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Introduction

The U.S. Environmental Protection Agency (EPA)adtrced the national Change a Light, Change the d\falll
lighting campaign in 2001. The campaign serves framework for cooperation between national, negioand

local ENERGY STARpartners in delivering a coordinated message tptiwic regarding the energy-saving benefits
of qualified lighting products. This was the elglyear that MEEA has patrticipated in the nationad@e a Light
promotion. The goals of the promotion were afod:

= Achieve unit sales of 149,857 ENERGY STAR labeléd . €and corresponding energy savings.

= Raise consumer awareness of the energy-savingraitd@mental benefits of using ENERGY STAR
qualified CFLs

* Increase consumer recognition of the ENERGY STARIa

= Establish a low price point for CFLs in targetedrkets

= Leverage state and utility dollars to gain the sta@ent of resources in the promotion by manufactamne
retailer partners

= Demonstrate to retailers that investing in the pprbom of ENERGY STAR qualified CFLs can be
financially profitable and yield positive publiclations

Achieving these objectives required a coordinaféattenvolving state, utility, manufacturer, anetailer sponsors in
three states (IN, MO & MN) in addition to the pragr implementer, Wisconsin Energy Conservation Qaitjmn
(WECC). Thanks to the combined efforts of thestneas, the promotion achieved the following result

= 86,356 ENERGY STAR qualified CFLs were purchasethire states

= 4,412,783 kWh annual savings with the CFLs soldugh the promotion

= 30,889,480 kWh will be saved over the life of tHeL&

= 22,059 Midwest consumers were served

= Advertising, point of purchase materials, and etlanaby trained retail associates raised consumer
recognition of the ENERGY STAR label and awareredgbe benefits of qualified CFLs

= Over $47,000 in matching rebate contributions vieveraged from MEEA’s manufacturer and retailer
partners

= 77 retail locations patrticipated

Enough energy will be saved throughout the lif¢hef CFLs sold during the campaign to power 2,668d®for one
year and to keep 37,067 tons of carbon dioxide fioeing released into the atmosphere. These aralgasther
public benefits generated by the effort have predisome notable successes. This report detaifgdlcess of
organizing the campaign and its results.
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Promotion Sponsors

MEEA received funding from 12 sponsors across diggon for the 2008 campaign including:

= Boone Electric (Missouri)

= Columbia Water and Light (Missouri)

= Crawford Electric Cooperative (Missouri)

= Missouri Department of Natural Resources
= Independence Power and Light (Missouri)
= Kansas City Power and Light (Missouri)

= Empire District Electric Co. (Missouri)

= Minnesota Department of Commerce

= Moorhead Public Service (Minnesota)

= Alexandria Light & Power (Minnesota)

= Southern Minnesota Municipal Utility Association
* Indianapolis Power and Light (Indiana)

Access to the promotion was offered to retailefslissouri, Indiana and Minnesota. Targeted marketisided:
Kansas City (MO), Joplin (MO), Columbia (MO), Roslter (MN), and Indianapolis (IN). Refer to Attackm A for
a full list of participating retailers and theircktions. As in previous years, MEEA coordinatscefforts with
Wisconsin’s Focus on Energy program, as well asraiigional organizations participating in the Glea Light
campaign. This cooperation enabled MEEA to in@dagerage with industry partners and benefit felmonomies
of scale in the design and production of promotiomaterials and advertising.

Contractors

MEEA selected Wisconsin Energy Conservation CoiimmgWECC) to implement the 2008 Change a Light
campaign for the eighth year in a row. The proomotvas modeled after successful CFL promotionsWa€C had
designed and implemented for Focus on Energy ircd¥isin. Working with WECC simplified regional cdamation
because WECC was already implementing the prométioRocus on Energy in Wisconsin, Minnesota Powster
Tail Power, and Great River Energy in Minnesotayah as Alliant Energy and MidAmerican Energy owla.
Coordination with WECC allowed for the campaigrafmear seamless to consumers across the Midwest and
afforded MEEA greater leverage with which to neggtifavorable terms with manufacturers and retpégemers.
WECC demonstrated expertise in negotiating findrasid logistical contributions from industry pantserecruiting
retailers, organizing advertising in local marketsg administering the fulfillment of incentives.

EA Langenfeld (GE Rep group) was instrumental ilivdeng POP signage, rebate coupons, and faximigigs to
the Ace Hardware, True Value, and Do it Best storesl states. EA Langenfeld also assisted inrital
recruitment of stores in MN, MO, and IN.

Industry Partners

MEEA and WECC (on behalf of Focus on Energy, Miratag?ower, Otter Tail Power, Great River Energyiaat
Energy, and MidAmerican Energy) issued a joint esjdior proposals to collaborate on the ChangeghtLi
promotion to manufacturers and retailers. Throaigiompetitive bid process, Ace Hardware Corporafimnlt Best,
True Value with manufacturer General Electric (BEye selected as the primary retailer/manufacteans* to
support the promotion. The decision to selectehetailers was determined by the following factors

= Ace Hardware had the widest distribution of stalgeughout each sponsor’s service territory of any
retailer. In select areas where the number of Aaes is limited, True Value and Do it Best retaleere
also selected.
MEEA Change a Light, Change the World 2008 Pronmotio 4



= Ace retailers along with GE had hosted the pronnofiiw the last seven years, which allowed MEEA and
WECC to build on existing relationships and avdid €xpense of building new ones.

= GE’s offer of financial support including a $.55ndbution to a $2 instant rebate, cooperative dasieg
support, and printing of point of purchase mater{&lOP) was greater than their competitors.

= GE was the only manufacturer to offer the usesfrierchandising contractors (EA Langenfeld) to jglev
in-store support including recruiting stores aslhaslretailer training at select stores.

* Please note that in the Kansas City Power antitlagd Columbia Water and Light service areas, MEEsA
worked with Globe and HyVee Grocery stores. Thisision was made due to the fact that there werigek
participating Ace Hardware stores in this servieaa The product offering at these HyVee locatamd financial
support from Globe was very similar to the Ace Heack program.

Promotion Strategy

In order to achieve a sustainable increase in ¢inetpation of ENERGY STARualified CFLs in targeted markets, a
promotion must work to expand both supply and deidro accomplish this, MEEA once again chose tpleyna
combination of pushing and pulling strategies e €hange a Light, Change the World campaign.

+ Tofacilitate supply (market pull): Program resources were leveraged to gain finhandlogistical support from
CFL manufacturers and retailers, vesting theiradein the success of the promotion. These patips
allowed MEEA to influence the product and pricesoéid through the promotion. In addition, MEEA gairAce
Hardware, Do it Best, True Value, and GE's endoesarof the campaign.

+ Toincrease demand (push): The program utilized a $2 instant rebate at Acadiware, Do it Best, HyVee and
True Value locations, coupled with consumer edocatin the benefits of CFLs through radio, printextiging,
press releases, and point of purchase materials.

Promotion Design and Process

Coordination

A “top down” communication strategy was utilizedliéwerage existing manufacturer and retailer infcecture and
communication channels in the coordination of thai@e a Light promotion. This approach increaked t
promotion’s effectiveness while holding down costs.

Manufacturer and retailer buy-in is key to the ssscof any retail-based promotion initiated byiadtparty. To
ensure buy-in, MEEA and WECC worked closely with fxce Hardware, True Value, and Do it Best Cooperdb
design a promotion that would appeal to indepemglentned hardware stores. In addition, Ace Hardwased its
buying power to help MEEA and WECC negotiate fabtgaerms with GE.

Many of the Ace Hardware retailers organize themgseinto regional advertising cooperatives designeshare the
cost of advertising in their respective marketsoviig down the distribution chain, WECC worked wiitiese
regional groups to coordinate the recruitment diiidual retailers and the placement of advertising

This top-down strategy proved effective in quicgbining buy-in from the stakeholders. Furthermiragddressed
all of the channels necessary to coordinate thei@ft distribution of product, promotional matdsisand
information to participants.

