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summary

e What is marketing in the context of DSM?
 Program models drive marketing

e Understanding the Consumer

 What influences perception and behavior?
e Consumer’s mind set
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The Program Model Drives the Type of
Marketing

SAVB'G

ALERT Ra

Save Energy Now!

Please turn off lights.

Market Resource Acquisition
Transformation and Demand Response
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Marketing in the context of DSM

Take the ENERGY STAR'
Change a Light Pledge

Learn how to Change
the World with

: ?\ Menards!

CADMUS

GROUP, INC.



What Influences Energy
Perceptions and Behavior?

e The price of oll e Crises

e The economy e Grand scale events

e Peer pressure e Brands and

e Confusion and Communication
Misinformation e What else?
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The Economy Impacts Consumer
Priorities About Environment

With which one of these statements about the environment and the economy do you ° Americans
most agree - [ROTATED: protection of the environment should be given priority, even choosin g
at the risk of curbing economic growth (or) economic growth should be given priority,
even if the environment suffers to some extent[? eCO_nomy over
B % Environment L % Eeonomie growth % Equal priority (vol.) environment
for first time in
1 66 68 g5 7b7 25 years

e Shiftin
priorities due
to recession

105 a7 1o8g 1oL 19475 1995 9oy 1999 2001 200735 2005 2007 2009

(vol.) = Volunteered response

GALLUP
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...and also, possibly,
global warming

P
Thinking about what is said in the news, in your view is the seriousness of
global warming - [generally exaggerated, generally correct, oris it
generally underestimated J?
B Y Exaggerated # Correct/ Underestimated
(W (&I
1 64 (V3 64 64 Go
58 57
41
8
A LT
31 30 a1 B TR
'8 'gg ‘00 "ol ‘oz 'ng "4 05 ‘o ‘o7 "o '0g
GALLUP FO

THE

SOQAQMbUhSGIObaI Warming Is “Exaggerated,” Gallop.com, March 11, 2009
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Consumer Mindset Around EE

What energy efficiency
literally means and how it
relates to their lives

Feeling personally affected
has a bigger impact on
perceptions of severity

Knowledge is sought when
consumers gain the interest to
change

Communications campaigns
and world events impact
consumer outlook

THE
gADtMUISntaﬂon", Interbrand, September, 2008 _
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But What do we Really Know?

e Sociology - How people use and consume
resources including energy is influenced by a
variety of factors including income, stage of life,
ethnicity, location and is situated strongly Iin
community

 Anthropology - “Information and education
alone are not enough — energy efficiency must
be visible and consumable,” (Pippa Chenevix
Trench)
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Steps to Developing and
Executing a Marketing Plan
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Steps to Developing &
Executing a Marketing Plan

Conduct situation analysis = ldentify & engage.key

S communicati pipelines
Set goals and objectives _ _
e Qutline overarching

Establish metrics to i

measure progress strategies

ConEuct consumer and e |dentify tactics to support

market research strategies

g%%l?éﬁ%eas”d profile target e Establish reasonable
budget

Build a marketing team

: : Implement ongoing
e Developing creative & © -
message platform evaluation plan

THE
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What is In a Situation
Analysis?

eCurrent programs

eThe competitive market

eThe technological environment

eThe socio-political environment

eAny other situational factors that will affect
the marketing plan

eCan you name other factors?
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Situation Analysis

« Internal >

Strengths Weaknesses

e Infrastructure in e Focus may be too
place narrow

e Location is highly e Lack of awareness
suitable amongst prospective

e Very focused customers
management/staff e Absence of strong

e Well-rounded and sales/marketing
managed business Expertise

Opportunities Threats

e Marketing segment
Is poised for rapid
growth

¢ New markets offer
great potential

e Potential to
diversify into
related market
segments

IRYLW amfal

+7IVITO
GROUP, INC.

