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Enable by House by Northwestern is
Northwestern University’s first entry
to the Department of Energy Solar
Decathlon. Designed for active Baby
Boomers living in Chicago's North Shore
who are looking to downsize and buy
their home for life, Enable delivers an

ergized (energy-efficient and active
lifestyle) and AdaptABLE (the house
meets residents changing needs)
experience for its target users. Enable
Is more than a house. It’s a home for

today, and tomorrow.

AGING-IN-PLACE & UNMET HOUSING NEEDS
FOR BABY BOOMERS

Baby Boomers, born between 1946 and 1964, are important
to the U.S. housing industry given their sheer numbers. From
2016 to 2060, the population of individuals 65 and older is
projected to more than double — from 46 to more than 98
million — which represents an increase from 15 to nearly 24

percent of the total population.”

In the city of Evanston, IL, home to Northwestern University
and part of Chicago's North Shore, 20 percent of the
population is projected to be 65 and older by 2020. A
community that takes pride in its age-friendliness, Evanston
is one of 284 cities in the world and 45 cities in the United
States approved to enter the World Health Organization
(WHO) Network of Age-Friendly Cities. Being a part of this
network requires that a city adapt its structure and services
— including housing — “to be accessible to and inclusive of

older people with varying needs and capacities.”?

Recent Boomer homebuyers aged between 52-61 project
they will live in their homes for at least 20 years® and
approximately 90 percent of those over age 65 report wanting

to stay in their homes as long as possible.* This desire to age-
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in-place means that Boomers houses will become important
places for long-term care as they deal with disabilities and
other aging-related health challenges. However, the Joint
Center for Housing Studies of Harvard University estimates
that only 1 percent of the current housing stock contains

the key features required to support aging-in-place, such as
zero-step entrances, single-floor living, wide hallways and
doorways, wheelchair-accessible light switches, and lever-

style door handles and faucets.®

It is with this housing shortage and Evanston’s interest in
improving its current structures and services to create a
culture of age-friendliness in mind that the Solar Decathlon
team at Northwestern University set about designing a highly
energy-efficient, fully-accessible home for the aging Baby

Boomer demographic (see renderings in Appendix A).
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MARKET RESEARCH

The House by Northwestern (HBN) team took a user-centric
design approach to ensure that Enable met the actual needs
of our target demographic. We conducted more than 50

hours of research, home visits, and interviews with 20 Baby
Boomers from Evanston, IL. We analyzed our user research
data to develop housing priorities for our target demographic.
We determined the importance of each priority by coding the
number of times each was mentioned throughout the course

of our research (Figure 1).
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Figure 1. Target demographic housing priorities (ranked in order
of importance). Source: House by Northwestern User Research
Team (bit.ly/2hgkw1k)
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We then categorized the priorities data into the following
housing features, listed in order of importance to our target
demographic: comfort and livability, high-performance with
functionality, easy home maintenance, sustainability, and
affordability. These priorities not only informed the design
process, but also provided insight on key messages for

outreach.

The crux of HBN’s design efforts was to create a home that
balances the needs of the market with our team’s desire
to create a sustainable, environmentally-friendly home. By
packaging energy efficient and sustainable features into a
comfortable, beautiful, accessible, and easy-to-maintain
home, Enable offers sustainability without compromise.

USER PERSONAS: MICHAEL & LISA

From the market research data, we developed user personas

to describe Enable’s future residents.

The couple, “Michael” and “Lisa,” are married and live

in Evanston, a city just north of Chicago that is home to
Northwestern University. They are in their late-50’s and have
two kids, but are recent empty-nesters. Their daughter is in
college and their son graduated and lives in St. Louis with
his fiancée. Michael works at a banking firm in downtown
Chicago (about 10 miles south of Evanston) and commutes
there daily. Lisa is a graphic designer and works from home.
They both expect to retire in the next 10-15 years. Michael
and Lisa are looking to downsize from their current home,
but still need room to entertain large parties and host their
children, who enjoy visiting during the summer and over the

holidays.

By developing user personas, we were able to understand
and respond to the needs of our target demographic. By
knowing the problems that Michael and Lisa face, we grew
our understanding of other individuals in this age group and
could therefore cater to them in our design. As such, our home
simultaneously meets our users needs and the competition
criteria. For example, instead of seeing a sunroom simply

as a way to add space to the house, we also considered it as
a space for Lisa to do yoga and art, or Michael to work on a
project. We used our knowledge of Michael and Lisa and their
habits, hobbies, and interests to create a story around Enable
and see the home through their point of view.

KEY MESSAGES

Using key insights from our market research, the House by
Northwestern team created a set of messaging pillars to
guide our team’s approach to the competition and inform our

communications strategies and tactics (Table 1).