Roles and Responsibilities

MEEA
» Secure funding from sponsors
e Secure commitments for support from industry pasgtne
» Assist in selection of retailer and manufacturetmnexs
» Approve marketing and other materials that consgionsor logos

» Provide overall administration of the program
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»  Work with the various sponsors to secure approfal@op advertisements

* Help secure commitments for support from indusastiers

» Recruit advertising groups and individual retailers

« Communicate with retailers and manufacturer merdisémg reps regarding instant rebate procedures and
advertising

« Coordinate advertising

» Provide retailers with in-store support and tragnin

* Administer the fulfillment of the instant rebate

« Coordinate activities among industry partners

* Oversee delivery of POP signage and in-store caipon

General Electric/ Globe Electric

e Supply product

» Print and help distribute POP materials

» Provide field support

e Contribute $.55 toward the $2 instant rebate

E.A. Langenfeld

» Assist with delivery of the POP materials in Minots Indiana, and Missouri

» Provide training to retailers in the above-listéates

e Track and manage the order allocation

» Send out broadcast fax communication to store$yimgi them of the availability of CFLs for the praton
» Provide WECC with weekly updates on orders in otddrack allocation

Ace Hardware, Do it Best, True Value Corporation

e Procure CFL product
» Assist in communication with participating retader
» Manage product ordering system and warehouseliliitsh to retailers

Ace Hardware, Do it Best and True Value Retailers

* Merchandise eligible CFLs

» Build and maintain promotional displays

* Provide customers with instant rebate discount

e Submit instant rebate claim forms for reimbursement

Target Markets

As mentioned previously, funding constraints regdiMEEA to narrow the scope of the Change a Ligbtnption
to specific targeted markets within each spons®tsice territory. Target markets were selectesttdan a number
of considerations including:

* Sponsor preferences

e The size and composition of local Ace Hardware #ikieg cooperatives and their volume potential
» The availability of media and cost of advertising

» Proximity to local sponsors’ offices

» The existence of any advertising groups
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Product and Pricing
The product strategy for the Change a Light campeigs designed to expand the selection of prosadite offering

maximum value. To accomplish this, the followirgdestion criteria were developed:

* Increase the selection of CFLs by encouraginglezaio offer “specialty type” CFLs

» Choose CFLs that could be offered to consumerkefsrthan $2 per bulb after the $2 instant rebate o
discount, while remaining profitable for retailers

* Use only ENERGY STAR qualified CFLs in order to eresquality and performance

The pricing strategy for the promotion aimed toieed the following goals:

» Provide consumers with an exceptional value aseaniive to try ENERGY STAR qualified CFLs

» Establishing a low price point (before rebate)argeted markets

» Allow retailers to make a sufficient profit to medite them to continue to promote ENERGY STAR lathele
CFLs

MEEA worked closely with Ace Hardware, Do it BeBiB), True Value (TV), and GE to choose seventeen o
eighteen models of CFLs that could meet all ofdftgementioned product and pricing criteria. Aiilf&ant rebate
was offered in conjunction with the promotion ier to ensure an exceptional value for particigationsumers.
This instant rebate was funded cooperatively biestad utility sponsors and GE. The following tabétails the
products, approximate price points, and instaratesboffered during the promotion.
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Retailer MFG item number bulb type *suggested
retail after
instant rebate

Ace GE 16460 | 13w spiral $0.99

GE 15516 | 20w spiral $0.99
GE 15517 | 26w spiral $0.99
GE 47484 | 11w globe $5.49
GE 20708 | 15w R 30 $3.99
GE 47483 | 26w par 38 $6.99
GE 49895 | 11w bug light $4.99
GE 49894 | 11w post light $4.99
GE 89091 | 15w daylight spiral $1.99
GE 89094 | 20w daylight spiral $1.99
GE 89095 | 26w daylight spiral $1.99
GE 89623 | 15w dimmable spiral $7.99
GE 89624 | 26w dimmable spiral $10.99
GE 47448 | 12w/23w/32w 3-way $5.99
GE 47485 | 15w globe $5.49
GE 24691 | 11w R20 reflector $4.99
GE 21710 | 15w dimmable R30 $7.99
True Value GE 16460 | 13w spiral $0.99
GE 15516 | 20w spiral $0.99
GE 15517 | 26w spiral $0.99
GE 89623 | 15w dimmable spiral $8.49
GE 89624 | 26w dimmable spiral $11.49
GE 89091 | 15w daylight spiral $2.99
GE 89094 | 20w daylight spiral $2.99
GE 89095 | 26w daylight spiral $2.99
GE 47448 | 3-way spiral $7.99
GE 21733 | 15w Aline covered CFL $4.99
GE 47478 | 15w R30 reflector $4.99
GE 47483 | 26w par 38 $6.99
GE 47464 | 14w bug light $4.99
GE 21710 | 15w R30 dimming CFL $10.99
GE 24691 | 11w R20 $4.99
GE 85384 | 14w post light $4.99
GE 47484 | 11w globe $3.99
GE 47485 | 15w globe $3.99
Do it Best GE 16460 | 13w spiral $0.99
GE 15516 | 20w spiral $0.99
GE 15517 | 26w spiral $0.99
GE 24691 | 11w R 20 $3.99
GE 20708 | 15w R 30 $3.99
GE 47483 | 26w par 38 $4.99
GE 47464 | 14w bug light $4.99
GE 85384 | 14w post light $4.99
Hy-Vee
Globe 83800 | 13w Ultra Mini Spiral $0.99
Globe 83801 | 18w Ultra Mini Spiral $0.99
Globe 83802 | 23w Ultra Mini Spiral $0.99
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Menards Sylvania 29437 | 13w mini spiral $0.99

29773 | 3 pk 16w R30 flood $2.97

29528 | 2 pk 9w globe $2.97

*pricing may vary depending on individual retailer

It is important to note that although most retailfelowed the suggested retail prices establidheMEEA and the
corporate offices, a minority chose to sell thebbudt either a higher or lower price. Because#récipating
hardware stores are independently owned, Fedeitibiahlegislation prohibits the standardizatidrpdces, or
“price fixing.”

Quantity Restriction

As part of the 2008 promotion, MEEA establishediardity restriction of twelve ENERGY STAR qualifi€tLs
per instant rebate claim form for purchases madeobgumers at retail store locations in all spossovice areas
except Missouri.

A quantity restriction of six ENERGY STAR qualifi€FLs per instant rebate coupon was enforced fahases
made at retail locations in Missouri.

Allocation Strategy

In order to prevent oversubscription, MEEA and WE&Gployed an allocation strategy designed to lih@étnumber
of CFLs that retailers could purchase from GE lfier promotion. The limit was based on the availablmte budget
in each area. Retailers were encouraged to pweasmmany CFLs as they thought they could self poithe start of
the promotion, with the understanding that theiteos would be reduced by a percentage across #rd wothe local
state or utility’s area in the event that orderseexied the allocation. In the event initial oradsnot exceed the
allocation retailers would be allowed to purchdseremaining CFLs in whatever quantities they wauate a first-
come, first-served basis. WECC issued lettersttilees each time they ordered CFLs alerting thethé maximum
number of bulbs they would be allowed to sell ughngjinstant rebate. This program year, howewatsubscription
was not an issue, as there was a number of CFLsvélra not even brought into the stores. Retil@re hesitant
to scale up their CFL inventories this year, dukarge part to the sluggish economy that consurmmedsetailers are
facing.