External

Economic slowdown
could reduce demand
Market may become
price sensitive

Major player may enter
targeted market
segment

v

annebaN

SWOT Analysis:

To analyze the
competitive
environment




Setting Overall Goals &
Objectives

e Actual recruitment (2,000 homes) vs.
potential market (20,000 homes)

e Promotional objectives

e Channel objectives

e M&V and market research objectives
e R&D objectives

e QOther objectives: partnerships

THE
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Market Research

 Understanding the barriers

e Different for consumers, home-owners
versus renters, small commercial
businesses, big business and industry

e \What are some of the barriers?
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Market Research

e Understanding the baselines

e Do we know what Is currently “going on”
In the market?

e Primary data — surveys
e Secondary data - other existing studies

CADMUS il




Conducting Consumer & Market
Research

e State research objectives
e (Create research design

e Choose research method
e Select sampling procedure
e Collect data

 Analyze data

» Present findings and implications for
program design

C -
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Conducting Consumer & Market
Research (2)

Program/Technology Attributes as Perceived by the

Customer

 Relative advantage — Is this technology better than the other kind?
Why?

e Compatibility — Does this fit my priorities for my home?

e Complexity — Is it easy to understand sign up for it, etc?

e Trialability — Can I sign up and change my mind later?

e Observability — Can | see it in action at a neighbor’s home first?

Bottom line: Messaging should overcome
uncertainty about the innovation

C -
GROUP, INC.




Identifying & Engaging Key
Communication Pipelines

ldentifying key communication pipelines

e Ask group opinion leaders where they get
their information
— Innovators and other opinion leaders
— Key traditional and social media

THE
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Identifying & Profiling Target
Audiences & Their Opinion Leaders

Target Audiences

e Review kWh, kW demand needs by segment anc
customer class

e Test receptivity with sample groups

e Determine group characteristics — attitudes,
preferences, energy usage patterns

e Consult previous research (some of you have
lots of it!)

CADMUS B




Early Adopters and Opinion
Leaders

e More integrated into the social system than innovators

e Use info provided by the innovators’ implementation and
confirmation of the innovation to make their own adoption
decisions.

e Earn respect for judicious, well-informed decision-making, so
this is where most opinion leaders in a social system reside.

e Much of the social system merely wants to stay in step with the
rest.

e Since opinion leader adoption is a good indicator that an
Innovation is going to be adopted by many others, these
conformity-loving members are encouraged to adopt.

e Change agents seek them out to be missionaries.

CADMUS B




Opinion Leaders: Key to Our
Programs

e |If the opinion leaders observe that the
Innovation Is effective for the innovators, then
they are encouraged to adopt.

e Much of the social system does not have the
Inclination or capability to stay on top of latest
Info about innovations, so they trust the
decisions made by opinion leaders.

e Opinion leaders dominate the social
media space

THE
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Where to Find and Develop
Opinion Leaders

Figure 7-3. Adopter Categorization on the Basis of Innovativeness

Innovators respond bgst
to mass media and
logical messaging.

Innovators Early {ei

ajority Majority Laggards
34% 34% 16%

Z\ 2sd T-Ad 3 T+sd

Most people rely on a combination of objective and subjective messaging and
interpersonal communication channels for persuasion.

][, | R

THE

A%BMILJ&OB, p. 281)
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Developing Messaging for
Technology

e New Technologies versus existing
technologies

e Perceptions of quality
e Repackaging
e Quality of marketing
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Developing a Creative and
Messaging Platform

 Product Benefits - derived from client
Interviews, market research (including web
comments)

e Marketing Themes
— Underlie marketing message
— Engaging, yet functional
e Messaging
— Words forming the basis of all marketing
— Everything springs from this

CADMUS B
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Developing a Creative and
Messaging Platform

They both need tune-ups to run

at peak performance!

Like a high-performance car,
wour gir conditioning swstem needs computerized disgnostics to keep it
munning smoathly and efficiently. This is not simply 2 " basic" tune-up!

sy |5

+ Check ©or Poper Oil Lewe| + Lheck for Proper
+ Replace Air Fitter Refrigerant G hame
+Test Emisions + Clean Gondenser Goil
= Ture Up for Higher + Seal Ducts
Pe rfomie noe + Use Advanced Diagnastics an
: A ¥q - ; T DvemI AL System
), ,d J’f & - i The AC TIMe Program can;
I & _« | Fove . 1. Provic an A savings "noadmap” thatverifies wour system fas been pmperly

tested and adjusted for refrigemnt chameand airflow, and documents am
adjustments andfar mpairs. nesded or made.
2. Prevent breakdon ns during the wpooming moom-breakjng summer season.
3. Inzrease wour indoor comfort and the relia bility of wour svsterm and monel
BT 4 e s e by

coriracd anrdhed[o KR Son it Iy i it
vl gl ay wdliond s el b mmmmwm
o |1 R e AT

Why are these two machines alike?

