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Executive Summary
The purpose of this report is to critique Wisconsin Public Service’s current energy conservation campaign and formulate a more persuasive campaign.  This report will analyze WPS’s energy conservation campaign and provide them with specific steps to implement to improve their campaign.  Throughout this report Phil-Is-Sophical will show you how we examined our research, conducted a thorough audience analysis, and used class concepts to provide Wisconsin Public Service with a first class campaign evaluation.
Introduction
Our group, Phil-Is-Sophical, was assigned that task of critiquing and advising Wisconsin Public Service on their energy conservation campaign.  The topic of energy conservation is especially relevant at the time since the “Going Green” movement is gaining momentum.  We discussed many options that WPS had, but felt the ideas presented in this report would be most beneficial in helping WPS’s energy conservation campaign.  Our goal was to critique WPS’s current campaign and provide them with specific ways to help their company’s campaign.
We researched the topic in-depth, conducted a thorough audience analysis, analyzed the current campaign, and used class concepts in coming up with suggestions we feel WPS should implement.  Please see Appendix D to follow along with our oral presentation that was presented in class.
Stated Problem vs. Actual Problem
The stated problem our group evaluated is as follows:
“WPS asked your team to critique its current campaign to encourage home owners to conserve energy.  Based on that critique they want you to develop a new and improved campaign to persuade more customers to take conservation steps.”
In order to begin our case, our group had to determine what the actual problem was from within the stated problem listed above.  Since our research and the stated problem mainly discussed an issue with the current campaign and a lack of awareness, we hypothesized our actual problem to be the following:

“Develop ways to raise awareness on energy conservation, and persuade customers to adopt small steps to save money and the environment.”
Having established our actual problem of raising awareness and taking small steps, our group was now able to research the company more in-depth.
Introduction of the Company
Before we go into details about the case, we will first provide relevant background information on Wisconsin Public Service.  The company originated as Oshkosh Gas Lighting Company in 1883.  It wasn’t until 1922 that the company was incorporated as Wisconsin Public Service Corporation.  Recently, in 2007, WPS was purchased by Integrys Energy Group, who also owns many gas companies in Michigan, Illinois, and Minnesota.
In 2005, sixty-four percent of Wisconsin Public Service’s revenue was generated from coal and thirty-six percent by natural gas.  Also, WPS runs many hydroelectric generating plants.
The company itself is comprised of 2,410 employees.  Their service territory is approximately 11,000-square-miles and operates in 20 counties throughout Wisconsin, Minnesota, and Michigan.
Purpose
The purpose of our case is that we were hired to consult Wisconsin Public Service.  This entails analyzing their current energy conservation campaign as well as to recommend changes or addition to the current campaign.
After realized the purpose of our case and what we were hired to do, Phil-Is-Sophical narrowed down on the range of our case.

Scope
We decided that we will only be analyzing Wisconsin Public Service.  We are not dealing with any of Integrys’ other subsidiaries.  Also, our group is focusing only on WPS’s energy conservation campaign, not any other aspects of the company.  Therefore, our case does not pertain to other sections of WPS, such as advertising, billing processes, customer service, web design, etc.  

Now that we’ve conducted all of the background research on WPS, our group was now able to move on to the assumptions about the case.
Assumptions
After extensively researching various sources about Wisconsin Public Service, we had to make some assumptions about WPS and their customers.
Our first assumption is that current customers of are the main target of WPS’s energy conservation campaign.  WPS is not focusing on their resources on any other audience currently.  Most of their information is primarily on the website, and we assume that customers are the only people who visit the WPS website.

Another assumption we had is that no campaign can effectively persuade all customers.  No matter how hard a company tries, they will never be able to persuade every customer.  There will always be some people that are set in their own ways and have their own ideas.

