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Q1 2017 Report
1.0 Executive Summary

Orange and Rockland Utilities, Inc. @®@&r Company) submits this quarterly report on the
progress of the demonstration project it is implementing as part of the Reforming the Energy
Vision (REV) proceeding, as required by the Order Adopting Regulatory Policy Framework and
Implementation Planissued by the New York State Public Service Commission (NYHR8C or
Commission) on February 26, 2015.

This demonstration projecknown ashe Customer Engagement Marketplace Platform
(CEMP)was designed to build partnerships with a network of thpaty product and service
providers tohelpincrease customer awareness and education of energy consumption, motivate
customers to participate in O&R programs, increase distribution and adoptibistributed

Energy Resources (DER) and develop new revenue streams for O&R and itspartner

The beginning a2016was theofficial launch of the My ORU Stodédferinga selection oiVi-Fi
thermostats Since tha additional energy savings produdtave beeradded to the store
ranging fromLED lightsadvanced power strips, connected home and weagaergy saving
devices. By miglear, the offerings expanded beyotitk sale ofproductsto includeno cost in
home energy assessmexas well as a varigtoffixed-priced servicegrovided by dcal
contractors in the communityWeekly messagingighlighted newproductintroductions,
seasonapromotionsand limited time offers (LTO)Effortsto build awareness of the My ORU
Store continued throughout thgearandin Q4the teamincluded media buys in radio and
digitaladvertising in preparation for the upcomingliday shopping season.

Bythe first quarter of 217, the focusshiftedbeyondbuilding the assortmenand brand
awarenesgo furthering customeengagementhrough moretargeted messagingA new
campaigrwas launchedor afour weekc u s t ojaumeay’ wheretiming, content andhe
number of emails sent to a customever a fourweek periodwerebased ontec ust o mer
engagementactionsand purchase decisiongnitiatives continue in an effort texpandthe
product line offer more LTQOgncrease traffiand stimulate salesPosttransaction
engagemenstrategieswere implemented anddesigned to solicit reviewand provide

additional messaging thatvashighlycustomized andelevantto the recipient.

S

1.1 Cybersecurity and Personalylentifiable Information Protection

Consistent with corporate instructions and Commission policy related to cybersecurity and the
protection ofpersonallyidentifiable information (PII), each partner agreement executed for the
implementation of the REV demonstration projects includes specific protections related to
cybersecurity and PIl. Assurance of this protection is critical in eagimg cugomers to sign

up fornew and innovative services offered by utilities.
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2.0Demonstration Highlights
2.1 Major Task€Completed

Launch ofAdditional Products& Services

o Philipslightingproducts

o Emerson Sensi WA thermostat
SeasonalpromotiongLimited time offers

o Manufacturer rebates

o No cost in home assessments
My ORU Advisor

0 Activity

o Engagement
Suez Water

o Platform design

o Project plan

o Launch initiatives
MarketingStrategies

0 Seasonal messaging
Firsttime engagementle-engagement initiatives
Printmedia
Digitalsocial media
Paid search
Outreach and education
Employee communications
Customer Insights

o Demographics

O OO0 O0OO0Oo

2.2 Activities Overview
Launch of Additional Productand Services

In an effort toexpand thesuccessfulighting category, the team introduced oveventy new
PhilipsLEDproductsthis quarter (AppendixD). The newbulbs range from entry price points in
a variety of styles, including basic-600wn equivalentscandelabrasglobes and floodgp a
higherpriced WiFi enabled_EDbulb that changes color from an app on a smartphdiew
package quantitiesvere alsointroduced including singular bulbandtwo packsto allow
customers he flexibility totest afew new styleswithout the more costly commitment of
purchasingan entiresixpack Lightingbuyer guidesvere updated with the latest product
informationto assistcustomersn determiningthe right color, shape and brightness thabuld
fit their room and their lifestylé AppendixE). Upgradingto LED lighting istill an easy, low cost
solution for consumers who are interested in saving energy and moBggffering atrusted
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brandlike Philips,recognizedn the industry for quality and innovatiorhé¢ My ORLbtore is
able toprovide efficient LEDIt@rnativesat affordable prices

