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Today’s session moderator

Jessica Bailis
Associate Solution Director, Sales 

Support and Engagement, E Source

303-345-9159

jessica_bailis@esource.com

mailto:Jessica_bailis@esource.com
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Thank you to our external judges!

▪ A.J. Schmitz, Progressive Marketing Group Inc.

▪ Kailie Hartman, Executive Events

▪ Lindsay Sutula, Sutula Marketing

▪ Lucia Riley, SAS Institute

▪ Michelle Goldberg, Chapel of the Flowers

▪ Mike Swainey, Intelligent Demand



www.esource.com

Our market research will expand your 
customer knowledge and offer insights 
into other utility successes

“Data provided by E Source is used for shared 

goals throughout the business unit.”

- Large federal utility



www.esource.com
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Brand category
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And the winners are …

1st place: LG&E and KU

2nd place: CenterPoint Energy



empowering possibilities

Lauren Colberg
Senior Brand and Advertising Specialist











empowering possibilities









“I love your new commercials!

One of my favorite songs of all time...”

- Jill Bell, VP and Chief Communications Officer for Passport

“I’m proud to work for a company that is always trying to reach out to the 

community around us. To try to shed some positive light on what our 

company is and stands for.” –Michelle Griffith, Employee

“It made me so proud!!! LG&E & KU Energy Proud!”               

-Rhonda Anderson, Employee

“Great commercial showing off our employees! fantastic!”… “I really 

liked the focus on our employees. We are our best asset.” – James 

Lepianka, Employee









empowering safety and savings



empowering diversity and inclusion



empowering communities



empowering sustainability



empowering businesses



empowering employees



Thanks and questions…



Proprietary and Confidential Information  •

Minnesota Conservation Improvements
25-plus years of doing more to use less.

1
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Energy-efficiency 

and demand 

response category
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And the winners are …

1st place: Baltimore Gas & Electric (BGE)

2nd place: Sacramento Municipal Utility District



1

Fairy Tale Campaign

Amber Williams, Marketing
Baltimore Gas & Electric
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▪ Company Overview

▪ Background

▪ Development

▪ Creative

▪ Results

Agenda
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▪ Founded in 1816, Maryland’s largest provider of electricity, serving 1.25 
million+ electric customers and 650,000+ gas customers, and the nation’s 
first provider of natural gas.

Baltimore Gas & Electric
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Background

▪ The Smart Energy Savers Program (SESP) launched in 2009 with the goal of 
helping BGE customers learn about their energy use and take advantage of 
energy saving offers.

▪ After almost a decade of SESP Marketing, we needed a new way to engage 
with customers about energy efficiency.

The Ways Campaign 
2015- 2019

Talking Tips Campaign
2009- 2015
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Creative Development

▪ Mood Rooms
▪ “You can control your energy costs”

▪ “It pays to be energy efficient”

▪ “We help you get it done”
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Creative Development

▪ Concept Theater
▪ An immersive, storytelling experience used to visualize campaign concepts. 
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Creative Development

▪ Focus Group Testing
▪ Tested two campaign storyboards among BGE customers.

▪ Various income groups tested.

▪ Findings helped inform creative development.
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Fairy Tale Concept

▪ The story-telling approach combined a two-dimensional animation style 
featuring a diverse cast of characters in a medieval village with modern 
technologies like smart thermostats, LEDs and thermographic cameras. 

▪ Each story focuses on highlighting key features and selling points of one of 
the programs and shows how participating can help customers live energy 
efficiently ever after.
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Fairy Tale Characters

▪ Animated Fairy Tale characters were developed for the 
campaign using:

- Mosaic Groups

- GfK MRI syndicated research
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Broadcast Television

▪ Three :30 second and :15 second spots were developed for 
Broadcast Television to promote

- Home Performance with ENERGY STAR

- Quick Home Energy Check Up

- Lighting Discounts
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Outdoor
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Print
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Digital
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Results

• 120% increase in website traffic

• 113% increase in number of new users on the website
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Results

• 25M + broadcast television impressions



16

Results

• 312% increase in program participation compared to 

the previous year after launch of the campaign
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Thank you

