2006 Consumer Campaign Summary

Key Objectives
1. Reach top 4 consumer segments across U.K, and encourage energy saving behaviour

2. Generate 600,000 Consumer contacts to website and helpline as a result of seeing our activity

3. Network & EEACs to generate 910,000 advice contacts

4. Create Save Your 20% movement: consumers to “commit” to save 20% of their energy

Key Campaign Messages

1. We can help prevent climate change by all committing to save 20% of the energy we use every day. 

2. Energy Saving Trust can help you to save energy

3. Visit our website to make your commitment and find out how you can save energy

Campaign Activity

1. National Press/magazines:

Press is our lead media this year. We want to position our message in an everyday, lifestyle context, alongside relevant news and features wherever possible, and help to ‘normalise’ energy saving behaviour. 3 phases (followed by a 4th “Thanks / Update” phase next year):
· Set context – Inform people that climate change is our responsibility (not just industry), but we can all help prevent it 

· Promote the commitment – Ask consumers to commit to saving 20% of the energy they use by visiting our website

· Community examples – Inspire consumers to commit by giving examples of people who already have taken action (to run from April)
2. TV sponsorship: 

This media will allow us to build brand awareness more cost effectively than 30 second TV advertising, by sponsoring channels / shows which are very popular with our top 4 consumer segments. About half of programmes sponsored will also have ‘climate’ theme for extra relevance:

· UKTV strands – Comedy, Documentaries, Natural History 

· Channel 4’s The Monarchy

3. Online Advertising

There are 3 strands of online advertising:

· Paid For Listings – Ensure that people continue to be able to find our website easily when they are search for relevant topics online. 

· Banner advertising – Drives consumers to our site and raise awareness of the campaign online

· Content – Create content for sites e.g. Kevin McCloud programme for hosting on Channel 4 website, digital ‘wristbands’ which can be downloaded to MySpace etc.

4. Event Sponsorship

We will be title sponsors of the Ideal Home Show at Earls Court from October 6th to 15th. This will raise our profile among our top 4 consumer segments, and provide a suitable platform for us to promote energy efficiency in the home. Sponsorship consists of:

· EST / Ideal Home Show joint branded logo on all publicity material, tickets, adverts, floor tiles, signage etc

· Press office sponsorship and joint launch to 270 press on opening day

· Stand with room sets to showcase ESR products, renewables, with opportunity to offer one-to-one advice, and encouraging online “commitments” 

· Four slots in the Home Ideas theatre to give talks or demonstrations (use celebrity)

5. Public Relations

PR will support the Ideal Home Show sponsorship to ensure our messages are promoted wherever possible. PR will also lead on Energy Saving Week 23rd – 29th October. The elements of this – to tie in with the consumer campaign activity will be:

i European research into energy habits

Generate press coverage of our energy habits compared to other European countries, with the aim of highlighting energy efficiency, and the need for us to commit to saving our 20%

ii Measure a day

Link up with commercial partners to highlight specific measures we can adopt, e.g. Ariel “wash at 30” day, where Ariel endorse our campaign on packs and on their TV ads. Full list of partners tbc. We will also encourage these partners to encourage their staff to “commit to save your 20%”, to create case studies and generate a genuine sense of movement

iii Advertorial
A paid for advertorial to round off the week, and maximise media coverage of our campaign. Tbc.
6. EEAC / SEN network
Materials will be produced to enable EEAC / SEC participation in the campaign at regional level, and maximise consumer exposure to our marketing message. These campaign materials will all promote the 0800 512012 number, and are likely to include:

· Commit cards (hard copies of the EST website commitment) with range of energy saving measures that people can to commit to doing. This can aid verbal advice

· Template posters, which include the Commit to Save Your 20% message, but enable EEAC to insert their own case study example in the artwork

· Advocate packs and constituate items (see Consumer collateral below)

Fulfilment

1. EST Microsite www.energysavingtrust.org.uk/commit
All EST marketing activity will drive consumers to our campaign microsite. The site will explain the commitment to save 20% in more detail, will encourage visitors to sign up to the commitment, and get their friends and family to do the same. Visitors who commit will be thanked and later on sent newsletter updates. The site will also signpost consumers to 0800 512012 helpline number, as next step to getting advice on saving energy.

2. Collateral

Consumers who call EEACs / SECs for advice will be able to be sent a range of materials depending on their requirements. These materials, which can be assembled in a folder into a full “advocate’s pack”, include:

· Rebranded and updated consumer brochure

· Campaign mission statement

· Commit cards

· Campaign posters

· Fridge magnets & badges
EEACs can choose whether to tailor their own fulfilment, or whether to ask Dawleys to send a standard ‘advocate pack’.