KEY MESSAGES

AGING IN IMPROVES IMPROVES ENVIRON-
PLACE RESIDENTIAL RENEWABLE MENTALLY
ENERGY ENERGY RESPONSIBLE,
EFFICIENCY ADOPTION DURABLE AND
HIGH VALUE
PROMOTES PROMOTES REFLECTS PROMOTES
GOOD HEALTH LIFESTYLE VALUES AND FLEXIBILITY AND
PRIORITIES ADAPTABILITY
OF LOCAL IN USE OF SPACE
COMMUNITY IN SHORT- AND
MEMBERS LONG-TERM

Table 1. HBN Key Messages

THE ENABLE BRAND

Guided by our market research, we named our house Enable:

Your home for today, and tomorrow.

Enable describes the role our house plays in a resident’s life. It
stands for: ENergized, which refers both to energy-efficiency
and an active lifestyle, and AdaptABLE, which means this is a
house that can fit many roles and changes with residents as
they grow older.

Our target demographic is between the ages of 55 and 70 and
includes people who want to age in their homes. The name
Enable emphasizes the ways in which our house enables

its residents to live their lives to the fullest as their needs
change:

«  Enableis easy to maintain and adaptable to hobbies,
so that it’s easier for residents to enjoy a flexible and
energy-infused lifestyle in retirement.

« Inolderage, Enable can adapt to include space for an
in-home caretaker or for a wheelchair to move freely
around the house. It meets the accessibility
guidelines of the Americans with Disabilities Act
(bit.ly/2f0EaOg), which outlines steps necessary to
make a space suitable for people of all ability
statuses.

- Enable’s adaptability meets the needs of its residents
in the present and future:
»  Its“convertible room” can serve as a home
office, secondary reading room for when a
spouse is watching TV, or a guest bedroom
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for family or a future live-in caretaker (or
somewhere to escape a snoring spouse).

»  Inthe event that residents develop mobility and
range-of-motion challenges, carefully-designed
storage of daily kitchen essentials, such as
plates, silverware, and drinkware, is located in
lower shelves that are well within the guidelines
for ADA-compliant design.

»  Inaddition to the long term adaptability

afforded by the features above, Enable’s
spacious sunroom allows it to adapt with the
seasons, nearly doubling its living space and
creating a delightful interplay of indoor and
outdoor living.

Our tagline, “Your home for today, and tomorrow,” defines how
the house’s role changes as a person ages. It also speaks to
Enable’s minimal environmental footprint, which will become
increasingly important as the world seeks to adopt clean

practices to protect the planet.

able

Your home for today,
and tomorrow

Image 1. Enable logo

Our logo (Image 1) is designed to resemble a house. It
incorporates Northwestern University’s brand assets
through the use of its “facets,” which were used to

connote rays of light, integral to our solar-powered home
and its focus on maximizing natural lighting. The facets

also represent the concept that great ideas occur at the
intersection of seemingly unrelated ideas and disciplines.
The intersecting facets signify our interdisciplinary HBN
team, which has come together to shed new “light” on the
design and construction of a house that blends technology,
market potential, and design excellence with smart energy
production and maximum efficiency. The use of two colors in
the name Enable was intended to highlight the integration
of energized and adaptable. The purple and white in the logo
represent Northwestern’s colors.

Our color palette aligns with Northwestern University’s visual
identity to help relate Enable and HBN to the Northwestern
brand. We led with Northwestern Purple to create a striking

and noticeable visual style. We used yellow as a secondary

color to represent the sun and to differentiate key elements
of our logo and signage. Our typography is also aligned with
Northwestern’s visual identity and expresses our clean,

approachable, and flexible design style, as it relates to both

our house and to our branded content.
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The House by Northwestern communications team has
created a comprehensive, consistent, and integrated strategy
to inform and educate a wide range of audiences about
House by Northwestern and the Solar Decathlon. We have
promoted our key messages predominantly through in-
person interactions, media relations, and social media and
will continue to do so through on-site communications. We
have consistently strengthened existing relationships with
community members and sponsors, as well as sought out
new connections to bolster our support and network. Our
diverse content, ranging from educational material to daily
house updates, has allowed us to engage with local HBN
stakeholders, who then distribute our content to followers

across the globe. The HBN team has four target audiences:

1. Target demographic (active Baby Boomers in Chicago’s
North Shore)
Local community

3. Environmentally conscious individuals and
organizations

4. Ouruniversity

While our key messages remained the same across our target
audiences, the messages we emphasized changed based on

the audience (Table 2.

For each audience, we mapped out preferences and interests
to develop a custom outreach strategy using a combination
of in-person interactions, media relations, social media, and

on-site communications.