The Emerson SemnWiFi programmable thermostatvas recentlyadded to thesuite of smart
thermostats It is the firstof the Emersoriine offered onthe My ORU ®re. Using the free

Sensi mobil@pp, customers can remotely set, change and schedule their home temperature
from anywhere in the world. Installation guides are available on the website to guide customer
through the setup processThis thermostat boasts up to 30% in HVAlated energy savings

costs anddoes not require a @ire like some of the competitor productdVith the addition of

the Emerson Sensi, the store offers a total of 9 thermostats that range droetail price off90

to $234 after instant rebate TheEmeasonSensiat $114, filk a void in theurrent price

offering of smart thermostats.

SeasonalPromotions/Limited Time Offers

My ORUStoreran two significantpromotions duringhe first quarterof 2017 The firstwas a
cross promotiorof two widely knownWi-H thermostats andhe BringYour Own Thermostat
(BYOTPemand Respongarogram The email sent to O&R customers featured the Ecobee3
and the Nest % Generation Learning thermostats, along with a sijesideprice comparison
(Appendix B) Multiple rebates were offered, oneinstantlyat point of purchasendanother
upon enrollment in theBYOTDemand Response prograrBy diving down the cost thragh
combined rebate offeringgustomerswvere more likely taespondpositively tothis emalil
message Sales for the Ecobeethiermostatrose100% and accounted fa¥1% of theentire
salesrevenuegenerated inthe month ofFebruary.In the BYOT program, customer
enrollmentsincreased by 50%The team expects to test a variety ©milarcrosspromotional
opportunitiesin the nearfuture based on tfs success.

Alsq in March, theteam decided to promote one of the neRhilips LEDghts with aLTOof six
bulbs for $6 duringafour daypromotionalperiod (AppendixD). Smilar to a successful
campaigrof the TCP branduring the holiday$ast year thistime additional color options such
as warm bright anddaylight white were available at the samw price. With allthree styles
combined, his LTO generated ane than 70% of the revenuer Marchand accounted for
almost 40% otonsumertraffic to the website With more customers visiting theebsite
additional interestwasgeneratedfor other productsand relationships with newustomers
were formed Based orresults, the project teamis exploringadditionalprice driven
promotionsto implementthroughoutthe remainder o2017.

Holidaysand seasonal eventgrovide a great opportunity to@velopcreative campaignthat
stimulatecustomerinterest TheSuper Bowl themed email campaign featurddmiliar sports
imaget o draw i n t heTh &evdrdMiss aPlayentedisplayeddheNest
Wi-FiCaneraand connected theemail contentto a productofferings. This campaign was
successful in increasingstomer engagement and driving new customers to the My ORU Store.
OnGr ound Haggouns hoBnvas/featurel in anemailreminding customersthat while

3
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winter remains there is still time tanvest in an energy savinggarningthermostatto control
the heat and comfort in your hom@ppendix B) For Daylamthar emaie ' s
demonstrated how LEDightingcansave energyand be adjusted toeflect your mood
(AppendixB). The primary benefit of these promotions isdteate atention at an opportune
time to increasesales Additionally, increasing interest at unique times of the year offers
various chances of converting otiene customers into loyal patron3his type of messaging
providesan experience that is memorable to garmers, boostinghe brand and delivering
quality results

My ORU Advisor

With slightly lesshan a yearsince launch, the My ORU Advisor continuegdm followers by
providinginsightful custormusage data reportsral personalizedecommendationgor reducing
energyconsumption In February, emails were sent to customers based on previous tips
completedthrough the My ORU AdvisoEducational emailhichfocused on the value of
Energy Stamexplainedthe uses of advanced power stri@s)d identfied habitualenergy hogs in
the home

This quarter, click and open rates increased compared to Q4 2papproximately2%
Various themes such &s#®lue of theEhgagementortal’ and “ Home Profil e Le
messageslrove interest with participant§Appendix H).