Retailer Recruitment

The recruitment of local retailers in targeted netslacross a broad geographic region and on adrbiidget was
accomplished in part by working through contactslenaith the advertising cooperatives during presiou
promotions. As mentioned previously, many of thetipipating hardware retailers organize themseiwsregional
advertising cooperatives for the purpose of sharirthe cost of common advertising. In this wdngyt benefit from
economies of scale, pooling their funds to purclmasee prominent advertising than they would be &bleuy
individually. Working through these groups prodddEEA the same opportunity to benefit from thesenemies,
allowing retailers to negotiate agreements to simattee cost of common advertising with cooperativembers.
Because these groups choose promotions and plaegisithg on behalf of the entire group, participatin the
promotion was mandatory for all members in the egemajority chose to participate. WECC workedketerage
cooperative advertising dollars to gain the pgrtiibn of each group in targeted markets. Thitesydor
recruitment continues to be highly effective, aliogyWECC to play upon the group dynamic and thejregience
during the previous promotions to quickly recreitailers in each target market without incurring tlosts associated
with visiting retailers individually. It also meef\ce Hardware Corporation’s requirement that tioenmtion be
offered to all retailers equally in each market.imore rural areas, and in target markets where thias no group
advertising association, EA Langenfeld and WEC® stade personal recruitment visits to prospecsitazes.
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Advertising

The Change a Light advertising strategy was fortedl#o leverage the public relations value of tremmwtion and
cooperative advertising dollars to gain retailgopart for both the placement and cost of advedisiwhen possible,
WECC worked to negotiate 75%-100% matching contidims toward the cost of advertising with eachhaf Ace
Hardware, Do it Best and True Value Hardware irdiiai stores not part of an advertising group. Ve MEEA
once again created a CFL ad template, and in daingade the approval process much more efficiehé only
requirement was that the retailer needed to usedirect sponsor logo. An example of the ad tetap&included in
this final report (Attachment B).

A budget was set for advertising in each targeketdrased on the cost of advertising, quality ofliaeand unit
sales goals. Each Ace Hardware advertising greed its knowledge of local market conditions andliaéo
customize an advertising plan that maximized thgoeure purchased with advertising funds.

The Glad Group in Minnesota included print adver§sn newspapers, “shoppers,” and placement in Aaelware
circulars. The most efficient means of advertigimg promotion in a number of markets was through Hardware
circulars. The economies of scale achieved by nga&i“bulk purchase” of advertising in cooperatigth the
advertising groups allowed the largest possiblebremof consumers to be touched with the availalel$.

MEEA required print advertising to include the Cbara Light ENERGY STAR logo, sponsor logos, prittera
instant rebate, and language stating who spongleddstant rebate. MEEA mandated that radio diduey
mention Change a Light, include language stating sgonsored the instant rebate, and price aft@arihsebate. It
was further recommended retailers communicatedt@afing feature/benefit information in advertising

» Use 75% less energy than incandescent light bulbs
» Last up to ten times longer

e Save $30 or more in energy costs over its lifetime

* Produce 75% less heat

The Change a Light logo and theme served to tiéotte# promotion to other regional and national paigns.
Including sponsor logos and language added créglitol the offering while maximizing the public etions value
realized by sponsors. Incorporatifegture/benefit information worked to communicédte key selling points for the
idea of switching from incandescent light bulb<teLs.

Point of Purchase Materials

In order to reduce costs and ensure that MEEA'ssms received the most comprehensive in-stordagisor their
dollar, it was decided once again to use a poipuothase (POP) template similar to the materigated for
Wisconsin’s Focus on Energy program. Each stataterials were customized with the logos of onbyltftal
sponsors in that state. These eye-catching pieghbghted the features and benefits of ENERGY STaRllified
lighting including:

+ Use of 75% less energy
« Last upto 10 times longer
« Save $30 or more in energy costs over the CFLesittife

As in previous promotions, WECC coordinated anrétfmdeliver point of purchase materials to indival stores
using E.A. Langenfeld and WECC representatives.
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Results

The chart below summarizes the number of CFLs sloddunit sales goal, number of participating tetaj number
of customers served and energy savings gaineccmgmnsor’s service territory.

MO DNR | Columbia | Aquila Empire KCP&L St MO IPL Crawford
Water and District Joseph’s
Light

# participating
retailers 3 16 4 10 2 2 5
CFL goal 15,624 7,460 26,728 11.058 24,650 4,250 2,753 5,000
# CFLs
purchased by 6,690 2,737 2,780 9,860 22,322 1,551 2,096 712
consumers
?g\ﬂﬁgg"w“ 344,07 | 139,860| 153249 503,845  1,127,0p8 79,450 7,106 | 36,383
Lifetime kWh
savings 2,408,747 979,023 1,072,740 3,526,915 7,889,057 ,2236 749,738 254,682

Boone IP&L SMMPA | Alexandria | MN DOC | Moorhead| totals
#
participating 3 9 18 2 3 77
retailers
CFL goal 5,000 14,977 | 18,000 2,832 6,249 5,276 149,857
# CFLs
purchased by, 5, 13,164 10,478 | 1,277 5,840 2,798 86,356
sponsor
consumers
Annual kWh
savings 207,006 672,679 535,425 65,255 298,423 142,978 24783
Lifetime
kwh savings | 1,449,040\ 4,708,753 3,747,973 456,782 2,088,064 001342 | 30,889,480
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Lessons Learned

In some sponsor utility areas, neighboring utilityprogram budgets impact final numbers

In Minnesota, there are numerous utility sponsarsig@pating in the promotion. In many areas &< states,
multiple participating utility consumers shop at tame retail locations. When this situation ogdtiis possible
that the promotion will need to end even though afrthe participating utilities has significantipderspent its
budget. This occurred in some of the MN sponseagrespecially in the Alexandria and Moorheadicerv
territories. The Minnesota Great River Energy Kgokli and Runestone Electric coop customers aceolfar a
large majority of the customers in these areaButlire retailer-based promotions, retailers in ksgiillage areas
should be assessed to determine which are respofwmita greater portion of the spillage in theitity's service
area. Retailers with a very high percentage dfespproduct should be removed from the progranin @ases where
there are limited alternative retailers, they stdwdve their allocation of bulbs reduced.

Overaggressive goals in troubled economy

There is one overriding lesson that was learné®D8. It is important to take sales and econoreieds into
consideration when setting goals. As notedvanv.lightsearch.comand according to NEMA'’s Lighting Systems
Index, “the overall CFL trend has been negativthasndex fell 7.5% on a year-ago basis and haingelcnearly
12% on a cumulative basis since the beginning 6620The downturn of the economy also impacted G&les in
2008.

Overaggressive goals were especially a problemmarKCP&L territory. Nine stores were added to ffgar's
program in hopes of achieving much higher CFL salgsring strong economic times, the higher goalsilal have
been attainable, but in the current economic ckmaine stores just were not enough. As the spayeads and
actual CFLs totals illustrate, the negative CFLibgyrend affected everyone in all three statdsgnsors fell short
of goal. This is a much different scenario thapezienced in 2007 when the sales of CFLs werecséhiting. On
the bright side, a recent study by the Dept. ofrGyfespeculates that CFL sales will bounce back neat,yhough
perhaps not to the same levels as in 2007.

Conclusion

The 2008 Change a Light promotion was a succemtra significant amount of energy was saved fitoenCFLs
that were sold. However, in a broader sense tB8 2B@mpaign was a discouraging year for the progyjisam that
all sponsors arrived short of their sales goalstddactors largely external to the program frameavhich has
yielded impressive results in years past. MEEAIsst funding from 12 sponsors across three statdditionally,
the promotion leveraged over $47,000 in matchihgte dollars from the manufacturer, not includidgeatising
and point of purchase support. 77 retailers gpeted in the promotion.

As a result of the 2008 Change a Light promotid)386 CFLs were sold in the region, translating@@89,478
kWh savings over the life of the CFLs, saving eribagergy saved to keep 37,067 tons of f&@m being released
into the atmosphere and equaling the removal of 4\889 cars from the road.

