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Energy for Tomorrow® to date

= One of the first green pricing programs — introduced in 1996
m QOver 18,000 residential customers enrolled — about 2%

= Premium of 1.37 cents/kWh
m Option of 25%, 50% or 100% participation level — an average of

$5.14/month at the 50% level.

m Over 797 business customers including:
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Energy For Tomorrow — Marketing Strateqy

DlreCt Mall © OriginalAdist

m Cost effective - $30 to
$35 per enrollment

m Low administrative
cost

m Effective
2006 - 2007 enrolled
3,840 customers with £
‘r¥s an Exch:@ hew) synthests of the

our Problem Solver classial =ales approach and the Miacke
message of dicect ril. "

Average response rate
of 1.89%



Direct Malil Tools
Messaging
m E Source Utility Communicators Service

Segmentation
m Claritas PRIZM NE

Segmentation data identified by numbers with
clever names...01 — Upper Crust

66 different customer groups lliels ell

Customers grouped by zip code R

Allows targeting based on any purchase and
media behavior



2006 — 2007 DM Problem Solver Message
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m Trusted by the customer

m Used segmentation — Clarita's PRIZM NE
Segments

m Low hanging fruit — targeted the best performers

m Focused on “Social groups”



Problem Solver Message —

—

enrollment card
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We Energies Energy for Tomorrow - P318
PO. Box 2046
Milwaukes, W1 53201-9880
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Yes, please sign me up for the We Energies Energy for Tomorrow program.
| want to support increased production of renewable energy.
Sign me up to participate at a level of. [125% [150% [1100%
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Signature:




2008 Campaign —1,2,3 Message

First things first — Who Is our audience?
m Exhausted the early adopters — now what!

m Focused on next group of likely adopters

Focused on “Lifestage Group” instead of “Social
Group”

“Younger Years”, “Family Life” and “Mature Years”

Wanted to target consumers who were interested
In purchasing renewable energy, but who had not
yet acted on their interest.
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We Energies’ EFT targets: who are they?

We Energies Territory EFT Participants
PRIZM Segments Count % Comp Count % Comp Usiﬁ:un Index
Upward Bound 11,843 0.76 241 1.46 203
Beliway Boomers 13,263 0.85 371 225 2.80
Kids & Cul-de-sacs 20,806 1.33 223 1.35 1.07 101
White Picket Fences 14777 0.95 160 0.97 1.08 102
Blue-Chip Blues 18,974 122 145 0.88 0.76 72
EFT Targets 79,663 5.11 ( 1140 )| 6.91 1.43 135
- ~——_ —

Of the segments chosen to target for the EFT program, 1,140
households are currently signed up — just over one percent. This
leaves approximately 78,523 households to target.




Target Segments

m Used PRIZM segments 13, 17, 18, 34, 36
m Upward Bound — 13 (LG Young Accumulators)

13 Upward Bound

Upscale, Middle Age w/ Kids

More than any other segment, Upward Bound appears to be the home of those legendary Soccer

Moms and Dads. In these small satellite cities, upscale families boast dual incomes, college degre
and new split-levels and colonials. Residents of Upward Bound tend to be kid-obsessed, with heavy
purchases of computers, action figures, dolls, board games, bicycles, and camping equipment

1/ Beltway Boomers
Upper-Mid, Older w/ Kids

The members of the postwar Baby Boom are all grown up. One segment of this huge cohort-college-
educated, upper-middle class, and home-owning--is found in Beltway Boomers. Like many of their

peers who married late, these Boomers are still raising children in comforiable suburban subdivisions
and they're pursuing kid-centerad lifestyles.
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Target Segments

m Kids & Cul-de-Sacs — 18 (LG Young Accumulators)

18 Kids & Cul-de-Sacs

Upper-Mid, Younger w/ Kids

Upper-middle class, suburban, married couples with children—that's the skinny on Kids & Cul-de-

Sacs, an enviable lifestyle of large families in recently built subdnisions. With a high rate of Hispanie
and Asian Americans, this segment is a refuge for college-educated, white-collar professionals with
administrative jobs and upper-middle-class incomes. Their nexus of education, affuence, and child
translates inte large cutlays for child-centered preducts and senices.

36 Blue-Chip Blues

Midscale, Younger w/ Kids

Blue-Chip Blues is known as a comfortable lifestyle for ethnically-diverse. young, sprawling famili
with well-paying blue-collar jobs. The segment’s aging neighborhoods feature compact, modestly
priced homes surreunded by commercial centers that cater to child-filled households,

34 White Picket Fences
Midscale, Younger w/ Kids

Midpoint on the socioeconomic ladder, residents in White Picket Fences look a lot like the
steregtypical American household of a generation age: young, middle-class, and married with
children. But the current version is charactenized by modest homes and ethnic diversity, including
disproportionate number of Hispanics and African-Amencans.
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We Energies’ EFT targets: who are they...

Second City and Suburban
homeowners Busy!

. Midscale to upscale incomes
m Predominantly aged 25-44
. Children present in the

1lv1
household Famlly'
m At least some college education
1 Both white and blue collar
workers
Concerned!

But unsure of how they can help without a sacrifice.
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Too busy to save the
environment?
Now its as easy as 1-2-3.

Teo busy te save the environment?
Now it’s as easy as 1-2-3,
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1,2,3 Message - mail back card with envelope

Energy for Tomorrow enrollment form

Yes — please enroll me in the Energy for Tomorrow program at the level of (check one):
[ 100% 1 50% J25%

Signature: Date:

You may cancel participation in this progmm at any time. Visit wwwwe-energies.com'eft for more information.

Return this form in the enclosed envelope or mail it to:

We Energies Energy for Tomorrow — P318
P.O. Box 2046

Milwaukee, W1 53201-2046




Results

m Problem Solver Message is still on top
m Response Rate of 2.203%

m1,2,3 Message
m Response Rate of .941%
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So, what did we learn....?

= What went wrong, was it the...

m Message”?

B Segments?

m New format/enrollment?

m Did we over-think our audience? Were
their index scores too high already?

Or did we just have an ineffective message...
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What's next for direct mail

» Reformatted the
Problem Solver

My addience v respond 4o my mi
My audience respord 15 my mes:

message t() resem ble My audience ) respond 45 my messae

. My audience Vill respond +4 MY messaqe

the 1,2,3 message
E=me2

= Launching a direct -~ B (o
mail campaign to test
the format using the
Problem Solver
message
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