In the remainder of this narrative, we walk through each
major mode of communication employed, our goals,
strategies, and tactics to engage the audience of interest, and

measures of success.
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ENVIRONMENTALLY REFLECTS

AGING IN RESPONSIBLE, GOOD FLEXIBILITY ENErgy | 'MPROVES | VALUESAND
PLACE DURABLEANDHIGH | HeALTH | -'FESTYLE AND EFFICIENT | ENERGY | PRIORITIES
ADAPTABILITY ADOPTION | OFLOCAL
Lt COMMUNITY
TARGET
DEMOGRAPHIC X X X X X
LOCAL COMMUNITY X X X X
COMMUNITY
LEADERS X X X X
LOCAL YOUTH X X X
ENVIRONMENTALLY
CONSCIOUS X X X
ORGANIZATIONS
NORTHWESTERN X X X X

Table 2. HBN messages emphasized by audience

1. IN-PERSON COMMUNICATION

AUDIENCES:
A.Target Demographic: Baby Boomers | B. Local Youth
C.Community Leaders | D. Northwestern University

TA. TARGET DEMOGRAPHIC: BABY BOOMERS

Goals: To build an understanding of the breadth and
meaning of sustainability in a demographic that, based on
our market research, ranked the feature at the bottom of
its housing priorities. To pique local Baby Boomer interest
in Northwestern’s Solar Decathlon entry and encourage
involvement in the project. To learn the needs of our target
demographic.

Strategy: Focus on consistent, in-person communications
tactics, instead of electronic media, to build relationships and
brand awareness. Encourage Baby Boomers to educate and
involve their peers via word-of-mouth.

Messaging Emphasis: Promotes aging in place; promotes
good health; promotes lifestyle; promotes flexibility and
adaptability; reflects values of local community members
Tactics & Measures of Success:

Sustainability and Green Design Study Group:

Tactics: Collaborate with the Osher Lifelong Learning
Institute (OLLI), a national continuing education program
serving older adults with a branch at Northwestern, to
offer a 14-week long study group focused on sustainability

and green design. Lead discussions related to our project

including “What is the Solar Decathlon?”“Sustainable

Y

Architecture,”“Aging-in-Place,” and “Interior Design.”
Measures of Success:

+ 150LLI students participated in the study group. After
the course ended, many participants chose to continue
their involvement with the project.

+  Weincorporated the Baby Boomers’ priorities in the
house. Conversations focused primarily on how to
create a house that promotes good health, a resident’s
lifestyle, and flexibility and adaptability.

«  Participants introduced HBN to at least six more
members of our target demographic.

«  Three members from the original OLLI study group
appear in our audiovisual submission.

+  Many of our Baby Boomers feel a sense of ownership of
Enable.One OLLI member said this about her
experience: “We came in to meet the students, and we
had no idea how exciting this whole project really is. |
hope | can live in a house designed this well forme as |
continue aging and face the challenge of selling my
large home and preparing to live my second act”

(bit. ly/2wecZ5Q)

Focus Groups:

Tactics: Hold focus groups and conduct research to learn
about our target demographic.

Measures of Success:

+  Hosted five focus groups and gathered feedback on
messages to be emphasized to Baby Boomers, such
as indoor air quality and the role it should play in
residents health and lives.

«  Conducted over 50 hours of research, including home
visits and interviews.
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«  Research informed both the design of our house and our
user personas, Michael and Lisa.

Shopping Trips:
Tactics: Invite members of target demographic and from OLLI

class on shopping trips to select finishes for the house.

Measures of Success:
«  Members joined the team on more than 20 shopping
trips.

« Targetdemographic chose finishes that complement
their lifestyles and desire to have an adaptable and
flexible home.

House by Northwestern Milestone Events:
Tactics: Encourage attendance at important events.

Measures of Success:

«  BabyBoomer community members have continued
to support HBN'’s success by attending our
groundbreaking and ribboncutting ceremonies (Image 2).

- Five of our most actively involved Baby Boomer
community members will travel with the team to Denver
for the Solar Decathlon to see the house in its most
complete form.

age 2.0LLI members at HBN groundbreaking

1B. LOCALYOUTH

Goals: To educate local students about sustainability, the
latest technologies and materials in energy-efficient design,
clean energy technologies, and sustainable buildings. To
provide an opportunity to explore real-world applications

of class material and potential careers in the clean energy

workforce.

Strategy: Meet with youth throughout the project to offer
resources and support for local student-led projects whose

values align with ours.

