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California Solar Initiative - Thermal Program 

Statewide Market Facilitation Plan and Budget (2014)

Background - Situation Analysis

In its Guidance Memo dated November 4, 2010, Energy Division staff recommended that the four 
Program Administrators (PAs) of the CSI-Thermal Program, Southern California Gas Company 
(SoCalGas1®), Pacific Gas & Electric Company (PG&E), California Center for Sustainable Energy 
(CCSE) and Southern California Edison Company (SCE), “hire a specialized marketing and outreach firm 
to manage a statewide campaign building off the established Go Solar, California! program.”

In June 2011, the four PAs jointly appointed a marketing agency and prepared a Scope of Work 
for the campaign designed to develop a Statewide Market Facilitation Plan. Based on the Scope of Work, 
with input and contribution from the PAs, SoCalGas managed the appointed firm and the campaign. The 
goals of Statewide Market Facilitation campaign were to: 1) Build awareness and understanding of the 
CSI-Thermal Program to help motivate adoption; 2) Educate consumers about the advantages and 
availability of CSI-Thermal Program rebates; and 3) Drive consumers to the WaterHeatedbytheSun.com 
(WHBTS.com) site. Formative steps, planning and production of the campaign initiated 3Q2011 and ended 
1Q2012. The campaign rolled out successfully with in-market activity from 2Q2012 until 2Q2013 (June).

In June 2013, the working group of the PAs jointly appointed Phelps Total Market (PTM), an 
integrated marketing communications firm, to manage and provide continuity to the existing program 
based on the campaign’s achievements, with the objective of continuing to increase awareness of the 
program and taking it to completion as originally envisioned in December 2013. The continuation 
program is based on digital marketing focused on extending the program’s online presence to further 
increase awareness and drive more traffic to the WHBTS.com site. The six-month continuation plan has 
been optimized for improved and increased efficiency.

In August 2013, the PAs jointly reconfirmed their intent to continue building on the success of the 
program, engaging PTM to prepare and develop a Statewide Market Facilitation Program for 2014. 
Subsequently, the working group activated primary research efforts to better understand current perceptions 
and attitudes towards solar technology, particularly SWH. Research learnings, additional secondary 
research data, post-wave 2012-13 campaign top-line results, as well as media recaps from the original 
efforts served as tools to refine, optimize and develop a new 2014 outreach campaign with the overarching 
goals of: 1) Increasing awareness and understanding of the CSI-Thermal Program and 2) Deepening 
engagement and interest to increase applications statewide.

Based on general learnings from activating local and statewide plans, PAs are planning a new 
approach for 2014 that will focus on a more engaging and motivating approach to encourage adoption. 
Data has revealed that customers have a number of misperceptions as a result of the lack of reliable 
information about SWH. Therefore, the working group concluded that the program needs to give 
consumers increased accessibility to view and engage with the technology, as well as streamline 
communication to connect in a more interactive and concise capacity. This will help further raise 
awareness and communicate the value proposition.
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California Solar Initiative - Thermal Program 

Statewide Market Facilitation Plan and Budget (2014)

The working group and PTM recommend addressing these barriers to entry through an integrated 
approach. The approach will drive consistency and alignment across all customer contact points over 
time. The goal is to increase awareness and understanding of SWH and deepen engagement by 
demonstrating the value of the systems. The approach incorporates multiple channels, builds buzz and 
leverages successes about the technology to gain more interest and action.

The 2014 marketing plan builds from learnings and elevates the success of the previous 
campaigns while setting the foundation for future phases for a long-term strategy. The plan establishes 
goals, objectives, strategies and tactics by target markets, and defines the campaign timetables and 
budget. The 2014 plan is designed to solidify the SWH position, increase awareness of the recent program 
expansions (new end uses and commercial/multifamilypool applications now accepted), connect with 
markets through meaningful consistency of messaging, communications and outreach statewide as well as 
integrate and complement each PA’s Local Market Facilitation Plan. The statewide plan provides a solid 
marketing platform for disseminating the CSI-Thermal Program message across each service area. 
Approval of the 2014 plan is scheduled to be received 4Q2013 with in-market full rollout starting 
1Q2014.
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Statewide Market Facilitation Plan and Budget (2014)

Goals & Objectives

The goal of the Statewide Market Facilitation Plan is to deliver a consistent and compelling 
message that leverages the learnings and successes of the past two years by focusing on increasing 
awareness and understanding, fostering engagement and encouraging consideration and adoption through 
an integrated (owned, earned and paid) approach amongst our key target audiences.