The My ORU Advisor has attracted 04e400 customergto login to theonline portal and
engage in various activitie®Nearly5,400 energy saving tips have been completathre than
2,200 badges earnedl 50 rewards redeemeand almost 600home profiles completed

Suez Water

In 2017 significant progreshas been mad&o advance thecollaboration ofSuez WateNew
York Inc.(Suezand O&R on the My ORU Storé.project plan wasievelopedalong with a
cleartimeline of deliverablesind objectiveto keep the teanon target fora projectedJune
launch The team reviewed preliminatgyoutsfor the cobranding of marketing materials
including creating a logo design and brand book.e8dworkshops were conductetd review
strategyand mutual objectives Qoportunitieshave been identified te@o-fund rebates for
water-energy savingroducts as well aslevelop neweducational materials tbe sent to
mutual O&R and Sue&zstomers.

Marketing Strategies

In 2017, the project team hdscused on analyzindné extensive amount of data collected
throughoutlast yearto establishstrategic direction for futurebjectives (ne of the marketing
initiativesrecentlyimplementedwas toclassify efforts irtustomer engagemennto four parts,
learn, engage, activate and reachach of these aredsted belowplays a critical role in the
evaluation and implement#n of future marketing plans.
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Learn The teamcontinuesto review data from the previous year in an effort to search for key
performance indicators andxecuteactionsto achievecurrent and future ofectives. Some of
these learninginclude determining theptimal frequencyto influencecustomers and
determine the appropriatetime of dayto obtain the highest engagementhese learnings will
helpthe project team to make the necessary changes to achieve the desired results.

Engage It is paramount to sustain and grow engagement with currem future customers.
To enable succeli engagement, the team is testingparsonalizedcustomerjourney. This is
a multiHlayeredmarketingapproach to messaging customensough a level of automation
After the initial email is sent to the customehd next message content and timing is
determined by the action of theustomer For example fithe customer placed an order, then
the nextpromotional emails sent based onhe previous ordey suggesting perhaps a
complementary product for purchasef, however,a customer neither opens the email nor
places an order, themessagng content and frequencyvill be modified There are a total of 9
email variations that will go out to consumédmsmaintain automation The goal i$0

under stand each cgraugtlmemieto Ssulscatgporiesfioenogenowsiyand
then email hem accordingly for better campaign conversion rates.

Activate In this phasehe goal is tacreate firsttime engagement byhose unengaged

customes whothe teamhasbeen unsuccessfait reachingthrough existingmarketing

channels.The team idestingsubject lines taletermine whatgrabst he r eader ' s att et
stimulatesimmediate interest. The team also recognizesthatT O’ s can pl ay a cri
this effortand is planning future offers

Reach Lastly,ongoing focus ommnitiativesto increase marketplace reach to untapped
customers particularlythose notreached regularly bgmailcampaignsThrough thison-going
initiative, we are trying to aggressively build store recognition throiglad awareness
campaigns, social media, and edtion and outreach events, such lasme showsand local
community events.

Below is a charlemonstratingan automated personalizedustomerjourneyin which the
initial email message introduces the Philips kbeesonal wireless LH@htingsystem
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Ongoing ducation and outreach evenigovidean inperson opportunity ¢ inform and engage
customers byuilding avarenesf the products and services offered on thdy ORU StoreSo
far this year, O&R has already participated in various studagineering expqdusiness
association council eventand localcountyhome shovs.

In February and March of 201the project team participated in two consumer home shows in
the O&R service territory. At both shows, the MY ORU Store was promineatiyédat the

front of the booth withtop selling energy efficient products dispéadyin a store style glass
casdine. Large signage promoting free in home energy assessments andpsgreets were
available for customers to request more information abthis free service. As a result there
were more than 100 customers providing their contact information, including email addresses,
which were later used to contact them to complete their no cost energy assessment
registration. During both shows, @motional gift cards were given to the first 500 visitors to

the O&Rdisplaybooth. Redemption rates continue to rise and the teaomtinues to measure
success Preliminary results indicate that email addresslectionincreased by .11% and at

least 12% of the promo cards have already been redeemed. Additional highlights are provided
below for each event.

