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_ Use a programmable
Have any CFLsS? / thermostat?
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Big Toys, Big Spenders
4%

Boomers, Buyers, and Browsers
6%

I I E Iz M GreenBoomers

7%

Young Families
21%

Senior Savers
9%

Money Minded Strivers
20%

Uninvolved Achievers
12%

Green Echoes
21%

SMUD

VALS



Less
Stabilizing, Materialism,

Starting Increasing Income Focus on Able to More Leaving a
Out Commitments Catching Up Success Splurge Substance Legacy
GenY ———— |—— GenX —— — Bo | | WWII Gen

Green Boomers, Senior
Echoes Buyers & Savers
Browsers
Money Minded E— ]
Strivers Young Uninvolved Green
Families Achievers Boomers
Big Toys,

Big Spenders
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Big Toys, Big Spenders
4%

Boomers, Buyers, and

Browsers
6% 1 - Young Families
Green Boomers ‘ 21%
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Senior Save?
9%

Uninvolved Achiev Money Minded Strivers

20%

Green Echoes
21%






Creative Development: Qual/Quant

Immerse SMUD in the “customer’/“needs” by seg
What will motivatethem? What are the benefits
Concepts created off of this feedback

Post-Testing: Quant
Testing creative AND media buy
Recall, messaging, etc.

Pre-Testing: Quant
Based on findings choose one concept
Make final adjustments based on feedb
Benchmark/Database

Creative Refinement: Qualitative
Concepts are developed for further refinement
(Stretching creative concepts to make them better)
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Watt Use Use Small Take Save Change is Switch It Power
Matters. Respon Less Changes Charge Today. Simple Up is.in
- sibly Have Big Save Tom- Your
More. Results morow Hands
Overall Liking
% Top Box 7 4 6 1 3 1 8 9 4
% Top 2 Box 6 5 3 1 4 2 7 8 3
% Neutral 3 6 4 9 5 7 2 1 7
% Bottom 2 box 4 3 8 9 7 6 2 1 5
Diagnostics (Top 2 Box)
Saw the ad get my attention 6 2 7 1 4 3 8 9 5
| like the visual/images in ad 7 5 5 1 3 2 8 9 3
Message in the ad matters 7 5 4 1 2 2 8 9 6
Ad emotionally appealing 7 6 5 2 3 1 8 9 3
Ad made me think about energy 5 2 3 1 3 6 9 8 7
use
The headline was motivating 7 3 6 1 3 2 8 9 5




Recall SMUD Advertising

«Save Today: Save Tomorrow has “stopping powerhhtree segments. Not Surprising as it
Is delivering on needs that resonate with thesensats—money and the environment
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High imagery recall among the Money Minded Spendesthe Boomers, Buyers and
Browsers segments—the two segments that had thedti@UD advertising recall overall.
Green Boomers less here—Ilow incidence of childnemame.
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Establishment of

Market Analysis Media Objectives

Measurement
And
Evaluation

Media Strategy/Implementation:
Map to Target
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« SMUD’s website, E-mail, Bill Inserts, and TV aletmain mediums that customer’s would

like to utilize to learn more about programs andises.

80.0
70.6
70.0 A
62.3 63.9

60.0 + 56.2
§ 50.0- 46.8 46.4
S 42.5
S
o 40.0
£
©
Q@
$ 30.0 1
S 23.9

20.0 A

11.7
10.0 - .
OO T T T T T T T T
™V Radio Newspaper SMUD's web Separate mail Inserts or Text Email CBO
site messages in message

your bill



» Customers primarily watch news, educational channels, and snovie
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* Green Echoes score the lowest on Home Improvemegtams—which makes sense because
most are young and tend to be renters.

» Boomers, Buyers, and Spenders is the highest--Brefmuyers who are 7x more likely to have an appbamome
improvement loan or rebate
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* The majority of our customers (7 in 10) do not rdaelpaper on a daily basis. A quarter do
not read it at all
«Senior Savers and older segments primarily reaghéper daily
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Awareness

Familiarity

Consideration

Participation







gusuuEREREERERNE R a g, ,,,
Ty
N

....

Intervention
Zone










, 0 !

(%1

1






%

Awareness

Familiarity

Consideration

Participation

Not part of
SD’s or PIP’s

Programs
PIPS




