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Webinar Agenda

* Welcome

* Goals, audiences, approach, key message
* Look and feel

* Website

e Activities and tools

* Timeline
* Public Power Week

* Your questions



Presenter
Presentation Notes
At least 15 minutes should be allotted for the Question and Answer section.


#COMMUNITY powered

We Are #CommunityPowered!

Presenters, American Public Power Association
* Sue Kelly, President and CEO
* Meena Dayak, Vice President, Integrated Media & Communications

* Toby Sellier, Director of Media Relations & Communications



Presenter
Presentation Notes
Thank you all for joining us today! I hope this will be a helpful and engaging session for everyone, and I look forward to hearing from you during our Question and Answer period, and hopefully after as well. 

All of us are part of our own communities – my community is in Arlington, Virginia, for example – and we are part of the public power community as well. Just as communities are strengthened by the participation and conversations among citizens, public power benefits from hearing from those who use public power every day, at home, work, school, and elsewhere in their communities.

Our public power community is quite large: 49 million people across the country are public power consumers. However, the majority of those 49 million people don’t even realize the role public power plays in their lives. If we want to hear from our users and make sure they are getting what they need, we need them to be aware of public power and how it affects them daily. 

Because the idea of community is so essential to strong public power, we’ve been ramping up our community-focused messaging, some of which you’ve hopefully read or seen.

Raising awareness is no small endeavor, and we knew we needed a focused campaign to do just that. We also knew that all of you working at the community level would have helpful thoughts on how we can raise awareness, so we have met with many of you, including doing interviews with our members – like all of you – and customers. The feedback we have gotten has been eye-opening and has helped shape the messaging and activities we’ll discuss today.
 
Before we move on to discuss those messages and activities, I want to reiterate how important all of you are – not only in how you bring power to your communities, but in the knowledge, passion, and connections you can bring to this campaign. For our awareness-raising efforts to succeed, we need all of you to adopt the campaign and help your communities engage with it. I hope you’ll join us and continue to be active members of our public power community.
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fissil Goals: What We Aim to Accomplish

* Raise awareness about public power and its benefits in your communities
through lighthearted, engaging, creative, and inexpensive materials and
approaches.

* Help your customers:
* Understand the value of public power;
* Take pride in belonging to a public power community;
* Engage with the campaign via social media and local activities; and
* Remain loyal to the public power business model.



Presenter
Presentation Notes
The best defense is a good offense. Don’t wait until tough times come — build customer loyalty now. This campaign is not about a one-way push out of messages from your utility. It’s about engaging customers and getting them to be your champions and ambassadors.
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Audiences You Can Reach

* Residential customers

* Business customers

Mayor, city council, and board members

State legislators

Community opinion leaders (faith-based leaders, Chambers of Commerce, etc.)

Prospects for economic development



Presenter
Presentation Notes
Customers: ages 21 – 55
Geographically diverse (city and suburban residential neighborhoods)
Economically diverse
Racially and ethnically diverse
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fissil  Approach: Community-Driven

Highlight that your community owns and controls its electricity.

Highlight the role of power in contributing to important moments in the
community (e.g., town holiday decorations, Halloween celebrations, family
gatherings, etc.).

Highlight community members who play a role in power delivery (e.g., utility
workers, mayors, board and council members).

Feature businesses, individuals, and others that are powered by your utility.



Presenter
Presentation Notes
Public power benefits — affordable, reliable, and accountable to and giving back to the community.
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'llll' Key Message: Community-Powered

* Public power is owned by the community — customers have a voice in decision
making.
* Public power supports local jobs and the economy.

* Your utility is accountable and responsive to the community, not remote
shareholders.

* Your utility invests revenues directly back into the community (through
payments in lieu of taxes and other means).
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Look and Feel

COMMUNITY phiaat
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Campaign Website

* www.WeAreCommunityPowered.com

* The site serves as a resource for:

e Customers, who can learn about public power and ways to share their
support; and

e Utilities, which can access downloadable tools.

* The site will be updated routinely with new resources throughout the
campaign.