The third assumption we derived is that WPS must prove that energy conservation has a manageable learning and transition cost.  People are not willing to spend a vast amount of time, money, or resources to adjust to a new way of life, so WPS’s campaign must show that the transition is hassle-free and pays off.
An assumption that we had about the customers of WPS is that they are concerned about conserving energy.  Since energy conservation is currently an issue that many people are involved in and is often talked about in the media, customers are aware of the movement.
Our final assumption we arrived at is that WPS must show the customers the benefits and savings that will come with energy conservation.  WPS needs to prove that energy conservation is cost effective for the consumer and worth their attention.
KISS Chart
The reason our consulting firm based our communication plan on the KISS Chart format was because we were well informed on the facts of our audiences.  However, the facts were not complete enough that we would be able to provide efficient consulting, so we had to make some assumptions based on what we were given to complete the KISS Chart. 
We started out by defining the facts, starting off by focusing on WPS’s energy conservation campaign.  We know that our consulting firm was hired to critique the campaign and create a more effective one.  Our group therefore assumed that WPS’s current campaign is not as effective as it was initially expected to be.  Because the campaign is not going over as well as WPS would like it to be, we need to conduct research and develop a new campaign.  We need to specifically target each key audience and each key opinion leader.  The last thing our firm would want to do is ignore the current problems the campaign is encountering.

The second fact we know about the campaign is that it is focusing on conserving energy.  We could then assume that the campaign is well developed and being distributed.  Our group also assumes that the campaign could use more advertising to get the message out to the public.  Although the campaign is well developed, WPS is not putting enough resources into advertising and dispersing the message.  Developing a way to connect the campaign to the audience is a top priority for WPS.  We also need to help the audience learn about energy conservation.  We would not want to create dissonance for the audience.
We know that over the years, WPS has taken an aggressive stance toward energy and the environment.  We therefore infer that WPS has grown and changed along with the continuously changing energy needs of consumers or they would not still be in business.  We also assume that WPS desires their customers to follow their actions and take a more active stance towards energy and the environment.  To get their customers more involved in energy conservation, WPS can show customers simple things to change in their daily routines to make a big impact on the environment.  However, WPS does not want to be forceful with their message to the customers or persuade their customers rather than coerce them.
We recognize that WPS does a great deal of community outreach.  Because of their involvement in the community, we infer that the outreach is to create and portray a positive image of the company throughout the community.  
Audience Analysis
Before we could assess Wisconsin Public Service’s current energy conservation campaign, we needed to examine who would be affected by this issue by conducting an audience analysis.  To develop a good sense of our audience, we analyzed who WPS’s customers are and how each audience would specifically be impacted by WPS’s campaign.
We began our audience analysis with an overview of WPS’s customers.  Wisconsin Public Service has about 450,000 electric customers and 300,000 natural gas customers, making their total customer base approximately 750,000 people.

After gaining insight on how many customers WPS has, we determined that our primary audience would be customers that are inefficient energy consumers.  We decided to put our main focus on this audience in order to show them how to conserve energy better to move them out of this group.  We will focus our efforts on educating them on energy conservation and giving them tips on how to become “green.”

Our secondary audience would be consumers that are beginning to “go green.”  We want to encourage them to continue their movement to “going green,” as well as provide them with additional information and tips on how to do so.

Finally, our tertiary audience is children, since they are able to influence their parents to conserve energy.  WPS is currently not placing focus on children, unlike various companies such as Energy Hogs.  They ran a national commercial to specifically target children to help their parents conserve energy, with simple tips such as turning off the lights when you leave a room or doing large loads of laundry to save water.
Our group also analyzed the United States’ energy conservation in comparison to the rest of the world.  The United States is the world’s largest energy user, taking up close to one quarter (24 percent) of the world’s commercial energy.  Following the United States is China (10 percent), Russia (7 percent), and Japan (6 percent.)  (See Appendix A for Audience Analysis Chart.)
Phil-Is-Sophical ended our audience analysis by looking at the implications of our information.  We decided that the issue of energy conservation is pertinent both locally and worldwide, so everyone is affected and should be involved in conserving energy.  We also reinforced that our focus is on Wisconsin energy users since we are analyzing and improving WPS’s current campaign and their customers are all in Wisconsin.  Since the “going green” movement is gaining momentum and many politicians and celebrities are showing their concern, we decided there is a very high interest in the topic currently.  

NRD Model

With the NRD model, we were able to examine the need, remedy, and disadvantages for Wisconsin Public Service to analyze and critique their current campaign towards energy conservation.  We also used the NRD model to incorporate the “devil” or the people who would be most resistant to the change and the “going green” movement.
The basic need for a better campaign towards energy conservation is due to the fact that WPS services over 750,000 customers, therefore even the smallest changes can make a large impact.  In addition, it is projected that in 2008 each home will spend more than $5,500 per year on energy: $2,200 on home energy costs and more than $3,300 on gasoline. 