! http://www.lightsearch.com/lightnow/2008/1108/1168.htm

2 http://www.energystar.gov/ia/products/downloadd/CHarket_Profile.pdf
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Attachment A - Participating Retailers

Indiana, Ace:
CENTRAL ACE HARDWARE 1025 N ARLINGTON AVE INDIANAPOLIS IN 46219 | 317-357-8396
WHITE'S ACE HDW AT GEIST 10941 E 79TH ST INDIANAPOLIS IN 46236 | 317-823-0960
WHITE'S ACE HDW AT NORA 8502 WESTFIELD RD INDIANAPOLIS IN 46240 | 317-731-7050
CENTRAL ACE HARDWARE 5331 W WASHINGTON ST INDIANAPOLIS IN 46241 | 317-244-9569
ACE HARDWARE 1361 W 86TH ST INDIANAPOLIS IN 46260 | 317.257.6453
Indiana, Do it Best:
Sullivan Do It Best 6955 N. Keystone Indianapolis IN | 46220
Sullivan Do It Best 4838 N. Pennsylvania Indianapolis IN | 46205
Cardwell (AMI) Do It Best 3205 Madison Ave Indianapolis IN | 46227

Indiana, True Value:

| Fusek’s True Value 350 E New York St Ste 300 Indianapolis | IN | 46204

Minnesota, Ace:
ACE HARDWARE 20 6TH ST SOUTH MOORHEAD MN 56560 MN
ACE HARDWARE 9680 FOLEY BLVD COON RAPIDS MN 55433 MN
ACE HARDWARE #10148 24 W MINNESOTA AVE GLENWOOD MN 56334 MN
ACE HARDWARE #10729 7945 HIGHWAY 55 ROCKFORD MN 563 MN
ACE HARDWARE #11874 212 W THIRD ST MONTICELLO MN 8362 MN
ACE HARDWARE #12073 1380 E BRIDGE ST REDWOOD FALLS MN 56283 MN
ACE HARDWARE #3662 406 BROADWAY ALEXANDRIA MN 56308 MN
ACE HARDWARE #4851 120 NORTH 1ST STREET MONTEVIDEO MN 56265 MN
ACE HARDWARE #5676 218 MAIN ST SANDSTONE MN 55072 W
ACE HARDWARE #8776 5405 PENN AVE SOUTH MINNEAPOLIS MN 55419 MN
ACE HARDWARE #9638 20851 HOLYOKE AVE W LAKEVILLE MN 55044 MN
ACE HARDWARE & PAINT 17729 JUNIPER PATH LAKEVILLE Al 55044 MN
ACE HARDWARE & PAINT #9572 1300 FIRST ST NE NEW PRAE MN 56071 MN
ACE HARDWARE & PAINT #9594 14760 PENNOCK AVE APPLEALLEY MN 55124 MN
ACE PAINT & HARDWARE #3099 3098 65TH ST E INVER GR@& HEIGHTS MN 55076 MN

MEEA Change a Light, Change the World 2008 Pronmtio
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ARROW ACE HARDWARE

ARROW ACE HARDWARE #11081
ARROW ACE HARDWARE #11404
ARROW ACE HARDWARE #8626
ARROW ACE HARDWARE #8647
ARROW ACE HARDWARE #8916
ARROW ACE HARDWARE #9873
CARLSON ACE HARDWARE #3078
CHEROKEE HARDWARE

D&G ACE HARDWARE

DANIELS ACE HARDWARE

DENNY & KATHY'S ACE HARDWARE
DENNY & KATHY'S ACE HDWE #7584
DIAMOND LAKE ACE #7754

DJ'S TOTAL HOME CARE ACE CENTE
FARIBAULT ACE HARDWARE #11393
FLEET & FARM SUPPLY ACE #5869
FOREST LAKE ACE HARDWARE #1138
FRATTALLONE'S ACE HARDWARE
FRATTALLONE'S ACE HARDWARE
FRATTALLONE'S ACE HARDWARE #10
FRATTALLONE'S ACE HARDWARE #10
FRATTALLONE'S ACE HARDWARE #11
FRATTALLONE'S ACE HARDWARE #11
FRATTALLONE'S ACE HARDWARE #37
FRATTALLONE'S ACE HARDWARE #49
FRATTALLONE'S ACE HARDWARE #58
FRATTALLONE'S ACE HARDWARE #84
FRATTALLONE'S ACE HARDWARE #98
FRATTALLONE'S ACE HARDWARE MET
FRATTALLONE'S ACE HARDWARE MET
HACKENSACK LUMBER & ACE HARDWA
HANCE ACE HARDWARE

HARDWARE HANK / ROYALTON LUMBE
HITE ACE HARDWARE #8464
HOFFMAN ACE HARDWARE #10428
HUDSON'S ACE HARDWARE
HUTCHINSON ACE HARDWARE #12041
ISLE HARDWEARE HANK
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10 17TH AVE SW
485 MARSCHALL RD
670 S WATER ST
208 NORTH CEDAR
1500 NORTH BROADWAY
201 S MINNESOTA AVE
1021 15TH AVE SE
16281 MAIN AVE SE
6256 BOONE AVE N
1417 1ST AVE SW
320 W 2ND ST
3123 ROOSEVELT RD
2006 NORTH 8TH ST
5425 NICOLLET AVE
6060 LABEAUX AVE NE
421 2ND AVE NW
1300 N STATE ST
814 S LAKE ST
5016 COUNTY RD 101
1676 GRAND AVE
13735 ROUND LAKE BLN
1750 WEIR DR
3566 WINNETKA AVE N
650 GRAND AVE
10809 UNIVERSITY AVRE
3527 LEXINGTON AVE N
4795 HIGHWAY 61 N
9225 N LEXINGTON AVE
2261 37TH AVE NE
1804 NICOLLET AVE S
3915 LAKE ST E
124 N HWY 371
903 HOPKINS CENTER
PO BOX 197
740 11TH ST E
40 ARROWHEAD LN
2900 E 42ND ST
105 E WASHINGTON AVE
150 W MAIN ST

ROCHESTER
SHAKOPEE
NORTHFIELD
OWATONNA
ROCHEER
ST PER
ROCHESTER
PRIQRAKE
BROOKLYN PARK
AUSTIN
WINONA
STIOUD
STLOUD
MINNEAPOLS

ALBERTVILLE

FARIBALT
FAIRDNT
FORESAKE

MINNEONKA

ST PAUL

ANDOVER

WOODBUR
NEW HOPE

ST PAU
BLAINE

ARDEN HILLS

WHE BEAR LAKE
CIRCLE PINES

CQIMBIA HEIGHTS

MINNEAPOLIS
MINNEPOLIS
HACKEMNACK
HOPKINS
ROYALTON
GLENCOE
MOOSEAKE
MINNEAPOLIS
HUTCHINSON
ISLE

MN
MN
MN

W
MN
MN
MN
MN

MN

MN

MN

MN
MN
MN
MN
MN
MN
MN
MN

M
MN
MN

MN
MN
MN
MN
MN

MN
MN
MN
MN
MN

MN
MN

MN
MN

MN
MN

MN

5300 MN

55379
55057
55060
55906
56082
55904
55372
55369
55912
55369
56301
56303
55419
55301
55021
56013
55025
55345
55105
55304
55125
55427
55105
55434
55126
55110
55014
55421
55403
55403
56452
383
56373
K15
55767
55406
55350
56342

MN
MN
MN
MN
MN
MN
MN
MN
MN
M
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
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JORDAN ACE HARDWARE #12084
KENDALL'S ACE HARDWARE #10235
KUIPERS ACE HARDWARE #10424
MAIN STREET ACE HARDWARE #8418
MCCABE'S ACE HARDWARE #7718
MERICKEL ACE HARDWARE #313
MIMBACH FLEET ACE HARDWARE
NICOLLET ACE HARDWARE #9328
PARTNERS HARDWARE HANK
PELLICCI ACE HARDWARE #6324
PRINCETON ACE HARDWARE

RED WING ACE HARDWARE
RETZLAFF ACE HARDWARE

RITE ACE HDWE & RENTAL #9133
ROBBINSDALE ACE HARDWARE #1058
ROERIG ACE HARDWARE

RUSKELL HARDWARE

SCHUTT'S TRUE VALUE
SCHWALBACH ACE HARDWARE
STILLWATER ACE HARDWARE #4018
SUBURBAN ACE HARDWARE #10978
TERRY'S ACE HARDWARE #3035
TERRY'S ACE HARDWARE #3933
TRACY BUILDERS SUPPLY ACE
WACONIA ACE FARM & HOME SUPPLY
WELNA ACE HARDWARE #7166
WELNA ACE HARDWARE Il #4232
WISE ACE HARDWARE #87