Contact

Amber Williams

Sr. Marketing Specialist, Marketing Programs

Baltimore Gas & Electric

Tel: 410-470-4232

Email: Amber.Williams@bge.com



Goal: Transition residential customers to new rate

Campaign

• Wave 1 – Introducing Time-of-Day

• Wave 2 – Time-of-Day is here

• Wave 3 – Summer rates are here + 
Summer rates end

Met/Exceeded all campaign goals

• 500 million+ ad impressions

• 60+ opportunities to see or hear a SMUD ad

• 6+ targeted communications to each customer

Research

• All 3 TV commercials received highest marks

• 90% awareness in first 6 months. Sustained 
through March 30, 2020, 6 months after 
campaign ended. 
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Safety and emergency 

or outage 

communications 

category
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And the winners are …

1st place: WPPI Energy

2nd place: Winston-Salem/Forsyth County Utilities



2020 E Source 
Utility Ad Awards

If I were a Lineworker
Children’s Book

Anna Stieve, Kelly Davis, Jen Dickman and Steve Lightbourn
September 8, 2020



WPPI Energy

• Joint action agency

• 51 municipal utilities in upper Midwest

• Power supply

• Provide services, including marketing



Background

• Children’s book with a safety message

• A day in the life of a lineworker (and pet 
dog)



Background

• Playful and fun vs. dry and too “educational”

• Written and illustrated by WPPI staff



Project Goals

• Emphasize electric safety 

• Promote Lineworker Appreciation Day
➢April 18

• Increased utility brand awareness and 
benefits of being locally-owned



Other Safety Message Strategies

• National Theater for Children

• PowerTOWN

• Lineworker Appreciation



Target Audience

• Families with elementary school kids

• Students and teachers

• Libraries



Strategy

• Utilize a unique marketing channel

• Elevate importance of lineworkers

• Using kids as a way to communicate 
messages to customers



Initial Implementation Tactics

• Utility brand stickers

• Press release, social media, website content

• Distribute to schools

• Individual utility implementation approach



Post COVID Implementation Tactics

• National Lineworker Appreciation 
Day (virtual)

• Promoting distribution at local Little 
Free Libraries

• Online version



Results to Date

• 49 utilities ordered 13,000+ books

• Digital version had 400+ views in first 
week



Keys to Success

• Hidden employee talents

• Maintain focus on target 
audience – Kids! 

• Early line crew buy-in 



Get to the Book already!

wppienergy.org 13



wppienergy.org 14



wppienergy.org 15



wppienergy.org 16



wppienergy.org 17



wppienergy.org 18



wppienergy.org 19



Steve Lightbourn
slightbourn@wppienergy.org

mailto:Slightbourn@wppienergy.org


Winston-Salem/Forsyth County Utilities

Social Media Graphics &
Email Signature Thumbnails

cityofws.org/nowipes

Animation & Video on WSTV,
YouTube & Social Media

English/Spanish Flyers
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Self-service 

category
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And the winners are …

1st place: Enbridge Gas

2nd place: Puget Sound Energy 



Fall 2019 
eBill Marketing Campaign

September 8, 2020
Michelle Loleski & Shaharyar Javed

Results & Insights 



Overview 
Challenges:

– Integrating two separate utilities into one company and the huge task of  
refreshing all the customer-facing collaterals and messaging with new 
branding

– More than half  of  the customer base had already switched to eBill 

– Goal was to switch 75,000 paper bill customers to eBill in the second half  of  
2019 

High-Level Strategy:

– Leveraged sweepstakes and playful nature of  a biweekly contest as a way to 
drive adoption in both digital and traditional channels (Radio, Billboards, 
Transit posters)

– Highly segmented approach to target audiences and leverage internal 
customer research to determine best incentive option

– Used different PRIZM5 and Environics research to determine key segments

– Ethnic segmentation and marketing was used with great success



Results

*Source: https://www.wordstream.com/average-ctr

• Achieved our target and converted 79,000 paper bill customers 

• Quick hits:
▪ Total Impressions: 126,500,000

▪ Total clicks: 588,027

▪ Over 3,800,000 impressions targeting ethnic segments

▪ Google search performed 564% above industry average*

▪ Google display performed 97% to 300% above industry average*

▪ Great content engagement; average time spent on landing page was 

1:17 minutes

▪ 1,034% increase in landing page views during contest time (Oct. to 

Dec.) versus pre-contest period  

▪ $35,000 donated to different charities in Ontario



Creative Examples



Bill Envelope



Google Display Ads



Google Responsive Ads



Top-Performing Tactics 



Tactics and Timeline 

Target market: 