The statewide program will serve as the overarching campaign to deliver messaging across 
service areas and will work in conjunction with the Local Market Facilitation Plan designed and 
implemented by each of the four PAs. The statewide program is designed to accomplish the following 
objectives:

1. Increase awareness and understanding of the SWH technology and its benefits
2. Communicate the SWH value proposition and systems’ processes in a concise and compelling 

format
3. Foster engagement with the technology and the program’s offerings to stimulate interest and 

increase application volume

Target Market

Residential
1. Single-family residence homeowners

a. Female and male heads of household
b. Influencers: community leaders, schools, friends and extended family

2. Multi-family property owners and managers (condominiums, duplex, etc. including, but not limited 
to, properties featuring pools suitable for SWH)

Business
1. Commercial and small-business enterprise operators, including but not limited to, gymnasiums, 

laundromats, hotel/motel, agricultural processing and related industrial operations
2. Contractors and installers

Strategies

SWH marketing strategies are designed to overcome the barriers identified by the CSI-Thermal 
Program and serve as a guide for PAs in pursuing their own market planning. The working group has 
identified four primary barriers to SWH market growth, which will be addressed to expand the market. The 
barriers include:

Cost. Customers report high up-front and out-of-pocket costs and long payback periods that deter 
them from installing SWH technology.
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Statewide Market Facilitation Plan and Budget (2014)

Awareness. The absence of widely accepted SWH in the public’s eye and confusion about its 
performance and capabilities create concerns and misunderstanding about the reliability of solar 
water heating technology; it is not perceived as functional for household energy needs. 
Complexity. The time consuming and complex nature of purchasing and installing solar water 
heating systems discourages potential adopters.
Momentum. The lengthy decision-making process (education, decision to adopt, application, 
installation and procurement of rebates) and financial complexity of SWH systems result in low 
consumer adoption momentum.

For the program to be effective it must lead to actions: strong adoption consideration and 
application(s) submission. While the State SWH program does not directly sell SWH installations to 
customers, it will measure success in the form of applications. Starting with this direction in mind, the 
statewide program will focus on addressing the four major marketing barriers, overcoming consumer 
resistance and broadening the market by highlighting the technology’s value proposition, attributes and 
benefits.

PAs will take an owned, earned and paid engagement approach, based on the following key 
platform strategies:

1. Prioritize and focus on best prospects per market and channel
2. Develop compelling messaging and content across multiple platforms to be implemented 

consistently across defined touch points
3. Increase overall brand awareness, foster interest, deepen engagement and drive inquiries and 

adoption
4. Maximize impact through state and local program synergies

Tactics - Overall

The tactics are designed to create a desire to further engage and learn more about SWH. Marketing 
tactics will guide how, when and where SWH can connect with their target audiences with the ultimate goal 
of consideration and adoption. State SWH tactics will serve as a critical path to information, clarifying how 
SWH works for them, explaining the general price/value equation and positioning the program and PAs as 
the fundamentally credible sources of information.

To support the strategy, the following key initiatives will drive tactical implementation of 
marketing activations to address and accomplish:

Brand Position: Refresh the SWH marketing campaign’s brand positioning and messaging based 
on research and findings to date 

o Issue SWH brand guidelines
Messaging and Content: Based on revised positioning, develop consistent and concise 
communications tailored to highlight benefits for each priority audience respectively
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Statewide Market Facilitation Plan and Budget (2014)

o Develop advertising and promotional content and guidelines for creative materials targeted 
and streamlined for each defined audience 

o Achieve cost efficiencies in production for multi-platform use 
o Design materials with the capacity to be repurposed for local efforts 

Engagement: Deploy targeted communications consistently across defined owned, earned and 
paid channels