Messaging Emphasis: Improves energy efficiency; improves
renewable energy adoption; reflects values of local community
members

Tactics & Measures of Success:

Design Thinking Residency:

Tactics: Partner with the office supporting our local high
school, the Northwestern University/Evanston Township High
School (ETHS) Partnership Office (bit.ly/2uQBnL}j). Engage
with ETHS students on campus during their Design Thinking
Residency (Image 3).

Image 3. HBN and ETHS students during Design Thinking Residency

Measures of Success:

«  Eight ETHS students participating in a design thinking
residency at Northwestern visited HBN twice to learn
about the team, college life, and to participate in one of
our weekly design critiques.

ETHS Geometry in Construction Course:

Tactics: Provide support for ETHS’ year-long math course, in
which high school students build a house that is donated to
the city’s affordable housing stock at the end of each school
year.

Measures of Success:

- The HBN team attended the students ribbon cutting
ceremony and will invite those students back to Enable’s
ribbon cutting ceremony at the beginning of the 2017-
2018 school year.

+ Plansarein place to make Enable a continuing resource
for this course when it becomes an educational hub in
the community post-competition.

After School Matters (ASM) Science Giants Program:
Tactics: Establish relationship with youth development
programs in the city of Chicago, such as ASM’s Science Giants

program, where high school teens learn how to develop and
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teach science-based lesson plans for elementary school
students.

Measures of Success:

- HBN students visited the Science Giants program and
shared Enable’s design and engineering work, as well as
their experiences as HBN team members.

«  HBN created a mentor relationship with many of these
high school juniors and seniors through conversations
about preparing for college and making the most of
their freshman year.

1C. COMMUNITY LEADERS

Goal: To create lasting relationships with community leaders
and bolster community support, particularly as we seek a

permanent space for Enable in Evanston.

Strategy: Establish relationships with community leaders
early on in the project and continue connections through

regular correspondence in-person and via social media.

Messaging Emphasis: Promotes aging in place;
environmentally responsible, durable and high value; improves
energy efficiency; improves renewable energy adoption;

reflects values of local community

Tactics & Measures of Success:
City of Evanston:
Tactics: Develop relationships with various levels of the city

government to align Enable with the City of Evanston. Pitch city

staff on the idea of permanently hosting Enable in Evanston
and opening it up to the public after the competition.
Measures of Success:
«  Evanston Mayor Steve Hagerty spoke at Enable’s
groundbreaking ceremony.
»  Hagerty Consulting, the mayor’s company, is now an
HBN sponsor.
«  Themayor, his staff,and the City Planning department
are working with us to identify potential permanent lots
for Enable.

Evanston Age Friendly Task Force:

Tactics: Leverage Evanston’s commitment to the nationwide
challenge of providing age-friendly housing and its position as
one of 45 U.S. cities with the World Health Organization (WHO)
Age-Friendly City designation.

Measures of Success:

«  Through this Task Force, we connected with our
target demographic and learned about some of the
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most significant housing needs of this group in our
community.

Evanston Lumber & Local Marvin Design Gallery:
Tactics: Establish mentoring relationship with this pillar of our

local community. Solicit sponsorship.
Measures of Success:

«  Evanston Lumber provided mentorship and advice
during the construction phase of this project, in
particular with ordering appropriate quantities of
lumber and other materials (Image 4).

«  Evanston Lumber’s sister company, the local Marvin
Design Gallery donated all windows and provided
steeply-discounted doors.

- The president of Evanston Lumber leveraged his
professional network to introduce us to other
manufacturers who have since become sponsors.

+ 1 en. EVANSton Lumber shared House by Northwestern's
P

photo.
July 14 at 2:25pm - @

It's so cool to be a part of this project, we are happy to help!

House by Northwestern in @ Evanston, llinois.
Published by Sprinkir July 14 at 1:30pm - @

We've loved working with our friends and neighbors at Evanston Lumber! Local
wood AND local support? What more could we ask for?! #evanstonlumber
#localwood #makingprogress #hbn2017 #5d2017

e Like 8 Comment A Share a-
Os Chronological

AT Image 4. Facebook post
et ' about Evanston Lumber

Evanston Art Center (EAC):

Tactics: Meet with local Evanston art gallery to discuss

partnership opportunities to create some of Enable’s artwork
and hold community workshops.

Measures of Success:

«  EAC connected us with fifteen local artists. Many
pieces of their art will be on display in Enable during the
competition.

«  Co-hosted a pinch-pot making workshop to make
pottery for Enable, which bolstered support and
awareness of HBN around Evanston (Image 5).
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Evanston Art Center added 5 new photos.
entlh July @

Here are some photos from this weekends Central Street Sidewalk Sale
which included shopping, crafts, and music!

Local handmade jewelry and gifts were on display. Mustard's Last Stand
hot dogs were a delightful treat to accompany the beautiful weather.