Program part of KEMA AC TIMe Program
(administered by SDG&E)
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Implementing a Dynamic,
Ongoing Evaluation Plan

Before the program rollout:

e |dentify scope, objective, and priorities
e Choose type of evaluation

e Choose deployment changes to evaluate

e |dentify questions, metrics, and mfo
sources Y

e Frame the evaluation
THEN...

THE

CADMUS
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Implementing a Dynamic,
Ongoing Evaluation Plan

Throughout the program
e Conduct the evaluation

e Report, share, and use results and data
to:
— Adjust messaging
— Take advantage of new channels, opinion
leaders
— Publicize case studies and testimonials

THE

CADMU
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Reaching Different Audiences




Know Thy Customer: Market
Segmentation

e Breaking your
customers into
different groups:
— Residential
— Commercial
— Industrial
— Institutional

THE
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Why do we Segment?

ﬂp

e To0 better understand
our audience, so that
we can market to
them more effectively

THE

CADMUS

GROUP, INC.




Some Current Segments

| D|35eSI|ever| | Passivists | |EmoEt|gnaI|s| Advocates u Activists |

- 9% - 23% - 25%

- Male, 55-64 - Male, Higher Income - Female, 18-35 ° 22% .21%
35+ =Socially
engaged
Entrenched Tuned Out Stumbling . Devoted
Libertarians | | Carefree | Comfort Seekers | Proponents | | Cost Conscious Conservationist
*5% *13% *9% *20% *22% *26%
«35-54 *Men 45+ «35-44 Higher Income -F «Older 55+
*Less educated
Live for Pragmatic Budget Green
Today Conservers Driven Champions
«129% «31% *34% *23%
«35-44 eHigher Income *Young or older eFemale
eUrban
Live for Home and . Frugal Family and
| Today | | Followers | Hearth | | Achievers | Strivers Future
*14% *9% *16% «19% «21% «22%
eYounger or eLess affluent eLess affluent <Affluent eMore eEducated
older eUrban religious eDjverse
THE— eRenters -Anti-waste

LGALIVILS
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Engaging Customer Participation

e Marketing is only effective if you get
the customer to sign up!

e Make it EASY for them, not for you
— What does t/hat mean?
— Don’t make them search for information
— Don’t make them need to invest a lot of
time
— Don’t make them go to multiple locations
to enter data

— Remember: Any additional steps can
become reasons for not following through

THE
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Marketing Through Technical
Trade Allies
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Allies are Critical

e Retallers, contractors, installers, auditors,
builders, distributors, suppliers, architects,
realtors, manufacturers...

e At one point or another, you will need to

their help to market your program

» Establish strong relationships

» Maintain frequent communications

» Don’t assume they’ll handle all the details
» Direct their efforts towards program goals

THE
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What NOT to do with your
Trade Allies . . .

e Start a program and drop it without
communicating with your trade allies

e NOT bring them on board at the
beginning
e What else?

CADMUS

GROUP, e




Utility Marketing to Consumers:
PG&E Micro site - ClimateSmart

BECOME PART OF THE CLIMATESMART PROGRAM LI N[N o

Using energy generates greenhouse gas
emissions, such as carbon dioxide [CO2],
that directly impact our climate. Track your
energy use below to learn about your
home's carbon footprint.

LIGHTS + MISC HEATER/FURMACE DISHWASHER  REFRIGERATOR  TELEVISIOM CURRENT TOTAL L T
i A

'.2_'E|:|:_-'I:.'F .77 :l:l_-._-"[,lT E.E_'ED:_-'.:.'F L o R o T ; ] R
OVEN/STOVE ~ WASHER/DRYER  WATERHEATER AIR COMDITIONER COMPUTERS TONS OF CO:
D.3TCOyr 12T CONT PER YEAR m—

B MY MONTHLY COMTRIBUTION L :