With that being said, the remedy to this problem would be to have outreach to WPS’s current customer base.  This can be through encouragement on the WPS website stressing the benefits of “going green,” providing consumers with energy saving tips, as well as creating a user friendly website where information is readily available to clients. By encouraging current customers of WPS to take small steps towards energy conservation and stressing a large impact that it will have both on their monthly energy bill and in the environment, we are hoping that the benefits of “going green” will encourage a change. 

Despite all of the advantages of energy conservation, there are a few disadvantages that need to be considered in developing a new persuasive campaign.  First, there are some people that are not going to change their energy consumption regardless of persuasive tactics.  This may be due to a lack of knowledge on energy saving products, the fact that consumers think they have to change their whole lifestyle, and/or the fact that current energy saving products are more expensive initially than older alternatives.  However, if education was provided through the website, consumers would realize the advantages to saving energy and the fact that “going green” is a mutually beneficial process both for the consumer and for the environment. 

For the devil in this case, our group identified big and influential businesses that are doing nothing to save energy as a primary concerns, as well as consumers who are not willing to change their lifestyles.  By providing consumers with enough information and energy saving ideas while stressing the mutually beneficial nature of “going green,” hopefully overtime the devils of this case will lessen.  (See Appendix B for NDR Model.)
Models

Yale Group 

Our team decided to make use of the Yale Group model to effectively show the ways that WPS is currently communicating with its audience base.  Currently WPS’s most informative way of communicating with their audience is through their website which contains a prevalent amount of information regarding energy conservation, as well as the company history, demographic information for the communities it serves, as well as ways that each individual consumer can cut their energy consumption. 

After looking at the links on WPS’s website, it was obvious that the source of their message was credible and gains attention due to the fact that WPS is an expert, powerful, and familiar in their field.  WPS is an expert because it has 19 district offices and provides service throughout northeastern and central Wisconsin, as well as in Menominee, Michigan.  In addition, the company is powerful due to the fact that they service more than 750,000 customers per year, and they have been in operation and trusted for over 100 years making the company both credible and familiar. 

As mentioned previously, the main medium that WPS is utilizing to communicate with their audience is through their website, which will be the prevalent medium used throughout the Yale Group.  Through this medium, the message that is derived draws concussions due to the fact that the website acknowledges how going green can not only help the environment, but also can put money in your pocket by saving on monthly energy bills.  In addition, the message begins with pleasant communication which is not forceful and simply focuses on energy saving ideas and customer service for further knowledge and learning on the “going green” process.  This message would meet the needs of the audience with a high IQ due to the fact that their questions and concerns could be answered.  Also the website, as well as WPS, is a credible and influential source.  From WPS’s audience analysis of Brown County, it is projected that by 2009 the education scale is as follows:

* Less than 9th Grade 10,021 

*9 to 12 Years, No Diploma 12,688 

*High School Graduate 57,438 

*Some College, No Degree 32,734 

*Associate Degree 14,453 

*Bachelor Degree 26,923 

*Graduate/Professional Degree 9,470 

=Total 163,727

Looking at this information it is clear that a large portion of Brown County has not only finished high school, but has perused higher education.  Therefore, more information and customer service must be provided so this educated audience can feel that they are making a well researched and educated decision. 

This leads to the next section of the Yale Group, which is comprehension.  The message that WPS is sending is clear due to the fact that the website is extremely well developed and is aimed at providing the consumer with advice, tips, and service help along with information that may be influential in helping them make decisions.  In addition to just using their website as a medium, WPS also encourages customers to take a proactive approach to energy conservation by encouraging visits to their website for ways that your home in particular can save energy.  This shows that WPS acknowledges that not every person or every home’s energy consumption is the same and has identified in its audience that what will work for one person might not necessarily work for another. WPS has done this by successfully conducting and posting an audience analysis on its website for every community in which it serves and providing demographic information for each.  This also acknowledges the need for the audience to feel informed and would appeal to an audience with a high IQ. 