WYOMING ACE HARDWARE

540 W SECOND ST
978 NORTH DALE ST

7914 OLSON MEMORIAL HWY

6388 MAIN ST
1200 MAIN ST EAST
HIGHWAY 10 WEST
5833 RIDGEWOOD RD
3805 NICOLLET AVE S
242 SIBLEY AVE N
113 ELM ST
706 S RUM RIVER DR
1264 WEST MAIN ST
21 N MINNESOTA
13151 WEAVER LAKE RD
4140 W BROADWAY AVE
4 N MAIN ST N
1301 18TH AVE
907 ATLANTIC AVE
1131 OXFORD ST
1662 MARKET DR
1930 N LEXINGTON AVE
14635 S ROBERT TRAIL
375 33RD ST WEST
221 SOUTH 4TH ST
801 SOUTH HWY 284

2438 BLOOMINGTON AVE S

2201 E FRANKLIN
210 S WASHINGTON
PO BOX 8

Minnesota, True Value, Hardware Hank & Mills Fleet Farm:

AGNEW HARDWARE HANK

MILLS FLEET FARM

AGNEW HARDWARE HANK
HARDWARE HANK / ROYALTON LUMBE
ISLE HARDWEARE HANK

MEEA Change a Light, Change the World 2008 Pronmtio

104 WALL ST

4891 MAINE AVE SE
104 WALL ST

PO BOX 197

150 W MAIN ST

JORDAN
SHAUL
GOLDEN VALLEY
NORTHHRANCH
SLEEREEYE
WADENA
ST CLaD
MINEAPOLIS
LITCHFIELD
FARMINGTON
PRINCETON
RED WING
NEW ULM
RPLE GROVE
ROBBINSDALE
WINNEBAGO
AUSTIN
KERKHOVEN
WORTHINGTON
STILLWTER
GSEVILLE
RENOUNT
HASTISG
TRACY
WGBONIA
MINEAPOLIS
MINNEAPLIS
LAKE CITY
WYOMING

ONAMIA
ROCHESTER
ONAMIA
ROYALTON
ISLE

NM
MN
MN
MN
MN

MN
MN
MN

MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN

MN
MN
MN
MN
MN

55352
55117
55427
55056
56085
56482
56304
55409
55355
55024
55371
55066
5608
55369
55422
56
55912
6252
56187
55082
55113
55068
55033
56175
55387
55404
55404
55041
55092

56359
564
56359
56373
56342

MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN
MN

MN
MN
MN
MN
MN
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MILLS FLEET FARM

MIMBACH FLEET ACE HARDWARE
PARTNERS HARDWARE HANK
SCHUTT'S TRUE VALUE

TRUE VALUE HOME & HARDWARE

Minnesota, Menards:

MENARDS - ALEXANDRIA

MEEA Change a Light, Change the World 2008 Pronmtio

4891 MAINE AVE SE
5833 RIDGEWOOD RD
242 SIBLEY AVE N
907 ATLANTIC AVE
828 30TH AVE S

215 50TH AVE

ROCHESTER
ST CUdb

LITCHFIELD
KERKHOVEN
MOORHEAD

ALEXANDRIA

MN
MN
MN

MN
MN

MN

564
56304
55355

6252
56560

5638

MN
MN
MN
MN
MN

MN
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Missouri, Ace:

HENKLE'S ACE 1201 S MADISON WEBB CITY MO 64870 417.673.2112
WESTLAKE ACE 1010 THOMPSON BLVD SEDALIA MO 65301 660.827.3630
WESTLAKE ACE 58 HWY & 71 HWY BELTON MO 64012 816.331.9277
WESTLAKE ACE 1205 N 7 HWY BLUE SPRINGS MO 64015 816.229.1177
WESTLAKE ACE 918 SW 7 HWY BLUE SPRINGS MO 64015
WESTLAKE ACE 103 S 291 HWY LEE'S SUMMIT MO 64063 816.525.4227
WESTLAKE ACE 444 SOUTH WEST WARD RD LEE'S SUMMIT MO 64081 816.246.4494
WESTLAKE ACE 328 B EAST YOUNG ST WARRENSBURG MO 64093 660.429.3199
WESTLAKE ACE 10130 E STATE RT 350 RAYTOWN MO 64138 816.353.6120
WESTLAKE ACE 1804 E. OHIO ST CLINTON MO 64735 660.885.1054
WESTLAKE ACE 1900 BUSINESS LOOP 70E COLUMBIA MO 65201 573.449.7277
WESTLAKE ACE 1910 W WORLEY COLUMBIA MO 65203 573.445.4012
WESTLAKE ACE 415 E 24 HIGHWAY INDEPENDENCE MO 64050 816.254.0411
WESTLAKE ACE 4545B SOUTH NOLAND RD INDEPENDENCE MO 64055 816.373.1073
WESTLAKE ACE 1000 WESTPORT ROAD KANSAS CITY MO 64111 816.756.2445
WESTLAKE ACE 1020 W. 103 STREET KANSAS CITY MO 64114 816.941.8922
WESTLAKE ACE 5009 N.E. VIVIAN RD KANSAS CITY MO 64119 816.454.1122
WESTLAKE ACE 5945 NE ANTIOCH RD GLADSTONE MO 64119 816.454.9900
WESTLAKE ACE 6201 INDEPENDENCE AVE KANSAS CITY MO 64125 816.231.8505
WESTLAKE ACE 2350 S CAMPBELL AVE SPRINGFIELD MO 65807 417.887.8926
RATHBONE ACE 508 E COMMERCIAL SPRINGFIELD MO 65803 417.862.6775
Missouri, True Value:
Pearl Bros True Value 617 Main Joplin MO | 64801 1417 623 6848
Family Center 2601 Cantrell Rd Harrisonville MO | 64701 816-884-6100
Sebus True Value 405 Main St Weston MO | 54098 816-386-2211
Roweton’s Home Center 203 E Broadway Bolivar MO | 65613 417 326 5611
Perkins Lumber 412 Pine Street Steelville MO | 65565 573-775-2345
Neosho True Value 1725 La Questa Neosho MO | 64850 1417 451 4457
Ash Grove True Value 307 Perryman Ash Grove MO | 65604 1417 751 2911
Dickey Bub True Value Hwy 8 & Trimfoot Rd Potosi MO | 63664
Dickey Bub True Value 1 Union Plaza Union MO | 63084 636-583-1177
Bourbon True Value 140 West Pine Bourbon MO | 65441

Missouri, Do it Best:

MEEA Change a Light, Change the World 2008 Pronmtio
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Wally's Do it Best 252 S Service Rd East Sullivan MO | 63080 573-468-8312
Wally's Do it Best 360 S Main Gerald MO | 63037 573-764-3513
Missouri, Hy-Vee:

Hy-Vee 3100 W Broadway Columbia MO 65203 573-447-0133

Hy-Vee 7117 N Prospect Gladstone MO 64119 816-452-6500

Hy-Vee 207 NE Englewood Rd  Kansas City MO 64118 816-454-4776

Hy-Vee 8301 N St Clair Ave Kansas City MO 64151 816-505-1000

Hy-Vee 6731 Blue Ridge Blivd Raytown MO 64133 816-358-9940

Hy-Vee 601 W 40 Hwy Blue Springs MO 64014 816-224-4288

Hy-Vee 310 SW Ward Rd Lee's Summit MO 64081 816-554-2200

Hy-Vee 1332 W Kansas St Liberty MO 64068 816-792-3210

Hy-Vee 201 N Belt Hwy St Joseph MO 64506 816-232-9750

Hy-Vee 1307 E North Ave Belton MO 64012 816-318-0400

Hy-Vee 1217 S Main St Maryville MO 64479 660-582-2191

Hy-Vee 301 NE Rice Rd Lee's Summit MO 64086 816-824-5760

MEEA Change a Light, Change the World 2008 Pronmtio
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Attachment B - Cooperative Ads
:30 FUSEK’S TRUEVALUE HARDWARE (radio ad)

