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Strategy for a Public Campaign to Save Energy
Introduction
We all require energy in order to function in our day-to-day activities. Energy is also a necessity in many things that we don in the modern day. As a resource, energy can be wasted and be used inappropriately. This waste of energy usually comes at a cost and the cost is usually harsh. Therefore, when one speaks about saving energy, it means making efforts to reduce the loss of energy. Energy can be in form of gas, electricity, solar power and many other forms. More emphasis should be put on energy saving in all levels of society. In this paper, I will be talking about energy-saving campaigns in university students, particularly the strategy for an energy-saving campaign at UAlbany. To achieve energy-saving in campus, an appropriate strategy is required.
Campaign Goals
The campaign is meant to have some achievements in energy-saving and therefore, it will be driven by goals. One of the goals is to create awareness in the UAlbany university students on the need to save energy. Most students usually do not think that energy sources can be wasted. Furthermore, they also think that the fact that the campuses pay for their energy source, it is not their responsibility to save energy. The students can use energy however they wish to. Well, it is important that the university students know that energy, like any other resource, can be wasted. Wastage of the energy can occur in a way that increases the cost of the energy being availed at the university. Money is spent to ensure there is electricity at the university and therefore, once the students learn this, they will learn to save energy because it translates to saving costs.
Since the students at the university level believe that energy cannot be wasted in any way, it is true that students do not use energy sparsely. While at the university, the students may be using energy however they feel like. One of the goals of this campaign is to change that behavior of acting irresponsibly among students like leaving the lights on during the day. Changing that behavior could result to a reduction in the amount of energy that is consumed by the students at the university. Thus, energy is saved at the end of the day. The belief by university students that energy cannot be wasted in any way is the wrong way to go about energy conservation. Therefore, changing that particular belief could prove beneficial in the mission to achieve energy conservation and that will be one of the goals of this campaign.
The belief that energy cannot be wasted is brought about by the fact that the university students know that the university pays for energy expenses. This belief brings about a sense of irresponsibility among university students. The acts of irresponsibility include, leaving the lights on and not switching off their music systems, laptops and TV sets in hostels when you are done using them. More acts include using appliances like driers more than the number of times one is supposed to use them. Perhaps irresponsibility can also include leaving lights on in areas not in use. Changing this belief may bring about a sense of responsibility therefore, the goal of this campaign will be to change this belief that the university caters for energy costs. Students will reduce the overuse of appliances. Lights in areas not in use will be switched off.
Persuasion Strategy
In order to change the above-mentioned beliefs and behaviours among the students, some persuasion strategies will be applied. One of the persuasion strategies involves appealing to some needs that are social in nature. One of the needs amongst university students is the need to be known for doing something good. This can be very effective. One can try and sell the idea that by conserving energy on the campus, the university will be known for saving energy. The need to be famously know for conserving energy can make the university change their belief that energy is never wasted. The idea will make the students strive towards achieving that goal of being known for saving energy. In research from (Cherry, 2020) television advertisements to that a lot.
Another strategy to be used is the principle of liking. It is proven that most people are more likely to abide by requests if the said requests are made by other people that they love (Sanders, 2020). Therefore, while trying to persuade the university students to abandon their beliefs, one could try using people that the students love. The use of lovable people in the university and even outside the university would make it easy for the university students to follow the advice of saving energy. It would make it easier for the policy to go through and even the resistance expected from university students will be minimal. It may look like a normal and obvious thing, but it is a strong theory that can be used here (Sanders, 2020). These lovable people can be celebrities that are liked by students and using them as ambassadors for the energy-saving campaign.
The use of sensory words can be another strategy that can be applied to persuade the students to change their beliefs. This is the same as creating mental images. A study conducted about senses shows that the application of words that attract our senses makes one picture good (Sanders, 2020). The use of sensory words is likely to engage the university students more. The students in the university are more likely to think deeply about how saving energy is really going to bring about benefits to them and the university. The research also shows that by including an image in your policy could add weight to sensory words (Sanders, 2020). Therefore, an image can be included in the campaign to make university students save energy.	
Another persuasion strategy that can be used is mimicry. Research has shown that people usually respond well to the people who resemble them or act like them (Sanders, 2020). Therefore, in this campaign to save energy, one can use a team of informed students from the university to persuade the rest of the larger group. One can use the dialect that is familiar to the students at the university level. Furthermore, when using images that include people, one can use university students in such images. For this campaign’s case, one can train a group of students, even if it is a small number. The small group of students are then sent as ambassadors of the campaign to the rest of the university.
Measurement of the Campaign Effects
After rolling out the campaign, the effects of the campaign ought to be measured. To measure the success rate of the campaign, various methods can be used. The matrices will inform the campaign owner whether the campaign is actually working or not. One of the ways to measure your campaign’s success rate is seeing how far the campaign has spread (Whatman, 2020). This can be done by asking for reports from the campaign ambassadors who were sent to spread the word about the campaign. The owner of the campaign can look at each ambassador separately and see who really covered a greater region. Afterwards, one will be able to know the strengths and the weaknesses.
If the campaign owner was using the social media platforms in the university to cover all sectors of the university, one could look at mentions. Looking at the mentions of the campaign among the university students in social media can be a monitoring tool (Whatman, 2020). For example, looking at the mentions of the campaign and seeing a spike in the mention could indicate the campaign has been received well. One can also compare the volume of the mentions in various social media platforms the university students are on (Whatman, 2020). This shows that social media platforms can really prove useful in such occasions. Therefore, mentions can be used to monitor the success rate of a campaign.
Another way to measure the campaign effects is to analyze the sentiment of the campaign rollout (Whatman, 2020). Checking the sentiment of the campaign is a method of knowing if the campaign had neutral reception, a negative reception or a positive reception (Buhmann, Likely & Geddes, 2018). If the campaign had a positive reception, then that can only mean that the campaign was a success. After a positive reception, one can have consistency in pushing the campaign forward. A positive reception will show when you inspect the energy consumption in the university. If the energy consumption lowered, then it is only true that there was a positive reception. If the campaign had a negative reception, then it is only true that one has to look forward to improving the campaign delivery. A negative reception will be seen if the power consumption does not lower. A neutral reception can only mean that there is a need to use a different strategy in rolling out the campaign.
Conclusion
As we seek to protect our environment and preserve it for the future, I believe that this campaign will ensure that energy saving is embraced by the students in the university. With the persuasion strategies mentioned above, there is a likelihood of the campaign going on well enough. Moreover, there are ways put in place for measuring the effects of the campaign. This is like monitoring any other campaign, be it marketing or saving energy. Therefore, in case there is a flop in the campaign reception, it will be known and strategies will be changed. The campaign is a way to secure a better future for the generation coming after us.
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