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Simple actions matter.™
One Change converts awareness to action by making first steps accessible, relevant and personal. We build on the awareness
generated through traditional marketing programs by harnessing the power of person-to-person communication and direct
public engagement. By mobilizing first adopters and existing networks of community leaders to be the spokespeople for the
programs we are hired to promote, One Change extends the reach of state, provincial, corporate and utility program messages.
In over 900 communities of all types across North America, One Change has
proven how a simple catalyst action can transform self perception and lead to
One Change/Project Porchlight
broader public participation in more complex government or utility programs.
is a United Nations Environment
Programme (UNEP) Partner
The networks of community organizations that are created to make One Change
campaigns possible are resilient and diverse and have a consistently high positive
impact on utility brand favorables. In short, One Change stimulates and nurtures a diverse social movement for positive,
measurable change and creates the momentum required to meet ambitious energy conservation targets.

Awards and Recognition
2009 ENERGY STAR®
Advocate of the Year
Change the World, Start
with ENERGY STAR®

2006 ENERGY STAR®
Market Transformation Award
Canada’s ENERGY STAR Market
Transformation Awards recognize
companies and organizations that
have surpassed the competition
in offering Canadian consumers
the most energy-efficient product,
technology or service available on
the market.

Natural Resources
Canada

Ressources naturelles
Canada

2006 Natural Resources
Canada – Energy Efficiency
Recognition Award
Commending the winning retailers,
manufacturers, utilities and
advocates on their leadership
and achievement in encouraging
Canadians to select the most
energy-efficient products available
on the market.
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The One Change Story
Project Porchlight

One Change is the organization behind Project Porchlight,
an award-winning residential lighting program that provides
partners with a turn-key energy-efficiency campaign, which
consistently produces measurable, highly visible and positive
results. Funding partners gain direct access to customers
and their energy conservation mandates become accessible,
relevant and personal at the local level.

The award-winning flagship program of One Change is
Project Porchlight. In 2005-2006, with the support of the
Ontario Power Authority, Hydro Ottawa and TD Bank
Financial Group, along with the hard work of community
groups and volunteers, Project Porchlight delivered 225,000
free CFL bulbs door-to-door to homes across Ottawa,
Ontario. From there, the campaign spread quickly: first
across Ontario and then as far away as the Yukon. Political
figures, youth volunteers, faith-based groups and local
businesses pitched in to make smart energy choices accessible
and show others how a simple, community-based message

It all started with an epiphany:

A light went on
One Change was formed by a group of friends in 2005 after
its founder, Stuart Hickox, stumbled upon a compelling
statistic from ENERGY STAR® U.S.A.:

can be a powerful catalyst for change.

If every household in the United States
replaced one incandescent bulb with a compact
fluorescent light (CFL) bulb, the reduction in
pollution from energy production would be the
equivalent of taking 800,000 cars off the road.
We realized that by making simple and universal first actions
accessible to the public, this could be the gateway to broad
public participation in environmental protection. One
Change was born.
Since 2005, over 12,000 registered volunteers from 2,000
groups in 900 communities across North America have been
engaged to deliver the “Simple actions matter™” message
directly to the doorsteps of over 3 million households in
neighborhoods throughout the United States and Canada.
Simple tools like energy efficient light bulbs, tire gauges
and other accessible, tangible items carry sponsor messages
directly into the home, making abstract concepts such as
“climate change” and “energy crisis” understandable and
surmountable.
One Change experience, goals and accomplishments
Vermont

New Jersey 1

New Jersey 2

Ontario

Saskatchewan

Alberta

Washington

Volunteers

400

1,000

2,500

2,000

1,100

4,000

500

Communities

49

49

146

120

276

250

24

CFLs delivered

30,000

250,000

800,000

640,000

200,000

800,000

275,000

MWh reduced

14,103

103,000

368,000

300,800

94,000

382,000

129,700

Energy saved $

1,468,343

17,000,000

12,250,000

32,000,000

9,800,000

29,000,000

13,480,000

GHGs cut (tons)

7,111

73,000

59,250

320,000

47,400

300,000

65,200
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One Change: Simple actions matter.™

One Change helps you reach your goals
A typical Project Porchlight campaign reaches at least 200,000 households through distribution of ENERGY STAR®
qualified CFL bulbs. The savings associated with the replacement of these bulbs totals 92 million kilowatt-hours
in energy savings over their lifetime. The scope of the program is scalable to meet local needs and help partner
organizations achieve their goals on time and within budget.