HEY INDY... THERE'S A HARDWARE STORE DOWNTOWN ? NOTUBT ANY HARDWARE STRORE... A
TRUEVALUE HARDWARE STORE. FUSEK’S TRUEVALUE ..... IN IE HEART OF DOWNTOWN AT 350 EAST NEW
YORK STREET, NEXT TO THE MARSH MARKETPLACE. STOP BXT LUNCH OR ON YOUR WAY HOME. THERE'S
FREE PARKING AND EVERYTHING YOU NEED.....
LIKE THE REVOLUTIONARY GE COMPACT FLOURESCENT LIGHBULB THAT HAS TEN TIMES THE LIFE OF A
REGULAR LIGHT BULB...TEN TIMES! REGULARLY SELLS FORFIVE NINETY NINE....CURRENTLY ON SALE AT
TWO NINETY NINE EACH ....PLUS AN ADDITIONAL TWO DOLLAR INSTANT REBATE SPONSORED BY
IPL....YOU PAY ONLY NINETY NINE CENTS A PIECE.....LIMITTWELVE PER VISIT.

DOWNTOWN INDY RESIDENTS FINALLY HAVE A HARDWARE STORE AND IF YOU WORK DOWNTOWN, SAVE
SOME GAS DON'T MAKE AN EXTRA TRIP, STOP ON YOUR WAYOME...... FUSEK'S TRUEVALUE HARDWARE.

White’s -Hardware

Great Sevwice-Great Price

8000 Hours ony e
o N SA LE N OW! i . : 2zm[)act lf‘l)l:oIrJ::Zent Bulsgfaﬁ?gsz
EN ERGY ST AR qua I IﬁEd bul hs o ﬂm GE Compact Fluorescent Bulbs Offer the Following Benefits:

M Energy Star compliant

i, N Sa to $30 i L
W Use up to 75% less energy : g I Uses up Lo 75% Isse enargy than & standard ight bulb
B Last up to 10 times longer . ‘ 13, 20 & 26 Watt Mini-Spiral CFL Bulbs
W Save 530 or more in energy costs® over the life of the bulb Lme g o Sl 8249 el i o el 2007 Firal e

15-Watt R30 Indoor CFL Floodlight Bulb
Sale Price...$5.99 Instant In-Store Rebate.. $2.00  Final Price..

50/100/150-Watt 3-Way CFL Bulb
Sale Price...$7.99  Instant In-Store Rebate...$2.00  Final Price...

sale Price $2.99
in-Store Retate $.2,00

Fili out Instant
Rebate from In-Store99 ¢
and pay as low as

$2.00 Instant Rebate on
other available CFL Bulbs

Right At The

Register!
Offer good while supplies last!

HURRY!

Limited to stock on hand!
(NO RAINCHECKS ON CFL BULBS)

Rebate sponsored by:
Neosho True Value @
1725 Laquesta = Neosho
417-451-4457 T
Hours: Mon - Sat Bam-7pm = Sun 12:30pm-5:00pm

* Savings vary with utility rates.

26.Watt R38 Outdoor CFL Floodlight Bulbs
Sale Price...$8.99  Instant In-Store Rebate...$2.00  Final Price...

+ Sale Starls October 1st -
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Attachment C — Directional Sign

To recelve your Instant Cash-Back Rebate:

1 Choose which ENERGY STAR* qualified compact

fluorescent light bulbs (CFLs) you wish to
purchase.

2 Completely fill out coupon.

3 Bring your ENERGY STAR qualified CFLs and your
completed coupon to the checkout.

Limit & CFLs per customer.

-

BB8.476.9548 mwalliance.org/cal2008 Irestzmt Reberter Spanaored by

While supplies st Valid for Missour residential slectric castomers of
partic ULl ooy,

© 2008 FOCus on Energy MEEA-4036-0708
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Attachment D - Price Point & Shelf Shouter

ANGE A LIGHT |
St CHANGE THE WORLD
| EMERGY

Savings with a twist

Regular Price $ |:|
salePrice S| |

wbﬂaﬁ; Instant Rebate $2,00 £,

Limit 6 CFLs per customer.
Loy —

Instant Rebate Sponsored

888.476.9548 mwalliance.org/cal2008
© 2008 Focus on Energy MEEA4042.0708

EMERGY STAR® Qualified Compaet
Fluorescent Light Bulls (CFLs)

© 2008 General Electric Compary
Limkt 6 buibs per customer. Wnile supplies last. Valid for Missourl residential
electric customers of participating utiities ony.

+ Use up to 75% less energy than
rogular bulbs

Last up to 10 times longar

Save an average of 530 or more In
energy costs over thair lifeima

caSh Back Produce 75% less heat
pe' huh Haolp the envimonment by

Limit & CFLs par customer, saving anergy

' Becmise CFLs use kss power i create the same smoont of Bght,
s the charn bolow io dolermine the cormct waliaga for your nasds.

BBE 476 6548 mmnﬂ?ﬂm
WY Mppiet ft. Vot 1 Wi (ERRNE BRCHE USDTES
i rg L e nly
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Attachment E - End Cap Sign

avings with a twist

ENERGY STAR’ Qualified Light Bulbs
+ Use up to 75% less energy than regular bulbs
» Last up to 10 times longer

+ Save an average of $30 or more in energy costs over
their lifetime

* Produce 75% less heat

Cash-Back [ * Help the environment by saving energy

per bulb

Lt 12 4 e e o,

mwalliance.org/cal2008
888.476.9548

MEEA Change a Light, Change the World 2008 Pronmotio
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Attachment F — Coupon

*2 Instant Rebate

on ENERGY STAR" Qualified Bulbs
PURCHASED AT ACE HARDWARE

my electric wtility company,

names.

street address

city, state & zip

daytime phane (for verification only)

name of store where purchased Ace Hardware
city.
date i/ /

Please complete the following

Quantity CFL Watt Equiv. GE Model Ace SKU
13W Mini-Spiral a0 16460 3237095
200 Mini-Spiral TE 15516 3166504
R 2EW Mini-Spiral 100 15517 2166485
15W Dadight Spirsl =] 8a0d1 2230474
200 Daight Spiral o 82004 3230216
28W Daplight Spiral 100 22035  AR30da2
15 Dimmable Spiral =] 88823 3237112
28V Dimmable Spiral 100 82524 A23TIZ0
12W/ZINA2W ey S0/1000150 47448 3166543
11W Globe 40 47484 3001965
15 Globe & 47485 3230372
11W R20 Reflector L] 2401 39092285
15%W R0 Reflector &5 20708 3138120
15W Dimmable R30 &5 21710 3002252
28W Dutdoor Par3s an 47483  30022e0
11W Qutdoor Bug Light A 40805 2003104
11W Dutdoor Post Light A0 4080 3003005
TOTAL Bulbs x §2 = l:l Total Rebats

Limit & Hght bulbs per customer. Maximum rebate = S12.00
Instant Rebate not (o exceed purchass price. Offer valld 10/01/08—13 /a1 f08,
‘Whille supplias last,

Sl

Borse Elecirie
Couperative

MEEA Change a Light, Change the World 2008 Pronmotio

To Receive Your Instant Reward

1. Selsctup to & EMERGY STAR qualified bulb(s) you wish to purchass
from the list on the reverse side of this coupon.

2. Bring your EMERGY STAR qualified bulk{s) and this completed
coupon to the checkout and get $2 off the purchase price of each
buby st the register

Important nformation

Thiz offer iz available to Missour msidential slectric customers who
purchase qualifisd compact flusrescent bulbs from October 1, 2008,
through Decembyer 31, 2008, only. Offer good while supplies last, and
iy not be combinsd with any other utility or sponsor offer. Limit & bulks
per customer,

The sponsoring utiliiss/odanizations eearve the ight to withdraw this
offer without notice. Photocopies or facsimiles of this form are not
acceptabls, Rebated bulbz may not be ussd for resals. Ineligibls
rebates are subject to denial or repayment to the program. Instant
Rebats not to excesd purchase prics.

