
Welcome! Please make sure you sign in 
and serve yourself lunch! 
 
Once you get settled, please take a moment 
to navigate to this document using your 
phone and type in your jurisdiction’s 
update. We’ll be sharing out updates 
verbally at the top of the meeting.  
Thank you! 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RICAPS technical assistance is available due to funding from the City/County Association of Governments 
(C/CAG), Peninsula Clean Energy, and the San Mateo County Energy Watch program, which is funded by 

California utility customers, administered by Pacific Gas and Electric Company (PG&E) under the auspices of 
the California Public Utilities Commission and additional funding provided by Peninsula Clean Energy.  

July 23, 2024  

RICAPS Monthly 
Meeting



Agenda
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12:00-1:00 - Lunch and Jurisdiction Update Entry Into Shared Google Doc 

1:00-1:05- Welcome and Agenda Review  

1:05-1:30- Announcements & Jurisdiction Round Robin 

1:30-1:45- Regional Funding & Collaboration: Bay Area Air Quality Management District  

1:45-2:10- Grid Reliability and Electrification, Explained! Tailored Research Document fo RICAPS 

2:10-2:20- Break!  

 2:20-2:55- Countywide Electrification Communication Campaign: Formal Launch with Good Stuff  

 2:55-3:00- Closing 



Welcome and 
Announcements 
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Facilities 
Working Group: 
Electric-Ready 
for BAAQMD 
Requirements 
Workshop  

• Hands-on workshop 

• BAAQMD rules require zero-NOx 
(electric) installation of water 
heaters and furnaces by 2027; 
2029

• How to assess electrical capacity 
and plan for electrification

• Ask- encourage your facilities 
staff to attend the workshop at 
Brisbane on Thursday August 
29 - Alhad will send out details 
soon



Announcements
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- BayREN permitting pilot update - Alhad

- RICAPS Collaborative Grant Application 
Update - Avana

- USEPA: Community Change Grant
- Focus on mobility & VMT reduction
- $20 million
- Will convene beginning next week in a 

separate group 
- Need FINAL jurisdiction buy-in by end of 

July



Inflation Reduction Act – 
EPA Community Change 
Grant  Next Steps  
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Next Steps - Community Change Grants Program

Finalize Team and 
Project  
• Complete project 

description and vision 
• Formalize team 
• Confirm partners  

 

  

 

Prepare primary 
Application  
• Develop cost estimate  
• Grant Narrative 

 

 

 

Supplemental 
Documentation  
• Community 

Engagement and 
Collaborative 
Governance Plan 

• Community Strength 
Plan 

• Readiness Approach 
• Compliance Plan  

 

Review and Submit  
• Project partners 

complete SharePoint 
review 

• Project Lead submits 
grant by deadline 
(November 21)  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Final opportunity to join grant: 07/29
Interested Cities will convene at separate meetings going forward. 
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Proposed 

Project Scope- 

Mobility and 

Transportation  

Based on 3 months of feedback; survey respondents; June RICAPS brainstorm. Right: C/CAG backbone 
network from the Countywide Bicycle and Pedestrian Plan 
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The Team

Project Scope:

Active 

Transportation 

CBO - TBD
(Statutory 
Partner) 

•City of Brisbane
•City of Colma 

•City of East Palo Alto
•City of Half Moon Bay

•City of Millbrae 
•City of Menlo Park

•Peninsula Clean Energy
•Redwood City

•San Mateo County Transit District

(Collaborating Entities) 

County of San 
Mateo

(Lead Applicant) 

Interested in joining? 
It’s not too late – please let us know by the end of July! 



Regional Funding & 
Collaboration: Bay Area 
Air Quality 
Management District
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Bay Area Air Quality Management District

Bay Area Regional Climate 
Action Planning Initiative

RICAPS Meeting
July 23, 2024

Abby Young
ayoung@baaqmd.gov



Bay Area Air Quality Management District 13

Bay Area Regional Climate Action Plan 
(BARCAP) Initiative

2022 greenhouse gas inventory for the Bay 
Area region by sector. Total of 59.9 MMTCO

2
e.