Green the Season
In 2007, One Change was hired by the Ontario
Power Authority to run a province-wide campaign
promoting the use of seasonal LEDs (energy
efficient Christmas lights). Working with two retail
partners and more than 200 volunteers, we held
light exchange events in 28 communities over one
November weekend. Nearly four tons of wasteful
incandescent light strings were collected and
recycled in exchange for free energy efficient LED
light strings.

One Change Fuel Efficiency
Campaign

Cffg 

One Change’s success at changing attitudes and behaviors
around energy efficiency inspired another awareness-toaction campaign that aims to empower vehicle drivers to
believe that their simple actions matter, using a digital tire
gauge as a tool. Residents were educated
onCanadian
the benefits
If every
driver
checked and maintained proper
of maintaining proper tire pressure accompanied
by
tire pressure, together we’d…
information on other ways to conserve fuel, save money
chaque conducteur
on gas, improve road safety and reduceSi greenhouse
gascanadien
vérifiait la pression de ses
emissions.
pneus et la maintenait au niveau
adéquat, ensemble, nous…

Save

over $600 million
on fuel

Cut

1.4 million tonnes
of CO2

Prevent
traffic accidents

$
plus de 600 $
millions d’essence

Économiserions

de 1.4 millions
de tonnes notre
production de CO2

Réduirions

F.P.O.

les accidents
de la route

Éviterions

=b\ahfat Canadian Tire to learn
how to save money, cut greenhouse
gases and prevent accidents by
checking and regulating your tire
pressure. Bring the kids!
See onechange.org for details.

10 a.m.–2 p.m./10 h à 14h
Le 30 août/Aug. 30
Le 5 sep/Sept. 5
Le 6 sep/Sept. 6
Le 12 sep/Sept. 12
Le 13 sep/Sept. 13

rue Ogilvie Rd.
rue Coventry Rd.
ave Carling Ave.
rue Merivale Rd.
rue Greenbank Rd.
(Barrhaven)
Le 19 sep/Sept. 19 rue Robertson Rd.
(Bells Corners)
Le 20 sep/Sept. 20 prom. Campeau Dr.
(Kanata)

=b\ZaXm ibhfzabhf±

Venez nous voir à un magasin
Canadian Tire pour apprendre comment
économiser, réduire les émissions de
gaz à effet de serre et prévenir les
accidents en vérifiant et en réglant
la pression de vos pneus.
Amenez les enfants! Visitez le site
onechange.org pour plus de détails.

613.232.5892 onechange.org
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FUEL/ESSENCE

One Change: Water
An exciting new water campaign is currently in development.
The One Change water conservation program will introduce
a simple action to raise public awareness and result in
considerable water savings. The “one drop” action provides
recipients with a tool to detect leaking toilets and connects
them with the resources required to fix the problem.

The program will use our proven community-based
social marketing approach to deliver the message and run
clinics in partnership with a retail partner, to address the
most common cause of leaky toilets; a worn toilet flapper.
Replacing the rubber flapper is a quick fix that could save a
home up to 500 gallons of water per day.

Delivering Turn-key Programs
To complement local campaign staff, the One Change
management team includes a full slate of communications,
finance, program development and IT professionals who
work closely with program partners’ teams to enable local
staff to successfully execute campaigns, every step of the way.
Our creative campaigns focus on sponsor promotion and
include custom packaging of conservation tools, collateral
pieces, volunteer training
resources, public events and
campaign messaging that
highlight simple actions. All
community members are
encouraged to participate in
transitioning their regions
towards sustainability. The
tangible program tool (such as
the CFL bulb) is the catalyst
- the impetus for long-lasting
support for and participation in
conservation programs.
These projects stimulate strong support for energy efficiency
and other conservation programs by mobilizing thousands
of residents, while creating meaningful jobs and valuable
training opportunities in campaign areas.
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Engaging Hard-to-Reach
Communities
All One Change programs convert awareness to action by
using direct public engagement at the grassroots level. The
“first adopters” among local residents are mobilized to extend
the reach of more traditional marketing tactics to those who
have been resistant to making changes—choices that will
provide direct benefit to them.
Community leaders and their
networks of volunteers are trained
to inspire their peers by delivering
conservation tools and information
in their own neighborhoods and
to deliver simple and empowering
messages in a way that is relevant to
those with whom they share their
community.
At the core of the One Change
approach is community-based
social marketing (CBSM). Actionbased campaigns focus on overcoming barriers to change
that have proven difficult to achieve by generating awareness
alone. One Change builds on traditional corporate marketing
tactics common to successful awareness-building campaigns,
but adds direct public engagement and converts awareness
into action.