The next section of the Yale Group is the Yielding section.  One thing that WPS currently does very well is associating “going green” with rewards.  On their website WPS states energy saving tips, safety ideas, as well as benefits and rates of different types of energy to suit specific needs and budgets.  This meets their objective because they are essentially getting people to consider “going green” by doing small steps which will benefit the consumer by saving money.  Generally, people like saving money so with readily available customer service, prevalent information on their website, and small tips that the average consumer can do the benefits of conserving energy are prevalent and could advocate a change within the consumer.  In addition, with customer service provided 24/7 any fears, questions or concerns can be addressed promptly so that if a consumer is considering taking steps towards conservation, they can be reassured that they are making the right choice for both themselves and for the environment.  This would appeal to a lower IQ due to the fact that others opinions/information are essentially leading the change within the consumer and the fact that the consumer feels the need to get an opinion and/or reassurance about the decision that they are trying to make. 

The next section of the Yale Group is retention. One thing that WPS is not doing that our group suggested is the fact that WPS should utilize various forms of media to further aid in achieving their overall goals and objectives.  Currently the only form of media that WPS is actively using is their website to get their message out to customers as well as their consumers.  Our group suggested that WPS possibly invest in billboard advertisement with simple catchy slogans and memorable actions to lead the consumer to possibility look at the website for more information and to connect with the campaign.  Initially, we also considered television advertisements such as the Energy Hogs which uses a creative advertising to target both adults and children to conserve energy.  One problem that hadn’t previously been considered with this however, is the fact that Energy Hogs advertises more than one way to save energy in their campaigns which sometimes hinders the effectiveness of the campaign due to the fact that the consumer feels that they need to change several key things in their lifestyle to make a difference when this is untrue- small steps lead to big ones overtime.  Campaigns that are memorable and contain a good amount of information appeal to consumers with a high IQ and a good memory who will remember the information and use it to gain more information to make an educated decision and to take action. 

This leads us to the final step in the Yale Group, taking action.  WPS is currently doing a good job of calling their audience to action.  The message that they are giving is powerful and does directly state the benefits of saving energy, however by using various forms of media which would be aimed at key demographics in their audience analysis, they may be able to have further outreach better results in their campaign.  As for audience analysis, WPS has done a wonderful job of breaking down the communities in which they serve into key demographic sections.  Since it is important to know who you are calling to action, the demographic information located on their website would be an extremely helpful tool to utilize in the creation/improvement of one of their current campaigns.  Furthermore, WPS should stress how important changing the ways we view energy consumption is and should stress that information and customer service is available to support consumers willing to consider changing their ways.  Using commercials and/or outdoor advertisements that urge specific action and give information about the website could give information on how to act and would be a vital part of the success of a new and improved campaign.  Currently, WPS is doing a nice job at getting out information to the adults who pay or see the energy bill month to month. However, they are doing nothing to increase awareness to the general public which may inhibit the current effectiveness of their campaign due to the fact that they are not tailoring their message towards their whole audience.  In addition, WPS should arouse positive behavior which is connected with positive consequences.  Going green is beneficial for both the consumer and the environment.  Few people know how much they can save each month by making small lifestyle changes day to day, while also preserving a better tomorrow.  This problem with their current campaign could be effectively addressed by placing a well known figure who knows the positives about “going green” as a key opinion leader of this group.  This would help for the message to be institutionalized and something that is considered without hesitation in day to day life.  (See Appendix C for Yale Model.)
Social Judgment Theory

Continuing the analysis of the campaign and the consumers’ approach to it, we can break things down using the Social Judgment Theory.  The basic idea of this theory is that if you can “get your foot in the door” and convince someone to do a small favor, it is far easier to persuade someone to do something more complicated.

Social Judgment Theory assumes that people view an idea, in this case it is energy conservation changes, either in latitudes of rejection, acceptance, or non-commitment.  If someone could view all individual views regarding an idea on a continuum, energy conservation’s specific example would look like this:
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On the far left, we see an “energy hog,” or a person who is disinterested in conserving energy no matter how great the benefits.  On the far right is someone who is completely green, and is already living far “greener” than the changes WPS is advocating.  The red brackets over the continuum indicate the latitudes of non-commitment that many consumers view the situation.  They aren’t necessarily opposed to energy conservation, they just haven’t committed to adopting the steps.  The danger lies in the assimilation effect.  This means that some people will deem their lifestyle too close to the advocated way of life, and therefore not be persuaded.  The goal is to persuade these individuals that the changes WPS is advocating are worth making despite being small.
Elaboration Likelihood Model 