Confidentiality statement

| arn prwiding the requested information solely to b= eligible to paticipats
in this program and recuesst that the personal information supplied by me
b treated as confidential to the maxmum sxtant possible,

Pleasze sign or initial here:

For the authordzed retaller

To redeem, complete the coupon receipt (provided by your
reprasantative), include the sddress where check is to be mailed, and
total amount of sxpectsd reimbursernent and send with rebats
coupons to: ENERGY STAR Bulbs, ¢ /0 WECC. 431 Chamany Drive,
Madison, Wl 53719 Mailing insurance on redesmsd coupons is
suggssted, as you are responsible for any coupons lost in shipping.
Retailer must subrnit coupons to WECGC no later than January 18, 2005
to qualify for reimbursement.

#TF-0 ENERGY STAR &

7 Wit Trangy Hiancy st

While supplies Iast. Offer valld 10/01 /08—12/31 /08, MEA-A0050805MOAH
& 200@ Gangral Blaciric Company
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Attachment G - Speaking Points

Changing a light bulb is one of the easiest eneffigiency improvements residents can make. Atfhlites
is screwing in an ENERGY STARyualified compact fluorescent light bulb, or CFL.

Change a Light

* The “Change a Light” campaign has a simple mess&geen you change your next light bulb or
fixture, make sure it is ENERGY STAR qualified.

Save money on your electric bills for years to come

Reduce demand on the area’s electricity generamandistribution systems.

Help keep our environment clean for future generesti

Get the same bright, warm light you find with ttamhal incandescent light bulbs.

Added convenience because ENERGY STAR qualifidat lnylbs last up to 10 times longer than
incandescent light bulbs.

And during the “Change a Light” program, you camesmoney right now with a special $2 instant
rebate on ENERGY STAR qualified CFL.

Why Switch?
* There are a variety of good reasons to make theelswiust to recap and summarize...

Immediate Savings: During the “Change a Light” program, area residean purchase ENERGY
STAR qualified CFLs for as little as $.99 eachelest participating retailer locations.

Savings for Years to Come:Save at least $150 in energy costs simply by repabe five most
frequently used light fixtures, or the bulbs inthen your home with ENERGY STAR qualified
CFLs.

Reduced Energy Consumption: CFLs use up to 75 percent less energy than iresaedt bulbs.
Switching to CFLs reduces demand on the electstesy and helps ensure a reliable supply of
energy for our residents and businesses.

A Brighter Earth: When you use ENERGY STAR qualified products, gotively reduce the
amount of fossil fuels, such as coal, burned tapce electricity. This prevents pollution and
combats global climate change by reducing greerehgas emissions.

Convenience: CFLs last up to 10 times longer than standardridescent bulbs. That's more than
four years under typical use. You'll benefit framat having to replace burned-out light bulbs as
often — particularly those hard-to-reach bulbs.
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» Quality and Versatility: CFLs provide the same bright, warm, welcomingtiags incandescent
bulbs. They're available in a wide variety of sizehapes and styles, so you can use them indoors
our outdoors in virtually any light fixture.

What is ENERGY STAR?

* You're probably familiar with the ENERGY STAR narbat may not be familiar with exactly what it
stands for.

= ENERGY STAR is the symbol for energy efficiency.isla voluntary, federally backed program to
help consumers quickly and easily identify produbtt save money on their utility bills and thag ar
easier on the environment.

* Products that earn the ENERGY STAR label meettstnergy efficiency criteria set by the U.S.
Environmental Protection Agency and the U.S. Depant of Energy.

= In addition to lighting, products in more than 3Betent categories have earned the ENERGY
STAR label, and the list continues to grow!
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Attachment H — Media Releases (sampling)

&’ MEEA

Midwest Energy Efficiency Alliance CONTACT:

Karen Andre, K Andre Consulting
karen@kandreconsulting.com

CHANGE A LIGHT, CHANGE THE WORLD IN INDIANA

Consumers Save Money, Energy and the Environment ¥ The Twist of Energy Efficient Light Bulbs —
Over 2.5 Million CFLs Sold Through the Change A Light Program

INDIANAPOLIS, IN (October 1, 2007) — The Midwest Energy Efficiency Alliance and
Indianapolis Power & Light Company (IPL) are laumghthe 2007TChange A Light, Change The World
campaign to help consumers save money and enetiyyawivist of an ENERGY STARqualified compact
fluorescent light bulb (CFL). It's a quick and ga®lution to lowering utility bills in addition teaving
energy and protecting the environment.

Since 2001, MEEA and its sponsors have sold mae 25 million CFLs, saved nearly 1 billion
kWh of energy, and avoided the release of 2.7 omiltons of C@Qemissions into the environmernthange
A Light, Change The World has attracted 17 sponsoring companies and overed@i0organizations
throughout the Midwest to coordinate a public mgesand collaborate around a critical initiative.

From October 1 through December 31, 2007, Indiali@power & Light Company (IPLand the
Midwest Energy Efficiency Alliance (MEEA) are encaging Indiana residents to “Change the World” one
light, one step at a time by replacing their honfi®’s most frequently used light fixtures, or thalis in
them, with ENERGY STAR qualified CFLs. In the aage home, the most frequently used fixtures are:
kitchen ceiling dome light, living room table lamjwing room floor lamp, bathroom vanity light and
outdoor porch or post lamp. By making this chargeousehold can save at least $60 a year in energy

costs in addition to protecting the environment.
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The program is being held in conjunction with th&lLEnvironmental Protection Agency (EPA) and U.S.
Department of Energy’s (DOE) national “"ENERGY STA&Range a Light, Change the World” campaign.
MEEA and its sponsoring partner are helping Indisasgdents make the simple switch to energy-efiicie
lighting by offering $2 instant rebates on ENERGVYAR qualified CFL purchases while supplies last.
With the instant rebates, the CFLs will sell foditite as $0.99 at select retail locations.

For more information about th€hange a Light, Change the World” campaign, call 888-476-9548 or visit

www.mwalliance.org/cal2007

About Indianapolis Power & Light Company (IPL)

Indianapolis Power & Light Company (IPL) providetail electric service to about 460,000 residential
commercial and industrial customers in Indianapaléswell as portions of other Central Indiana camities
surrounding Marion County. During its long histoHpL has supplied its customers with some of tiveekt-cost,
most reliable power in the country. For more inmfation, visit www.IPLpower.com

About the Midwest Enerqy Efficiency Alliance

The Midwest Energy Efficiency Alliance (MEEA) isragional network of organizations collaborating to
promote energy efficiency. MEEA's vision is todkader in raising and sustaining the level ofgnefficiency in
the Midwest by fostering increased market penetnatif existing energy efficient technologies andrpoting new
technologies, products and best practices, inctudinewable energy.

About ENERGY STAR

ENERGY STAR was introduced by the U.S. EnvironmkeRtatection Agency in 1992 as a voluntary
market-based partnership to reduce air pollutiooutbh increased energy efficiency. Today, withistasce from the
U.S. Department of Energy, the ENERGY STAR progddigrs businesses and consumers energy efficiduticaus
to save energy, money and help protect the envieoifor future generations. More than 8,000 orgtions have
become ENERGY STAR partners and are committed ppoming the energy efficiency of products, homed an
businesses. For more information, visit www.enstaygov
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CHANGE A LIGHT, CHANGE THE WORLD

Consumers Save Money, Energy and the Environment ¥ The Twist of Energy Efficient Light Bulbs —
Over 2.5 Million CFLs Sold Through the Change A Light Program

SPRINGFIELD, MO (October 1, 2007)- City Utilities of Springfield (CU)the Missouri Department of
Natural Resources and the Midwest Energy Efficieitiiance are launching the 20@hange A Light,
Change The World campaign to help consumers save money and enetigyauwist of an ENERGY
STAR® qualified compact fluorescent light bulb (CFLY:sla quick and easy solution to lowering utility
bills in addition to saving energy and protectihg environment.

