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Marketing Approach and Roles

Emotional

Connection

A

V

Tactical Support

I ESO Lead Why should I care about this

Inspire interest broad relevance of role

How is this beneficial to me specifically

I ESO Engageeducate tailored benefit driven

Supporting LDC
Efforts

LDC Lead

Get started

Tools products

services

CoOwned
Communication System
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COMMUNICATIONS TACTICS

360 Media Support

TV 60s and 30s and Cinema three flights throughout the year

approx four weeks each

Content Hub Featuring real success stories from across Ontario

business and residential

Print Full page advertising in major newspapers and business

publications

Digital targeted video cut downs of the TV can be leveraged rich

media display ads

Social Promoted posts publishing video high impact etc

Community Events Regional activations

PR Traditional outlet pitching and sponsored content
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2016 Creative

TV ads case studies and animations can be

viewed at the campaign microsite

wwwpowerwhatsnextca
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Digital and Social Media Advertising

TV ads and videos currently being promoted on

Facebook YouTube and online streaming of TV
episodes

Train cupcake and Nacho ads 30 seconds 2945000
views

Manifesto 60 seconds 540000 views

Person on the street videos 300000 views

Digital ads on mainstream websites eg Yahoo
Toronto Star

95 million impressions

Social media posts on Facebook LinkedIn and

Twitter

410000 sodal media impressions

393666655555522
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Newspaper Listings

A mix of regional

papers and

national

publications were
used to reach

Ontarians across

the province with

newspaper ads

Toronto Star

Metro Toronto

Globe Mail Metro Edition

Ottawa Citizen

Hamilton Spectator

London Free Press

Markham Economist Sun

Stoutiville Sun Tribune

Waterloo Region Record

Windsor Star

Sudbury Star

Barrie Advance

St Catharines Standard

Cambridge Times

Kingston This Week

Guelph Tribune

Thunder Bay Chronicle Journal

Chatham This Week
Brantford Expositor

Niagara Falls Review

Peterborough Examiner

Sault Ste Marie Star

The Sam ia Observer

North Bay Nugget

Belleville News
Timmins Times

Orillia Today

West Gwillirnburry Times

Kenora Daily Miner News

Napanee Guide

Collingwood Enterprise Bulletin

Orangeville Banner

Le Carillon

Huntsville Forester

Goderich Signal Star

Le Voyageur
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TV Commercials

TV campaign was 1900 GRPs This is equal to about

64422000 impressions with our target market

Launch June 13 July 24

Total GRPs = 700 300 for 60s and 400 for 30s spots

Fall runs Sept 12 Oct 9 and Nov 7 Dec 4

Total GRPs = 1200 600 for Sept 600 for No
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Digital advertising drove 124000 visitors to powerwhatsnextca

through the duration of the campaign

Videos showcasing positive and fun side to Save on Energy are

resonating with consumers based on high view through rate

Sponsored articles on Toronto Star and Metroland Media website

providing thirdparty credibility and educational awareness to both

residential and business audiences

Drove dose to 30000 artide views

Business advertising promoting suite of new case studies sector

reports and news stories through various online channels

SAVE
ENER1
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Research Summary Campaign Effectiveness

Campaign has shifted perceptions among those aware of Save on

Energy to be more likely to see the brand as trustworthy and programs
more likely to help manage costs increase home comfort and help

communities

Traffic to saveonenergyca and powerwhatsnextca websites increased

over the first four weeks of campaign and engaged visitors for longer

In addition to prompting people to make wise choices for their homes
the campaign is encouraging Ontarians to talk about it which raises

the public profile of energy efficiency

The campaign is successfully improving peoples views of energy

efficiency and is building an emotional connection with the Save on

Energy brand and provincial conservation efforts
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SAVE

Save on Energy Brand Image Remains Positive

January 2017 Results Asked ofthose aware of Save on Energy

Save on Energy

Is trustworthy

Encourages people to make energy efficient choices for their

homes

Helps increase the energy efficiency of my home

Helps me save on my energy bills

Encourages Ontarians to talk about energy efficiency

Benefits my community

Increases the comfort and value of my home

Makes me feel better

Helps people and businesses in Ontario be more successful

Total Strongly

Agree Agree

90 32

83

73

70

68

68

58

58

54
iiaseci on your understanding of save on tnergy piease rate how strongly you agree ordisagree wth Ib oitow lenient>