Rockland County Home Show (2/2426) Orange County Home Show (3/13719)

7.4% increase in traffic from prior wk 224% increase in traffic vs. prior week

127% increase in new visitors 30% increase in MTD sales of Philips LED $6/6pk|
50 potential leads for in home audits Almost 50% of YTD sales of Trickleptawer strips
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Posteron displayat Home Show Follow up Email to Interested Customers

Sign up for a free

home energy consultation at O@ ‘{ 3 Where can

f - yousave
. ;@ll =4 the most?
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The project team handed outrpmotional giftcards for $10 off theinextpurchaseas well as
brandededucationalimaterials and fun giveaway£ustomers were provided information
about energy efficiency and how to incorporate everyday household items into their lives that
will help them save energy and money. Sigmsheetswere on handor customersvho
expressed interest in receiving moreanfation about thefree in homeassessments available
to them on the My ORU Store&Customers were contacted withenweek by emaito complete
their registration. This initiativenot onlyincreaseaudit numbers but helped obtain newrail
addresses.These qualified leads providesh 86% deliverability rate, 45% open rgtes.

industry averagé€lA)of 19%, 9% click rate (v$Aof 1.4%) andh click to open rate of 20% (V&
7%). The most probable cause &xteliverability rateless than 100% coulak due to invalid
addressegpossibly due to human error in deciphering customer handwriting.

Both O&Rand Simple Energgre building a library of social media content that canrbadily
availablefor postsaswe explore more opportunities tpublically engage customerin amore
casual, social environment. The team is utilizing industry best practiaegpttalize oroptimal
timing opportunities For example, Sunday Facebook posts arahifhy Tweetseem to garner
the most interest Additionalcontent postsfocus on promoting buyer guides, customer
reviews,andhome safetythrough indoor/outdoor cameras and locks provided by widely
known manufacturers such as tiNest and Augujt

The team tookhe opportunity to promote the My ORU Store with employeksing a
companywide safety day conference. Products tippomoted safety features, such as tiwi-
FiNest Protect (fire and carbon monoxide detector) and internal and external cameras were on
display for employees to learn more aboaachproducts benefit.

Customer Insights

While much othe focus of 2016 was to buimlvareness of the My ORU Store and the My ORU
Advisor,a keyfocusfor 2017is tosegment our customerhrough data analytic designand
implementcreative content that isnore personal, customizeand relevant toeachindividual
The team uses Google Analytics to collagh leveldemographic and interest informaticend
user app activity Segmentsare created basd onthis dataandtailoredmarketing strategies

are developed for each segment

Understanding the best time of day to senmessagess imperative to increase engagement
and conversions rates. Optimal shopping times for customers in tHe €2vice territory is
between the hours of 8 and 11 anMost traffic is driven by emamhessages sent in that time
period, but the highest conversion comes from store sessions that are derived from direct
traffic, or customers searching specifically tbe My ORU Store.

The teamcontinues toexplore opportunities to change tHfeequency ofemail messages based
on the level oengagement For example, decisions send active customenfmessagingne
time per weekandlessfor those whoopened very few emails arever openedany. Improved

8
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buyer guides were created to provide a better user experience with more visuals and
expandable product content that easier to understandAppendixg).

In addition, as opposed teending identical el blasts out to all customers, a new campaign

has been developed that configured into a fouweek journey where timing, content and the
number of emails sent to a customer will be Db
purchase decisions. This svis designed to test a hypothesis that this engagenbaised

marketing approach will yield increased email engagement rates, conversions and customer
satisfaction. This journewhich entails identifying the motitars that cause a consumer to

make a puchase has been launched in the month of March and we are eager to evaluate the

results Below is some of the specific data we collect and analyze to better understand our
customers and their habits.

Sessions (traffic to site) by Age Group Engagement.evels by Computer Device
Sessions Sessions
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3.0Key Metrics

REV Demonstration Project: Customer Engagement Marketplace Platform

In the first quarter of 2017there weremore than13,000 visits tathe My ORU store anchore

than 500 purchaseg:ifty-five percent of visitsvere from newcustomersndicaingthat the

recentoutreach efforts homeshows, social mediposts andemailcampaignsare all working
well to drive traffic Although emaimessagindeads tothe largestnumber ofsite visits highe
conversion rates stem from customers going directly to the websitesgaarchingspecifically
for the MY ORU Store through an onlsearch engine Those customers who take time seek

out the website, or go directly to thetore byweb addressare more inclined topurchase

based ortheir high level of interest and engagement

3.1My ORU Store Metrics

My ORU Store

Ecommerce Metrics Q1 vS. LY *
Sessions 13,260 15,709
Users 9,242 11,045
New Users 56.2% 56.0%
Page Views 40,655 43,758
Ecommerce Conversion Ratg 1.0% 3.9%
Transactions 552 649
Unit Sales 1083 1344

