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Energy Efficiency Campaign

Campaign Goal
Raise public awareness of the benefits 
of energy efficiency and conservation.

Campaign Strategies
Use effective advertising to empower 
children to take the lead in their home 
and influence their parents to make 
wise energy choices. (years 1 & 3)

Reach adults with Public Relations



Campaign Overview
Non-Profit Sponsor: Energy Outreach 

Colorado, with support from NFFN

Major Partners: The U.S. DOE, 
Home Depot, North American 
Manufacturers Association (NAIMA)

20 state energy offices:
Alaska, Alabama, Arkansas, Colorado, 
Georgia, Kansas, Kentucky, Louisiana, 
Maryland, Minnesota, Missouri, Nevada, 
New Mexico, North Dakota, Ohio, 
Oklahoma, Texas, Utah, Virginia, Wyoming

*New partner: The Guam Energy Office



The Energy Efficiency Campaign
Progress Report

PHASE 1  CHILDREN 8-11 years

4 spots -- Fridge :30, :15
Exterminator  :30, :15

Kid TV: complete, distributed 
to all TV stations in U.S.

5 spots – The Three Hogs :60
A Curly Tale :60
The Boy Who Cried Hog :60
Deal :30, :55/:05

Kid Radio: complete, 
distributed to all radio stations

Website: complete www.energyhog.org

Will be distributed by end of Oct.Web Banners: artwork complete, 
not distributed

Bookmarks, Costume, Tattoos, 
Scavenger Hunt, Classroom kits-

done. Posters (coming soon).
Other Collateral Materials:

complete, ongoing



PHASE 2  ADULTS – PUBLIC RELATIONS, not PSA’s

Video News Release: complete 
w/Admiral Truly, not distributed

Waiting to distribute in winter 
(colder, higher energy bills)

The Energy Efficiency Campaign
Progress Report

Audio News Release: complete/ 
distributed 

652 placements nationwide (24 
million impressions)

Website: wire frame complete, 
end of October

Will be live by end of Oct. 

Web Banners: working on Distribution Feb/March 2005

Other Public Relations:
ongoing

National speaking opportunities; radio 
and TV, pitching this winter



Measurement of Success

Donated media dollar value
reports provided on a quarterly basis 
(always one full quarter behind)

Campaign fulfillment
website hits (games, scavenger hunt, etc)

Research tracking study
provides pre and post wave comparison
measures advertising and issue 
awareness



Campaign Results
Launch: March 8th, 2004

Available Data:
Broadcast TV: March-August
Cable TV, Radio: March-June
Radio: March-June

Total Donated Media Value to date:
$7,201,289



TV Results



How 
Results 

are 
Measured

Broadcast TV: Nielsen Sigma 
monitors network affiliate and 
independent stations in all 217 
DMAs and reports to Ad Council 
monthly

Cable TV: Nielsen Sigma monitors 
network stations and reports to Ad 
Council quarterly. Local cable is 
accounted for by formula based on 
distribution and media universe 
standards

TV



Broadcast TV Results
Spots ran 11,512 times through 
August
Donated media value: $386,389
Nearly 60% ran between 7 a.m. 
and 7 p.m. – good daytime 
placements for children 
Ran in top 5 DMAs - NY, LA, 
Chicago, Philadelphia, San Fran



Network TV Results
(March-June only): value = $45,000

Cartoon Network value ($30K)
CNN International 
Speed Channel (auto racing)

Local Cable TV
Distributed in May
May-June: $1,095,100



Radio Results



How 
Results 

are 
Measured Tracking:  Verance monitors 

stations and reports to Ad Council 
quarterly

Radio



Radio Results
Spots ran more than 130,000 times 
through June
Donated media value: $5,355,200

Highlights
Spots ran on ABC radio in the top 
3 DMAs – NY, L.A., Chicago
Radio is typically 50% of donated 
value of Ad Council campaigns



Website Results



Website
Website: Hits reported monthly

More than 108,000 visits since 
launch

Since March, we’ve averaged 
more than 18,000 visits per 
month. More than 10,000 per 
month unique visitors (new)

Average time on site is a 
remarkable 10 minutes

How 
Results 

are 
Measured



Website Results
Daily Visits
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Visits

Since March, average 18,000 visits 
per month



Website
Generally, if a visitor plays one game, 
they play all 5
Most get there by typing URL directly
Other top referrers include aol.com, 
google.com, yahoo.com, and 
msn,com
Sponsor referrers include energy.gov, 
state.ks.us, simplyinsulate.com, 
utah.gov, nationalfuelfunds.org, and 
naseo.org

How 
Results 

are 
Measured



Research Tracking Study



How 
Results 

are 
Measured Gauging Awareness: Ad Council 

conducted pre-campaign 
telephone study for children and 
adults to get a baseline 
“awareness” measure

Same study will be conducted 
approximately 18 months after 
distribution

Research Tracking Study



Fulfillment Materials

• Costume
• Bookmarks
• Tattoos
• Secret Toolkits



Other

• 107 partner and non-partner 
“requests”

• Materials for events 

•TV or radio for local TV, other

• Articles or website links

• 40 Events (other than school visits)



Example: Utility Co. Requests
• Indiana Municipal Power Agency
• Memphis Light Gas & Water (TN)
• Savannah Electric (GA)
• First Electric Cooperative (AR)
• Electric Light and Power
• Maquoketa Valley Electric Cooperative (IA)
• City of Sugarland (TX)
• White River Valley Electric Coop (MO)
• Glendale Water and Power (CA)
• Bonneville Power Administration 
• NC Electric coop (NC)
• Nat’l Rural Electric Coop (NRECA)
• MO Public Utilities

Note: This is 
just a sample 
of requests -
there are many 
more



Example: Articles

• Deseret Morning News (UT) 
• TXU – newsletter article
• Richmond Times Dispatch
• Akron Beacon Journal
• Columbus Dispatch 
• American Public Power Assc.
• Topeka Capital Journal
• Girl Scouts USA
• Delaware County Daily 
• Jamestown Board of Public Utilities 

Note: This is 
just a sample 
of requests -
there are many 
more



Example: Events with Energy Hog
• Alabama public events
• Alaska Rural Energy Conference
• Kansas – Back to School Fair
• Denver St. Patrick’s Day Parade, other events
• Maryland Assc. Of Counties Conference 
• Missouri Earth Day
• MN- Energy Smart Conf., Affordable Comfort
• NM State fair
• Ohio public events
• TX public events
• Utah Earth Day with Governor at capital
• VA Energy Fair

Note: This is 
just a sample 
of requests -
there are many 
more



W/ Ken Mentzer
(NAIMA) at Western 
Governor’s meeting

In Kansas

In Utah

In Utah with Governor

In Colorado



In Missouri

In Alaska



School Programs In
• Colorado  

• Nevada

• Wyoming

• Minnesota

• Kansas

***NEW***

Energy Hog 
Classroom 
activities!

To request free 
classroom 
activities, call 
NEED at 

800-875-5029 



PR Results so far 
• Video New Release, January:      
Will be distributed to top 30 media 
markets + partner states

• Regional Media Tours: 9 cities (3 
complete), results - 4 TV stories, 2 print

• National speaking opp’s - TV

• National Radio announcement 
(complete, 652 placements)

• National Print 



Tampa 
local 
news 
clips 



Example: Print coverage



Rick Grice
Governor’s Office of Energy 
Management and Conservation

Maria Ellingson
Energy Outreach Colorado
(303) 825-8750 x225
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