Ontario 



Out of  Home

– Targeted key markets: Transit King Posters 

in Ottawa and Toronto 

– 178 faces

Results:

• A25+ impressions: 49,806,000

• Cost per impression: $0.0013



Out of  Home (Transit ad)



Ethnic Display Ads

– Animated and static online ads targeting the following: 

•South Asian (English), Chinese (Cantonese and Mandarin), Filipino (English), Italian and Spanish



Results:

• Impressions: 2,282,631

• Clicks: 3,442

• CTR: 0.15%

• Cost per impression: $0.006

Ethnic Display Ads (continued)



First Email Touchpoint
– First email was deployed based on the results from subject line testing 

Completed

Segment Send Date Subject line Sent to Open Open rate Clicks
Click to open 

rate 

Traditional Communities

11-Nov
$5,000 + $5,000: Everyone Wins With 

eBill!

10,680 2,637 30.06% 195 7.39%

Movers and Shakers 30,178 6,788 27.33% 345 5.08%

Affluent Families 9,024 2,511 34.91% 117 4.66%

General Audience 70,642 15,321 26.75% 794 5.18%

Churned 33,413 11,030 36.25% 423 3.83%

Total 193,944 49,438 28.93% 2522 5.10%

Email Open Rate 29% and Click to open rate of  5.10% 



Reminder or Second Email  
– Reminder email was sent to customers who didn’t open initial email

Insights: 

In this deployment, 

segmented customers 

“Affluent Families” 

showed higher open and 

CTO rates but segment 

size is relatively small to 

confirm Environics 

segmentation 

Completed

Segment Send Date Subject line Sent to Open Open rate Clicks
Click to open 

rate 

General Audience

25-Nov Enter the eBill Sweepstakes

63,821 7,909 13.49% 404 5.11%

Traditional 

Communities
6,729 655 10.73% 51 7.79%

Movers and Shakers 19,282 2,293 12.73% 128 5.58%

Affluent Families 5,327 667 13.82% 42 6.30%

Churned 20,457 2,839 14.66% 85 2.99%

Total 121,160 14,896 12% 735 4.93%

Reminder Email increased our total opens to 64,334 (38%) and 3,257 (6%) clicks 



Contest Email



Digital search

Top performing ad in former Enbridge Gas region 

• 20,201 clicks and 178,440 impressions

• 11.32% CTR ; $0.48 CPC

Top performing ad in former Union Gas region 

• 7,118 clicks and 52,393 impressions

• 13.59% CTR; $0.86 CPC

Overall Highlights: 

• Cost per impression: $0.07

• CTR of 13.01% – industry average 1.91%** –

over 564% above industry average



Highlights
• Cost per impression: $0.0024

• Responsive display ads have 

the lowest CPC of  $0.18

• And CTR of 1.3% which is 

260% above industry standard 

• Ads with a stock image had a 

slightly higher CTR than ads 

with illustrated images in 

former Enbridge Gas regions 

but this trend was reversed in 

former Union Gas regions 

Digital display



Social: Facebook and Instagram

Highlights

• Cost per impression: $0.0046

• CPC is $0.90 – average CPC for Facebook ads 

across all industries is $1.72 – 62% lower cost 

than industry average

• CTR is 0.51% – below industry average of 

0.90% with top social ad for Instagram 

generated a 0.79% CTR 

Former 

Enbridge Gas 

Distribution 

Former 

Union Gas

Impressions 7,999,594 7,434,665

Clicks  58,848 30,917

CTR 0.74% 0.42%

CPC $0.82 $1.05 



Lessons Learned



Key Findings & Future Considerations 

– Women generally accounted for higher majority of clicks/higher CTR on Google Ads. It is 
important to consider different creative options that might target women more directly for 
future campaigns.