Bay Area Air Quality Management District

EPA Requirements for CCAP

• Include short- and long-term GHG reduction targets

• Include 7 economic sectors: Energy, Industry, Buildings, 
Transportation, Waste, Agriculture, Natural and Working Lands

• Quantify GHG and air quality pollutant reductions

• Conduct meaningful engagement of communities and 
inter-governmental coordination

• Analyze impacts to frontline communities, workforce, funding
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Bay Area Air Quality Management District

Additional Objectives

• Focus on space between State Scoping Plan and local climate 
action plans
o Strategies most effective at the regional scale
o Solutions to unlock/accelerate implementation of local climate actions

• Hear from communities about priorities and concerns to help  
improve how local/regional climate action efforts address them

• Identify opportunities for transformative change

• Address important cross-cutting issues
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Bay Area Air Quality Management District

Inclusive, Meaningful Process
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• Advisory Work Group
o Regional agencies, local governments, community-serving organizations

• Local government outreach
o Regional, sub-regional and county-based convenings

• Community and public engagement
o Build upon previous efforts

• Stakeholder engagement
o Based on economic sectors



Bay Area Air Quality Management District

Major Milestones for CCAP Development

CCAP is due to 
EPA by Fall 
2025. 
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Apr 
‘25

May 
‘25

Jun 
‘25

Jul 
‘25

Aug 
‘25

Sep 
‘25

Mar 
‘24

2024

• Community and stakeholder engagement
• Draft measures ready for analysis

Q1 ‘25
• GHG quantification of draft measures

Q2 ‘25

• External review of Draft Measures
• Co-benefits and workforce analyses

Q3 ‘25
• External feedback completed by July 2025

Q4 ‘25
• Final edits to CCAP
• Submit to EPA



Bay Area Air Quality Management District

Questions

1. If you were to update your CAP today, what additional new measure(s) 
would you add?

2. What are the high priority measures in your CAP or in other related plans 
that you cannot advance without regional coordination?

3. Are there important actions outside what’s in your CAP that require 
regional  coordination or action?

4. Are there specific obstacles or challenges (in addition to funding) that 
need to be addressed to accelerate climate action in the Bay Area?

5. What do you see as the biggest opportunity for regional action and 
coordination?
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Building 
Electrification & the 
Electric Grid 
Explained
July 23, 2024  

 

Forest Abbott-Lum 
Climate Action Planner, Rincon Consultants 

For a digital, full color 
version follow this QR 
code!!
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Why this 

Explainer ? 

[1]

Major Question: Will 
building and vehicle 
decarbonization policies be 
the cause of more power 
outages? 
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Why this 

Explainer ? 

[2]

Provide Information:
What is the grid and how 
does it work? 

Investigate perception:  
electrification increases 
grid instability
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How we got 

here:

RICAPS City Feedback Jan-Mar 2023
Excerpt from Feb 2023 RICAPS meeting | Followed by reliability speakers from E3; PG&E; 
CPUC



Key Questions Addressed in the Explainer

What causes power 
outages?  

Will building and 
vehicle 
electrification cause 
more power 
outages?  

What should local 
governments do to 
meet climate goals 
while keeping the 
grid resilient?  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This explainer can be 
used as a 
communication tool for:  

- Public  

- Electeds 

- City staff  



What Causes Power 
Outages? 

1 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Key 

Takeaways

• Most power outages are caused by 
company-initiated safety shutoffs or 
physical disturbances to the local grid such 
as tree limbs or animal disturbance. 

• Power outages caused by too much 
electricity demand are rare – occurring only 
once since 2001.

Source(s): CAISO; Scientific American; PG&E; E3; CPUC; NRDC; 2023 IEPR (CEC); Department of Energy; State of California Legislature
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2022 Power 

outages in 

San Mateo 

County [2]

Source: 2022 CPUC Annual Electric Reliability Report; Tables 1 & 5, as adapted by the County of San Mateo

• If it feels like short power outages have been getting more frequent, they have: self-initiated 
outages by PG&E have been on the rise but wildfire ignition rates have improved. 