Owned: Develop a more comprehensive online user experience for disseminating 
information to prospects
Earned: Build credibility in the marketplace, communicate successes and implement a 
social platform for increased engagement
Paid: Focus on targeting best prospects (including those impacted by the recent program 
expansion, i.e. industrial and non-residential pool applications), identify paid media 
channels that efficiently and effectively engage the defined targets, negotiate pricing and 
implement plan

Measurability: Establish campaign metrics, implement tracking, track performance and analyze 
and optimize the campaign ongoing

o

o

o

Residential

Tactics - Research
1) Utilize the existing campaign post wave research results as the benchmark and pre-wave point of 

reference for 2014 campaign measurability.
2) Conduct post-wave campaign awareness and response research effort via an online panel survey 

conducted statewide.

Tactics - Owned
1) Optimize and improve the WHBTS.com user experience: Refresh content, call-to-action 

messages and update site with latest information with a more streamlined information flow.

Tactics - Paid
1) Develop an integrated marketing plan delivering on multiple customer touch points:

a. Paid search programming (Search Engine Marketing, SEM): Develop a targeted 
placement campaign for maximum visibility.

i. Develop, design and produce SEM copy
ii. Monitor and continually optimize

b. Online and/or Mobile Advertising: Develop a laser-targeted digital advertising effort for 
extended reach and frequency with advertising in relevant site content, network, social 
(infiltrate social networking space via Twitter promoted posts and Facebook right rail and 
newsfeed ads) and email sponsorship, plus re-marketing (site publishers and social).

i. Online media planning, buying, reporting and optimization
ii. Concept, design, develop and produce online and/or mobile advertising
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c. Local Market Broadcast: Develop a local market television campaign to drive awareness 
and impact.

i. Cable TV media planning, buying and post-buy reporting
ii. Select stations with profiled viewership

iii. Conceptualize, develop and produce TV creative

Tactics - Earned
1) Content Development: Create compelling content that effectively communicates the benefits, 

ease of adoption and community of like-minded SWH users with simple, targeted messaging 
derived from the new positioning.

a. Content accounts for new updates and will address the program’s expansion
b. Includes creative and copy for one user acquisition program on Facebook

2) Content Outreach Toolkit: Develop and share a social media toolkit that can be used by program 
administrators for their own channels, including a content calendar, sample postings, messaging, 
images and details about cross-promotion opportunities. The kit will be updated regularly and it 
will comprise feature story pitches highlighting various pitch angles including:

a. Launch of the creative platform and public education campaign
b. Cost/benefits of solar water heating for residential and commercial real estate
c. Solar hot water as part of the future of eco technologies
d. Profile of the new ‘eco chic’ consumer
e. Hall of fame users of solar hot water

Business

Tactics - Owned
1) Business-customized Content: Add tailored California Solar Initiative SWH call-to-action 

messages exclusively for business customers on WHBTS.com featuring business-related 
information, engaging messages and more prominent delivery of the latest expansion information.

Tactics - Paid
1) Develop a direct mail marketing plan, analyzing, selecting and isolating best business prospects 

for delivery — commercial, industrial and small-business focus (including those subject to 
performance based incentives).

a. Direct Mail: Prepare a full direct mail campaign with multiple drops to deliver messages 
to select business categories

i. Concept, design, develop and produce direct mail packages
ii. List procurement, letter shopping production, postage and delivery

iii. Track program response via a unique business landing page and/or call-to-action 
on main landing page

2) Develop a digital marketing plan, testing business-to-business social networking via Linkedln.
a. Identify best prospects via profile pages, industries and job titles
b. Engage with digital and/or mobile advertising ads
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Tactics - Earned
1) Develop a marketing campaign targeted to business customers to update them about the latest on 

solar water heating systems, available rebates and program expansion to capitalize on SWH 
opportunities.

a. SWH Business Champion Profiles: Identify targeted business customers such as LEED 
certified hotels or industrial businesses that have installed SWH and can act as a case 
study example to seed with statewide and local media

b. Business/Commercial Outreach: Reach out to and gamer coverage by various 
associations, trade organizations and media outlets that influence decision makers and 
owners ofbusinesses with operations that rely on hot water, such as hotels/resorts, sports 
clubs, spas, etc. Such associations and publications may include but not be limited to:

