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Assumptions 

 

1) Most WWU students that are currently in their first, second, or third year 
will be living off campus in a rental house/apartment over the next 
academic year. 
 
 

2) All of these students would prefer to reduce utilities expenses if given the 
option 

 

3) Most WWU students care about the natural environment 
 

 
 

4) We will receive the $5,000 Sustainable Action Fund small grant 
 
 

5) Our pilot program will begin in Fall 2015 
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Executive Summary 

 

Project RENT (Reducing ENergy with Tenants) is a student-created energy 
efficiency outreach program intended to promote responsible energy use among 
Western Washington University college students living in off-campus house and 
apartment rentals in Bellingham, Washington. It will involve hiring two qualified 
energy-minded students who will serve as the Lead Conservation Educators (Paid 
positions) as well as 5-10 slightly less-qualified students who will serve as Regular 
Conservation Educators (Internship/ Independent Study Credit). These students 
will be responsible for meeting with other Western students in one-on-one and 
small group sessions in order to teach them about the free programs, methods, 
and practices they can utilize in order to reduce their energy use. 

o Project RENT will be housed under the Western Washington 
University Office of Sustainability.  

o The pilot program will begin in Fall of 2015. Data on energy and cost 
savings will be collected and analyzed in Winter of 2016 to determine 
the relative success of the program.  

o With the help of outside donation funding, Project RENT will 
become a full-time established program beginning Spring 2016. 

o Project RENT’s target market will be current Freshman, Sophomores, 
and Juniors at Western Washington University. Specifically those 
who will be living in a rental apartment or house during the duration 
of the program. 

Other campus sustainability goals supported by Project RENT: 
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 Market/SWOT Analysis 

 
 
 

 

 

 

 

 

Strengths 
 Established coordination with 

energy/sustainability experts at 
both Western Washington 
University and Bellingham 
Environmentalist Community.  

 Strong support from WWU Office 
of Sustainability and Institute for 
Energy Studies. 

 Working in conjunction with the 
city of Bellingham’s efforts to win 
the Georgetown University Energy 
Prize. 

Weaknesses 
 Short timeline prior to Pilot 

Program launch date. 
 Limited resources: constrained to 

$5000 grant for Pilot Program. 
 Most student founders of the 

program will be graduating before 
the conclusion of the program. 

Opportunities 
 Great chance to receive 

supplemental grants from multiple 
organizations. 

 Excited Huxley professors eager to 
contribute ideas and collaborate. 

 Reducing environmental impact of 
Bellingham, Washington and 
receiving the Georgetown 
University Energy Prize. 

Threats 
 Students not buying into the 

program. 
 Backlash from communities with 

opposing views. 
 Difficult to market something that 

involves changing habits. 
 Receiving insufficient data that 

doesn't prove effectiveness of 
program. 
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Customer Analysis 

 

Target Market: 2nd-4th year WWU students who have one or more remaining 
years living in rental homes/apartments in Bellingham, Washington. 

o Demographic: varied ethnicities, all genders, low to middle 
economic status, college students, young and single, no children 

o Psychographic: environmentally-minded, motivated by monetary 
savings, innovators to early adopters  

o Geographic: urban college campus (Western Washington 
University specifically), temperate climate, seasonal peaks in winter 
and summer 

o Benefits Sought: monetary savings through reduced energy bills, 
satisfaction through reducing energy use, little effort for large gains, 
social respect by participating 

o Usage: initial two meetings would be short and irregular (scheduled 
based on individual's’ preference), efficiency tools would be expected 
to have heavy usage on a daily basis 

o Current Actions Taken to Reduce Energy Use: turning off lights 
when leaving a room, recycling, turning the faucet off when brushing 
teeth 

o Awareness of Services/Products: high; we will flood the target 
market with available opportunities 

o Preferred Ways of Receiving Consultation: small groups, 
individually, public space, on campus 

 
Size of consumer target market: 11,000 off-campus students 
 

 
Positioning Statement: 

For Western Washington University students living off campus who desire 
a lower electricity bill and want to contribute to reducing overall carbon 
emissions, Project RENT is the only off-campus conservation education 
program that provides hands-on, personalized energy education and 
efficiency tools for students unlike local utilities, who simply have these 
tools available, because students will reduce their energy output if they are 
aware of the simplicity of doing so and have an understanding of how 
energy production works. 
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Initial survey results: 
We conducted an anonymous survey to get a better idea of our target market’s 
attitude towards energy efficiency. All of the students we surveyed live off campus 
and reported that changing their habits would either be easy or take moderate 
effort. The results show us where we need to focus our efforts. 
 