 
• Media sources have documented impacts of extreme weather events (e.g. atmospheric river 

aftermath for multi) followed by multi-day outages in Montara and Half Moon Bay. These longer 
outages happen- but are rare and concentrated in less urban areas. 
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Power 

outages in 

San Mateo 

County [1]

• Most PSPS potential outage 
areas are not urban areas of 
San Mateo County 

• More PSPS events in Coast 
Side, Unincorporated areas. 

Source: PG&E 2023 PSPS Planning map 
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Power 

outages may 

feel like they 

work like 

this…
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When 

actually they 

work like 

this 

Bulk System Failures: 
Only once since 2001 [15 
min- several hours]

Distribution System Failures: 
Thousands of company initiated, 
distribution system outages since 
2001 (PSPS; maintenance etc.)

Source(s): PG&E & E3 March and April RICAPS Presentations; PG&E Outage Data 

Transmission System 
Failure: Rare, but disruptive 
in scale. Limited transmission 
capacity= bottleneck for new 
large renewable projects
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And like this:  
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Most PG&E 

Distribution 

Outages 

Were 

Company 

Initiated

Source(s): PG&E & E3 March and April RICAPS Presentations (2021 distribution outages by cause) ; PG&E Outage Data as 
adapted by County of San Mateo 



Will building and 
vehicle electrification 
cause more outages? 

2 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Key 

Takeaways

• Grid expansion plans are underway by State 
agencies and utilities to serve new loads from 
electric vehicles and buildings

• New technologies like smart panels/V2H will make 
electrification easier and improve grid resilience

• Local electrification efforts are not expected 
to overwhelm the grid

Source(s): CAISO; PG&E; E3; CPUC; NRDC; 2023 IEPR (CEC); Department of Energy; State of California Legislature
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How much 

new 

electrification 

is being 

planned for? 

Source(s): 2023 IEPR, California Energy Commission 
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Questions? 



What should local gov 
do?
 
Meeting climate goals 
while keeping the grid 
resilient

3 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Key 

Takeaways

• Local governments that pass electrification 
policies make it easier for the State to plan 
for future electrical demand

• Local governments should prepare for 
lengthy timelines to upgrade parts of the 
distribution grid to connect new 
policy-driven local loads 

Source(s): CAISO; PG&E; E3; CPUC; NRDC; 2023 IEPR (CEC); Department of Energy; State of California Legislature
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Promoting 

Resilience & 

Preparing for 

Upcoming 

BAAQMD 

Rules

• Especially Coastside communities: resilience approach to 
electrification (e.g. backup batteries + solar, V2H Charging) 

• Requirements for 2-way heating and cooling as more 
communities install AC (more efficient) 

• Use policy targets through CAAPs to kick off local distribution 
upgrades with PG&E, which could be a bottleneck for local 
electrification

Source: PG&E May 2023 RICAPS presentation 



Discussion/ Questions
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4 



1. How do you envision using this explainer?  

2. How will you use this information to support 
building electrification?  

3. Who else would benefit from this information?  

4. What format would be most useful for you to 
distribute this information (e.g. hard copy; PDF 
on website)?  

 
 

40



Break! Please Return In 
10 minutes

41



Countywide 
Electrification 
Communication 
Campaign: Formal 
Launch with Good 
Stuff

42



Good Stuff Partners Project Onboarding 09.12.2307.23.24

SUSTAINABILITY DEPARTMENT ELECTRIFICATION CAMPAIGN

RICAPS



Aimee Kilmer
Founder & Creative Director

Jay Zaltzman
Research Strategist

Fiona Meier
Communications Strategist

Sierra Danielle
Designer

PROJECT LEADS STRATEGY

CREATIVE

Adrian Power
Founder & Brand Strategist

Kelly Goenadibrata
Project Manager

44
A TEAM BUILT FOR PURPOSE.

Rachel Ashley-Lovelace
Senior Designer
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OUR VALUES

We're a branding and design agency that's 
purpose-driven. Our sole focus is to do 
good things for people, the planet, and 
animals, and we do that by building brands 
for people who want to do that too.

