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Background
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Who is Black Hills Energy?

Strong, diverse energy company
— Montana, Wyoming, Colorado, Kansas, Nebraska, South Dakota,

and lowa
553,000 natural gas customers
195,000 electric customers
Focus of this presentation
— Natural gas energy efficiency (EE) programs
e lowa and Colorado
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Current Situation
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Industry Landscape
— Increased savings from fl 23 .
and spending on EE

‘ .
programs s ss

— Increased emphasis on
cost-effective EE
programs

— Stronger emphasis on
program evaluation and

consumer advocacy



http://www.picsearch.com/info.cgi?q=Saving%20Energy%20saving%20dollars&id=zxfXmU12RuDTn97com4TDzjOu4DAp3WmfvYj6EsUgZg�
http://www.picsearch.com/info.cgi?q=insulation%20saving%20energy%20&id=gR_UqM9sl1NKOncZhBO5h4swatI5zYFlq7STJThKwUg�

Internal Landscape

Budget

— lowa: average annual budget of $6.3 million during
program cycle (2009-2013)

— Colorado (natural gas): average annual budget of $1.7
million during program cycle (2009-2011)

Goals
— More aggressive than ever before

Corporate
— Merger, new internal teams
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Market Environment

 Consumer awareness and program participation
— |A has more than 50% brand awareness
— Launching programs in CO

Dot Emce
(4.

 Trade ally networks
— |A features well established and

committed network
 Somewhat resistant to change

— CO requires building TA network from
ground up

o Offered kick-off meeting to get to know contractors

e Economy

!
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Comprehensive Planning
& Program Design
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E! 5 Finding the Silver Lining

A major marketing opportunity

e Budget
— Sufficient and flexible

e Economies of scale

 Expanding Black Hills Energy’s reach |
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Marketing & Communications Plan
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Objectives

 Primary Objectives:
— Connect customers with EE programs
— Empower customers to take action
— Make it simple

e Secondary Objective:
— Complement existing utility mission statement
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Consumer Target
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e Jowa:

Household Income $25-$100K
Age 25-64

College educated

Families w/kids at home

~75% homes over 20 yrs

e (Colorado:

Median Household Income
$69,737 (49% above $75,000)

Median age 47

College educated +
Families w/kids at home
~40% homes over 20 yrs




Values & Barriers

Values Barriers
e  Saving money e Cost
. Controlling costs  |nconvenience

. Convenience

. Environment



http://www.123rf.com/photo_4874826.html�

Consumer Drivers

e

'

Good Steward

'

'

Save More

Less Guilt

'

More Security

10/24/2009

'

More Disposable
Income

'

!

More Control

Spend on wants,
Not needs

'

“Feeling Smart”




Creative & Messaging Platform

e “How To” Campaign

e Putting money back in your
pocket-spend it on what you
want

— Strongly connects with
existing BHE brand
identity

— Speaks to consumer
target

— Adaptable to multiple
executions




Key Strategies

A

o

% o -;- _M-
1. Educate stakeholders

2. Promote risk-free access to programs

3. Create top-of-mind awareness
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Key Tactics

1. Engage Stakeholders
2. Offer Risk-Free Entry Point

3. Surround Consumer

10/24/2009
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Engage Stakeholders

voOW Tg
Ambassador cards ENV|I§EJTI$MENT
— Distributed to Black Hills Energy V\?RDJE.UET
employees, call center, '
retail outlets, and
trade alles — B )
Trade Ally Training ~  —— —

Employee education presentation, which will be
rolled out at some point in the future




Offer Risk-Free Entry Point

. Use free home energy audit as
gateway

— Required for many
measures

e  Promote $150 value through
various program
communications

. Encourage participation in
recommended measures after
initial audit participation

[R2L

022000 e e —
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http://www.totalgreenenergysolutions.com/images/airleakage.jpg�

Surround Consumer

Paid advertising

Door hanger
Radio @
Newspaper
- GREENER GARDEN
Mobile billboards | o
Direct mail e "

— Statement stuffer

— Commercial postcard

Earned media

— Press release schedule
Online

 Website www.BHEHOWTO.com
e E-newsletter
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http://www.bhehowto.com/�

0N ENERGY

‘ _.- . ‘Ii' :_..:- =

ON THE FAIRWAY
An ENERGY STAR® qualified washer can
save almost $145 a year in energy costs
on top of a $100 rebate*—

enough to buy plenty of time on
the greens.

*Must be a cument lowa Black Hills Energy residential customer
2nd heat your home with natursl gas.

Visit BHEHowTo.com to learn more

or to download a rebate form.

Contact us at 888-567-0799.

S\ 97s) Marketing Collateral

A GRLAT STFAT TO TOUR WORXBAY
DOESHT FIRK U FROM & COFTEL Gl

7 e e ey peEiE

A corrraeinl srem y audt from Sack Hlie Ersegy iro s
yonr srmrgy o friency 10 Ralp rmanage your smeny bill Our
gy mme vl recir e ey e et T -
trut wlll el o Bsrss e regs oo srengy wags, (ke
addirg irmuk fon and cograding fo Figh of foiercy ratura oo
scpiprrerd fmal correercid adt am swibibs bor 850 5
FarilBiom rcter X000 squars fesl. Fatal o corvgrs el
o1 g o recmrmsrrec] s ard L e sarr an
st X% borus ehdd Sy cormoling yor arengy Lsage pou
ot e rere e Bocigel for S Birg o ward - B o
Bsiter ool mu birad

By eskg wargy afizuety o car marage pour o d
o ack i Dy

Vi e I et e o el 10029070 753
dulm pour e oda

YoOW To

CHEEACIAL & TRDUSTHERL
RESATES AWALLABIE

Prmcribtive Bkt - From S5 e 51500 for sy
aFumer y g des from Ameeaand e on o
copddry squiprert

Hiw ConaeriBon - (e reb e for I-sis B AT S raTTy
aMicsert et e B, g L e ey e
s o

ekt il S o Dol i - s g, kool
e chad g e e

gy Aol - o 450 ar s Sy e will
Lt e B e, e e e o e
pntates ard iy it ow ool e

Cantom Rebiiea - Sk Hill Swegy ofen oo r sbel e
o o ruSond gan wpgnedea B oo e

YOUR WORKDAY




Results
Residential Energy Audit: A gate way to EE programs
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Lessons Learned
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What we’ve learned so far...

Address consumer barriers; speak to
consumer values and drivers

Direct budget to where the customers are
Make it personal

Don’t bite off more than you can chew
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