Northwestern's solar house project had a pinch pot making station to
decorate their exciting, new building. Lots of fun in the sun!

e Like ® Comment A Share a-
0s e |mage 5. Facebook post about pinch-
a: e pot workshop with Evanston Art

I House by Northwestern Thank you for your continued supportoourproieet! —— Ceter.

1D. NORTHWESTERN UNIVERSITY

Goals: To earn institutional support, develop further

connections for the project, and build interest across campus.

Strategy: Meet with major campus departments in-person
early on and build connections to other departments and
organizations. Encourage these stakeholders to promote HBN
within their networks and also to share HBN content on their

own social channels.

Messaging Emphasis: Environmentally responsible, durable
and high value; improves energy efficiency; improves
renewable energy adoption; reflects values and priorities of

campus

Tactics & Measures of Success:

Northwestern University Strategic Sustainability Plan:
Tactics: Align with Northwestern’s Strategic Sustainability
Plan, which “sets measurable sustainability goals that
address: the built environment, resource conservation,
transportation, communication and engagement, and
experiential learning (bit.ly/2tRjVVF).” Leverage HBN’s
alignment with the plan to receive sponsorships and garner
support from the campus community. Establish early
relationships with departments to connect with sponsors and
campus community members who support sustainability and
the environment.

Measures of Success:
«  Formed relationships with departments including:
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Global Marketing, the Institute for Sustainability
and Energy at Northwestern (ISEN), Facilities
Management, Corporate Engagement, Alumni
Relations and Development, and SustainNU (the
sustainability group on campus).

- Early contact with SustainNU resulted in earning
two grants totaling $50,500 to help fund some of the
house’s energy efficient features .

«  Alumni Relations and Development, as well as
Corporate Engagement have helped us fundraise
hundreds of thousands of dollars through private
donors and numerous corporate sponsors.

- Strongrelationship with our Global Marketing
department has garnered more widespread awareness
about HBN across the Northwestern community,
reaching between 8,000 and 10,000 people for each of
Northwestern University’s four Facebook posts about
the project (Image 6).

N Northwestern University Northwestern University
Published by Sprinkir (7] - April 14 - & Published by Sprinkir (7] June 7 - @

) ) Aceremonial led House by with
House by Northwestern breaks ground on is solar-powered home this University leaders and Evanston Mayor Steve Hagerty marks the beginning
of a three-month construction plan. The plot at 669 Colfax Street will give
rise to Northwestern's most energy-efficient building, ahead of the group's
entry into the U.S. Department of Energy Solar Decathlon this fall.
http://bit.ly/2r2lyT1

May, and willtravel to Denver later this year to compete in the U.S.
of Energy http://bit.ly/203PFUs

House by Northwestern gets green light to start building
“We've spent a lot of time putting things together on paper and now we
actually get to put things together in physical form,” said McCormick...

to design and build solar-powered homes, HBN wil be.

DAILYNORTHWESTERN.COM RESEARCH.NORTH}
9,927 people reached 10,793 people reached
: 4lke @ Comment St -
o Like ™ Comment # Share v N

OOW 17 Top Comments *
@0 Sandra Reshef, Senaid lbrahimovic and 109 others  Top Comments *
2 shares

2shares Write a comment.

- Danielle Ongart I'd love to support the team during the Denver

on!
‘3_"’“99“"""' Sam Remler Steve looking sharp
Like - Reply - Message - April 18 at 5:40pm Like - Ranly - Massaaa - €2 - luna 7 at 1:380m

Megan Roth Abraham Cassie Kurby Rodgers, maybe the brownies
could arrange a hard hat tour to this site next fall
Like - Reply - Message - June 7 at 10:45pm

Image 6. Facebook posts from Northwestern featuring House by

Northwestern activities.

«  TheVice President of the Office for Research (OR)
has provided significant funding for this project and
also spoke at our groundbreaking ceremony

«  ORpublished an article about HBN (bit.ly/2sL.Zpp6)
that reached 18,500 Northwestern followers through
Facebook and newsletters.

Northwestern Student Body:

Tactics: Develop grassroots student support for HBN by
asking current members of our team to recruit new student
team members and sending email blasts to faculty members
and administrators from many academic departments.

Measures of Success:
«  The HBNteam has included more than 50 students
from more than 12 majors.
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2. MEDIA RELATIONS

AUDIENCES: Local community; environmentally conscious
individuals and organizations

Goals: To raise awareness across Evanston about our project,
the Solar Decathlon, and the benefits, affordability, and
availability of clean energy solutions. Develop relationships
with potential homebuyers.

Strategy: Develop relationships with local media outlets.
Consistently pitch and publish articles about HBN in trade
media.