* Comparison to LY based on avg monthly sales x 3

My ORU Store

Email Performance Q1 IA*
Email Open Rates 21.5% 19.7%
Email Click Rates 1.4% 1.4%
Email Click to Open Rates 6.5% 6.9%

* Industry average (IA) -2016 Epsilon Email Benchmarks - Retail Specialty

My ORU Store

Visits by Channel % Q1
Email 62%
Direct 18%
Referral 10%
Organic Search 9%
(Other) 1%

10
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My ORU Store
. % Tot Sales % Tot Sales
Product Categories .

Units Dollars
Advanced Power Strips 16% 8%
Connected Home 0% 1%
LED Lighting 72% 45%
Home Services 6% 30%
Wi-Fi Thermostats 3% 15%
Water Saving Devices 1% 0%

3.2My ORU Advisor Metrics

REV Demonstration Project: Customer Engagement Marketplace Platform

Since the launch in June of 2016, more th&208,customers logged in to the My ORU Advisor
engagement pdal, completing tips, earning badges and redeeming rewaFisst quarter
2017, email messaging drove most traffic to the portal with click and open rates trending well

above industry averages.

My ORU Advisor

Ecommerce Metrics Q1 Total LY
Logins 4,426 8,247
New Users 962 3,594
Tips Completed 5,410 9,333
Badges Earned 2,236 6,485
Home Profile Completed 594 1,707
Reward Redemption 150 7
Unsubscribes 392 1,101

* Total LY based launch in June' 16

My ORU Advisor

Email Performance % Q1 IA*
Email Open Rates 23% 18%
Email Click Rates 2% 1%
Email Click to Open Rates 9% 5%

* Industry average (IA) -2016 Epsilon Email Benchmarks - Retail Specialty

11
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My ORU Advisor

Visits by Channel Q1
Email 88%
Direct 6%
(Other) 4%
Organic Search 1%
Referral 0%

3.3Demand Regonse Metrics

To date, smart thermstats purchased from the MY ORU Store represent 14% of the total

enroll ments in O&R’s Bring Your Own Ther most a
smart thermostats.The energy savings of these thermostat resources represent up to 186 kW

of demandreduction when a load reduction event is called.

Demand Response/BYOT

Metrics Q1 YTD
# Customers Enrolled 27 186
# of Connected Devices 41 228
kW Savings 27 186

4.0 Strategic Objectivesor 2017

Sincethe launch of the My ORU Storte project teamcontinues to work on bildinga more
robust assortment oproducts and services that meet the needs of customeBy.exploring

new technologies and manufacturers in the market, the My ORU Store can provide innovative
product alternatives that can help stomers save energy and money and find convenience,
control and comfort in their homes.

New strategies are being explored to implemerdamprehensive marketinglanusinga

variety of mediums O&R team is workingith internal design team tdevelopmarketing
materials that can be distributed at events to promote the My ORU Store and the products and
services availableOpportunities to market the storéhroughradio and digital advertising
continue as these initiatives stimulate general awareneskanve search traffic to the sitdn
Q2,there arecontinual plansto capitalize on seasonal them#sat incorporate specific
messages tpromote My ORU Store and @ise targeted through thély ORU AdvisorSome of
the preliminary concepts focus dearth Day, summer sales, and prep for cooling seasons.
Another strategy involves driving engagement with two types of less responsive customers;
those customers who haveemeropened an email and those who have not opened an email in
alongperiod of time. The messagingvolvestesting subject lines to draw attention and

12



( Orange & Rockland REV Demonstration Project: Customer Engagement Marketplace Platform

stimulate action to open the email. Customers who are engaged will receive emails with energy
savings products that are relevant to their past purchases and help maintain and drive future
engagement.