California Hotel & Lodging Association 
California Lodging Magazine 
Dayspa
HotelExecutive.com 
GreenBuilding News 
GreenBiz.com 
GreenBuzz
California Spa Association 
Today’s Facility Manager 
Hotel Business 
Hospitality Design
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Tactics - Campaign Timetables

StatewideMarke tFacilitation Plan 2014

4Qi3 IQ] 4 2Q14 3Q14 4Q14 1Q15

CPUC Program Approvals
Production,campaigndevelopment

!In-market Live :
Refresh/release WHBTS.com

■ V ;Earned,Paid Search, SocialandOnlineAdvertising
Broadcast TV
Direct Mail Marketing
Post-wave Market Research
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Budget

State wideMarke tFacilitationPlan 2014

Tactics -Re se arch
Hard Costs, market research post-wavepanel. 
Agency Fees, strategic and project management.

S 50,000.00
S 6,000.00

Tactics- Messaging
Agency Fees, strategic management, concept
development project management.

S 35,000.00

Tactics - Owned
Redesign and refresh WFIBTS.com site, include hard 
costs site development.

S 55,000.00

Tactics - Paid
Hard Costs, campaign production and media placement.
Paid Search, Online and Print Advertising, Broadcast TV, Direct 
Mail and Social programming.
Agency fees, campaign production, implementation, 
optimizationand and reporting. Creative development and 
project management.

$ 1,035,000.00

S 229,000.00

Tactics - Earned
Agency Fees, strategic management, concept 
development Social and PR project management.

$ 90,000.00

Re se rve
Unplanned marketing opportunities. S 325,222.56

S 1,825,222.56TOTAL

Budget - Breakout by Target Market

Business TotalResidential
33,600 $ 22,400 $Research. $ 56,000

35^00021,000 $ 14,000 $Messaging. $
38,500 $ 16,500 $Redesign WHBTS.com $

Marketing campaign: broadcast &

digital media, paid search, direct 
mail, social and public relations. 
Production costs.

543,000 $ 492,000 $ 1,035,000t

$ 54,000 $ 36,000 $Public Relations & Socia 1. 90,000
137,400 $ 91,600 $$AgencyFees. 229,000

$ 827,500 $ 672,500 $ 1,500,000
55% 45%

Residentialincludes:Single-andMulti-famil}home owner sand property managers 
Business includes: Commercialfe Small-husinessoperations and Contractors & Installers
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Cost-sharing Amounts by Program Administrators

In order to allow the statewide continuation effort to be implemented, and because it is more cost efficient 
to co-fund a statewide digital effort than individually fund separate ones, CCSE, PG&E and SoCalGas will 
contribute their proportionate shares of the budget using the same percentages as the two-year statewide 
market facilitation plan (Table A). PG&E has notified the PAs that they will be contributing a portion of 
their proportionate share towards the statewide component of the 2014 Local Market Facilitation Plan from 
January to December 2014. The budget is revised to $1,825,222.56 to reflect this adjustment from PG&E’s 
share, which was originally $798,800 and is now $624,022 (Table B). To accommodate the reduction in 
budget based on PG&E’s share, funds were reduced in the “reserve” funds.

Table A
$ 816,000.00SCO 40.80%

$ 798,800.00PG&E 39.94%PROPORTIONATE
SHARES $ 201,200.00CCSE 10.06%

$ 184,000.00SCE 9.20%

$ 2,000,000.00

Table B

REVISED STATEWIDE IF APPROVED

$ 816,000.00SCG 40.80%

$ 624,022.56PG&E 39.94%MINUS ELECTRIC
$ 201,200.00CCSE 10.06%

$ 184,000.00SCE 9.20%

$ 1,825,222.56
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Background

Situation Analysis

In its Guidance Memo dated November 4, 2010, Energy Division staff recommended that the four 
Program Administrators (PAs) of the CSI-Thermal Program implement a statewide campaign building off 
the established Go Solar, California! (i.e. Statewide Market Facilitation Plan). The campaign was 
envisioned with the main goal of generating awareness and understanding of the CSI-Thermal Program to 
help motivate adoption. The Guidance Memo also requested PAs to activate Local Market Facilitation 
Plans. The plans are designed to complement and supplementthe efforts of the Statewide Facilitation 
Plan. The statewide plan is being executed in cooperation with all PAs.

