Revitalizing the SMUD Brand _ -
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Powering forward. Together.




Branding from the inside-out
« Educating our employees

— Why?

— Brand 101
* Engaging employees in the process

* Rolling out to our custoy/
lons




Why??
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But we're a monopoly.
Why do we need a
brand?
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Electricity: a low-involvement industry

The typical electricity customer spends
approximately 6 to 9 minutes a year interacting
with their utility.

Accenture
U.S. Survey 2010




Brand 101
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Branding is not...
— Allogo or tagline
— An advertising campaign
— The marketing department’s “issue”
— A naturally-occurring phenomenon
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The benefits of branding

Clarifies an organization’s Provides a filter for Strengthens customer
purpose decisions loyalty
Enhances differentiation Creates cost efficiencies Increases employee pride

and retention
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helps you...
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Build relationships and Increase accountability Champion SMUD

unify teams
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Developing the brand within

@ SMUD’



Building the brand from the inside-out

Build the Internal
Foundation » Application

80-200 employees | 400+ employees

Customer

Experience

» Research & brand * Internal brand launch * SMUD.org redesign

analysis

« Brand Center * Bill redesign

* Brand platform

« Brand review committee » Contact Center & IVR

* Internal communication

plan - Brand training * Field Employees
* Naming framework - Apply brand values & voice * Vehicles
* Brand guidelines - Process improvements * Consistent
communications
* Marketing alignment & - Program alignment

* Integrated marketing
campaign

integrated strategy

* Quarterly awards and
recognition

@ SMUD’



Findings that drive brand platform

Competitors _
Macro-environment Wh?t |??the What are
context: the needs? Target segments
Perceptions
What are the
capabilities?

The strategic focus for your
brand efforts—the one thing
your brand must accomplish

Vision
Culture

. Structure @ S M U D'




The brand platform

The External View

O

What we stand for and why our customers should care.
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Promise defines what we do and why it
matters

Activating athletic Deliver “wow” through
excellence service
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Values describe how we’re different

SOUTI-IWESI'
AIRLINES

Fun-LUVing Attitude
Warrior Spirit
Servant’s Heart
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Customer Service

Quiality Ingredients

Community Focus
Diversity

Whole foods
Whole people
Whole planet

@ SMUD’




Voice describes you personality

» Southwest Airlines’ fun, spirited personality shines through in all of
their communications.
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Interactions must be intentionally consistent
with brand promise across the organization

* Marketing * Hiring

* Programs * Procurement

» Customer » Technology
Services

» Governing
processes

Acquire

& retain
customers

Enabling

processes

Deliver
power

* Line Transmission
» Substation » Generation
* Meter * Dispatch




Engaging our employees

@ SMUD’



Brand roll-out

May/June July 12-14
Pre-launch teasers Internal launch
and activities

A4

Weekly activities/events

leading up to external launch October

External launch

« Use pre-launch activities to build excitement for the
main launch event in July

* Follow the main event with training and weekly
activities that sustain momentum and prepare for
external launch

@ SMUD’



Internal brand launch — executive team




3-day event & 65t anniversary!




Brand center




Brand guidelines




New employee touch point concepts

Leadership

Ingenuity

Community

Integrity —
Aaliyah Williams

® SMUD
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Internal communications - before

1
Ll

~ Begin Your
- Job Journey
at SMUD

As one of the most innovative
electric utilities in the country,
SMUD values and rewards the
contributions of its more than 2,000
employees. We're proud of our long-
standing reputation as one of the
best places to work in the
Sacramento reglon, and we're
always seeking talented people to
help keep us maving farward.
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Internal communications - today

2011
Presentation Option 1 Combined Charities
cover title Arial 40 pt . ~ Building Dreams

.Bre.ak.f;c.ls.t Ti.c.kle.t.s

59 Street
Sept. 13 » 6:00-9:00 a.m.

WVoliaS, meawd Fub 2271

- T} - Name Surmname of Presenter Arial 20 pt
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Sept. 14 » 6:30-9:30 a.m.

HO
Sept. 15 » £:30-9:30 a.m.
$5 per breakfast or $9 for twe

Plans for new
yard unveiled

. Pancake & Sausage Platter
Ticket Sellers p Hage! Sandwich {eqr & chuess)
(Licksta o sale starting Aug 15) Breakfast Burritos {egg, potatoes,
e ey gy (T = bacon and bell peppers)
BB Cotton and orange juice inchuded
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Walk now,

read later

September Inelusion Cuisine

Japan's Respect for the Aged Day and
SAFE Credit Uniel

September 8 = 11:

Trivia - Japaness Respect far
Ongami Table  Learn how to
Daasert - Free Mochi for the
Sush Making  Interacove Sa
Japanesa Dancers - 11:30 a.
(PR

SAFE Crodet Umien Informats

S5 lchuntn Lunch - Bics B ™
Flank steak with agicy marin
Raasted chicken with tevralke

Rearted duck with hawin sau
Fried masinated 1odo with

SCORCH @® SMUD




Consistent customer experience

* Align work processes to ensure they deliver
on our brand platform.

Em p | OyeeS Activity Activity Activity

Activity Activity
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Align processes & touchpoints

« Train all 2000 employees

» Align processes with our brand values and voice

« Consistent communications internally, both visually & verbally

« Leverage brand and balance cost efficiencies with limited resources
« Be responsive to new forms of competitive conditions

 Prioritize and align programs and services to deliver brand
values/voice

« Focus on customer-facing touch points:
* Bill
 Web
* IVRs
« Call Center
* Field Crews
« Community Engagement
» Account Representatives
* Programs & Services

33
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smud.org redesign
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Bill package




Vehicle wraps




Customer communications — before

r.,“LWE BETTER | | SmartMeter

WITH SMUD

unt Services
Your Parlner in Power

=
T
- S —
¢ suun. the power of _ o
innovation |
= % Together we're building a SmartSacramento’

savewithsmud.org

@ SMUD’




Customer communications - today




Lobby updates
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Branded advertising campaign




Emotion — a key creative strategy

Use emotion to illuminate our brand values

* 80% of life is emotion and only 20% is intellect

 Emotion produces neurotransmitters in the brain that
creates a connection, a memory and recall

« Emotion is a key component of persuasion, social
influence and attitude change

* Low involvement categories and mature markets
depend on emotional appeal to create interest

 Emotional connection leads to higher customer
retention and loyalty

@ SMUD’



Rational vs. emotional branding

You should always feel this secure

N Pampers

Focused on product Focused on emotions —
attributes — dryness and feeling secure

convenience @ SMUD




Let's power sweet dreams. Billboard

SMUD

Powering forward.
Together.
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Learn about electric vehicles atys






Residential Rebate Print Ad (sized for 6col x 3" BEE)




Let’s power
smarter design.

@ SMUD

SolarSmart=
Homes

We see a future of more solar power,
more efficiency and more savings.
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So we've partnered with innovative local builders on
SolarSmart Homes, which feature the most cost-effective
combination of energy efficiency and solar generation in new
homes today. Make your next home a SolarSmart Home and
save up to 60% on your electric bill.

Visit Lo ¥ 1 1 to find Powering forward.
a SolarSmart community near you. Together.




Commercial Rebate
Print Ad




Commercial Rebate Print Ad




TV commercial — Let’'s Power




Questions?

@ SMUD’