Messaging Emphasis: Environmentally responsible, durable
and high value;improves energy efficiency; improves
renewable energy adoption; reflects values of local
community

Tactics & Measures of Success:

Local Media:

Tactics: Pitch to local Evanston and Chicago-based media
outlets including the Evanston Roundtable, Chicago Public
Radio, The Chicago Tribune, and more. Develop relationships
and consistent coverage by cornerstones of local community
press.

Measures of success:

- Early partnership with The Evanston Roundtable,
Evanston’s only locally owned and operated
newspaper, brought HBN into the homes of 15,000
families in Evanston via monthly Roundtable articles
about the project. Full list at http:/bit.ly/2vBt352.

+  HBN appeared last spring on WBEZ Worldview, a show
on the Chicago affiliate of National Public Radio (NPR,
bit.ly/2tY2Xcf).

+  Amember of the local community who has kept up
with House by Northwestern progress updates in
The Evanston Roundtable has made an offer to buy
our house after the competition; contract
negotiations are underway.

Trade Media:
Tactics: Pitch articles to trade publications, which include
sponsors to our project, on-campus publications relating to
sustainability, and better-known online publications relating
to green energy.
Measures of Success:
+  Renewable Energy World published an article about
our house (bit.ly/2vlQlg6), stimulating interest in
our project in circles outside the ones we had
already permeated to their 130,000 followers.
+  HBNisfeaturedin aseriesinthe StrXur online

magazine, the editorial arm of Bluebeam, our
construction management partner (bit.ly/2tXSy0e),
and has reached nearly 15,000 readers.

«  Northwestern campus sustainability groups,
SustainNU and ISEN, have each published articles
about HBN, collectively broadcasting HBN to over
1,000 followers.

« Argonne National Laboratory, one of the Department of
Energy’s 17 National Laboratories and a Northwestern
University partner, will visit Enable in August to
broadcast a Facebook Live tour of our house to 95,000
followers.

«  Through a partnership with BMW’s marketing
department, HBN will use a BMW i3 during the
competition at no expense, and BMW will offer
members of the Evanston community the chance
to win an “HBN Smart Home Sweepstakes,” which
includes a one-month lease of the i3, and many of
Enable’s smart home features.

3.SOCIAL MEDIA & OWNED CONTENT

AUDIENCES: Environmentally conscious individuals and
organizations; Northwestern network and followers

Goal: Educate the public through digital tools about the HBN
team, the Solar Decathlon, and the benefits, affordability, and
availability of clean energy solutions on local, national, and
global levels.

Strategy: Grow an engaged follower based on social media
platforms by deploying consistent and informative content
on Facebook, Twitter, Instagram, and our blog. Leverage
in-person relationships with community leaders and
organizations to receive support through social media.
Sample weekly posting schedule: bit.ly/2tRf1Yz.

Messaging Emphasis: Environmentally responsible, durable
and high value; promotes good health; improves energy
efficiency; improves renewable energy adoption

Tactics & Measures of Success:

Posts About Sustainability:

Tactics: Address the discrepancy in attitudes about and

understanding of “sustainability” between age groups

and demographics by sharing content and writing blog

posts. Make renewable energy and environmental content

more relatable for less-informed audiences. Promote the

Department of Energy’s mission to spread awareness about

the topic.

Measures of Success:

+  HBNshared articles 2-3 times a week relating to

renewable resources, benefits of a “healthy home,” and
the economic benefits to green living.
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«  Wrote a blog post with the goal of “Debunking
Myths about Sustainability” (bit.ly/2vIL5YW), which
we featured on our website and Facebook.

Posts About the Solar Decathlon:
Tactics: Call attention to our role in the Solar Decathlon on
each owned media platform.
Measures of Success:
«  Shared posts on Facebook and Twitter from the
Department of Energy and Solar Decathlon at
least once a week.
+  Wrote a blog post for our Facebook and site called
“What is the Solar Decathlon?” (bit.ly/2u0KoGq).

Posts About Our Team:

Tactics: Include human-centricity and our team in content as
often as possible.

Measures of Success:

« Included team members in pictures of the construction
site, articles about our project, and posts about
sponsors (Image 7).

« Inaddition to our “meet the team” posts on Facebook
and Instagram, a large portion of our website is
devoted to our team members (bit.ly/2vYnSsS).

«  Ourmost popular social media post, a video about
ateam member, reached almost 2,000 people. (bit.
ly/2ucg4Sm)

Image 7. Facebook post about terrarium-building activity
with local organiztion Cultivate

Posts About Our Project:

Tactics: Provide near-daily project updates and connect with
sustainability-minded individuals and groups.