F ASSUMPTIONS MADE FOR THESE CALCULATIONS

THE: CLIMATESMART FOR HOME CLIMATESMART FOR BUSINESS

Q%A /www‘ d%nc rrﬁ\ smart.com/




Trade Allies:
Retaillers and Manufacturers

Introduc id.
Whirlpoco! Duet®
Steam Laundry Combo

dry resuits

Let’s Build Something Together-

ERMOVATION

CITYSCAPE

Canling Oy ' H 8748 onily $22 per month' 31398 ey M0 per monght
Electrolux nnovation 25Cu FL Afinity Migh Eficiency Washer 8 Cu. PL Tanga Fisd High Efficiancy Washer B
oExfrn canacity whils utioing up o 525 lets waber *SilverCarn ™ cold waber sarviization Vibmbion
L.undq Hﬂt B“ri Hram Drlh’E m:h and snangy *7 cycles (LTFGTOO0FS) #204300 Reduction Tachnology ™ alows for ute on scond Moo *Staams ot o
- Tomah o Weehly Speciah Somriuuperery = Rethresiogy 55.Cus, FL AMinity~ Supar Capacity Electeg Dryer 00 1o 56 ieed (WFXITAAR) 4256018 B o
Bwwr | mahi “Effient dyrad wyster pimeates bl soats hat 7.3 Gu. F1. Super Capacity Electric Dryer 74 Cu. P Super
ey e Can Gamage cowes LEQBA00FS) KIEATT1 845 ~Dry an st an you can wash (DVASTAER) 4250020 $608 (WEDSSOOT) 22¢)

[ ]

C i b i Bl

15" Storage Pedestal (AFWD1 W) K235318  Sm8 5" Storage Pecestal (WL TATIT w2367 10 15" Slorage Pecd u
= 10%C0FF

ENERGY &STAR QUALIFIED
MAJOR APFLIANCES

I Flectraluy

Receive 10% off any in-stock
or Special Order Energy Star@
Lepert Step-by major appliances priced
— £397 or more (before taxes).

Includes refrigerators,
Icteiet P vl - dishwashers, and

FREE and CONVENIENT CFL recycling clothes washers.

APPLIANCE

REBATE CENTER

Discount taken at register.
& E =
Naw =7 woLl IE'—'EI w" Mot valid on previous sales,
installation and delivery feas,

extended protection plans or

e salect FisherBPaykal itams.
_# 1 sre.oht Araean 3] ?? Offer valid 1/17-1/21. See
- """_'l: SrEmpp i pailmes an Ry % store for details.
widi e AR Vhode s Saqe b= L RS o -

4
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Retaill Trade Allies

Why can’t they all work the same?

e How retail business models differ
— Financial models
— Philosophical differences
— Scale - National versus Local

 How utilities differ
— Funding
— Contractual requirements
— Regulators and other stakeholders

THE

CADMUS
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So You Want to Work
With a Retaller?

 Finding common goals between Utility partners,
retailers and the consumer

e Retail 101 — How stores differ
e Program designs
— Incentives
— Co-marketing
e Mechanics — MOU'’s, signing requirements

THE

CADMUS
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Finding Common Goals

Utility Goals
To achieve verifiable results
kW or kWh reduction
Evidence of market

Consumer Goals

Reduce energy costs
through more efficient
products and improved

transformation weatherization
Education and Behavior Improved function of
changes products
High efficiency produ Yewest most innovative
penetration

Improve custome

Retailer Goals
Sell more products
Sell higher margin
products
Maintain & grow
customer loyalty
Improve reputation

THE Gain recognition

CADMUS

GROUP, INC.




Co-marketing & Educational

Events

aave BIG w14 Northeast Home
'Rl 78 Depot ENERGY
STAR Education
and Rebate
Center
Arkansas
Energy Office
Change a
Light
campaign

Rebate Centers displayed at the front of store near
CFL aisle

THE
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CHANGE THE WORLD W
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Example: Myenergystar.com Open
Houses

e Retail activation is being used by National Grid and
NSTAR Electric to engage consumers at retail
through monthly retail events

 Entertaining activities and consumer education

e Promoted by monthly radio buy schedule; radio
stations provide street teams on site to generate
excitement and interest

e Field implementation contractor provides staffing
and consumer interaction

THE
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Social Marketing




Social Marketing

 Marketing that addresses concerns of
society and communities

e Addresses the difficult area of “behavior
change”

e Captures benefits/costs of individual
action to something larger

e Requires deep understanding of customer
barriers, norms, and decision processes

THE

CADMUS
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Standard vs. Social Marketing

Standard Marketing Social Marketing

Differences

“Selling” goods and services “Selling” changes in personal
(or corporate or governmental)
behaviors

Promotes features and Promotes benefits to society
benefits for the individual and may lack direct benefits to
individuals

Similarities

Use market research in planning stages

Use standard marketing channels: mass media, direct mail,
selling through communities

THE

CADMUS ™™
P, INC.

