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Black Hills Energy
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Customer-Focused Marketing

Getting Results From The Ground Up
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Agenda
• Background
• Current Situation
• Comprehensive Planning & Program Design
• Marketing and Communications Plan

– Creative & Messaging Platform
– Marketing Planning & Approach
– Strategies
– Tactics
– Results

• Lessons Learned
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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 Iowa

• 553,000 natural gas customers
• 195,000 electric customers
• Focus of this presentation

– Natural gas energy efficiency (EE) programs 
• Iowa and Colorado
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Current Situation
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Industry Landscape
– Increased savings from 

and spending on EE 
programs 

– 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�
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Internal Landscape
• Budget

– Iowa: 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

– IA has more than 50% brand awareness 
– Launching programs in CO

• Trade ally networks
– IA features well established and 
committed network

• Somewhat resistant to change
– CO requires building TA network from
ground up

• Offered kick-off meeting to get to know contractors

• Economy
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Comprehensive Planning 
& Program Design
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Finding the Silver Lining

• A major marketing opportunity

• Budget
– Sufficient and flexible

• 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 

• Secondary Objective:
– Complement existing utility mission statement
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Consumer Target
• Iowa: 

• Household Income $25-$100K
• Age 25-64
• College educated
• Families w/kids at home
• ~75% homes over 20 yrs

• 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
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Values & Barriers

Values
• Saving money
• Controlling costs
• Convenience
• Environment

Barriers
• Cost
• Inconvenience

http://www.123rf.com/photo_4874826.html�
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Consumer Drivers
Lower Bills

Good Steward Save More More Disposable 
Income More Control

Less Guilt

Peace of Mind

Spend on wants, 
Not needsMore Security “Feeling Smart”

Personal 
SatisfactionHappier
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Creative & Messaging Platform

• “How To” Campaign
• 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
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Key Strategies

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
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Engage Stakeholders

• Ambassador cards
― Distributed to Black Hills Energy 
employees, call center, 
retail outlets, and 
trade allies 

• Trade Ally Training

• Employee education presentation, which will be 
rolled out at some point in the future
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Offer Risk-Free Entry Point
• Use free home energy audit as 

gateway
– Required for many 

measures
• Promote $150 value through 

various program 
communications

• Encourage participation in 
recommended measures after 
initial audit participation

http://www.totalgreenenergysolutions.com/images/airleakage.jpg�
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Surround Consumer
• Paid advertising 

• Door hanger
• Radio
• Newspaper
• Mobile billboards

• Direct mail
– Statement stuffer
– Commercial postcard

• Earned media
– Press release schedule

• Online 
• Website www.BHEHOWTO.com
• E-newsletter

http://www.bhehowto.com/�
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Marketing Collateral
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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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