Measures of Success:

«  Wedeveloped the #WeeklyHBN hashtag to
accompany 360° videos (bit.ly/2tQUbIV) of our home’s
construction progress, which often reached over 500
views as a result of shares from followers and
Northwestern University departments.

«  Whenthe New York Times posted an article about the
impact increasing the efficiency of air conditioners
would have on global warming, we shared the post
with statistics about our own team’s environmentally-
friendly habits and how Enable is equipped with a heat
pump instead of an air conditioner (Image 8).

«  Forprofessionals in the green industry interested

in more specific technological elements of Enable,
our website features a page entirely devoted to
“Our house. (bit.ly/2vbquq?2) This page describes
our approach to each contest and succinctly
explains features of the house that address each
contest.

« Asaresult of one of our trade media pitches, Argonne
National Laboratory will visit Enable in August to
broadcast a Facebook Live tour of our house to 95,000
followers.

House by Northwestern
Published by The New York Times [?] - July 13 at 3:57pm - @

#HBN2017 works everyday to mitigate climate change, and it's not just
because we have a super-efficient system called a heat pump that both
heats and cools our home. 2/3 of our summer team either walks or bikes
to work, and 40% of the team is vegetarian! Check out this awesome
article by The New York Times about which changes have the biggest
impact on climate.

e
D &

If You Fix This, You Fix a Big Piece of the Climate Puzzle
There's no single solution for climate change, but there is one that would be...
NYTIMES.COM

253 people reached
e Like 8 Comment A Share a-
o Andrew Crane, Susan Rooney Pfannenschmidt and 6 others Chronological -

ﬁ Lila Reynolds Carolyn McShea great find &
Like - Reply - Message - July 13 at 4:017pm

E Write a comment... © O @ I

Image 8. Facebook post aligning HBN with
climate change story from The New York Times.
Posts About Our Sponsors:
Tactics: Use social media as a beacon through which to
feature our sponsors. Define how a sponsor’s contribution will
play a role in the competition and in Enable in each sponsor
post (Figure B1 in Appendix).
Measures of Success:
- Promoting sponsors on social media allowed us
to engage their followers as a result of shares and
comments of our posts.
«  Sponsorsview HBN as a source of pride and continue
relationships with students through site visits and
team lunches.

See Table B1, Appendix B, for reach of shared and owned
content.

4.ON-SITE COMMUNICATIONS

AUDIENCES: Environmentally conscious individuals and

organizations; Solar Decathlon
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Goals: To distill a two-year project into a palatable and
approachable tour and complementary signage. To create

interesting and informative signage about HBN.

Strategy: Develop a story about our house that translates
into a tour script. Meet with science communications

professionals to refine on-site materials.

Messaging Emphasis: Promotes aging in place;
environmentally responsible, durable and high value;
promotes good health; promotes lifestyle; promotes
flexibility and adaptability; improves energy efficiency;
improves renewable energy adoption; reflects values of local

community

Tactics & Measures of Success:

Tour:

Tactics: Use our tour to tell the human-centered side of our
story. Meet with science communications consultants and
research each feature of the house to develop script.
Measures of Success:

»  Michael and Lisa appear throughout the tour and
emphasize Enable’s story.

«  Eachtour stop includes aspects pertaining to energy-
efficient features and features important to our
demographic.

«  Wewill measure our success when we open Enable
to the local community for tours and a ribbon
cutting ceremony before shipping it to Denver. This
will give us the opportunity to modify our tour and
communications strategy after receiving input from
community members.

Signage:

Tactics: Create signage for the public exhibition that
includes statistics and technology-specific information to
complement our human-centered tour experience.

Measures of Success:
- Each complex, efficient, and renewable technology is
clearly and effectively explained through signage.

Audiovisual Presentation:

Tactics: Incorporate human-centricity and user research into

video deliverable. Perform a competitive analysis to create an

original and effective preview of Enable.
Measures of Success:

«  Wedetermined that our strategy would be original and

effective by researching past competitions’ top teams

and this year’s competitors.
«  Three members from the original OLLI Baby Boomer
study group appear in our audiovisual submission.

Handout:

Tactics: Give visitors a memorable handout unique to Enable.
Designate a giveaway that aligns with our house’s emphasis
on functionality and reminds visitors of our Enable’s unique
design attributes.

Measures of Success:

« Instead of a traditional paper handout, we elected to
distribute samples of one of the features of Enable
that is uniquely HBN. We will be giving away small
spray bottles of PURETI, a treatment for windows and
surfaces that is activated by sunlight and works to
remove VOCs from the air.

«  Because we are the only house at the Solar
Decathlon 2017 using PURETI, visitors using these
samples will remember our house each time they can
forego cleaning their windows.

