


About the Ad Councill

Founded in a time of America’s greatest
crisis: WWII

Uses the power of advertising to influence
social responsibility and change behavior
|dentify most pressing issues of the day
Marshals volunteer talent from the
advertising & media industries to deliver
critical messages to the American public
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Famous Ad Council PSAs

« Familiar Ad Council Slogans
“Loose Lips Sink Ships”
“Only You Can Prevent Wild Fires”
“A Mind is a Terrible Thing to Waste”
“Together We Take a Bite Out of Crime”
“Friends Don'’t Let Friends Drive Drunk”










Ad Council Donated Media: CY 2003

Television $ 364.0
Radio $ 5784
Outdoor/Transit $ 422
Newspapers $ 21.7
Magazines $ 26.3
Web Banners $ 86.1
Alternative Media $ 186.8
$1,305.5 Billion

The typical campaign earns over $32
million in donated media each year and

m has a return on investment of 70 to 1
JOUNCH






Energy Efficiency and Conservation Campalgﬁ

Department of Energy, Home Depot, EAC, NAIMA, NFFN
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Energy Efficiency and Conservation

= National, 3-year campaign to promote

energy efficiency and conservation to
children and families

» The goal of the campaign is to:

= Raise awareness of the benefits of
saving energy

« Teach kids good habits early
« Create advocates who will teach parents

= Engage parents to invest in energy
efficiency












Key Findings: Understanding Benefits

« Top-of-mind reason for saving energy is
“saving money”

» Consistently mentioned in a casual
“‘everyone knows that” attitude

= Most enthusiastic and emotional reason
to save energy was “because it's the
right thing to do”

« Consistently verbalized with
enthusiasm and passion
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Implications & Recommendations

« Educating kids while making this concept
age appropriate is too great for TV alone,
but works perfectly when adding a
dynamic web site to the mix

« Use the PSA to "sell" the web site. Use
the web site to "sell" smart energy usage

 Since kids find web sites through
buzz/word-of-mouth, leverage web site
activities and features to utilize grass
roots/viral marketing
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Rational Emotional







Integrated Marketing

« Campaign launched in Washington with
the Secretary of Energy on March 9, 2004

« Comprehensive campaign includes:
« TV
= Radio
« Website & Banner Ads
» PR
« Grassroots Marketing
« Educational In-School Curriculum
= [n-store classes at Home Depot
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Our Spokes-Villain - The Energy Hog







www;e NergyHog.org
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Collateral Materials
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LAST SPOTTED HEADING TOWARDS:

HNEW TORX

Have you szen THIS Hog?
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TR AL NI NG C A MP

Hi, I''mi Inspactor Hector and this
is Inspactor lrene. We'll help
Jou becorne an official Energy

Hog Buster,
MEXT .

FLOORFPLAN WHO IS HOG TRAINING GAMES HOG ADS TEACHERS
SCAVENGER HUNT HANDEOOE TELL A FRIEND FARENTS SFONSORS CONTACT US

TERME AHD COMDITIONS FRIVACY FOLICY
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BATHRODM

LIVING ROOM

. Read the Instructions
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OFFICIAL ENERGY HOG
(i BUSTING HANDBOOK

MNAHILIN

It's time the Energy Hogs met
their match. Use this official
handbook to save energy in
your home. Find those nasty
oinkers and kick them 1o the
curk,

DILLW

Read this handbook, then take
your family on an Energy Hog
tour of your own home and paoint
out ways that you can save
energy together,
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FLOORFLAHN WHO IS HOG TRAINING GAMES HOG ADS TEACHERS
SCAVENGER HUNT HANDEOOK TELL A FRIEHD FARENTS SFONSORS CONTACT US

TEEME AND COMDITIONE FRIVACY POLICY
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Energyhog.org Unique Visitors
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