Opportunities still exi st thHroughthenO&&ompanyt he cust
website. The DCX (Digital Customer Experience) is desigedddate customers to better

manage their energy useUseful information is provided to customensthe form oftips and

suggestions for wgs to save energy and money. The My ORU Store is a perfect complement

the newly designed siteand the team will periodically evaluate how best to crpesmote it

from the DCX portal

Specific strategies aiia progresshat are designedo better understand customers and their
motivation to respond or engage with My ORU Store BtydORUAdvisor. High engager
surveys are in development to solicit feedback from custorparsicipating in the Advisdio
better serve their needs anidcrease the level of interest this onlineengagemenportal. The
team hopes to identify opportunities for improvemss to the insght reports, messaging
content ard the portal @verall userexperiencerating. Information gathered can be used to
help retain customersandattract new onedo participate

Email marketing plans for Q2 are in development to present spprdanotions around Earth
Day and summer seasonal messaging including central air conditioningipsrend BYOT
enrollment. AdditionalL T Gare scheduled for June to drive customer engagement,
transactions and adoption of energy efficient products ae/ges. Product bundlesnaybe
offered with discountsfor customers purchasing a variety of connected home products.

The project teams in the initial phase gflanningexternalmeetings with solar providers in the
O&Rservice territory The team haalready @rtnered with crosgunctional departments that
work closelywith solar companies in the area tgain valuableinsight into the proces®f
connectivity and the regulatory framework/requirements.héfe are also extensive
opportunities expectedwhen AMI is rolled outo leveragetimely customer data.

5.0Checkpoints/Milestone Progress

Checkpoint * Projected Datg Completion Datg Progress Status
Marketplace Launch 1/15/2016 2/2/2016 (@)
Add Additional Products 2/5/2016 3/30/2016 .
Add Fixed Price Services 2/5/2016 6/29/2016 .
Marketplace Quarterly Check in 3/22/2016 5/1/2016 (@)
Launch HERs and Engagement Platform 5/7/2016 6/12/2016 (@)
Add Variable Priced Services 4/1/2016 In Progress
* These timelines are pending and subject to change as the program evolves
O Complete In Prog’ss Delayed

13



( Orange & Rockland REV Demonstration Project: Customer Engagement Marketplace Platform

6.0Work Plan & Budget Review

The project team continue® evaluatecustomerand contractorinterestwith variable priced
home services The work flow process on thdy ORU Store is still in development.

6.1 Expected Changes

2016 2017 2018

o
=

December |01

Septembe
October
November
December
January
February
August
Septembe
October
November
December
January
February
March
April

May

November [n
March

April

May

June

July

February

January
March
April
May
June
July
August

Phase

Phase 0: Implementation - Design and develop program
components

Phase 1: Launch - | mpl ement
offerings

Phase 2: Category Expansio
implement complete line of product and offerings.

Phase 3: Deci sion on Proje
performance to determine next steps.
Phase 4: Revenue Optimizati

service line to maximize revenue opportunities.
Phase 5: AMI Integration -
evaluate rate design plans for peak time rebates, TOU
analytics, integrate TOU enrollment.

The deployment of AMI has been movedHmase 5 The scheduledollout of AMI to the O&R
service territory will not beavailable folintegraton into the marketplace until 2018.

6.2Challenges

Logisticsaround thechallengeof fulfilment and delivery of larger home applianadisectly
from the Simple Energy warehousentinue toposelaunchdelays onhe My ORU StoreBoth
the O&R and Simple Energy project tearonatinue towork together to ealuate this potential
business opportunity andxplorepossiblesolutionsto the existing obstaclesin an effort to
expand the contractor networlQ&R plans to work closely witts advertisingagencyto discuss
new methodsto engage additionahird party suppliersandcollaborate with cros$unctional
departments that have existing relationships with contractors in the O&R community

The low volume of email addresses that are available for residential customers present barriers
to increasing the My RU Store customer base through traditional email messalygtsatives
are being developed to incentivize customers to sigmfor newsletters and mailing lists

7.0Work Plan & Budget Review

Actual costs to datevill be filed confidentially with the NYP8@hcurrently with the filing of
this document.