+  PURETI can be used on any window, making this a
highly practical and functional giveaway.

See Appendix C for all on-site signage.

©000000000000000000000000000000000000000000000000000000000000

Through every step and over every medium of
communications, the HBN communications team exchanged
knowledge and information with its stakeholders. By making
in-person conversations and engagement a priority, HBN
gathered information and learned from its many stakeholders
as well as built authentic and enduring relationships. HBN
used this input to inform its design process, communications
strategy, and content deployment. In turn, we have engaged
community members by producing and sharing educational
content over all platforms, from signage to social media, that
relates to our house, team, and process, as well as about the

Solar Decathlon and clean energy.
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Population Reference Bureau. Aging in the United States.
http://www.prb.org/pdf16/aging-us-population-bulletin.
pdf

City of Evanston. Toward Building a Livable Community
for All Ages: An Age-Friendly Evanston Action Plan. http:/
www.cityofevanston.org/assets/Age%20Friendly%20
Action%?20Plan%?206.15.16.pdf

National Association of Realtors. Home Buyer and Seller
Generational Trends Report 2017. https:/www.nar.
realtor/sites/default/files/reports/2017/2017-home-
buyer-and-seller-generational-trends-03-07-2017.pdf
American Association of Retired Persons. Aging in Place:
A State Survey of Livability Policies and Practices. https:/
assets.aarp.org/rgcenter/ppi/liv-com/aging-in-place-
2011-full.pdf

Joint Center for Housing Studies of Harvard University.
Projections and Implications for Housing a Growing
Population: Older Households 2015-2035. http:/www.
jchs.harvard.edu/housing-a-growing-population-older-

adults
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APPENDIX A. RENDERINGS (CREDIT: ADRIAN SMITH + GORDON GILL ARCHITECTURE)

Image A2. Exterior view from the southeast, Winter
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Image A4. Exterior view from the southwest.
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Image AB. Interior view from front door, looking into the living room, dining room, and kitchen.

Image ABG. Interior view from door to the convertible room, looking into the living room and out to the sunroom.
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Image A7. Interior view of the master bedroom; door to the right exits to the sunroom.

Image A8. Interior view of the master bathroom.
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APPENDIX B. AUDIENCE REACH

AUDIENCE

SOURCE MEDIATYPE REACH

» Facebook page

: « 400 Likes on facebook
« Twitter account

« 150 Followers on twitter

HBN OWNED CONTENT .
v#i\;\/:;klyHBN - 500-700 Views
» 2,000+ Engagements

- Blogs
NORTHWESTERN GLOBAL
MARKETING « 4 Facebook posts + 129,000 followers
OFFICE FOR RESEARCH « 2articles » 18,500 followers

» 4articl
SUSTAIN NU arteies » 1,000 followers

« 4 Facebook posts

INSTITUTE FORSUSTAINABILITY &  * 2 Facebook posts
» 600 followers

ENERGY AT NORTHWESTERN « 2 articles
EVANSTON ROUNDTABLE - 7 articles » 15,000 subscribers

o ) « Northern IL, southern WI,
WBEZ RADIO STATION « 7 radio interview

northern IN, southwest Ml
RENEWABLE ENERGY WORLD - 1 article - 130,000 followers
ARGONNE NATIONAL LABORATORY - 1 Facebook Live tour « 95,000 followers
STRXUR » T article + 15,000 website visitors/month
- 1video

Table B1. Reach of HBN media relations, social media, and content creation efforts.
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APPENDIX C1.ADATOUR ROUTE & SIGNAGE PLAN
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Image C1a. ADA tour route and numbered signage.
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welcome to

able

Your home for today,
and tomorrow

ergized & adaptable

o energy-efficient; supports an active lifestyle
e adapts to its residents’ needs

OUR TARGET MARKET

Baby Boomers (ages 55-70) who live on Chicago’s
North Shore

MARKET NEED

Only 1% of the current homes in the U.S. have
key features to support aging-in-place

OUR VISION
To promote sustainable living without compromise

OUR MISSION

To be a model for environmentally-friendly
aging-in-place and a framework for increasing
the housing stock for an aging population

OUR APPROACH

User-centric design: entire process guided by

Input from our target market about how to best
meet their needs

U.S. DEPARTMENT
OF ENERGY

SOLAR

/) DECATHLON

oy Northwestern




Through hundreds of hours of research and interviews,
our team developed user personas that describe the
couple who might someday live in this home.

Meet
Michael & Lisa

 Recently became empty nesters

o Looking to downsize their home
 Plan toretirein 10-15 years

 Enjoy entertaining friends for dinner
e Plan to travel more

 Would like to age-in-place

MICHAEL.:

e WOrks In
downtown Chicago
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