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Pepco Holdings, Inc. Quick Facts 

 Incorporated in 2002 
 

 Service territory:  
8,340 square miles 
 

 Electric customers served 
• Atlantic City:  545,000   
• Delmarva:  503,000   
• Pepco:  793,000  
  

 Total population served:  
5.6 million 
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Residential Energy-Management Programs 

 Maryland 
• Lighting Discounts 
• Appliance Rebates 
• Appliance Recycling 
• Quick Home Energy Check-

up 
• Home Performance with 

ENERGY STAR® 

• ENERGY STAR® New Homes  
• HVAC Efficiency Rebates 
• Energy Wise Rewards 
• EmPOWER Maryland Low 

Income Energy Efficiency 
Program  
 
 

 Delaware 
• Energy Wise Rewards 
• Peak Energy Savings Credit 

 
 District of Columbia 

• Energy Wise Rewards 
 

 New Jersey 
• Energy Wise Rewards 
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Program Overview 

• A voluntary peak program that cycles                 
central A/C units & heat pumps  

• Customers in MD, NJ, DE & DC:  receive credits 
off their bills  

• Each territory:  Offers unique device & cycling 
level options, and credit amounts 

• Devices:  Web-programmable thermostat  or 
control switch (outdoor)  

• Customers can program their thermostat 
manually or remotely via PHI’s online portal 
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Pepco MD 
Pepco installed program 
devices in 52% of eligible 
homes in the Maryland 
service territory.   
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Awards of Excellence  

 Powergrid International's 2014 Demand Response/ 
Energy Efficiency Project of the Year award for  
Energy Wise Rewards. The award is based on the  
size and scope of the project, level of innovation  
used, and benefit to the utility, its customers, and  
the power industry as a whole. 

 Comverge, the program contractor, received the  
2013 Smart Guide Consumer Collaborative Award of Excellence 
for clarity of consumer marketing materials used by Energy Wise 
Rewards.  

 Platts 2012 Global Energy Award of Excellence in the Energy 
Stewardship Category for PHI’s EmPOWER Maryland programs, 
including Energy Wise Rewards. Described as “the Oscars” of the 
energy industry, the Platts Global Energy Awards highlight corporate 
and individual innovation, leadership and superior performance in 19 
categories spanning the energy complex.   
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Best Practices for Program Recruitment 

 Analysis:  Understand the target demographics. 

 Channels:  Use an appropriate mix of communication 

channels: printed direct mail, web, call center, social media, 

and more. 

 Education:  Build and set appropriate expectations with 

customers. 

 Choice:  Give them a choice of devices and cycling options. 

 Partnerships: Collaborate with regulators and stakeholders. 
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Research is Key 

 Program structure 
 Understand the marketing environment 
 Test recruitment material 
 Best practices in other programs 

 

Channels 

Research 

Customer Mindset 

Analysis and 
Response Levers 

Psychographics 

Marketing 
Process and Execution 

Messaging Themes 
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Marketing Mix Varies by Market Segment –  
Always Branded 

*C&I = commercial and industrial; MDU = multi dwelling unit; MMA = master-metered account. 

Residential MDU/MMA Business Large C&I 
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The Offer: Simple and Easy To Understand 
Atlantic City Electric Pepco/Delmarva 

VS. 

Cycling 
Option 

Temperature 
Increase 

Annual 
Reward 

Installation 
Credit 

Total Rewards for 
your first 12 

months 

50% 1-3 degrees $40 $40 Up to $80 

75% 2-4 degrees $60 $60 Up to $120 

100% 4-7 degrees $80 $80 Up to $160 

Cycling 
Option 

Temperature 
Increase 

Installation 
Credit 

50% 1-3 degrees $40 
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Integrated Recruitment Campaign 
  
Message:  “Save money and energy by automatically reducing energy use on summer Peak Savings Days.” 

Tactic Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec 

Direct Mail 

Door-to-Door 

MDU Recruitment 

Letters 

Warm the Door Postcard 

Outbound Call 

Advertising: TV 

Advertising: Print 

Advertising: Radio 

Adv.: Outdoor/Billboards 

Community Outreach 

Facebook 
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Campaign Samples (branded per service territory) 

Bill  
Insert 

Direct Mail 

Newspaper 
Ad 

eMail 



14 

New Customer Letter 
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Door-to-Door Recruitment – Warm-the-Door Postcard  
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Joint Campaign 

Brochure / Direct Mail 

Billboard 

TV 

Envelope 

Magnet 



17 

Campaign – Results 

 Post-event surveys:  High awareness and future interest in participation 

• 80% of customers were familiar with program 

• More than two-thirds of customers who were aware of the program 

said they reduced their energy use on the first Peak Savings Day  

• Most customers planned to participate in future Peak Savings Days 

  

“Saving money and energy is important to me,  
this program is a simple way to do both.” 
    -- Pepco Maryland Customer 
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