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Overview 

ÂA Few Words About the Alliance 

ÂA Few Words About Alliance Campaigns

ÂWhy the Drive $marter Challenge  and Why 
Now?

ÂCampaign Strategy and Basics

ÂCampaign Results to Date

ÂTake the Challenge -- Join Us Today !!



What is the 

Alliance to Save Energy? 
ÂMission:  To promote energy efficiency worldwide to achieve a healthier economy, a 

cleaner environment, and greater energy security

ÂGuided by a 37-Member, Elected Board of Directors

- Led by Jim Rogers, CEO of Duke Energy & Sen. Mark Pryor (D-AR)

- 9 Members of Congress ïBi-Cameral; Bi-Partisan

- Environmental, consumer, and trade associations heads, state and local policy 

makers, corporate executives



Forging Alliances:  

Business, Govt. & Public Interests

Â Alliance enjoys sponsorship by more than 150 businesses and 

organizations across a broad spectrum of economic sectors.

Â Unique structure with expertise in research, policy advocacy,

education, technology deployment, and communications

http://www.whirlpool.com/
http://www.honeywell.com/
http://www.eei.org/
http://www.aga.org/
http://www.nyserda.org/
http://www.naima.org/
http://www.sce.com/
http://www.washgas.com/
http://www.homedepot.com/prel80/HDUS/EN_US/diy_main/pg_diy.jsp?CNTTYPE=PROD_META&CNTKEY=misc%2fhomepage&BV_SessionID=@@@@0018912416.1141166799@@@@&BV_EngineID=ccedaddheeffflhcgelceffdfgidgkg.0&MID=9876


Consumer Campaigns

Super Powers

EPA, NYSERDA, Alliance

Nationwide TV & Radio 

$30 Million in Donated Media

3.9 Billion Audience 

Impressions

Powerful $avings

DOE & Alliance Partnership

All Media Outlets

The Power is In Your Hands

Industry, DOE, EPA, Alliance

All Media Outlets, Web & 

Collateral 

Energy Hog

DOE, Ad Council, Alliance, States

All Media Outlets 

Web, Collateral Materials

$134 Million in Donated Media

$6.5 Million in Last Quarter

11,000 Students Educated

Eureka $mart House 

Energy-Efficiency Challenge

NBC Universal, Industry, DOE, Alliance

On Air, WebïHome Makeover Contest 



Common Campaign Ingredients

ÂLimited Budgets ïTypically $1 Million or Less

ÂPARTNERS ïLeverage $$$ and Reach

ÂMix of Campaign Elements

Web

PSAs

SMTs/RMTs

Incentives for Participation, i.e. Contests, $$$, Coupons

Print & Collateral Materials

ÂNational campaigns with a geographic or demographic 

sub-focus 

ÂGuided where possible by consumer market research

ÂArticulated outcomes and metrics



Drive $marter ïWhy? And,

Why Now?

ÂGas Prices on the Rise

- Projected Annual Family Cost in 2008:  $3,950!!

35% higher than 2007; 47% higher than 2006

- National Average Today:  $4.07/gal. regular

ÂQuick Policy Fixò Not Available

- New Fuel Economy Standards in 2020

- ñGas Tax Holidayò = A BAD IDEA

Â Immediate Solution ïHelp Consumers Help 

Themselves!



ÁGOALS

Reduce consumer gasoline bills and reduce overall U.S. 

national gasoline consumption

ÁAPPROACH 

Engage drivers in a national campaign through information 

and tools that motivate:

- the potential to save money

- the potential to feel good about doing something positive

- the potential to feel connected and be part of something big

ÁAUDIENCE 

Middle and low-income drivers and soon-to-be drivers

Drive $marter Challenge 

Campaign



Drive $marter Challenge Campaign

ÂStrategy & Design:  

- Based on Focus Group Market Research

¸ Targeted Low/Modest Income

Â 75% Family Household Income of $25 - $40K Annually

Â 25% Family Household Income of $40 - $65K Annuallys

¸ Insured Geographic/Demographic Diversity

Â Huntsville, Al

Â Ft. Wayne, IN

Â Phoenix, AZ

- Findings

¸ Hungry for Help

¸ Access to Internet

¸ Motivator is $$$ Savings 

¸ Tip Cards, Coupons Important Tools



Drive $marter Challenge Campaign

Campaign Elements 

ÂConsumer Market Research 

ÂWebsite = Central Element

ÂñTake the Challengeò ïViral Elements

Â Tip Cards in English & Spanish

ÂRadio PSAs in English & Spanish

Â SMTs/RMTs/ANRs ïñEarned Mediaò

ÂCell Phone Ring Tones in Spanish

Â Specific Tools to Specific Targets

ÂOutreach Through PARTNERS



Campaign Elements

Outreach to Specific Audiences
ÂDepartment of Motor Vehicles 

ÂTeen drivers through driving schools

ÂUsed car dealerships

ÂNew car dealerships

ÂAuto maintenance repair shops

ÂNASCAR fans 

ÂChurches

ÂState Energy Offices and Counties



Campaign Partners As of May 22, 2008

Â Alliance to Save Energy

Â Alliance of Automobile Manufacturers

Â American Association of Motor Vehicle Administrators

Â American Driver and Traffic Safety Education Association

Â American Petroleum Institute 

Â AutoZone, Inc.

Â Car Care Council

Â ExxonMobil

Â League of American Bicyclists

Â National Association of Counties 

Â National Association of State Energy Officials

Â National Independent Auto Dealers Association

Â National Low Income Energy Consortium

Â Natural Resources Defense Council

Â Oak Ridge National Laboratory

Â Safety-Kleen, Inc.

Â U.S. EPA's SmartWay® 

Â The Wal-Mart Foundation



Campaign Elements 

Website

Â Information about overall campaign & partners

ÂDriving Tips in English and Spanish

ÂDownloadable Coupons

Â Section for the Media

Â Potential for podcasts ïNASCAR drivers

Â Ability to share website with others 

ÂóPartners-onlyô section with customizable info



Campaign Elements 

Website



Campaign Elements 

Website



Campaign Elements 

Website