33

27

27

22

21

18

16

19
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People Becoming More Confident

Save on Energy Symbolizes

January 2017 Results Asked ofthose aware of Save on Energy

Save on Energy

Is trustworthy

Encourages people to make energy efficient choices for

their homes

Helps increase the energy efficiency of my home

Helps me save on my energy bills

Encourages Ontarians to talk about energy efficiency

Benefits my community

Increases the comfort and value of my home

Makes me feel better

Helps people and businesses in Ontario be more

successful

of What

Change in total

agreement since

campaign began

+23

+22

+10

+13

+19

+14

+18

+15

+15

SAVEA
ENERcri
vcrAftek tSEXY

Change in strong

agreement since

campaign began

+8

+12

+6

+4

+4

+2

+3

+1

131Sedoi yet ruridfe rstanciag of Save on Energy please rate how strongly you agree or disagree with the following statements
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Strong Association Between Campaign
Recall and Brand Awareness

80

60

0

January 2017 Results

m Recognize Brand

if Recognize Brand with Description

80

Seen ANY ads TV or Other

SAVEn
ENERtir
POWER W31435 MKT

Brand Have you ever

heard of Save on

Energy
Brand wdescri pi ion

Save on Energy

show logo provides

Ontarians with a

wide variety of

incentive programs
and tips to help

manage electricity

use m the home save

money and help the

environment

Having read this

description is this

what you believed

the program to be

Did Not See ANY ads Asked all participants

n=574
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Coupon Event

Province wide promotion of the Fall coupon event through radio digital

and social media ads from September 30 October 30

Radio ads focused on energy saving
ideas around the home BuzzFeeD

French and English

61 markets across the province

BuzzFeed posts

Two posts resulted in 60000 views

Streeter video specifically promoting

coupons

News release

Save on Energy a

1FeanEa

K4Enc

Aniara
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Community Engagement

Save on Energy booth at community events across

Ontario engaging with residents on a oneonone
basis

More than 212000 impressions with 44000 direct

interactions with staff

Opportunity to talk about core issues and to

provide direct support to consumers

Timeofuse rates and periods

Components of electricity bill

Educating consumers on the value of conservation

Save on Energy programs

eso SAVEa
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Municipal Council Meetings

The IESO included an offer to meet with municipalities in the

letter sent with its 2015 annual report

The IESO has met with

Saugeen Shores August 22

Township of Zorra September 20

Township of Wellington North September 26

Township of Dubreuilville September 27

Upcoming meetings include

Ear Falls October 5
Cityof Cornwall October 11
Town of Minden October 13

Cityof Oshawa October 17
North Grenville October 24

Municipality of Greenstone October 24

sr SAVE4
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2017 Original Advertising Calendar
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2017 Media Plan Update

Removed TV advertising for Q1 and Q22017

2017 spending and impressions will proceed as planned timing and delivery channels

may change based on the following two options

Proposing to reallocate spending to fall 2017 for TV

or

redistribute to amplify existing Business to Business B2B and Business to Customer

B2C efforts and reach consumersbusinesses via alternate mediums while achieving
similar reachfrequency levels as originally planned

o Advertisements to focus on influencer programs online videos content

sponsorship paid social magazines and search

o Mediums indude online brand videos radio and digital outofhome

Highquality brandsupport videos will be produced

Business targeted sponsored News Talk Radio formats induding brand sell content

and sponsorship opportunities see next page
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2017 Revised Advertising Calendar
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Radio Stations by Market

Toronto

Toronto

680 News

NEWSTALK 1010

Toronto I Talk Radio AM 640

Ottawa English 580 CFRA
Ottawa English I

1310 News

London I AM 980

London

St Catharines

Hamilton

News Talk 1290 CJBK

News Talk 610 CKTB

ill

ramm hElls

All News 4

News Talk 8

Sports Talk 10

Talk Radio I 5

NewsTalkSports I

14

1
NewsTalk 7

NewsTalkSports 9

New Talk 5

x

AM 900 Hamiltons News Talk Leader

Kitchener 570 News

Peterborough

Windsor

Extra 905

AM 800 CKLW

liii

NewsTalk 6

News 7

Sports Radio Hot Talk 6

NewsTalk 1

I eso SA
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2017 Marketing Activities To Date