7.1Phase Review

The programhas met key milestonesescribed in thevork planexhibited in previous reports.
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7.2Updated Budget

The program istill running under budgebecauseone positionremainedvacant for longer
than anticipatedn 2016

7.3Lessons Learned

In terms ofoverallmetrics, LEDOdhting LTOkave beerthe strongest drives of sales and traffic
to the My ORU StoreProduct introductionshave continually generated interest and delivered
high customer engagement. @lieamcontinues to researcthe latest £chnology and
manufacturersan the marketto expandthe current productassortment

Google Analyticgan befurther utilized b better understandour customef demographics
including @nder, agelifestyle preferences, what devices they uswstoften andtheir
preferable shopping hours.hisdata can be compiled into segments or customer profiles and
targetmessagng is created and semd thosesegmens. Alsoutilizingcompelling triggers
throughvariousemailsubjectline testscan enhance&ustomerengagement.

The project team has begun teviewsomeinitial data from the HueSeries of automated email
messagin@ndis compaing resultsto past performancef key indicators such as click/open
rates, conversions, purchasesdaverage order valuePreliminaryfindings indicate that there
areinconsistencies with regd to the impact of the landing page on transacti@mlthe team
suggessfurther testing § necessarto draw any usefuconclusions Overall, the Hue series
resultedin lower conversion rates compared to the previdw® months andfirst quarter
benchmarks Onepossibleexplanationof why metrics did not meet expectations may thee

to the higherprice point of the Huavireless lighting systemData suggestthat introducinga
less expensive produett first may driveup initial engagementevels andhe best method is to
gradually fold in other higher priced offers once engagement begins

The team will beeviewing the edemption rates of ppmotional gift cardsgiven out at the
various home shows and the number of customers who signed up for a Seateslenergy
assessmento determine if these initiatives were successful.odes are stilictive as the
validation dates have noexpired.

Featuring product samples giass caselinand using interactive displays to engage customers
have proven to be a successful approach at home shows and other community evertads
were seen gathered aund the case with customers asking specific product questions.

7.4Recommendations
Theproject team suggests the followimgcommendations:

1) Continue to utilizeeonsumerdata and insights to personaliziee customerjourney
and individual gperiencewhen possible.
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2) Utilize inhouse advertising agency to maximize market penetratioough a
variety of broad based mediums

3) Continue social medieampaignsand explore opportunities for Google media
partnerships that will allow the team to execuielditionalmarketing strategies on
the Google Platform

4) Promote the My ORU Store to a wider audience through additional outreach and
education effortdoy maintaining a presence at events and devedtgpe specific
marketing materials.

5) Partner with crossunctionalteamsto arrangefocus group discussiongth local
contractors tomeasureinterestand increase enroliment.

6) Develop viable strategies to increase email addresses and reduce unsubscrie rate
Work with the Customer Sepg team and front line/customer facing employees
who can impact these number®rovide education, andaderminerealistic goals to
be met through a variety afewinitiatives i.e. internal contests with CSRs

7) Optimize thenewlyredesignedO&Rwebsite topromote the My ORU Store by
providing a prominent space on the home page and incorporating links throughout
in variousinformational sections

8.0Appendces

AppendixA: My ORU StoreHomepage Banner
Appendix B:My ORU StoreMarketing Emai- Seasonal Focus

Appendix CMy ORU StoreMarketing Ema#- Home Efficiency

Appendix DMy ORU StoreMarketing Email SampleNew Product/LTO
Appendix E:My ORU StoreReviewsBuyer Guides

Appendix F:My ORU Store Bill Insert

Appendix GMy ORU Store Social Media Posts

Appendix H: My ORAdvisor—- Email Sample

Appendix I:My ORU Store: Q2 Marketing Samples
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Appendix A: My ORU Store: Homepage Banner

CONNECTED HOME
PRODUCTS

A connected home is a protected
home. Secure yours with smart
home products from Nest, August
and more

Appendix B:My ORU StoreMarketing Email; Seasonal Focus

Orange & Rockland

Orange & Rockland

Orange & Rockland

Comfort.
Convenience.

Connectivity.
i

Already Over Your New Year's
Resolution?