In March 2013, SoCalGas appointed Phelps Total Market (PTM), an integrated marketing 
communications firm, to manage and provide continuity to the local program, optimizing as possible and 
taking it to completion as scheduled in December 2013. The overarching goal of the local continuation 
program is to connect with customers at a community level.

Focus groups research was implemented in August 2013 to better understand current perceptions 
and attitudes towards solar technology, particularly SWH. The research concluded that customer 
understanding of SWH systems varies within each community and it was determined that some customers 
are not convinced SWH will work for their specific uses and that a number of misperceptions still exists 
among customers, where word-of-mouth communication plays a strong role on how information is 
disseminated. In conclusion, marketing programs need to give consumers increased accessibility to engage 
with the technology at their own pace as well as streamline the communication to connect with target 
audiences in a more meaningful and concise capacity. This will also help with awareness and the value 
proposition.

The 2014 marketing plan outlines the goals, objectives, strategies and tactics by target markets as 
well as defining campaign timetables and budget. The plan is designed to connect with markets through 
consistency of messaging, concise communications, a more experiential approach and maximum synergies 
between Statewide and Local Market Facilitation Plans by increasing awareness of recent program 
expansions (including new technologies and non-residential pool applications now accepted). Approval 
for implementation of the 2014 plan is scheduled to be received in 4Q2013 with in-market full rollout 
starting 1Q2014.

Budget Background

In Decision 10-01-022, the Commission adopted a Market Facilitation Budget of $31,250,000 
over the eight-year span of the CSI-Thermal Program, with 40% of the budget or $12,500,000 to be spent 
in the first two years of the Program (2010/11) and the remaining 60% allocated equally across the 
subsequent six years of the Program at $3,125,000 per year.

SoCalGas’ proportionate share of the overall budget was 40.8% or $12,750,000 with 40% or 
$5,100,000 allocated for the first two years and $1,275,000 for each of the six subsequent years (Table 1).
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Table 1
Original Statewide and SoCalGas Budget Allocations

Combined Total Budget 2010 2011 2012-2017
100% 20% 20% 10% per year

$ 6,250,000$ 31,250,000 $ 6,250,000 $ 3,125,000

40.8% 20% 20% 10% per yearSoCalGas
$ 12,750,000 $ 2,550,000 $ 2,550,000 $ 1,275,000

In its Guidance Memo dated November 4, 2010, Energy Division staff recommended that the four 
Program Administrators (PAs) hire a specialized marketing and outreach firm to manage a statewide 
campaign to which each of the PAs would contribute 40% of the first two years of their marketing 
facilitation budgets ($5,000,000).

In accordance with the staff recommendations, the PAs hired Fraser Communications to develop 
and implement a two-year market facilitation plan and budget from July 1, 2011 to June 30, 2013, that 
was submitted by SoCalGas in Advice Letter AL 4274, et al, on August 21, 2011, and approved effective 
September 30, 2011. The statewide plan budgeted $4.5 million of activities with Fraser Communications 
and $500,000 for other statewide marketing activities.

In its corresponding Local Market Facilitation Plan for the two-year period from July 1, 2011 to 
June 30, 2013, SoCalGas noted campaign marketing expenses of $84,051 from January 21, 2010 to June 
30, 2011. The SoCalGas share of the $5,000,000 two-year statewide market facilitation plan was 
$2,040,000 (40%) and its noted local budget for the two-year local market facilitation plan was 
$3,060,000 (60%) to equal its two-year allocation of $5,100,000.

Accordingly, the first two-year’s allocation shifted from a calendar year 2010 & 2011 expenditure 
to a 7/1/2011 to 6/30/2013 expenditure and expenses from 1/22/2010 to 6/30/2011 were at a reduced level 
since there was not an approved market facilitation plan yet in place. A revised budget was devised to 
account for the reduced spending levels in the first 18 months of the program that allocated the unspent 
funds evenly across the subsequent program years (Table 2).