WHY WE’RE HERE

BUILDING BRANDS 
THAT GIVE A DAMN.
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OUR VALUES

BE BOLD. BE BRAVE. BE YOURSELF.
Our partners hire us to push them out of their 
comfort zone and help them communicate what 
they stand for and believe. It’s no mean feat, 
especially when you have to convince an entire 
organization and sometimes a big board of directors 
too. But when you work hard to lay the foundation of 
a rock-solid brand strategy, that foundation can 
create monumental changes and exceptional 
growth.

KEEP IT SIMPLE. KEEP IT REAL.
There seems to be an unspoken rule that in order for 
you to appear professional, you have to use fancy 
words (and a lot of them). Well, we don’t subscribe to 
that way of thinking. We’re known for helping our 
clients adopt straightforward language and bold, 
simple communications. It shouldn’t be hard work for 
anyone to understand what you’re all about, 
so we get to the point is as quickly as possible.

COMMUNICATE LIKE A HUMAN BEING.
Our approach doesn’t change because of how our 
partners are legally structured. Corporations, 
nonprofits, and government agencies, they’re all the 
same to us because at the end of the day, it’s still 
people we’re trying to find a connection with. A 
meaningful and relevant brand should resonate with 
all of your audiences, whether it’s your CFO, social 
media manager or donors and followers.

OUR APPROACH

THE WAY WE WORK IS AS UNIQUE
AS THE BRANDS WE BUILD.



PILOT CAMPAIGN 
MEASUREMENT 

COMMUNICATIONS CAMPAIGN DELIVERABLES
47

DISCOVERY 
& ANALYSIS

COMMUNICATIONS 
STRATEGY

CAMPAIGN ASSET 
DEVELOPMENT  

Here’s where we get to 
understand you, the 
electrification issues, your 
audiences, and your 
stakeholders. 

Hypotheses based on the  
stakeholder interviews will drive 
key audiences and their specific 
behavior changes to target.

We also dive into where the 
SMC would like to take the 
Electrification Campaign in the 
coming years.

This is our go-forward plan. 
Devising the right strategy, 
tactics and channels is crucial 
to ensure we meet the goals for 
Electrification Campaign across 
multiple channels.

Put simply, this outlines who we 
talk to, when we talk to them, 
where we talk to them, and what 
action we want them to take. 
This also includes how we’ll 
strategically leverage media 
engagement and key 
relationships to facilitate these 
messages to core audiences.  

The platform will also extend to 
campaign-specific messages. 
Making the emotional connections 
that drive engagement and incent 
action is about getting the right 
message and tactic to the right 
audience for each campaign.

It’s all about getting the campaign 
tactics across all target media 
channels (owned, earned and paid) 
to communicate the importance of 
building electrification, through a 
campaign concept to wrap all the 
strategies and framework together 
to make a stand-out campaign.

It’s all about getting the campaign 
tactics across all target media 
channels (owned, earned and 
paid) to communicate the 
importance of electrification.

Create campaign creatives for the 
different identified channels.

Ensuring that we produce 
stand-out creative that delivers 
the strategy is crucial. 

Our rigorous pre- and post- 
pilot campaign analysis allows 
you to be well-informed on the 
best strategies for each 
campaign as it rolls out.

We also roll up our 
communication efforts and  
review all campaign key 
performance indicators vs. 
goals. Analysis by channel, 
message, and audience will 
drive recommendations for 
future campaign phases. This is 
how we will boost campaign 
performance after each rollout.