GROUP, II




3 Views on Social Marketing:
Expansive to Narrow

e Andreasen — Views social marketing expansively, as a
framework to engage and enable change agents in
socliety. In particular, drives results from upstream
players.

e Smith, Kotler et al — Views social marketing as special
needs marketing and shows how traditional tools are
applicable. (Product, Price, Promotion, Place)

e McKenzie-Mohr — Views social marketing as most
appropriately applied at the community level and uses
behavior modification psychology tools to change

___behavior.

CADMUS

GROUP, INC.




Social Marketing iIs about
Influencing Behaviors for Good

e Incorporate principles -
that work

e Target markets most
ready for action

e Promote single, simple
doable behaviors .

e Understand audience
barriers to behavior

changes -
e Bring benefits closer to
the present -

THE

QA&DIMBU@DER AND PRESIDENT, SOCIAL MARKETING SERVICES, INC.

GROUP, INC.

Include tangible
objects and services
that support
behavior change

Provide incentives

Try to make
messages concrete,
clear and fun

Try for popular,
entertainment media

Be customer —centric




Setting the Agenda

Stage Life Cycle of Social Issue

1 Inattention

Discovery of the problem

Climbing the agenda

Outlining the choices

Choosing course of action

Launching initial interventions

Reassessing and redirecting efforts

O N[ O] bW (IDN

Achieving success, failure or neglect

THE
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Ways to Reach Residential and
Small Commercial Consumers

e Soclal Marketing
— Engaging Schools
— Fundraisers
— Community
— Faith & Ethnic

e Social Marketing with Traditional Media

e Social Marketing with Social Media
— Online, Blogs, Twitter and Me, Me, Me

THE

CADMU
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The NEED Project 3

Example: The National Energy
Education and Development Project

Putting Energy into Education

Primary Elementary | Intermediate | Secondary
K-2 3-5 6-8 9-12
mEnergy Fair mEnergy math | mEnergy mEnergy on
mInfobooks challenge Jeopardy public lands
mSave Energy | ®Exploring mGlobal trading | mMission
flipbook energy game Possible
m\Wind is mUS Energy mGreat energy | mScience of
Energy geography debate Energy
aNEED mSaving energy | ®What car will | mEnergy
songbook Expo you drive? conservation
contract

SoQADsMU&vallable The NEED Project: http://www.need.org/Guides-Grade.php

SROUP, INC.




Focus on Curriculum for
Success

e Teachers need to teach the “basics”; help them
do that by designing around their needs

e Don’t reinvent the wheel; there are many
resources available (like NEED)

e Utilities can help “train the teachers”, especially
as the curriculum becomes more advanced

e Leverage your investment by training as many
teachers as practical

THE

C(;;AEDMLJ; Beyond the Classroom, July 12, 2007 MS-2 -
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Best Practices for K-12 Programs

e Start at the top and get buy in from the
superintendent, then the administration

e Keep on top of progress; don't assume all
IS going smoothly at the schools

e Be active In the school community; go to
thei/r meetings and join thei/r associations

e Treat school programs like key accounts;
make It personal

THE

Q;AQM;L&J;SOm Beyond the Classroom, July 12, 2007 MS-2 -
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Engaging the Education Sector

Example: BC Hydro’s Power Smart Schools Program: Save
Energy, Save the World

e Comprehensive, age appropriate

e Energy Detectives.: 2" Grade broad
curriculum, workbooks; goes home to
parents, too

e Lights for Learning. CFL fundraiser

 Energy Campaigns: Small teams of
get trained, then promote school
wide

Energy Ambassadors. High school

level, trained on conservation, school
education & projects

THE Photos copyright BC Hydro:
www.bchydro.com
QAQMU&/WWW.bchydro.com/community/youth_education.html
GROUP, INC.




Example: SmartPower.org’s College
Energy Competition

e Recruits a campus

coordinator AMERICA'S

e Compares carbon GREENEST
reduction pledges college ™
to college CAMPUS

e $20,000 in prizes to the e
winners (several LEADERBOARD | AD CHALLENC
Categorles RTK Scim_H ]sng;; 2.66%

e Over 400 colleges are 2 eyl o I e
signed up, with several .
thousands already 5 Conpnn s o =
pledging i : o

THE 2 35 4:350,;
GALIMILIS
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Grassroots and Community
Outreach

e |n 2006, National Grid and
NSTAR used high profile
community events to engage
consumers.

e Life is Good® Pumpkin
Festival attracted over 50,000
consumers to Boston
Common to set a new
Guinness World Record for
most lit jack o' lanterns.

e Sponsors of
Myenergystar.com hosted
booth, featuring jack o’
lanterns lit with CFLs.