– Chinese ads generated highest CTR (0.25%) across ethnic audiences. Recommend 
including this segment in future campaigns.

– Click through rate from social campaigns from former Union Gas customers was lower
than former Enbridge Gas customers (0.42% vs. 0.74%) - this can be contributed to a 
disconnect with Union Gas audience, as they might not self-identify themselves as 
Enbridge customers.

– Conversion tracking is required in order to optimize campaigns for best results (i.e., 
tracking click-through to sign-up to allow retargeting to look-alike audience).

– In addition, conversion tracking allows us to track which online tactics are generating the 
most conversions and can realign media budgets to most-converting tactics as campaign 
progresses.



1

Why Claymation works
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Solar, storage, EV, 

and electrification 

category
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And the winners are …

1st place: Southern California Gas Co. 

2nd place: Tennessee Valley Authority 



1

THE SUN’S DREAM JOB 

Julie Cash - SoCalGas



Background

» The Solar Water Heating campaign was developed as part of a 

California statewide initiative to encourage the installation of solar 

water heating technology in homes and businesses by promoting 

benefits such as rebates, energy cost savings and reduced 

environmental impact.

» 2019 was the final year of the program

2



Objectives

» Goals – Increase awareness, educate consumers and businesses 

about benefits and rebates, increase rebate applications

» Metrics - post-campaign tracking study, paid media impressions and 

traffic to socalgas.com

» Create a stronger connection between solar energy and water in 

our messaging.

3



Target 

» Residential:

▪ Primary

• SFH, aged 25 – 54

• HHI of $150K+

• Families

• environmental

▪ Secondary

• Lower income homeowners

4

» Business:

▪ Commercial & industrial

▪ Small – Medium business

▪ Businesses with large hot 

water usage

• Hotels

• Restaurants

• Resorts

• Laundry



Creative – The Sun’s Dream Job

» Concept features a lovable sun 
character doing his dream job -
heating the water in your home 
or business. 

» The sun is bold, eye-catching, 
memorable and surprising from 
SoCalGas. The creative 
approach was designed to be 
straightforward, but humorous 
and memorable. 

5



Creative

6



Creative

7



Creative

8



Creative 

9



Creative 

10



Creative - Video

11



Creative - Video

12



Radio

13

- Continued usage of sun character in a fun a memorable way –
SFX used to set the scene
o Residential – The sun has landed his dream job, heating the 

water in your home. You can find him doing what he loves in 
places like the bath tub (sun: “ohhhh yeaaah. Nice!”)

o Commercial: – The sun has landed his dream job, heating the 
water in your business. You can find him working in hotel 
pools (sun: “Time to warm it up. The guests will love it.”)



Influencer Campaign

14



Campaign Results

15

» The campaign successfully increased awareness and 

customer understanding of SWH and its benefits: 

▪ The campaign over-delivered impressions by 52% despite a 

nearly 50% media budget cut. 

▪ The influencer campaign drove strong results with a 13.8% 

engagement rate, nearly 3x higher than 2018

▪ 92K landing page arrivals which were extremely efficient 63% 

lower than 2018

▪ The Video Completion Rate was as high as 70%

▪ CTR was highly efficient at .51%, twice as efficient as 2018. 



Conclusion and Recap

» Used past research to tailor campaign strategy and messaging

» Well received creative mixed with optimized media created a very 

successful campaign

» Successful despite large budget decrease

16





Awareness Video



Infographics



Postcards



Ads
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Home energy 

management and 

smart home category
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And the winners are …

1st place: Pepco Holdings

2nd place: Ameren Illinois



Capturing Customers in the

Smart Home Pilot Program



2 2

01

02

Equipped with devices to 

streamline daily tasks

All kit devices are connected 

to an app for monitoring and 

controlling

Provides increased 

convenience and reduced 

energy costs 03

What is a Smart Home?
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What’s in the Smart Home Kit?
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Finding the Right 

Customers



5

Identifying the Audience

5

1.) Booming with Confidence

2.) Power Elite

3.) Suburban Style

4.) Flourishing Families
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Identifying the Audience

6

1.) Booming with Confidence

2.) Power Elite

3.) Suburban Style

4.) Flourishing Families
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Identifying the Audience