With such a wide range of majors, we can ensure that we were receiving unbiased 
information. 

 
 
By chance, we received responses from our exact target market, which allows us to 
generalize our results out to the students we are trying to reach. 
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When we asked the students how passionate they are about reducing energy use in 
their home, we received these responses. This shows us that our target market is 
aware of efficiency efforts and that the majority does the bare minimum of turning 
the lights out and the water off; we can deduct that if students can reduce energy 
use as easy as turning a light out, they will. We also expect that some students 
believe there is nothing they can do in a rental home, and that is an opportunity 
for us to correct an incorrect assumption.  

 
 
 
 
When asked what kind of environment they would feel most comfortable meeting 
in, students reported that on campus, public areas are preferred. This was the 
response we expected, as it is easy for students to get to campus, and public areas 
make consultations less intrusive. 
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When asked about how energy-conscious the participants’ roommates are, they 
indicated that, as a household, efficiency is important because it saves them 
money but they are less willing to make extra efforts for cost savings. Project RENT 
will eliminate the perception that energy efficiency requires intensive effort to 
achieve. 

 
 
 
 

When asked how willing students are to accept advice on how to save money on 
their energy bills, we received these responses. There is an obvious demand for 
cost savings, and we have the skills and resources to make that happen. 

 
 
 

Based on the above responses, we are going to focus our efforts on raising 
awareness of the simplicity of energy efficiency by providing personalized 
consultation sessions and free efficiency tools that require minimal extra effort.  
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Brand Plan 

 

Mission Statement 
To create and develop a culture of efficient and responsible energy use among all 
WWU students. To contribute to the overall mitigation of global climate change. 
 
 
Values 

 Sustainability 
o Environmental consciousness 
o Sustainable practices 

 Economic Efficiency 
o Cost savings 
o Reduced energy use 

 
 
Story 
Project RENT got its inspiration from the well-established Residents’ Resource 
Awareness Program (ResRAP) on Western’s Campus. ResRAP aims to reduce 
campus residents’ resource consumption through peer to peer education from 
their Eco Representative. These representatives are trained and advised at the 
WWU Office of Sustainability and serve as open educators to the students living in 
their residence halls. A few of Project RENT’s primary founders were Eco 
Representatives in the ResRAP program. They felt that the program was very 
successful but what it was lacking was further outreach to the 11,000 students 
living off campus. After living off campus for a number of years, they set to create a 
culture of sustainable living for the rest of the Western community by reaching out 
in the same positive and informative manner as the WWU ResRAP program. 
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Brand Principle 
 Benefiting low income households by reducing their bills. 
 Contributing to the fight against global climate change 
 Collective action through community involvement 
 Educating the next generation of environmental stewards 

 
 
Brand Personality 

Local, responsible, collaborative, community-focused, dedicated to 
improving the environment and supporting the community.  

 
 
Brand Associations 

 Organic Associations 
 Green Movement 
 Money/Bills 

 Created Associations 
 Project RENT logo 
 Project RENT catchphrase 
 Highly educated and motivated student conservation 

educators create professional atmosphere during 
consultations.  
 

 

 

#UnplugAndSave 

 



PROJECT RENT MARKEING PLAN 2015        PAGE 15 

Marketing Objectives 

 

1st Year plan - Pilot Program 
 
Generate at least 5% student involvement during the 2015 Fall quarter at WWU 
(9/24/2015 - 12/11/2015) 

o (11,000 students * .05) = 550 students 
o (550 students/10 conservation educators) = 55 students/educator 
o (55 students/educator * 1.5 hours/student) = 82.5 hours/educator 
o 2 paid educators * 82.5 hours * $10/hour = $1650 

 
 
Quantification: Western Washington University has over 15,000 students, 11,000 
of which live in off campus rentals. In order to reach 5% of these students, we 
would have to reach 550 students.  
 
 
Justification: This would take over 80 hours which would be the equivalent of 
about 2 independent study credits, an extra 60 hours would be allocated for 
administrative work (paper work associated with consultations) which would bring 
this to a 3 credit program (40 hours = 1 credit). We expect to reach over 50 
students a week which is about 5 students per educator per week. This is a 
reasonable estimate as we would expect our educators to meet with at least one 
student a day or one household a week.  

