser handout for Whatcom County Home Show, March 3-5 (PSE already has presence)  - PSE

· Podium signage 

· Props - Display

· Media Advisory 

· Press Kit - Sandy 

· Promo items (coasters, stickers, door hangers, measuring wind mill, challenge specific clings, ad slicks, retail displays, etc.)

· Run of Show (Event line-up) 

PSE Business Recognition invites -- we should encourage public participation and testimonials from existing PSE Green Power Businesses (WWU, Quicksilver Photo, Co-Op, etc.)

Awareness building 

· Print ad focusing on City purchase and announcing Community Challenge – challenge launch  - see if we can get this free from paper

· Local public broadcasting - radio spots – throughout campaign 

· Public service announcements (typically recorded by Community Partner) – throughout the campaign 

· Community banner - (main street exposure) – created and displayed at the onset of the campaign and throughout its duration  

· Community tracking sign – created upon launch of the challenge if appropriate location is identified  

· Retail displays for PSE business partners including a postcard enrollment forms – displayed at participating PSE Green Power business stores   

Purpose:  Make the community aware of the challenge and keep them informed regarding their progress. 

Work Stream Lead: 

Customer education/outreach 

· Mailing to all residents and businesses (at least two separate city mailings) to announce the challenge
· Mailing with messaging directed to existing Green Power customers – upgrade; retention effort – include in April Green Power Report Newsletter
· Presentations to community groups as appropriate – Sustainable Connections and PSE 

· Joint partnerships with businesses or community groups – WWU Students for Renewable Energy
Purpose: Educate customers regarding the challenge - what it means to the community, environmental benefits, options available and how to enroll. 

Work Steam Lead: 

Direct Mail communication channels  

· City Inserts

· PSE Green Power Report Newsletter article (current Green Power participants)

· E-Newsletter and Energywise customer newsletter

Purpose: Leverage existing customer communication channels to help ensure customers in the community are informed regarding the “challenge” and its benefits to the community and what it means when they enroll in the Green Power program. 

Work Stream Lead: 
Sustaining “challenge” messaging  

· Press announcements educating community of challenge milestones and any significant or large number of business partners   

· Media advisories connected to local events and challenge milestones

· Print ads at the end of the year will recognize Leadership Level Green Power business partners

Purpose: Keep the message in front of customers. Multiple impressions will help insure that customers are aware and informed regarding the community goal and the Green Power Program. 

Work Steam Leads: 

Support collateral for business and community group outreach 

· Brochure

· Business information packets 

· One-page fact sheet and Q&A 

· Community group presentation deck 

· Video 

City/community communication outlets 

· City employees information email or other communication 

· Water bill newsletter story and/or bill message

· Other city communications vehicles as identified (city radio, city newsletters, employee broadcasts, etc.) 

· Sustainable Connections and all other newsletter inserts

Local events 

· Local event support  – outreach & “greening” opportunity (help recruit volunteers & provide support collateral – signage/banners) – Liz has a high school student volunteer

· Promotional items (i.e. t-shirts for steering committee; magnets, other)  

Challenge wrap-up 

· Community recognition through press announcement 

· Congratulate and thank community – print ad or other effort – PSE to work with EPA on signage once goal is reached

Draft outreach plan 

The following is suggested as a framework to guide our joint outreach efforts and future discussions.  A list of proposed tactics and timing are provided.   

All stakeholders (internal and external) would provide input in to the final plan and all parties will have the opportunity to review material specifically created for the campaign.    

· Timing:  September 1,  2006 – February 28, 2007 – Earth Day results in April, recognition/celebration

· Budget:  will be based on goals and outreach plan agreed to by all parties  

Primary strategies 

· Announce the city purchase and the city-wide challenge and encourage residential and business customers to sign-up for PSE’s Green Power Program

· Canvass local businesses and community groups to get the word out about 

· Promote the purchases of the City and other area businesses. 

· Weave in energy-efficiency messages and other sustainability practices as appropriate.
PSE proposes the following plan for consideration. 