Week 1 1

Bryan Baln5E Inbegratien F1171

B rpmBaumler IntegrBrion f RaL

Mar BAUMEer Ampincatkm

Com Evert

Stezer Video Promotion

unitary1 February Marth

21 31 C 11 21 31 41 11 21 31 4

Coupon

Phase 1 Digital 0 hovel

BLozFeed hovel

LED 0 Smart UWity Room

Thermostat Energy Star

Phase 2 DigiLal Reed

Latarati+ar 1 1 1

CBE Arn iIcaticus Phase 1 dil tal social Phase 2
l
dici tel social Phase a digital social

Casa Sto6y Video Pramodont YouTube Li rikedn Associations

Re her Dixon Series Video Preyotian 1 I PR di yi tel =trial events
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Influencer Strategy for Home and Business

JimTreliving owner of Boston Pizza and Mr Lube
advocating the benefits of energy efficiency

Three vignettes airing on CBC television shows from February 13

March 31 and on cbcca

Vignettes indude salon owner Marc Anthony oneonone with

Jim Treliving and past Dragons Den pitcher Steeped Tea

Social media campaign further promoting vignettes on Facebook

Twitter and LinkedIn

Integration across two Bryan Baeumler home

improvement programs about how energy efficiency

adds value to your home
Three inshow spots highlighting smart thermostats utility

rooms and home energy audits

Three additional TV spots promoting LED lights Energy Star and

utility rooms airing on HGTV and Global TV

Social media campaign promoting spots on Facebook and Twitter

ipso SAVE4
ENERUY 22
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2017 Spring Coupons Event

Coupon Event March 31 April 30

Radio radio spots will be aired more heavily during the first two weeks

of the campaign

Energy savings related sponsored content articles and quizzes produced

and disseminated by thirdparty publishers BuzzFeed Yahoo

Mobile advertising geotargeted ads catching people when they are in or

close to a participating store

Social media advertising Facebook Twitter

eso SAVE
cNnettinglodry ENERuT
Fowenng Tumvrow tax
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B2B and B2C Video Promotion

On the street videos profiling Ontario homeowners

and testing their knowledge on energy efficiency

Educational video series geared towards small and

medium businesses on lightbulbs lighting technologies
and energy management practices

Energy Management Expert
Video series profiling energy expert Stephen Dixon and

his three principles for businesses to succeed in energy
efficiency Business examples indude the City of

Greater Sudbury and K in Pembroke

Case studies

Videos highlighting Ontario businesses that have

participated in Save on Energy programs and their

success stories

24
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Leverage learning and insights from 2016 and continue approach to engage consumers at a

grassroots level with key messages that resonate and address key consumer questions
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2017 Residential Event Plan

Ontario Science Centre March Break

Midland Home Show

KW Multicultural Festival

Orangeville Ribfest

Collingwood Elvis Festival

Kempenfest Barrie

Canadas Largest Ribfest Burlington

Norwood Fall Fair

Royal Winter Fair

Canada Day

North Bay Summer In The Park Festival

27th Annual Peach Festival

The Powerboat Festival

Taste Ajax

Welland Fair

Stratford Fall Fair

Toronto Hydro

Midland PUC

Kitchener Wilmot

Orangeville

Collus PowerStream

PowerStream

Burlington Hydro

Hydro One

Toronto Hydro

Thunder Bay Hydro

North Bay Hydro

Niagara ontheLake

Blue Water Power Sarnia

Veridian Connections Ajax

Welland Power Welland

Festival Hydro Stratford

I ESON0018806



Next Steps

Influencer programs TVradio vignettes and amplification March

Owned content case studies Streeters S Dixon videos promotion
March July

Coupons event April

ly

New brand campaign creative developmentproduction March June
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