The basic concept of the ELM is that people process messages in two fundamental ways.  The first way is centrally processing information, which involves a thoughtful analysis and a logical based decision making process.  Peripheral processing is the second way, in which people are driven by the “who” more than the “what.”  Peripheral processing is based on rules of thumbs and has a short term impact and low commitment.
Based on the Elaboration Likelihood Model we decided our primary audience, the inefficient energy consumers, comprises about 70 percent of our total audience.  They process information about 95 percent peripherally and only 5 percent centrally.  This means that the primary audience is not thinking about energy conservation in depth and is only considering the short term effects of the issue.  Therefore, our goals for the inefficient energy consumers would be to motivate them and stress how important energy conservation is.  We also should provide them with evidence and logic and show them the long term benefits of energy conservation.
Our secondary audience, consumers who are beginning to “go green,” makes up about 30 percent of our total consumers. We perceive that about 65 percent of them are processing information centrally while 35 percent are processing the information peripherally.  Since the majority of our secondary audience is thinking centrally and analyzing the information deeply, our goals would be to continue motivating and encouraging them to show the benefits of energy conservation.  Getting them fully committed to a long term commitment is also a priority for our group in order to continue developing their thought process.
Children, our tertiary, are a small impact in regard to how our message is processed.  Most children do not process information centrally, which is why we assumed about 99 percent of children would process information peripherally and only about 1 percent centrally.  Our goal for children is to keep educating them on energy conservation through various channels.
Based on our research of the ELM model, our group concluded that our key focus should be to move our primary audience from thinking peripherally to centrally by reinforcing the importance of energy conservation and educating them.

Theory of Reasoned Action

Fishbein’s theory of reasoned action can show us how people would favor or not be in favor of a belief.  By applying this theory to our case, we began by listing eight main beliefs that people have about energy conservation.      

· B1 (8) Good for the environment (+) = +8

· B2 (9) Conserving energy is costly (-) = -9

· B3 (0) It will change the way you live (0) = neutral

· B4 (6) Good for the future of our planet (+) = +6

· B5 (7) Too late to change now (-) = -7

· B6 (9) It will save money in the long run (+) = +9

· B7 (4) WPS give you tips on how to conserve (+) =+4

· B8 (8) Lots of work to change (-) = -8

· Total: +3

From these beliefs we evaluated each one as either being a positive or negative feeling that people have towards energy conservation.  We have also rated them on a scale from one to ten to show how important the belief is to us, ten being the highest and one being the lowest.  For example, B2 (belief 2) states that conserving energy is costly.  We thought that this would be an important issue and negative belief that people would have, so we ranked it as a negative nine.  Another example is B6, which states that conserving energy will save money in the long run.  This belief would definitely be positive and important as well so we gave this issue a positive nine.  

As can be seen, we did this process for the rest of the beliefs resulting in them either being positive, negative, or neutral.  We added all of these eight beliefs and got a total of positive three, which in turn becomes the overall attitude toward behavior.  From these results we can now find the behavioral intention by using this equation:

Behavioral Intention = (attitude towards behavior) how much weight the attitude gets + (Subjective Norm) how much weight that attitude gets

Or:

B1 = (AB)W1 + (SN)W2

By applying this theory to our case, we gave a positive three for the attitude and weighted that as a sixty because most of us like to think that we are environmental friendly, but it is still not integrated in our heads yet and there is much more that we can do.  We gave the subjective norm a positive five because a lot of people are energy conservation friendly, but the idea is not that prevalent in our society yet.  From these results the math turns out as this:

(+3)60 + (+5)40

180 + 200

= +380

You can see the ending result is a positive 380 which shows that if people knew that energy conservation is good for them, the environment, and society they would think green more.  So by applying this theory, we would predict that the WPS energy campaign, if implemented correctly, would help spread the word about energy conservation and get more people to act on it.

Campaign Analysis

Now that the background research has been gathered and evaluated, our consulting firm can begin to analyze the current campaign of Wisconsin Public Service.  This analysis begins with the answering of basic questions and builds to the evaluating more complex issues.