One Change: Simple actions matter.™

Consumer behavior is strongly affected by social norms—if
your friend or neighbor asks you to do something, you are much
more likely to do it. A volunteer-driven movement to take
immediate action has proven highly successful for One Change
and our partners in transforming individual behavior and
building community support for broad participation in resource
conservation. Getting real people to talk to each other in plain
language – face to face in their own neighborhoods – works
because it adds a critical and trusted personal element.
Every time a free energy or water-saving tool is passed from hand
to hand, a moment of reciprocity arises where the receiver feels
compelled to do something in return. They are asked to agree to
use the tool they have been given. The receiver is now committed
to participating in the community’s movement to conserve.
This simple action leads to the adoption of other conservation
measures and behaviors and increases receptivity to similar
messages in the future.

Community Engagement
Volunteers
One of the attractions of One Change campaigns is the
direct appeal for individual volunteer action. Local print
advertising, television and radio PSAs are deployed in key
areas, inviting all residents to participate. Community-based
partners are engaged to support local awareness-building and
volunteer recruitment. Volunteers are recruited using proven
methods which have been honed by recognizing the unique
structure of each community we serve. Also, our experience
has shown that volunteers will flock to One Change’s
grassroots programs and we are able to attract community

groups and individuals who may not necessarily gravitate
towards programs run by for-profit utilities or corporations.

Websites
Campaign websites host a main page for each regional
campaign, celebrating the support of sponsors and local
volunteers. Each website is the hub of information for a
campaign. Community pages are created for even more local
relevance, featuring volunteer activities, event schedules,
photos and local stories.
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High Visibility

Working with Our Partners

Field representatives and volunteers are outfitted in branded
campaign materials – such as short and long-sleeved t-shirts,
fleeces, jackets, hats and pins – displaying the campaign
image and helping the public to recognize them as Project
Porchlight ambassadors.

In addition to promoting energy efficiency and other
conservation messages, one of the main priorities of
One Change is to strengthen relationships between its
partners and those they serve, with a view to increasing
receptivity to partner messages and participation in future
programs they will offer.

Savvy Communications
Strategic communications plans are developed for each
campaign, tailored to local demographics, cultures and values
and with the intention of targeting an audience of particular
interest to the campaign’s sponsors. Communications
strategies integrate direct, person-to-person communication
and promotion through advertising, word of mouth and
media/public relations.
A range of grassroots events and activities are complemented
by a targeted media relations and marketing campaign.
Media campaign components include a media partnership,
placement of PSAs and community newspaper articles,
distribution of campaign promotional materials, regular
updates to the electronic media (website, e-newsletter, and
external social networking sites), and a targeted media/public
relations campaign.
A high-profile media launch event kicks off each campaign to
raise public awareness and generate a buzz among campaign
community members. Program partners are featured
speakers at these events, showcasing their commitment to
promoting conservation in an effort to encourage a stronger
economy, reduced pollution, lower cost and reduced demand
for non-renewable resources. This is also an excellent venue
for speakers to announce and build exposure for other new
and existing conservation programs.

Project Porchlight has effectively promoted existing programs
when run in conjunction with door-to-door engagement.
In New Jersey, Project Porchlight is testing door-to-door
promotion of state incentives for HVAC retrofits; in Vermont,
Porchlight bulbs were handed out with retail coupons for the
“New Bulb in Town” campaign; in Ontario, Project Porchlight
volunteers were trained to promote the Every Kilowatt
Counts campaign and to hand out coupons for discounts on
timers, LED seasonal lights and power strips.

