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Marketing Campaign Activity 

 
During the period of January 2011 through March 2011, Rocky Mountain Power continued the 
Utah Jazz Green Team initiative in conjunction with the Utah Jazz, the National Energy 
Foundation Take action at home! Program, social media activities via Facebook wattsmart page 
and finalized the Act wattsmart Video Contest.  
 
Green Team Sponsorship 
 
Green Team initiative with the Utah Jazz ended its second season in March 2011. Below is a list 
of the marketing material developed or modified for use in the Green Team sponsorship and 
campaign activities: 
 

• wattsmart television spots were aired during nine Utah Jazz game broadcasts  
• Twenty two wattsmart radio spots were aired during nine Utah Jazz games.  
• Green Team spots featuring the Jazz Bear ran as part of the sponsorship.  
• “Bathroom lights” print ad ran in the Utah Jazz game program during home games.  

 
The Company planned for the Green Game scheduled for April 13, 2011. Action items included 
pre-game activities, and in-arena promotions of the energy efficiency/conservation messages. 
Outreach representatives for Cool Keeper and Home Energy Savings were scheduled to be in 
attendance at the game. 
 
National Energy Foundation - Take Action at Home 
 
The National Energy Foundation Take Action at home! Program teachers throughout the Rocky 
Mountain Power service area were invited to attend one of two energy efficiency and renewable 
workshops. The workshops took place on March 24th and 25th, 2011 at the Hampton Inn in 
Sandy, Utah. Each workshop was eight hours in length and gave teachers an in-depth 
understanding of energy production as well as training for efficient and sustainable energy 
practices. The energy efficiency activities prepared 91 teachers to teach current and future 
students to use energy wisely and how to become more energy efficient. The estimated number 
of students that will receive instruction from the teachers participating in the workshops is 2,457.  
 
Act wattsmart Video Contest 
 
The Company completed the marketing plan for the act wattsmart video contest. 
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Rockin’ Recess 
 
The Company developed a bookmark, as a message reminder, for the kids who participated in 
the Rockin’ Recess events. The bookmark encouraged kids to visit the wattsmart.com web page 
to identify 3 ways they are being wattsmart. In return they received a “Be wattsmart” T-Shirt. 
 
Chamber of Commerce 
 
The Company’s wattsmart advertising campaign continued via the ad “We can all learn to be 
wattsmart” in, the Chamber of Commerce publication, Life in the Valley.  
 
Customer Newsletter – Voices 
 
The Company published two Voices newsletter articles which were inserts to residential 
customer bills in January and March, these articles are provided as Attachment A. 
 
Facebook 
 
The Company posted tips to the wattsmart Facebook page three times per week during the first 
quarter of 2011. 
 
Budget vs. Actual  
 

 Year 2 Budget
Actual 
 Ending 

 March 2011 

Media  $800,000 $455,910 

Green Team Sponsorship $250,000 $175,617 

Home Energy Makeover Video Contest $130,000 $13,771 

Creative/Production/Planning  $100,000 $31,005 

Cool Keeper  $0 $5,281 

Multicultural $20,000 $6,310 

Digital/Web $100,000 $39,328 

School Presentation Program $75,000 $50,000 

Research $25,000 $1,129 
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(Continued) Year 2 Budget
Actual 
 Ending 

 March 2011 

Administrative  $0 $12,566 
Total $1,500,000 $790,917 

 
 
April 2011 to June 2011 Program Activity 
 
Campaign activity for the April to June 2011 time period will be focused on the following 
activities: 
 

• Continued implementation of the wattsmart advertising campaign through a variety of 
high market penetration media sources.  

• Continued implementation of the “Act wattsmart” video contest through the upload of 
eligible videos via the wattsmart website and YouTube. 

• Development of cooling messages for year 3 implementation.  
 

Regulatory Activity 
 

• On February 22, 2011, the Public Service Commission of Utah issued an order 
acknowledging that the Company’s first annual report on the demand-side management 
communications and outreach campaign, which was filed with the Commission on 
October 14, 2011, met the general requirements and guidelines as established by the 
Commission. 

 
• The year 3 plan for the demand-side management communications and outreach 

campaign was filed with the Public Service Commission of Utah on April 1, 2011. 



Utah Jazz Game program ad 

 

 

 

 



Life in the Valley ad 

 

Voices customer newsletter January/February 2011 

 

 

 



 

Voices customer newsletter January/February 2011 

 

 

 

 

 

 

 

 

 



 

Voices customer newsletter March 2011 

 

Voices customer newsletter March 2011 

 



Book mark developed as a handout for the Rockin’ Recess events which start in April 

 

Web page for the Rockin’ Recess t-shirt promotion 
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