THE
S(QADM‘L&IJSH of National Grid and NSTAR Electric.
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http://www.lifeisgood.com/festivals_back/ContentPlus.asp?cmd=CONTENT&articleID=164�

Participating in Community
Events

Research event first to make sure target
group attends In cost-effective numbers

Put word on Twitter that you'll be there
and what they can get If they VISI'[

Encourage “evangelism”
Get sighed program apps
Carefully evaluate ROI

THE
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Faith & Ethnic
Marketing Channels

OO —— oo O EXE

3 Minute Ad Age: April 6, 2009

Buyology's Brain Scanners Target Christianity

Lbd@y \,dh'm lerﬁemr Sustainable Energy _
GROUP, INC.




Faith-Based Organizations Drove
NERGY STAR Change a Light Pledges

Catholic sisters show “An
Inconvenient Truth” in their
convent, and sign the pledge
afterwards.

Pledges To Date by Partner Type

Religious non-profit

1% University

2%

State Gaovernment

Other sellers of ES
qualified lighting
0%

Business /

Mon-profit
arganization
3%

Mational Retail
Partners
0%
Local Government
2%

EEPS/Utility
partners
35%

Lighting
Manufacturer
Partners
26%

\ Electric
Cooperatives

3%

Federal Government
9%

THE

QAEMURS{&nge a Light 2007 Campaign Presentation, ENERGY STAR Lighting Partner Meeting
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Tapping into Social Media

e
- Online, Blogs, Twitter and Me, | & === ™
- A way for customers (formerly -

known as the audience) to be
both author and audience

e Social media applications — are
tools that enable sharing of
information without learning
“code”

e Examples — Twitter, Blogs,
FaceBook, LinkedIn, MySpace,
Flickr, digg, del.icio.us etc.

THE

CADMUS
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Easy Sharing

Bookmark & Share £ AddThis
Select a Service:
& Ask FriendFeed <5 Propeller
& Backflip Furl % Reddit
4 BallHype Google Bookmarks & Segnalo
& Bebo k Kaboodle %' Simpy
¥3 Blinklist X Link-a-Gogo Fe Slashdot
™ Blogmarks B3 Linkedin Spurl
ar Delicious ¥ Live Qv StumbleUpon
@2 Diagg E"d Mister Wong Tailrank
- Diigo ) Mixx L= Technorati
Facebook i multiphy o Twitter
= Fark —~ myAOL ¥* Yahoo Bookmarks
B Faves wa MySpace b/ Yahoo Buzz
¢ Favorites W] Metvouz W vardbarker
& FeedMeLinks Ed tewsvine
Get your own AddThis button! (£ SHARE  of 90 &7

THE

grAtDMM.Sn/bookmark.php
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Television, Radio, Newspaper,
Magazine, Social Media (Residential)

Hﬁm e Aasats TR pew P OIT o T 0y
okt P'-?ivtﬁﬁ'[ﬁl -
TVPa L

R
ofoLumon o, @
& B i &2 N
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Television, Radio, Newspaper,
Magazine, Social Media (Residential)

BEAND CAMP oy Tora Fis hburne

B AFTER A TAoROUGH

£ I LESAL REVIE W, NOT oMLY 15 T
WE HAVE SoME WIEDIE € THAL THE
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Social Media i1s Not Good For...

e Branding

e Channel relations

e Direct marketing

e High-ticket items

e Business-to-business (but evolving)

e Demographic targeting (over 50, low-
Income — but this is evolving)
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Making the Case

“We're not changing what we say — We’'re just changing how and
where we say it.” Dan Kolbet, Avista Utilities

e Embrace change — any kind of feedback is valuable
— To messaging
— To the way you develop services and run the company
e Typical barriers:
— “People will go negative”
— “The ROl is Unclear”
e These days ROI can mean Risk of Inaction
e Tools are cheap and experimentation can reap rewards
— “It's a Fad”

CADMUS i




The Right Tool for the Job —
Program Marketing

i T —
Business Goal Appropriate Social Media Tools
Know your goals: Strategy Blog Podcast Video Social Private Cust. Twitter
should drive the tools—not Network:  Community  Review
the other way around... Facebook Engine
Market research/focus e e o o
group testing
Media relations e e o e o
Generate new product e e e o
ideas
Product promotion e e e e e o
Product support/customer e e e e
service
Product/service feedback e P e
Recruit brand advocates e P P e
Event promotion e e o o o o

I'HE

CAIIMUS
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Developing Effective Marketing
Collateral

CADMUS
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Developing Effective Marketing
Collateral

How do you develop collateral for a
campaign?