Get Ready for Six More Weeks of
Winter

i i
Set the Mood, Save Energy

sth $at™, These
3rd gen Nest LearningThermostat TCP 10w A Lamp LED (6-Pack)

0 $234

V" o ; » . ‘ u
i (e
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(& Orange & Rockland

AppendixC. My ORU Store: Marketing EmaiHome Efficiency

Orange & Rockland

Orange & Rockland
Is Your Home Smart and Efficient?

y efficiency store

What is a Connected Home?

Whether you're looking for a quick energy-efficiency investment or the
latest tech that controls your home from your smartphone, My ORU

Store is your go-to resource for products that help manage your home.

« era
s knoc n w 1ome
mart and Learning Thermostats
leating accounts for 29% of the average U.S.

household’s annual utility bill.*

SMART HOME

smart thermostat can go a long way in
elping you save energy and money.

You Have Hue, Here's What's Next
Nest Protect Smoke + Carbon
Monoxide Alarm™ Read the Buyer's Guide
n ™ wor t

Appendix D: My ORU StoreMarketing Emailg New Product/LTO

New Products LTO
Orange & Rockland

Orange & Rockland
3 J ‘1 l
\ | —

HAVE YOU MET HUE?
v

!

New Bulb, Same Great Deal

19 LED (6-Pack)

Philips 9.5w A
o Retall Price: §

« Your Price: $6

= =
Pt A and Anm Starter Kit Starter K
View Collection
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AppendixE My ORU Store:Marketing Emailg ReviewsBuyer Guids
THERMOSTAT BUYER'S GUIDE

il
R, |

The Right Bulb Makes a Difference

| i

Reduce Your Energy Use
E
AppendixFE My ORU Store Bill Insert
Goto
MyORUstore.com e
T

Find deals on LEDs, smart
thermostats, power strips, energy
audits and more.

2 2D 10 90% leee

10% lesee than Ci-ls.

(AT
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AppendixG. My ORU Store: Social Media Posts

Facebook

LEDs

LEARN MORE

Are you in the dark about the benefits of #LED lightiitg@ ad our wupdated buyer’'s guide to |l earn how L

and into the lighthttps://goo.gl/Ftjn29

Twitter

NOT SURE WHICH
THERMOSTAT IS
FOR YOU?

READ REVIEWS

Shopping for a smart ther most au? Rdadicustother reviews th hrelp you detitdgs:fgoomkifld s best f or

AppendixH: My ORU Advisor: Email Sample

Wiy yau shauld sign up tody. _
Greatings
Here are your Enegy insights.

OFIL ASVISEr prIgmm, You Nawe used ...

Orange & Rockland e e

Greetings KWH LESS ENERGY

Here are your Energy Insights.

Save Energy. Eam Points. Receive Rewards . than similer hous=hods in the propram. Thets e cars
entg ecprommasy

My ORU Advisor puts you in control of your enengy usage with great ideas and 1

incentives to help you save. Sign in te My ORU Advisor to -

-~ . -~ *\
/ § ™ F 4
/ \ [/ N x How many TW¥s and/er
( \ { \ TR game consoles are used
| | | . =il | - [ - 3 regularly in your home?
d
S~ .

>’
View Your Insights Earn Points Redesm Rewsrds ‘ _

Leam about your energy Complete enargy-saving Redeem your reward points
usage and ses how it tips and reduce your usage  for gift centificates to your Tell Us More
compares to that of ohers.  to eam reward points favorite national retsilers.

angratuations on compietisg Level 1 of your Home Profiz! Now that yowve covered
the bexics, =il us mons about the pcliances. in your hame and scme- of your wesky

Take advantage of My ORU Advisor today and start reaging rewards for saving enargy! s

Sign Up Taday

Campicis the nesd Iowe! and we'll newend ¥ou with 300 rownnd painks and meich you with
rmcommended peodiacts and acians that San Ml yoo Save enemy!
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Appendixl: My ORU Store: Q2 Marketing Samples

Email

Don’t pay
for what
you don’t
use!

Banner

Qecobee

G%“GREEN

——  FEarth Month Sale ———

Big savings for a better earth, The ecobee3 smarter thermostat with room sensors.

SHOP NOW
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