EARNED MEDIA 

Target audience
Timing 
Tactic 
Responsible 

Bellingham 

Community

PSE Customers
September 
Press announcement – city purchase and challenge; press kits, present at city council meeting. Kick-off challenge.
Lead: Joy/Janice/Roger (PSE)

 

Bellingham 

Community

PSE Customers
As appropriate during campaign period 
Press announcement  - milestones/business participation recognition 
Lead:  Joy/Janice/Roger (PSE)

Bellingham 

Community

PSE Customers
As appropriate during campaign period 
Media advisories as appropriate linked to local events 
Lead: Joy/Janice/Roger (PSE)

Bellingham 

Community

PSE Customers
Sept.-March 
Submit op-ed pieces to local organizations and media for publication 
Lead: Joy/Janice/Roger (PSE)

PAID MEDIA  - provided by PSE (try to get complementary space where possible)

Target audience
Timing 
Tactic 
Responsible 

Bellingham 

Community

PSE Customers
September 
Print – Focuses on City purchase and announces the challenge 
Lead: Liz Reese (PSE) and Sandy Palmer (PSE)



Bellingham 

Community

PSE Customers
As appropriate 
Print – For local businesses as they sign up at higher recognition levels and to support other tactics as deemed appropriate 
Lead: Liz Reese (PSE) and Sandy Palmer (PSE)



Bellingham 

Community

PSE Customers
Throughout campaign period 
Radio – PSAs Local NPR affiliate underwriting 
Lead:  Sustainable Connections 

COMMUNITY OUTREACH – materials provided by PSE 

Target audience
Timing 
Tactic 
Responsible 

Bellingham 

Community

PSE Customers
September

 
Banners – to hang on streets in downtown or other appropriate public spaces 
Lead: Liz Reese (PSE)

Bellingham 

Community

PSE Customers
September

 
Sign – to track participation progress – located at visible community site 
Lead: Liz Reese (PSE)

Community groups –neighborhood association/rotary, interfaith

 
As appropriate and scheduled
Existing PSE communications – 

Presentations
Lead: Derek Long (SC) and Alex (COB)

BUSINESS PARTNERSHIPS

Target audience
Timing 
Tactic 
Responsible 

Business customers 
Sept.- March 
Presentations 
Lead:  Sustainable Connections & Liz/Ray 

Businesses and Residential customers  - Joint outreach 
Sept.-March 
Special business offers

Joint outreach  

Retail displays 

Their Newsletters
Leads: 

CITY COMMUNICATION VEHICLES

Target audience
Timing 
Tactic 
Responsible 

City employees 
Sept.-March 
Information email 
Lead: Joy

Bellingham community
Sept.-March 
Water bill newsletter or bill message 
Lead: Joy

Bellingham community 
Sept.-March 
Mayor talk – Local Radio 
Lead: Joy



SUPPORT MATERIAL provided by PSE

Target audience
Timing 
Tactic 
Responsible 

Bellingham area customers 
Sept.-March 
Bill inserts and brochures 
Lead: Sandy Palmer (PSE)

Bellingham area businesses 
Sept.-March 
brochures 
Lead: Sandy Palmer (PSE)

Bellingham area businesses customers
As appropriate 
Retail displays for selected Green Power business partners 
Lead: Sandy Palmer (PSE)

Residential customers, businesses 
September 
Customer newsletters for residential and businesses
Lead: Sandy Palmer (PSE)

Committee and Community
Sept.-March 
Fact sheet and enrollment form 
Lead: Liz Reese (PSE)

PSE MAILINGS  

Target audience
Timing 
Tactic 
Responsible 

Residential customers 
Sept. +  see how city inserts are working
TBD Mailing to announce challenge and encourage customers to participate
Lead: PSE TBD if needed

Business customers
Sept. +  see how SC newsletter outreach is working
Mailing to announce challenge and encourage business participation – focus on benefits that relate to business 
Lead: PSE TBD if needed

COMMUNITY EVENTS – Potential Outreach Opportunities 

Target audience
Timing 
Tactic 
Responsible 

Bellingham area customers 
Sept. 4 (?) – Labor Day 
Identify one launch event – in fall
Lead: Liz Reese (PSE)

Bellingham customers 
as identified 
Event support – banners, magnets, pens, booth; t-shirts 
Lead: Liz Reese (PSE)
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