 Know your target audience

 Know how they get information

« Know whom they consider reliable sources
of iInformation

e Get your message out there!

CADMUS B




THE

Clear Steps

Action Unclear

GROUP, INC.

Example: Sign-up for AC
cycling

Example: Don’t waste
energy

General Markets - Segmented Markets

M[ﬁ]ﬂﬁ)n & Cooney, Evaluation of Selected Demand Response Education and Outreach Programs, 2006. Available at Calmac.

Clear Messages

Host
Trade
Show,

Example: Water utilities
should pump off peak and
store for peak release

RN

] OILES B LI L .i
b 1

EXRwhE: 2u ‘IIHIH’
PPTs

to
rade

g

Example: Small blisiness
can save money by using

less power smaps




Example: Start Small, Save
BIG Campaign

 Northeast ENERGY STAR® Lighting and Appliance
Initiative - a consortium of electric utilities and energy
efficiency program sponsors in New England — used a
public affairs approach to engage consumers and
mobilize partners toward energy efficiency and
subscription of their nrnnrame

* _“E@Th C tieut e
' = : Connecticu
nationalgrid AU i <poer Effciency Vermont
: N ELECTRIC 7l Electric
i The Martheast Uiilities System
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Capturing the Opportunity

e Unique communications strategy to drive awareness
and uptake of utility efficiency programs

— Partnered with leading regional media leaders in a
public affairs campaign designed to inspire New
Englanders to be more efficient in their use of
energy, for both individual and collective benefit

* Drove to sponsors’ website, myenergystar.com, to
learn more and take action

THE
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Public Affairs vs.
Paid Advertising

 Public Affairs Campaigns serve the public by
delivering educational messages which benefit
the greater good

e By highlighting need for energy efficiency and
providing solutions via myenergystar.com with
public affairs, sponsors would provide greater
context for their advertising messages and build
brand awareness for program offerings

THE
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Start Small, Save BIG Public
Affairs Objectives

e Build brand awareness of Sponsors’ energy
efficiency programs

* Drive traffic to myenergystar.com to learn
more and take action

e Establish the Sponsors’ regional website,
myenergystar.com, as a destination for
energy efficiency information and resources

CADMUS il




Messaging Platform

saveBIG

SAVE

BIG
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Strategic Partnerships

« Media
— Multi-media alignments structured to provide maximum reach
and frequency, negotiated to deliver minimum of 12 million
Impressions over course of campaign
 Underwriters

— Local organizations with a vested interest in the issue of energy
efficiency were invited to join the campaign as financial
underwriters

. Influencers

— Local and national personalities were engaged to provide
visibility, credibility, and newsworthiness to the campaign

WHOLE
F OODS® Mfifi%-z GasNetworks

M A R K E T Energy saving solutions from your local gas company

HUS .
W BostonGlobeMedia
ON TARGET. YOUR TARGET.
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Campaign Communications
Elements

e Advertising Materials (tv, radio, newsletters,
etc.)

 Myenergystar.com Website
e Public Relations and Outreach

G‘g; v [ &] Petpsd i myenergystar comiAbout. aspx (42 [%] [s2
e @ [@Abaut I_I -

Sponsored in part by:

" Wesiern Massachuseits

Flectric

myenergystar.com S

Even the smallest effort to save energy can make a

difference. Visit myenergystar.com to learn how you
PRODUCTS & DISCOUNTS  START SMALL, SAVE BIG  TOOLS & RESOURCES  NEWS & EVENTS

v can reduce your energy use and environmental impact.
/ Protect the environment for future generations.

Did You Know?

Overview About myenergystar.com
Contact Us

ENERGY STAR® qualified
lighting fixtures use up to
1/4 the energy of traditional
lighting and replacing the
five most frequently used
fixtures in your home with
ENERGY STAR qualified
ones, can save you about
$92 ayear in home energy
COStS.