7

1.) Booming with Confidence

2.) Power Elite

3.) Suburban Style

4.) Flourishing Families
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Identifying the Audience

8

1.) Booming with Confidence

2.) Power Elite

3.) Suburban Style

4.) Flourishing Families
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Strategy & Tactics
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Holistic Approach

Paid Search
To reach customers as 

they’re actively searching

STEP 1

Email 
Reaching customers in a one-

on-one fashion for increased 

engagement

STEP 2

Digital
Reaching customers through 

Gmail ads, web banner ads 

and paid social

STEP 3

Print
Reaching customers in their 

homes through direct mail 

postcards and bill inserts

STEP 4



11

Creative Breakdown
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Direct Mail Postcards

12
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Direct Mail Postcards

13
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Direct Mail Postcards

14



15

Email

15
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Paid Social – Facebook & Instagram

16
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Results
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Campaign Results

Pepco and Delmarva Power’s Smart Home Pilot Programs generated more than 1.76M impressions, over 48K clicks to the 

site, nearly 26.5K website sessions, and over 23K new users. 

Pepco

Website sessions increased from 148

to 19,830 since the launch of marketing

17,367
New users visited Pepco’s Smart 

Home webpage

Delmarva Power

Website sessions increased from 109

to 6,636 since the launch of marketing

5,836
New users visited Delmarva Power’s 

Smart Home webpage

Nearly 900 customers enrolled in the 

pilot program 

More than 500 customers enrolled in 

the pilot program 
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Nate Gillespie
Marketing Manager

Customer Relations & Programs

Nathanael.gillespie@exeloncorp.com

(856) 351-7162

pepco.com/SaveEnergy and delmarva.com/SaveEnergy



1

COVID-19 Customer Engagement + Results 

• COVID-19 customer engagement adjustments
– Focused marketing on low-to-no-cost measures 

– Adjusted messaging to match customers’ “stay-at-home” realities 

– Leveraged e-mail marketing + online participation opportunities 

• Partnered with Emerson to reduce price of smart 

thermostat 

• April marketing campaign results: 
– Goal: 1,000 smart thermostats 

– Results: 

• 3,831 smart thermostats purchased via Online Marketplace 

– E-mail marketing strongest driver 

– Social media + AmerenIllinois.com secondary drivers  

The Deal: 

Emerson Sensi + LED Desk Lamp

+
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Crowd-pleaser award



© 2020 E Source | www.esource.com 19

And the winner is …

Southern Company



Smart Kids Campaign



MESSAGING STRATEGY 



Z

To many, Alabama Power is a faceless utility.

But, our employees are Alabama citizens and 
Alabama Power customers.

We need to remind people that we live here, too.

MESSAGING STRATEGY:

Demonstrate shared value at every interaction.



100% of our 
employees are 
Alabama citizens 
and APC customers.



CUSTOMER SATISFACTION DRIVERS

Our customer satisfaction drivers are in six groupings weighted by their impact 

on the overall score. The weight of each group can change from quarter to 

quarter. 

As we monitor upcoming company issues, we look to mitigate drops in 

favorability with our messaging strategy.



2Q YTD JD Power Residential Study

Power Quality
& Reliability

Billing
& Payment

Corporate
Citizenship

Communications Customer
Care

Customer Satisfaction Drivers

Price

Power Quality
& Reliability

Price Billing
& Payment

Corporate
Citizenship

Communications Customer
Care



CORPORATE 
CITIZENSHIP 

Preserving the environments we 

call home 





TALENT SELECTION

Preserving the environments we 

call home 



CORPORATE CITIZENSHIP | OYSTERS



CORPORATE CITIZENSHIP | OYSTERS



CORPORATE CITIZENSHIP | TREES



CORPORATE CITIZENSHIP | TREES



CORPORATE CITIZENSHIP | VIDEO





PRINT
(CNI & Publications)

MULTI-LAYERED CHANNEL APPROACH 



MULTI-LAYERED CHANNEL APPROACH 

TV
(Cable, Spot TV)



MULTI-LAYERED CHANNEL APPROACH 

DIGITAL
(Pre-roll, social, Hulu)



OWNED PLATFORMS 