Of the three different types of campaigns, Wisconsin Public Service is building on an ideologically-oriented operation.  Instead of trumpeting a product or advocating a political view, WPS is trying to build a new train of thought in people’s minds when they think about energy and conservation.  To accomplish this objective, WPS is positioning there campaign to persuade customers that small conservation steps is less expensive in the long run versus not making these lifestyle changes.  This can be a very powerful motivator for change, as most customers are looking to save money if the change needed is not too great.  Also, on a much smaller magnitude, WPS is adopting the persuasive position that their ideological stance is better compared to non-environmentally based products and companies.  Tapping into a potential ego need, Wisconsin Public Service could persuade some consumers that adopting this lifestyle would make them better than people who do not.

Becoming more complex with the evaluation, it is imperative to diagnose where the campaign stands in regards to maturity and market saturation.  The five stages a campaign goes through are Identification, Legitimacy, Participation, Penetration, and Distribution.

Identification

At the very beginning of a persuasive campaign, the first objective is to achieve campaign identification.  The consumer and general public must be aware of what the campaign is and who is backing it.  WPS has absolutely reached and passed this first stage, and there are multiple examples revealing this.  WPS has a graphical logo that is identifiable to the customers it serves (the target audience.)  Also, when the colors of this logo are paired together, the color coding is also identifiable with Wisconsin Public Service.

Legitimacy

The second level of campaign stages is legitimacy.  A campaign will have little success if people don’t regard it as a worthy, viable, or logical cause.  As it turns out, Wisconsin Public Service is well recognized and respected.  Forbes magazine recognized WPS Resources as the utility industry's "Best-Managed Company in America.”  Also, in 2006 and 2007, Fortune magazine acknowledged WPS Resources as the most admired energy company in its 2006 and 2007 editions of “America’s Most Admired Companies.”  These awards are indicative of a company that has gained legitimacy in the eyes of the people.  Just as with identification stage, it is easy to see that Wisconsin Public Service has reached and surpassed the legitimacy stage. 

Participation

The third of five campaign stages is participation.  At the level of campaign maturity, the cause should have known supports and known opinion leaders.  Supporters would be individuals in the general public who are adopting the stance being perpetuated.  Customers of WPS who are taking energy saving steps would be known supporters in this case.  The second half of the participation stage focuses on known opinion leaders.  These people hold a certain ethos quality, meaning they have the authority to be persuasive to others.  If they back the campaign and trumpet its greatness, the effect can be very positive for the campaign, especially for persuading those who are processing the message peripherally.  Unfortunately, this campaign is lacking known opinion leaders.

Penetration

The penultimate campaign stage is penetration.  If thought of in everyday terms, this is meant to mean if the idea/product/stance of the persuasive campaign has “made it.”  If the concept has reached a level of awareness in individual’s minds, then the campaign has reached the penetration stage.  As we can observe on our own, the concept of “going green” has gained popularity in society, with the advent of the political green party, Energy Star appliances, and various commercial campaigns (including the Energy Hogs).

Distribution

The final stage of any campaign is the distribution stage.  This is achieved when the stance of the campaign has been fully adopted by its target audience, and it has become the new “norm”.  This would be the stage that WPS is currently working in with its energy conservation campaign.  The idea of energy conservation is pervasive, but not fully institutionalized yet in society. 

Campaign Checklist

There are four accepted characteristics that help determine the effectiveness of a campaign.  Upon Phil-Is-Sophical’s analysis, we found that WPS’s campaign is lacking only one of these characteristics:

· Presented by credible sources

· Links to climate of prevailing opinion

· Focuses on opinion leaders

· Hits a responsive chord
As was noted earlier in the campaign analysis, this campaign is lacking opinion leaders to advocate and gain support for their stance.  Recommendations to help this need will be addressed later in the paper. 

Evaluation of Current Campaign
WPS’s current campaign has many strong points, but also could be improved in some areas.  For strengths, the current campaign has very good online resources.  They are excellent in current customers and the information on the website can be useful for non-customers as well.  They also have twenty-four hour customer service on their website to provide help for any problem.  

Some areas of improvement that WPS has are in the category of organizational inefficiency.  The website has a lot of good information on it, but some things can be difficult to find.  Another area of improvement would be the advertisement lock-in.  As of this time, they are only using one channel to advertise which is the website.  Another area to work on could also be lack of opinion leaders.