Myenergystar.com was created by the Northeast ENERGY
STAR® Lighting and Appliance Initiative as a resource to help
New Englanders save energy and money in their homes
through the use of ENERGY STAR qualified products and
more energy efficient behaviors. Inside you will find links to
discounted lighting products, energy savings tips and
information on mail-in rebates and instant coupons to help
make purchasing easier. If New Englanders have questions
about energy efficiency, myenergystar.com will have the
answers

SAVE Bvl'G vt

saveBIG

ENERGY STAR" Saving Tips & Advice

* lovestin thermastat Hort - 1t
acjust your thermostat up and down o save energy and money on heating and woling

* Saal laaks with caulk, spray foam, or weather stripping to improve your cor
‘your energy tosts

* Laok for ENERGY STAR qualified products whan purchasing of replacing appilances, Ighting, of heating
and cooling equipment.

et =

[ For mam anwray saving s Inf

Ma_s_s§ AVE GasNetworks

and to reduce

The MNortheast ENERGY STAR Lighting and Appliance

® Order the lighting Initiative is a consortium of electric utilities and energy
catalog or efficiency providers that includes Cape Light Compact,
SHOP ONLINE! > Connecticut Light & Power, Eficiency Vermont, National Grid,

NSTAR Electric, Unitil and Western Massachusetis Electric.

To learn more about ENERGY STAR and for an up-to-date
list of qualified products, visitthe ENERGY STAR Web site
WWWenergystar gov.

—_
VIEW ALL FACTS and
FIGURES >




Customer Testimonials

Obtain whenever possible
Leverage use In variety of media
Obtain signed photo and citation
releases

Powerful In language with ethnic
media

SBEA: PONG MINH TIEU THUONG
GIUP TIET KIEM TIEN DIEN

CADMUS

GROUP, INC.
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Evaluating Your Marketing
Plan




How do you know your
marketing Is working?

e There are some
who will argue —
It’s subjective like
art.

e But the new trend
IS to reward those
efforts (with
earnings) that
score highly.

THE ——
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Evaluating your Marketing
Programs

e Most important: it's not an after-the-fact activity
e Gather intelligence before/during/after campaign
— Create control groups

— Experimentally vary
& test response rates

— Pre/post surveys
— Intercepts & Focus Groups

— Use Application forms to build household level data
sets

— Monitor earned media and online references




“Let’s be Blunt. . .”

“. . .We must stop searching for the sparkly
magic bridge that simply leads from values to
action, or from attitudes to behavior. People’s
behaviors, attitudes, values, and awareness
are all different and linked in complicated
ways—If they are linked at all.”

— Futerra, New Rules: New Game
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Counting the people who have
seen or heard your marketing Is
not the same thing as knowing
whether i1t’s WORKING

THE
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Surveys

e (Can be telephone, internet, or even a text
message or Tweet— different populations
respond better to different kinds.

e Awareness, motivation
— Have you heard about this program/ technology?
— How did you learn about the program/ technology?

—  Why did you decide to participate in the
program/purchase this technology?s

THE

CADMUS
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Insight

e Recent survey in Oregon

— 52% of those who Initially said they did not
have CFLs at home revised their answers to
“yes” when asked if they had any of the
“twisty or swirly” bulbs

e Twisty/swirly bulbs the “anchor” for many

— “The public is confused by
terminologies commonly used in the
energy efficiency industry.”

THE
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Which Means .. .

...that you need to use terminology
they’ll understand.

Don’t assume you know what that
terminology will be — ASK




Focus Groups

e Caution — consider a non-
energy moderator to
authentically capture voice of
customer

e Useful to conduct before
surveys to refine terminology
Into consumer friendly terms
and also to uncover behaviors
and attitudes to research

CFL or “twisty or whirly”?

THE
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Intercepts

. e Are just what they sound

like — stopping someone
and asking them a
question.

e Engage your targets at the
places they populate:
community events, malls,
retailers, etc.

e Social media are an
effective place to do this
online (blog, discussion
board)
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Program Application
Forms

e Ask how people heard about the
program or the technology?

e What prompted them to apply to the
program or purchase the technology?
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What do you do with all this
Data?
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Put It back in your marketing
program to make it better!

Marketing Program ViarketingrkProgram

[Design Implementaton

>

The feedback Is what makes
loop... evaluation useful

-

VIarKeungRregran

EValliation
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Thank You

Carol Mulholland
Carol.mulholland@cadmusgroup.com
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