Table 2
Revised SoCalGas Budget Allocations #1

TOTAL 1/2010 - 
6/2011 

$ 84,051

7/2011
6/2013

$5,100,000

7/2013
12/2013 

$ 840,661

2014-2017 
Per year 

$ 1,681,322

SoCalGas

$12,750,000

Over the course of the two-year statewide and local market facilitation plans, SoCalGas spent 
approximately $3,336,228 of the $5,100,000 budgeted. While virtually all of the $2,040,000 allocated for 
the statewide campaign was expended, SoCalGas spent less than its budgeted amount for the local effort 
for several reasons:

1. The statewide paid media materials such as the TV commercial and the radio spots were not 
created until April, 2012, and thus were not available for almost half of the two-year term;

SB GT&S 0158780



California Solar Initiative - Thermal Program 

SoCalGas Local Market Facilitation Plan and Budget (2014)

SoCalGas worked with its agency, Fraser Communications, to implement a micro-targeted 
paid media strategy aimed at promoting workshops located throughout the service territory that 
was based on spending what was needed to be effective on TV, radio, and in print without 
waste or over-buying. This approach also leveraged the statewide paid media buys for 
maximum efficiency and allowed SoCalGas to build awareness cost-efficiently on a region-by
region basis;
SoCalGas had anticipated executing an Earth Month 2013 paid media schedule that became 
unnecessary when the statewide Spring Finale Media Plan was implemented during that time 
frame.

2.

3.

While SoCalGas expended less on its local market facilitation efforts than anticipated it did so 
without compromising its strategy. Now that the statewide marketing campaign has been building 
momentum over the past year-and-a-half, the pace of spending locally has been increasing. With the 
expansion of the Program into additional technologies and applications like nonresidential swimming pools, 
it makes sense to build on the infrastructure that has been created and expend the unspent available funds to 
sustain a statewide effort, reach new target markets, and accelerate outreach to sectors that may now have a 
stronger business justification to participate in the Program (Table 3).

Table 3
Revised SoCalGas Budget Allocations #2

TOTAL
Budget

1/2010
6/2011
Actual

7/2011
6/2013
Actual

(Unaudited)

7/2013
12/2013

Approved

2014
Proposed

2015,16,17
Proposed

SoCalGas

$12,750,000 $ 84,051 $3,336,228 $ 1,253,200 $2,521,983 $1,851,512
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Goals & Objectives

The goal of the Local Market Facilitation Plan is to deliver a consistent and compelling message 
that leverages the statewide campaign and its successes of the past two years. It focuses on increased 
awareness and understanding, fostering engagement and encouraging consideration and adoption through 
an integrated approach amongst key target audiences.

The statewide program will serve as the overarching campaign that will deliver messages across 
service areas and will work in conjunction with Local Market Facilitation Plans designed and 
implemented by each of the four PAs. The local and statewide programs are designed to accomplish the 
following objectives:

1. Increase awareness and customer understanding of the SWH technology and its benefits
2. Communicate the SWH value proposition and systems processes in a concise and compelling 

format
3. Foster engagement with the technology and the program’s offerings to stimulate interest and 

increase adoption of solar technology.

Target Markets

1. Single-family residence homeowners
2. Multi-family property owners and managers (condominiums, duplex, etc. with focus on properties 

featuring pools subject to SWH rebates)
3. Commercial and small-business enterprise operators, including but not limited to, gymnasiums, 

laundromats, hotel/motel, agricultural processing, food processing, etc.
4. Contractors and installers

Local Strategies

The 2014 program is designed to inform customers about recent program expansions and to build 
a marketing platform for complementing the statewide efforts and strengthening the SWH message at 
localized/community levels. With the statewide efforts focusing on increased awareness and broad-base 
reach supported by multiplatform messaging and content, the local efforts can drill down deeper within 
the region to support localized events and hands-on interactivity. General awareness and a richer 
engagement are also addressed to accompany and balance the statewide initiatives. To be most effective, 
an integrated approach involving owned, earned and paid channels will be utilized. The program 
activates based on the following key platform strategies:

Leverage statewide plans/creative materials to create an integrated local-level campaign, 
customizing statewide content creation with an increased localized impact and relevancy 
Develop an experiential approach for residential and business customers to gain familiarity with 
the systems and SWH technology
Develop and implement programming capitalizing on vehicles that can offer maximum coverage 
among local business and residential customers

1.