COMMUNICATION
PLATFORM



COMMUNICATIONS CAMPAIGN DELIVERABLES
48

DISCOVERY 
& ANALYSIS

COMMUNICATIONS 
STRATEGY

COMMUNICATION
PLATFORM

Key Activities:

Deep-dive of existing research 

& established campaigns

Campaign stakeholder group 

convening 

Focus groups interviews 

Output:

Opportunity Assessment

Key Activities:

Target audience personas

+ determine specific behavior 

change strategies

Communication Planning

+ Identify various local and 

county wide comms channels

Output: 

Channel plan

Collateral & content plan

High-level messaging approach

Objective & measurement plan

Key Activities:

Messaging framework & 

narrative

Messaging development by 

audience

Campaign concept

Output: 

Communication platform

Key Activities:

Asset development & production

Asset translations

Pilot campaign creative

Output: 

Pilot campaign creative

Final campaign creative and toolkit

Key Activities:

Pilot Campaign measurement,

reporting & optimization

Output:

Key learnings & takeaways

Measurement dashboard

PILOT CAMPAIGN 
MEASUREMENT 

CAMPAIGN ASSET 
DEVELOPMENT  



BRAND REFRESH.
SAN MATEO COUNTY SUSTAINABILITY DEPARTMENT
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BRAND IDENTITY
Logo
Family of fonts
Color palette
Identity Guidelines
Iconography

BRAND EXPERIENCE
Branded assets
Powerpoint templates
Rack cards
Navigation
Program hero banners
Website assets

WHAT WE DELIVERED.



BEFORE & AFTER
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AWARENESS CAMPAIGN.
OD FREE MARIN
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BRAND STRATEGY
Research & analysis
Campaign strategy
Tone of voice

BRAND VOICE
Campaign name
Tagline
Key messages

BRAND EXPERIENCE
Social media assets
Advertising
Workshops & training
Open-source assets for 
adoption

BRAND IDENTITY
Logo
Family of fonts
Color palette
Copy style
Illustration style

WHAT WE DELIVERED.
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Good Stuff Partners Project Onboarding 09.12.23

CHEERS.



Compost Quality 
Campaign
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Campaign Goals
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● Meet SB 1383 recovered organic waste product 
procurement targets 

● Increase the availability of affordable and 
uncontaminated compost locally 

● Decrease microplastic contamination in the 
environment 

Countywide Campaign

● Countywide campaign despite the variation in collection 
haulers, processors and composters, as well as in 
geography and demographics 

● Atherton, Brisbane, Burlingame, Colma, East Palo Alto, Half 
Moon Bay, Hillsborough, Menlo Park, Millbrae, Pacifica, San 
Carlos, South San Francisco, Woodside, San Mateo (City 
of), Redwood City, and the County of San Mateo pooled 
$173K 

● Currently looking to launch digital media campaign by 
pooling additional funds in early September 



Discovery 

● Secondary research → MFD residents 
● Focus groups with residents who live in MFDs 

Communications campaign strategy 

● Messaging platform 

Asset Development (English, Spanish, Mandarin) 

● Social media videos 
● Social media image posts 
● Sorting Signage 
● Article/blog template 
● Local implementation guide 

Campaign Launch 

● Targeting early September, with another push Spring 
2025 

68

Overview of the Campaign
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https://docs.google.com/file/d/1RFIlinA61-fao9JkKaRAPLAH1gTb9Zrl/preview
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● Ideally, people will see/hear your message 7 times 
within relative proximity in order to respond 

● Recommended media mix for this campaign based 
on the campaign assets.  

● Costs provided are estimates based on current rates 
● Working on a MOU with jurisdictions 

Digital Media Campaign
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What you will be doing 

● Inform our research 
● Validate our strategy 
● Craft focus group conversation 
● Promote our campaign 

 

Please reach out to Avana aandrade@smcgov.org or 
Karen kwang1@smcgov.org if you would like to 
participate! 

Campaign Stakeholder Group

mailto:aandrade@smcgov.org
mailto:kwang1@smcgov.org


Thank you!
+

Special 
Announcement
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Methane Gas 
Catalog Tool 
Roadmap 

• Final report to be released in 
August

• Purpose: Show findings on 
existing gas equipment in City 
facilities from pilot group 🡪 
bring roadmap  forward to 
electrify equipment 

• Target Audience: City staff, 
public works/ facilities, electeds, 
sustainability staff 