Presenter
Presentation Notes
We’re making last tweaks before the site goes live — we’ll send you an update with the link.

We want your feedback on the usability, is something missing you wish you had, etc.!
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'Illl' Social Media Contest

* Engage with businesses, schools, and community members on social media by asking,
“What does being #CommunityPowered mean to you?”

* Whether it’s lineworkers hanging holiday decorations along Main Street or the lights
that illuminate your Friday night football game, we want to know what customers like
best about being in a public power utility community.

* Feature lineworkers and other employees on your utility’s own social media
channels.

* Users who live in a public power community are eligible to win prizes by posting their
photo or video to their own Twitter or Instagram accounts, using #CommunityPowered.

* The drawings will take place every Friday from October 12, 2018, to November 30, 2018.

* A “digital mosaic” of the #CommunityPowered posts lives on the campaign website.
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Presenter
Presentation Notes
Utilities are encouraged to work with businesses in their community to post content – work with 1 or 2 businesses that you know would enjoy participating and getting the word out!

Mention some of the prizes.

Note that the Association will randomly select the winners each week and inform them of their win.

Note that there are contest rules that will be linked in the social posts and will live on the website for users to access via the landing page.
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Infographic

* Tool for sharing online or printing and posting in your community.

* Provides an overview of public power, how it is unique in its community
impact, and how customers own their power.

* Downloadable as a PDF from the campaign website.
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Promotional Tools

* Online tools
e Sample social media messages and graphics each month
* Adigital badge for your business customers that says, “We Are #CommunityPowered”

* Promotional schwag ideas — optional and at your own cost

* We provide templates for # ommunityPowered-branded items:
* Cape — perfect for handing out at Halloween festivities in your community
* T-shirt — perfect for your staff
* Large magnet — perfect for your utility trucks
* Window sticker or decal — perfect for your local businesses

* All tools will live on the campaign website — more to come!



Presenter
Presentation Notes
More materials – bill stuffers, holiday posters, etc.
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'llll' Additional Tip Sheets and Templates

* Downloadable items
* Engaging local media tip sheet
* Op-ed template
* Press release template
 Job description for social media help
e #CommunityPowered icons for graphics
e #CommunityPowered PowerPoint and letterhead templates
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What’s Next: Community Events

* The Association will host a webinar in October about sponsoring a
local community event during the fall/winter (school play, football
game concessions, etc.).

* The event can feature a “community give-back” activity.
* Date TBD — stay tuned.



Presenter
Presentation Notes
Each member can choose which event and give-back activity works best for their community.

The event will feature a booth/area for members to share messaging on public power and its importance in the community, including ways the community supports public power (jobs, voting, etc.).

All staff at the utility should be encouraged to run the booth, including lineworkers.

We will create a template for members to make profiles of their lineworkers and employees that they can distribute at the event, as well as a template flyer to promote their event sponsorship.
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'llll' How to Measure Success

* We’'ll track success in several ways:
e Use of hashtags # ommunityPowered and #PublicPower
e Campaign website metrics
* Your feedback
e Customer surveys



Presenter
Presentation Notes
Using the campaign hashtag and sharing the website are critical to spread community-powered messaging and reach as many customers as possible!
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Timeline

* October 1: Start the campaign in your community

* October 12 — November 30: Social media contest — drawings each
Friday

* Mid-October (TBD): Community event webinar for members

* December and beyond: We'll work with you to solicit feedback from
customers regarding the campaign.

* Ongoing: In our regular touchpoints, we’ll ask for feedback and best
practices.
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What About Public Power Week?

* Public Power Week is October 7 — 13.

* You can make this campaign your Public Power Week activity (and
continue it until the end of November or as long as you’d like).

* If you prefer, you can do your traditional activities for Public Power
Week and run this campaign afterwards.
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Question and Answer

* Using the chat function, please send us your questions
regarding the campaign.

* We will read the questions aloud before responding.

* We may not have time to answer all queries, but we will send
all guestions and our answers in the follow-up email.
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Thank You!
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