Since 2001, MEEA and its sponsors have sold mane 205 million CFLs, saved nearly 1 billion kWh of
energy, and avoided the release of 2.7 million @S0, emissions into the environmerthange A Light,
Change The World has attracted 17 sponsoring companies and overeb@organizations throughout the
Midwest to coordinate a public message and colkteaaround a critical initiative.

From October 1 through December 31, 2007, Mis&sponsor organizatiorad the Midwest
Energy Efficiency Alliance (MEEA) are encouragingssburi residents to “Change the World” one light,
one step at a time by replacing their home’s fiastnfrequently used light fixtures, or the bulbghiam,
with ENERGY STAR qualified CFLs. In the averager® the most frequently used fixtures are: kitchen
ceiling dome light, living room table lamp, livirgom floor lamp, bathroom vanity light and outdporch
or post lamp. By making this change, a househaifdsave at least $60 a year in energy costs itiaaldd
protecting the environment.

The program is being held in conjunction with th&lLEnvironmental Protection Agency (EPA) and U.S.
Department of Energy’s (DOE) national “ENERGY STA&Range a Light, Change the World” campaign.

MEEA and its sponsoring partner are helping Missmsgidents make the simple switch to energy-edfiti
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lighting by offering $2 instant rebates on ENERGWVAR qualified CFL purchases while supplies last.
With the instant rebates, the CFLs will sell foditite as $0.99 at select Ace Hardware locations.

Not only do ENERGY STAR qualified CFLs use up top&cent less energy than your typical
incandescent light bulbs, but CFLs also offer sigpgrerformance by generating approximately 75 @eatrc
less heat than standard incandescent lightinglaatithg up to

10 times longer than incandescent bulbs, makirgu&et changes of hard to reach light bulbs a thirtge
past. You'll be surprised how bright and warmligkt is and how little time you will spend replagithe
energy efficient CFLs.

For more information about th€hange a Light, Change the World” campaign, call 888-476-9548 or visit

www.mwalliance.org/cal2007

About City Utilities of Springfield (CU)

City Utilities of Springfield (CU) is a progressiveommunity-owned utility serving southwest Missawith
electricity, natural gas, water, telecommunicatiand transit services. City Utilities’ 100,000 aursers enjoy
utility prices among the lowest in the United Ssathe convenience of one bill for all utilitiesidadependable
hometown services delivered with a personal todetr. more information, visit www.cityutilities.net

About The Missouri Department of Natural Resources

The Missouri Department of Natural Resources pvesegiprotects, restores and enhances Missourisaiat
cultural, and energy resources and works to ingpai enjoyment and responsible use for presefatnre
generations. For more information, vikitp://www.dnr.mo.gov/energy/changealight.htm

About Midwest Enerqy Efficiency Alliance

The Midwest Energy Efficiency Alliance (MEEA) isragional network of organizations collaborating to
promote energy efficiency. MEEA's vision is todkader in raising and sustaining the level ofgyefficiency in
the Midwest by fostering increased market penetnatif existing energy efficient technologies andrpoting new
technologies, products and best practices, inctudinewable energy.

About ENERGY STAR

ENERGY STAR was introduced by the U.S. EnvironmkERtatection Agency in 1992 as a voluntary
market-based partnership to reduce air pollutiooutbh increased energy efficiency. Today, withistasce from the
U.S. Department of Energy, the ENERGY STAR progddiers businesses and consumers energy efficiduticaus
to save energy, money and help protect the envieoifor future generations. More than 8,000 orgtions have
become ENERGY STAR partners and are committed ppoming the energy efficiency of products, homeg an
businesses. For more information, visit www.enstaygov
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CHANGE A LIGHT, CHANGE THE WORLD IN MINNESOTA

Consumers Save Money, Energy and the Environment ¥ The Twist of Energy Efficient Light Bulbs —
Over 2.5 Million CFLs Sold Through the Change A Light Program

ROCHESTER, MINN. (October 1, 2007)- The Southern Minnesota Municipal Power Agency
(SMMPA), The Minnesota Department of Commerce ahd Midwest Energy Efficiency Alliance are
launching the 200Change A Light, Change The World campaign to help consumers save money and
energy with a twist of an ENERGY STARjualified compact fluorescent light bulb (CFLY'sla quick
and easy solution to lowering utility bills in atldn to saving energy and protecting the environtmen
Since 2001, MEEA and its sponsors have sold mane 225 million CFLs, saved nearly 1 billion kWh of
energy, and avoided the release of 2.7 million @S0, emissions into the environmerthange A Light,
Change The World has attracted 17 sponsoring companies and overeb@organizations throughout the
Midwest to coordinate a public message and colkteaaround a critical initiative.

From October 1 through December 31, 2007, Minr@ésagponsoring organizatioasd the
Midwest Energy Efficiency Alliance (MEEA) are engaging Minnesota residents to “Change the World”
one light, one step at a time by replacing themé five most frequently used light fixtures, betbulbs
in them, with ENERGY STAR qualified CFLs. In theeslage home, the most frequently used fixtures are:
kitchen ceiling dome light, living room table lamjwing room floor lamp, bathroom vanity light and
outdoor porch or post lamp. By making this chargeousehold can save at least $60 a year in energy
costs in addition to protecting the environment.
The program is being held in conjunction with th&lLEnvironmental Protection Agency (EPA) and U.S.
Department of Energy’s (DOE) national “ENERGY STA&Range a Light, Change the World” campaign.

MEEA and its sponsoring partner are helping Minte@sesidents make the simple switch to energy-
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efficient lighting by offering $2 instant rebates BNERGY STAR qualified CFL purchases while supplie
last. With the instant rebates, the CFLs will $etflas little as $0.99 at select Ace Hardware ldacdware
Hank locations.

Not only do ENERGY STAR qualified CFLs use up top&cent less energy than your typical
incandescent light bulbs, but CFLs also offer sigpgrerformance by generating approximately 75 @eatrc
less heat than standard incandescent lightinglaatithg up to 10 times longer than incandesceriidyul
making frequent changes of hard to reach light$althing of the past. You'll be surprised howghtiand
warm the light is and how little time you will spereplacing the energy efficient CFLs.

For more information about th€hange a Light, Change the World” campaign, call 888-476-9548 or visit

www.mwalliance.org/cal2007

About The Southern Minnesota Municipal Power AgencSMMPA)

The Southern Minnesota Municipal Power Agency (SMYIRas created in 1977. SMMPA provides
eighteen municipally owned utilities, located mgstl south-central and southeastern Minnesota, @gthmercial,
industrial and residential related services andipets that help them serve the energy needs afdbeibined 92,000
retail customers reliably and cost-efficiently. rRoore information, visit www.smmpa.com.

About The Minnesota Department of Commerce

The Minnesota Department of Commerce’s mission &rsure equitable commercial and financial
transactions and reliable utility services by: lating and licensing business activity in more tB@rindustries;
investigating and resolving consumer complaintgpadting the public's interest before the Publiititigts
Commission; and, administering various state progra

About Midwest Enerqy Efficiency Alliance

The Midwest Energy Efficiency Alliance (MEEA) isregional network of organizations collaborating to
promote energy efficiency. MEEA's vision is todkeader in raising and sustaining the level ofgynefficiency in
the Midwest by fostering increased market penetnatif existing energy efficient technologies andrpoting new
technologies, products and best practices, inctudtnewable energy.

About ENERGY STAR

ENERGY STAR was introduced by the U.S. EnvironmkeRtatection Agency in 1992 as a voluntary
market-based partnership to reduce air pollutiooutbh increased energy efficiency. Today, withistasce from the
U.S. Department of Energy, the ENERGY STAR progddiers businesses and consumers energy efficiduticaus
to save energy, money and help protect the envieoifor future generations. More than 8,000 orztions have
become ENERGY STAR partners and are committed ppoming the energy efficiency of products, homeg an
businesses. For more information, visit www.enstaygov
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