2.

3.
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Tactics

To support the strategy, defined local tactics are designed to complement the marketing tactical 
efforts of the finalized statewide plan, deploying strategic communications consistently across targeted 
channels.

All Target Market Segments

Tactics - Overall
1) Refresh and update SoCalGas.com Solar site to include latest program information, 2014 local 

event schedules, informational and educational videos, community-driven information and 
latest updates regarding program’s expansion.

2) Repurpose and refresh statewide creative materials for consistent messaging and leveraging 
opportunities throughout localized efforts.

3) Develop an integrated marketing plan delivering on multiple customer touch points.
a. Online and/or Mobile Advertising: develop a comprehensive localized digital advertising 

effort for increased reach and frequency
b. Broadcast and/or Online Radio Advertising: negotiate and implement a radio 

advertising campaign utilizing select stations formats
c. Localized Broadcast Media: develop a local market television campaign 

enhancing statewide flights to drive awareness and impact

Single- and Multi-family

Tactics - Experiential
1) Develop an experiential marketing plan for customer education through activation of a mobile 

home or traveling exhibit(s) for live customer demonstrations of SWH technology.
a. Concept, design, produce and activate a SWH mobile exhibit
b. Concept, design, develop and produce point-of-sale materials for distribution at 

experiential events (include and refresh content with updates on recent program 
expansion and new technology availability)

2) Print Advertising: research, negotiate and implement a print advertising campaign utilizing 
community publications to deliver and promote the traveling display(s) appearances.

Tactics - Social and Public Relations
1) Event Outreach Support: Integrate with owned and paid efforts to create experiential events, 

conduct outreach to attract media attendance and generate coverage.
2) Social Media Integration: Develop engaging social media posts for SoCalGas’ Facebook and 

Twitter profiles about the program; create compelling content with the goal of encouraging 
followers to share it with their friends and family.
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Commercial and Small-business

Tactics - Media
1) Online Webinar Transmissions: Develop and implement a series of webinar educational 

workshops for commercial and small-business customers to further development and training 
and inform business customers of new technologies and program expansion.

2) Print Advertising: Research, negotiate and implement a print advertising campaign utilizing trade 
and business publications to promote the webinar program and increase overall SWH awareness.

3) Direct Mail: Develop a direct mail marketing campaign to communicate and promote the 
webinar program.

Tactics - Social and Public Relations
1) SWH Business Testimonials: Identify local businesses with installations to highlight through 

local media outreach detailing the rebate, savings and operational benefits of SWH. Share links to 
media coverage on Facebook and Twitter.
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Tactics - Campaign Timetables

SoCalGasLocal Market FacilitationPlan2014

4Q13 1Q14 2Q14 3Q14 4Q14

CPUC Program Approvals
Produc tion, campaign development
In-market Live

SoCalGas Solar Site- refresh/i indate ;;nri release
Media; TV, Radio, Paid Search, Print and Online Advertising
Experiential/Guerilla Marketing: program activation
DirectMailMarketing
Online Webinar Training Series

Budget

SoCalGas Local Market Facilitation Plan 2014

Tactics - Ove rail
Update and refresh SoCalGas Solar page, including 
hard costs site re-development.

$ 25,000

Tactics -Targeted
Hard Costs, including campaign production, event execution and 
media placement.

Agency fees, including event production, program implementation, 
optimization and reporting. Creative development, media 
planning and buying and project management.

$ 1,130,000

$ 210,000

Tactics - Social and Public Relations
Agency Fees, strategic management, concept 
development Social and PR project management.

S 35,000

S 1,400,000TOTAL

Total Budget by Category

ICATEGORY BUDGET

I
Trade Shows, Community Events S 77,000

S 816,000Statewide Market Facilitation Contribution

S 2,521,983TOTAL
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