The Value of Experience
In order to facilitate what we have found to be an intense
period of staffing, training and volunteer participation at
the beginning of the campaign, One Change has developed
a Campaign Playbook for training and orientation. The
resource guide includes communications strategies and
tactics, campaign delivery strategies and administrative
guidelines to ensure that all staff have the tools necessary
to immediately begin running a successful campaign. The
Campaign Playbook also includes a full volunteer training
procedure and handbook which is given to all volunteers to
inform them on their objectives, campaign messaging and
any codes of conduct they need to follow.

Major functions of the Campaign Management System
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•

Manages volunteer and contact information;

•

Tracks and communicates event details;

•

Interacts with a locally hosted database of addresses to produce delivery lists and maps;

•

Allows staff members (limited) access to enter and update delivery data; and,

•

Reports delivery metrics by neighborhood, time period and delivery channel.

One Change: Simple actions matter.™

One Change Campaign Management System
Our campaign management system integrates data tracking and mapping capabilities, allowing for consistent
volunteer management and lead generation. By integrating existing customer and census data, we are able to
custom adapt the messages that staff and volunteers carry out to match the profiles of targeted neighborhoods. This
web-enabled management system, uniquely available to One Change, ensures that state-wide grassroots campaigns
are set up and implemented quickly and consistently from program to program.

Planning

Delivery

Evaluation
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A Custom-built Campaign
Management System
The One Change Campaign Management System is
configured to support all aspects of campaign activity,
including distribution planning and delivery data tracking,
volunteer recruitment and management, inventory allocation
and monitoring, event planning and promotion. Geo-coded
household data for areas receiving door-to-door delivery is
migrated into a built-in database in advance of the campaign
to support these functions.

Mapping and Data-Tracking
The System’s custom mapping and database functions allow
for the layering of multiple household data sources to target
neighborhoods with higher populations of groups who
are less likely to have participated in previous programs,
including for instance: elderly, low-income or non-English
speaking residents.
A One Change application has been created that is
downloadable onto an iPhone and other compatible mobile
devices. The application is capable of loading custom
delivery lists and maps from a database that can be assigned
to staff and volunteers going door-to-door. The system
streamlines distribution accuracy, speeds up reporting and
allows for next-day follow-up with leads generated for other
programs such as home energy audits and new contacts for
other partners’ programs.
With handheld data collection tools, field staff and volunteers
are able to capture data in conversations at the door that will
instantly sync with the mapping and database system. In
addition to the accurate collection of household delivery
data, field staff can also record contact and other required
information of residents interested in participating in other
partners’ programs promoted at the door.

{
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Evaluation
One Change contracts independent research firms to conduct
third-party program impact evaluations and to track delivery
results, assessing:
•
•
•
•

Use of conservation tool provided;
Brand recognition and program messaging
of sponsors;
Impacts on attitudes and behaviors; and,
Other metrics of interest to program partners.

Programs that Pay for Themselves
The return on investment in our campaigns is incredible. Not
only are our funders left with an engaged base of customers,
ready to take the next steps, but they are also changing
the way their customers think about themselves and our
partners. We empower people to believe that their simple
actions matter.
Future programs can be launched and managed based on the
foundations we set in place using our successful approach.
Especially during challenging economic times, programs
like those employed by One Change accomplish a number
of positive objectives that bring municipalities, utilities,
corporations and their customers together.
It is hard to envision a better way to stimulate local
economies than to create green jobs, provide energy savings
that will reduce customers’ day-to-day living expenses,
empower citizens to take even further action to protect their
valuable resources and ultimately, meet energy savings targets
mandated by governments. Hundreds of municipalities,
utilities and program providers have felt the positive impact
of our unique and award-winning programs.
Join other successful organizations today with one
simple action – call One Change!

Funding partners gain significant favourables in the opinion of those who were exposed to
the Project Porchlight campaign. By partnering with One Change, funders have the potential
to gain the kind of social capital required to make difficult or controversial deisions that
affect the communities in which they operate. —Greg Lyle, Innovative Research Group

One Change: Simple actions matter.™

Together, let’s empower people
to believe that simple actions matter,
and to make smart choices that
protect the environment.

One Change empowers people
to believe that simple actions matter,
and to make smart choices that
protect the environment.
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