Taking all the information we found and considering all the theories, we rated WPS’s current campaign a seven out of ten.  They have excellent and useful information on their website, but there are still a few ways that they can tweak their campaign to make it better known to the public.

Recommendations for Current Campaign

Our team came up with a few of recommendations for WPS’s current campaign.  One business goal that we have for them is to increase the tie between WPS and energy conservation.  This issue is prevalent, but consumers don’t tie the brand with the cause.  They basically just pay their electric bill and forget about WPS until they get their next bill.  

Our recommendation for this is to build a base of opinion leaders.  As we previously stated in the elaboration likelihood model, our main audience is inefficient energy consumers who we would target peripherally which is driven more by “who” (ethos) rather that the “what” (Clampitt lecture, April 1).  People that process information peripherally like messengers and can be easily persuaded by them.  Some opinion leaders that we thought would be good for this campaign would be state Senator Dave Hanson and County District #1 supervisor Adam Warpinski who both push energy conservation.  People like these are very credible and are also well known around the target areas for the campaign.  Other opinion leaders that could be prevalent in the campaign would be Senator Rob Cowles and Rep. Phil Montgomery who worked on the clean energy bill, as well as Senator Neal Kedzie who works to protect Wisconsin’s groundwater.  People like these are very credible and are also well known around the target areas for the campaign.

Another goal that we have for WPS would be to diversify their advertising channels because their primary advertising channel is their website.  Our recommendation for this would be to use more outdoor advertising such as billboards.  This type of advertising could lure non-customers to the website and is environmentally friendly and inexpensive.

A way to chart our progress to see if our new campaign is helping with energy conservation, we could have online surveys to gain information on conservation steps that customers or individuals are taking.  Another way to evaluate would be to chart bill costs for specific customers.  A decrease in energy cost would indicate some campaign integration.
Continuous Improvement
Any persuasive campaign needs to evaluate its own strategies and tactics to assess the effectiveness in reaching their targets.  There are two ways Phil-Is-Sophical proposes to accomplish this.  Online surveys can be administered to WPS customers when they log onto the website to pay their bill.  These surveys can be simple and quick, asking a few questions of the customer about conservation steps they’ve taken.  Secondly, WPS could begin charting the cost of customer’s monthly bill to diagnose any patterns that manifest.  Their hope would be to find decreasing costs for individuals, which might in turn indicate campaign success.  

Feedback

Phil-Is-Sophical reviewed the feedback from our oral presentation to aid in our continuous improvement and to increase the quality of our future presentations.  Overall, the feedback was positive, but our team strives to accomplish our goals at a high standard and is always receptive to feedback as we strive for continuous improvement.  

Our presentation in which we analyzed and critiqued Wisconsin Public Service’s current energy campaign went well, and we received positive feedback from Professor Clampitt, who stated that our presentation was well researched with spectacular uses of class concepts such as a KISS chart, audience analysis, NRD and Elaboration Likelihood models, as well as having a well developed scope.  In addition, he stated that he enjoyed the creativity used through out our presentation in developing a rating scale and using a checklist to analyze what WPS was currently doing and not doing in the steps of a successful campaign.  The greatest areas of positive feedback from our presentation included the use of class theories and concepts, as well as the research, organization, and creativity we used in our presentation.  In addition, the feedback provided our group with the knowledge that our evidence provided good justification for our points throughout the presentation.  Our group was satisfied to hear that the use of visual charts made the presentation easier to comprehend and follow along with the extensive amount of information that we had research that we had conducted on WPS. Another area of feedback that made our group extremely proud was the fact that our group was recognized by several classmates, as well as Professor Clampitt, for continuous improvement and growth together as a team. Personally and professionally as a group we have all grown together working on our areas of weakness, receiving feedback, and then turning them into strengths.  The drive for continuous improvement as well as collaborative success as a team has made our team strong, and the continuous support, encouragement, and skills that we  have learned and have given each other will extend far beyond the classroom environment into real life situations to help truly exhibit UW-Green Bay’s motto of “Connecting Learning to Life.” 
Improvements