 
Justification: Environmental responsibility is a latent trait in most of our target 
market as Bellingham, Washington is home to a growing population of young 
progressive (generally liberal) students. Informative advertising will be critical for 
our program to start up, because we need people to know who we are and what 
we’re doing. Media promotions, including social media accounts and public 
appearances are critical in accomplishing our goal of 5% student involvement. 
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Marketing Mix 

 

Product/Service Strategy 

 
Service Name: Project RENT 
 
Features: We are providing personal consultations where students can 
review their energy bills with a professionally-trained conservation 
educator. We will also be a distributor of the available energy efficiency 
tools that are provided by Puget Sound Energy and Cascade Natural Gas 
and will work with students to determine which tools are the most 
economically-efficient for them to utilize in their homes. 
 
Available Tools: 

o PSE (Puget Sound Energy): Homeprint, rebates 
o CNGC (Cascade Natural Gas Company): energy saving kits 
o Opportunity Council: Education for conservation educators 
o Office of Sustainability: Office for program operations 

 
 
Distribution 

 
 Project RENT is a business to consumer organization (B2C) 

 
 Using the results from our focus group, we have found that students will be 

the most receptive to an initial group meeting that informs them of the 
purpose and scope of this project with a more personal, one-on-one follow-
up meeting to discuss the right actions for each individual household. Both 
of these meetings will be held on campus in a neutral environment. 

 
 The available efficiency tools will be provided by PSE and CNGC; they will 

be delivered directly from the company to the student user with our 
conservation educators being the liaison between the two. We aim to 
essentially “do the dirty work” for the students, so they can simply receive 
the savings.  
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Promotion 

 
 Tabling in red square with informational brochures and sign-up sheets 
 Hold informational meetings on campus with sign-up sheets; provide pizza 

for incentive 
 Multi media: 

o Promotional video of the program (to complement GUEP) 
 Includes what students will have to do & what we will provide 

o Facebook event for the info meeting to gain visibility 
o Article in the western front and other newspaper outlets 
o Future – Instagram of the people who are saving $$ and how much 

 
 Georgetown University Energy Prize: Bellingham Campaign Facebook Page 

o This page will keep updates on the program’s progress, post related 
program events, and serve as a hub for interested students to get 
more information. 
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 Energytrans.org 
o This is Professor Tom Webler’s website. Our project will have a tab 

on this website with all of the information about how we started, 
bios of the project’s founders, and our full marketing plan. 
 

 
 
 
 
Price 
 

 There will be no cost to the participant for our services; however, our lead 
educators (2) will be paid $12/hr as compensation, that cost will be covered 
by the by a Green Energy Fee/Sustainable Action Fund grant. 

 
 Our participants will be given the basic energy efficiency tools provided at 

no cost by PSE and CNGC, but we will also provide information on further 
efficiency opportunities they can pursue if they so choose (most of which 
will have associated costs). 
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Budget 

 

Lead Educators (2) 
o (11,000 students * .05) = 550 students 
o (550 students/10 conservation educators) = 55 students/educator 
o (55 students/educator * 1.5 hours/student) = 82.5 hours/educator 

(consultation work) 
o Another 37.5 hours allocated for administrative work creates 120 

hour total workload. 
o 2 educators * 10 hours/week * 12 weeks * $12/hour = $2880 

Professional Energy Bill Analyst (to teach our educators) 
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Controls & Feedback 

 

We will use PDCA (plan, do, check, act) processes to monitor how we are doing 
with the execution of Project RENT. 

 
 Plan: establish the necessary objectives to deliver results in accordance 

with expected target 
 Do: implement and execute the plan; collect data through a qualtrics survey 

to analyze the following steps 
 Check: study the results that were measured and collected by the qualtrics 

survey; compare against the expected results from the “plan” step and 
identify any differences 

 Act: analyze the differences and their cause; take actions to correct for the 
differences 

 
Our follow-up qualtrics survey will be for people who participated in Project RENT 
(signed-up for a consultation and received the energy efficiency tools made 
available to them). The survey will be anonymous and will be sent via email for the 
participants to complete. This numerical and qualitative data will provide raw 
feedback on how well we executed our service and allow us to adjust the program 
as needed. The survey will consist of 8 statements regarding the participant’s 
experience with Project RENT Conservation Educators and the energy efficiency 
tools they received as well as 3 statements that evaluate the students’ perception of 
the program’s success. On a scale of 1-5, students will rate how strongly they agree 
or disagree with each statement (5 being strongly agree).  
 
 
Based on the total of each survey, we will evaluate what part of our approach or 
execution needs our attention the most 
 23-25 points: does not merit a follow-up 
 20-22 points: may need attention 
 17-19 points: requires attention 
 14-16 points: requires immediate attention 
 10-13 points: requires immediate action 
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