Based on the feedback we received from the class and from Professor Clampitt, we concluded as a group that there are some areas of our presentation that could have been stronger.  The feedback provided specifics about what we could do to achieve better results in future presentations. 
According to Professor Clampitt’s feedback, in the future our group needs to take a few extra steps to aid in the comprehension of some of our materials.  He suggested that in our presentation and through some of our course models we should have estimated based on our research the percent of individuals in each category that pertained to the Elaboration Likelihood Model in our presentation.  This would have benefited in the analysis of the consumers, where they are currently at, and what type of message central or peripheral should be delivered. 
Another area of improvement dealt with ensuring that we provide conclusive evidence to arrive at the final rating of Wisconsin Public Service’s current campaign.  This would mean possibly just reiterating what the positive effects of the current campaign are and what it would take to move the campaign to a perfect rating.  Our group dealt with this by stating that key opinion leaders should be prevalent to finalize the steps of a successful campaign- having it institutionalized.  In addition to key opinion leaders, the current WPS slogan, as Professor Clampitt mentioned, might have needed to be changed to increase the overall effectiveness of the message to go green and to conserve energy.  Recently as mentioned, General Electric changed their slogan to “Imagination at Work,” rather than the long used slogan “We Bring Good Things to Life” in an attempt to reestablish itself and their stance on conserving energy and being an energy friendly company.  This could be also successfully implemented by Wisconsin Public Service to bring attention to the stance that they are taking in energy conservation and could also be used to encourage clients to get active and interested in conserving energy.

The final area of improvement that our group neglected to acknowledge was the fact that sometimes having too many options, known as “the cafeteria approach,” actually hinders persuasion by overwhelming them with choices.  Campaigns like the Energy Hogs can sometimes hinder persuasion by giving too many options to views and making them feel like a great effort must be made on their part to make a difference which is not necessarily true. 
We are always continuously improving to make our presentation stronger and better.  We believe that if we make these few improvements, we can present an even stronger presentation and be more successful in the future.
Conclusion 

Throughout this project, our group has continuously been reminded of how important it is to use class concepts to assist in solving a case.  After reviewing our case facts, establishing assumptions, analyzing our audience and researching the company, and taking an in depth look into the stated problem, we were able to utilize theories and tools learned in the classroom, our group has now learned how to sufficiently analyze and create a persuasive campaign.  

Overall, Phil-Is-Sophical felt that this case helped us to apply key concepts learned in class, which will be extremely valuable to our future.  For this case, our group prides itself on our hard work and dedication to producing a quality end result.  Our group looks forward to future endeavors and further application of our communication skills. We also look forward to demonstrating the steps displayed by a thoughtful strategic professional, which include group skills, critical thinking, personal skills, and communication expertise whether in the classroom or in future professional settings.  As mentioned previously, our group has truly grown together personally and professionally by working on our areas of weakness, receiving feedback, and then turning them into strengths.  The drive for continuous improvement, as well as collaborative success as a team has made our team strong and the continuous support, encouragement, and skills that we  have learned and have given each other will extend far beyond the classroom environment into real life situations to help truly exhibit UW-Green Bay’s motto of “Connecting Learning to Life.” 
Sources
"Community Profiles- Economic Development." Wisconsin Public Service. Apr. 2008 <http://wisconsinpublicservice.com/>. 
"Energy Saving Tools and Ideas." Wisconsin Public Service. Apr. 2008 <http://wisconsinpublicservice.com/>. 
Appendices
Appendix A: Audience Analysis Chart
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Appendix B: NRD Model
Need 
· The company serves more than 429,000 electric and 311,000 natural gas customers within an 11,000-square-mile, 20-county service territory. Therefore, since the customer base is so large, even small changes can make a great impact when it comes to conserving energy. 
· The average household spent more than $5,100 on all energy costs in 2007 (includes home energy bills and gasoline).
· In 2008, the average household will spend more than $5,500 on energy - $2,200 on home energy costs, and more than $3,300 on gasoline. 
Remedy 
· Get users to visit the website to get energy-saving tips.
· Create a more user-friendly website to assist customers.
· Stress the benefits of going green to customers.
Disadvantage 
· There are some people that are not going to change their energy use regardless of persuasive tactics.
· Energy-saving products are generally more expensive than traditional products.
· Consumers may think they have to change their whole lifestyle. 
Devil 
· Big/influential businesses who are doing nothing to conserve energy
· Consumers who aren’t ready of willing to change their lifestyles 
Appendix C: Yale Group
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Please continue to Appendix D on the next pages for the PowerPoint presentation as presented April 22, 2008.
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